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Abstract 

Today we are all living in a global marketplace where we are exposed to and influenced by 
advertisements from all over the world. To have the world as your market is not an easy 
task for its multinational actors. This is mainly because cultural issues affect the market as 
well as the consumers. 

The Chinese market is developing rapidly. With its 1.3 billion people it has become an at-
tractive challenge for numerous companies who see great opportunities on this relatively 
new market.   

The purpose of this thesis is to explore how cultural issues on the Chinese market affect 
the advertising strategy and advertising climate for western companies who conduct adver-
tising in China. 

To fulfil this purpose we have developed three focus points that we have used to structure 
our work with this thesis. They are cultural issues, attributes and media channels. All of them 
cover one aspect that we want to look into more deeply. To do this we have conducted a 
qualitative study with semi-standardized interviews. We have interviewed five respondents, 
who are divided among business and non-business respondents. 

The result of the study shows that the naming of products and the design of advertise-
ments are very important for the Chinese market. The name should convey a positive 
meaning and reflect the product. Regarding the design of advertisements our study shows 
that companies may well use play of words since this is often appreciated by the receiver. 
Furthermore companies should be careful when using numbers, since Chinese people are 
rather superstitious and certain numbers can convey a negative meaning.  

We found out that the glocalisation strategy, which was employed by both our studied 
companies, is suitable when conducting advertising on two or more markets and the mes-
sage needs to be adapted somewhat to each culture.   

Status and price are the two most important attributes when advertising in China. Since it 
can be hard for western companies to compete with the domestic ones in price, it is usually 
preferable to promote status instead.  

It is more or less that same media channels that are used when advertising in China, as in 
the rest of the world. The difference is that the Chinese government controls the media 
and enforces numerous laws and regulations for advertising companies to follow. There-
fore they should learn as much as possible about these regulations before advertising.  
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Sammanfattning 

Vi lever idag i en global marknadsplats där vi dagligen blir influerade av annonser från stora 
delar av världen. Att ha världen som marknadsplats är dock ingen lätt uppgift för företag då 
den består av olika kulturer och många kulturella skillnader som påverkar marknaden och 
konsumenterna. Den Kinesiska marknaden växer snabbt och med sina 1.3 miljarder invå-
nare så har Kina blivit en ny utmaning för många företag runt om i världen som ser stora 
möjligheter på den relativt nya marknaden.  

Syftet med studien är att undersöka hur den Kinesiska kulturen påverkar västerländska fö-
retags annonseringsstrategier.  

För att uppfylla syftet har vi utifrån detta format tre fokuspunkter som sedan använts för 
att skapa intervjuunderlag samt en struktur genom arbetet. En kvalitativ studie med semi-
standardiserade intervjuer har utförts med fem respondenter uppdelade i två kategorier; fö-
retags- och icke företags respondenter. 

Resultatet av studien visar att namngivning av produkter och utformande av annonser för 
den Kinesiska marknaden är det av stor vikt. Namnet bör ges en positiv innebörd och 
spegla produkten. Gällande annonser så visar vår studie att företag bör använda sig av ord-
lekar då detta uppskattas samt vara noggranna med användning av siffror då Kineser enligt 
är förhållandevis vidskepliga. Vidare visar vår studie att Glocalisation är den strategi som 
används av båda företagen och som är mest lämpad för företag som annonserar på två 
skilda marknader där annonseringen behöver anpassas till den rådande kulturen. 

Status och pris är de två viktigaste attributen för företag att ta i beaktande vid annonsering i 
Kina. Då det kan vara svårt för västerländska företag att genom prissättning konkurrera 
med lokala företag bör de istället inrikta sig på att framhålla den status som dess produkter 
ger. 

Det är i stort sätt samma typ av media kanaler som ändvänds i Kina som övriga världen 
men skillnaden ligger i de regler och förordningar som kontrollerar all media.  Regeringen 
administrerar och kontrollerar i stort sätt all Kinesisk media. Med anledning av detta bör 
företag som annonserar i Kina öka sin kunskap om hur systemet fungerar och används för 
att på så sätt effektivisera sin annonsering 
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1 Background 

Marketing products to an overseas market is difficult. Whether a potential buyer accepts or 
rejects a marketing offering is, according to Fletcher and Brown (2002), partially deter-
mined by the cultural influences impacting on her cognitive, affective and connotative be-
havior. This is important for domestic companies to take into consideration when market-
ing their products, but it is crucial for international companies who are conducting market-
ing abroad. Cultural preferences or reactions to a foreign marketers approach will often 
override what is considered rational economic decision making. (Fletcher & Brown 2002) 

One cornerstone in marketing is the satisfaction of wants and needs (Kotler & Armstrong, 
2001). These wants and needs are influenced by the culture that the potential buyer belongs 
to. It will also affect the way the marketing message, concerning how the wants and needs 
will be satisfied, is interpreted. Thus advertising in a foreign country requires skill and cul-
tural knowledge (Fletcher & Brown 2002). 

The urban Chinese consumer-market is growing rapidly and numerous western companies 
have already identified the opportunity to expand their business to the east. However most 
foreign companies are only targeting the wealthy top-segment of the market, which consti-
tutes only five to ten percent of the total market. This is likely to change as the Chinese 
middle-class is growing and will soon be ready to consume western products sold by west-
ern companies. By 2010 more than 40 million Chinese households are likely to earn more 
than 48 000 renminbi, which is equivalent to $24 000 in terms of purchasing-power parity. 
That is enough to qualify them as middle class households by U.S. standards. (McKinsey 
Quarterly, 2004)      

Companies who are trying to tap into the new market need to reach this developing con-
sumer group. One of the most common ways to do this is by extensive advertising. Adver-
tising is considered to be one of the most effective marketing methods by Chinese compa-
nies. They rely heavily upon it to generate sales (Reuvid & Yong, 2005). Just as other as-
pects of China’s semi-market economy advertising is a rather new concept. It has moved 
from being useless during the plan economy, to be completely forbidden during the cul-
tural revolution in the 1960’s, to becoming one of the most  commonly used market efforts 
during the last decade (Ambler & Witzel, 2000).  

As an increasing number of foreign companies are establishing in China today, they are 
faced with the problem of how to reach the Chinese consumer. If they chose to do as their 
domestic counterpart and use advertising, then they have to decide what they can and can-
not say in their ads. Can they use the same kind of advertisement in China as they use at 
home? Is the message the same? Does the same message convey the same meaning for dif-
ferent recipients? According to Aitchison (2002) the most successful campaigns does not 
copy western advertisement style and design, instead they are true to their own culture and 
allows the brand to communicate this. Campaigns that are using humor, especially to re-
flect some quirk of its local culture and society are also known to be very successful. These 
are issues that foreign advertiser has to cope with.   

There are numerous questions for foreign advertisers in China, all of who needs to be an-
swered in order to reach the market that constitutes for on fifth of the worlds population. 
If they fail to do find solutions, they are risking to be left out (Ambler & Witzel, 2000). 
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In an effort to structure the problem that foreign advertisers are faced with when trying to 
reach the Chinese market we have defined three categories of questions concerning this 
subject. These categories will be referred to as “focus points”. All of them cover one aspect 
that we want to look into more deeply in this thesis. Obviously it would be very hard to 
cover all aspects of the problem of advertising in a foreign culture, so the purposes of these 
focus points are not to provide a final solution to this problem. Instead we will use them as 
a way of structuring the work for this thesis. 

• The first focus point is Cultural Issues. This point put emphasis on the cultural issues 
and differences between Chinese and western consumers. Our ambition is that this 
point will lead us into a discussion of how these issues affect advertising and the 
shape of advertisements and how culture affect the advertising in general. 

• The second point is Attributes. We will use this point in order to find out what 
product attributes that are valued by the Chinese consumer. Attributes that differs 
from western preferences are of certain interest here. 

• The third and final focus point is Media Channels. This point will be used to gain 
knowledge in which media channels that are used to spread advertising messages. 
By doing this we hope to acquire a picture of what environment a foreign adver-
tiser will find himself in on the Chinese market.  

In order to put these focus points in a relevant context, some knowledge of the Chinese 
market needs to be obtained. We will look into how culture and history has shaped this 
market into its current state. Thereby we hope to give an explanation to western compa-
nies’ interest in the market. Also we believe that it is relevant to see how western products 
are perceived in China. This is important for the context of the focus points as well, since 
the main theme for this thesis is advertising and western companies.  

When put together, these focus points will cover the area that this thesis aims to investi-
gate, namely cultural issues and advertising and the interplay between them. Also, they lead 
to the research question of the thesis which is: 

How do cultural issues affect the advertising and the advertising climate for western companies in the urban 
Chinese market? 

By answering this question we hope to provide useful information for companies who are 
faced with these issues and for people who want to get to know new Chinese market.     

1.1 Purpose  

The purpose of this thesis is to explore how cultural issues on the Chinese market affect 
the advertising strategy and advertising climate for western companies who conduct adver-
tising in China. 

1.2 Definitions 

Because some central concepts in the thesis could have the same or different meanings de-
pending on the author etcetera we have chosen to define them in the following text. These 
definitions will be used throughout this thesis from now on. 
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Advertising: Herbig (1998) defines advertising as a non personal, paid presentation or 
message that is placed in mass media and must identify the person or organization behind 
the ad.  

Culture: Culture is defined as a way of life that includes peoples believes, values, language, 
expected behaviors and the living practices shared by members of a society (Herbig, 1998).  

Global: According to Nationalencyklopedin (2005a) the word global stand for something 
that includes the entire world which mean that in order use the world global all nations 
must be potentially involved.  

International: The word ‘international’ has a similar definition as global but it does not 
need to involve the whole world. International is something that concerns more then one 
nation and usually a couple of countries (Nationalencyklopedin, 2005b).   
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1.3 Model for the outline of the thesis 

Here is a visualization of the outline for this thesis. Please notice how each focus point cor-
respond to certain parts of the theoretical framework. 
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2 Method  

In this chapter we will describe which methods we will use throughout this thesis to answer our research 
questions, and also why we chose those methods. The chapter begins with a brief discussion of how the pur-
pose and our research question will be handled in the method. Then we present approaches and data collec-
tion alternatives and also argumentations of which we have chosen. Finally we explain what we have done to 
make this thesis trustworthy and how we are going to conduct our analysis. 

2.1 Discussion 

As stated earlier the purpose of this thesis is to explore how cultural issues on the Chinese 
market affect the advertising strategy and advertising climate for western companies who 
conduct advertising in China 

The fact that this study involves information that has to be gathered from western compa-
nies that are conducting advertising in China, will affect how we conduct this research. It 
will influence the choice of method both concerning type of study and data collection 
method. 

Furthermore, the focus points mentioned in the background; Cultural Issues, Attributes, 
and Media channels, will also become a big part of this method chapter, as these aspects 
are to be used for guiding the work of this thesis. Through these three focus points we aim 
to get the answer to our research question and thereby fulfill the purpose of this thesis. 

2.2 Approach 

There are many factors to consider before deciding which method to use and according to 
Lekwall and Wahlbin (1993) the method should be chosen on the basis of the purpose and 
research questions. Today there are principally two methods that are being used; the quan-
titative and the qualitative method.  

The quantitative method is according to Lundahl and Skärvad (1999) often used in purpose 
to explain something from a statistical point of view. The method can be used when inves-
tigating the existence and frequency of the object studied. Quantitative data is commonly 
performed through interviews or surveys. Patton (1990) also mentions that a quantitative 
approach gives the possibility to measure different opinions on a large number of questions 
from a large range of respondents. The answers are then translated into numerical data 
which can be analyzed by several different statistical methods (Lind, Marchal & Mason, 
2001). However as the data collected in this study would be concerning experiences and 
thoughts of the respondents instead of numerical measurable data, a quantitative study is 
not an option. 

Similar to the quantitative method, qualitative data is collected through different investiga-
tions such as interviews, surveys and case studies (Lundahl & Skärvad, 1999). But the aim 
of such study is according to Lundahl and Skärvad (1999) to look at values, attitudes, ideas 
and trying to understand them instead of turning them into numerical data. Lekwall and 
Wahlbin (1993) define the qualitative approach as collecting, analyzing and interpreting 
data that cannot be expressed in numbers. Furthermore they also argue that the aim of the 
qualitative approach is to study the chosen issues more deeply within a small number of re-
spondents. Lekwall and Wahlbin (1993) further declare that openness to the results of the 
investigation is of importance in the qualitative study. 
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An advantage with the quantitative approach, according to Lekwall and Wahlbin (1993), is 
the time aspect, a quantitative investigation is usually not as resource demanding and time 
consuming as a qualitative. The qualitative approach on the other hand, as mention earlier, 
gives the researcher a possibility to study and analyze the subject more into depth. An in 
dept study is what would fit the purpose of this thesis the best. This since we want to find 
out how the company experience the situation. The company has the information about 
how they handle cultural issues and thereby it becomes their thoughts and experiences that 
we collect, evaluate and analyze. 

Having Lekwall and Wahlbin’s (1993) words in our mind, about basing the choice of 
method on the purpose, the authors of this thesis has decided to use a qualitative approach 
for the investigation, this because the purpose of this thesis is to explore how cultural is-
sues affects the advertising strategy and advertising climate for western companies who 
conduct advertising in China. The importance in this purpose when it comes to choosing 
method is that we are investigating, namely if and how the respondents believe that cultural 
issues affect their advertising strategy. This means that we are conducting an investigation 
and evaluation of how they experience and think of things they done, which makes the 
qualitative method the approach to use. We believe that a quantitative approach will not 
give us the possibility to study the underlying reasons and companies solutions to them. In-
stead we think that an in depth study is necessary in order to gain a more exhaustive answer 
and to fulfill the purpose. We also believe that a qualitative approach will give us a better 
understanding about if and how companies adjust their marketing due to cultural issues 
then a quantitative study would have.   

In accordance with what Lekwall and Wahlbin (1993) is saying the aim with this thesis is to 
through a qualitative study do an into depth investigation of how western organizations 
consider cultural issues to affect their advertising on the Chinese market.  

2.3 Data collection 

Primary and secondary are the two types of data that forms the foundation for a research. 
In this thesis we will use both primary- and secondary data. Primary data would be the re-
sults of the interviews we will conduct to get the empirical part of our thesis. The secon-
dary data will be used mainly to analyze the empirical findings but also in some cases to 
give the reader the necessary understanding.  

Primary data is according to Eriksson and Wiedersheim-Paul (1991) data collected by the 
authors themselves, for the specific purpose of the study. Primary data could be collected 
through interviews, surveys and case studies. 

The two methods we consider relevant for gathering primary data within the qualitative 
approach are interviews and surveys. The reason for not doing a case study is that we do 
not think it fits our purpose. This since we are interested both in how they have been 
working and how they are working. Although surveys, according to Trost (2001) usually are 
used within the quantitative method we could use open-end questions, which can be used 
in the qualitative method. During this study we may need to contact people in other coun-
tries which can make the survey a suitable alternative. A survey, according to Trost (2001) 
also gives the respondent possibility to answer the questions on different occasions and 
therefore avoid stress and wrong answers. On the other hand we will not have the same 
opportunity to ask complimenting questions and further explain questions as we could dur-
ing an interview. Trost (2001) also mention that the respondent in a survey do not know 
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how precise the researcher want the answer to be and the survey also gives the respondent 
the opportunity to not answering a question, a question that in an interview could be ex-
plained further. Trost (2001) further mention that one weakness with interviews is the pos-
sibility to influence the respondent. 

We believe interviews is to prefer for this study since we may need to ask complimenting 
questions due to the complex subject and that it gives us the possibility to, as  mentioned 
earlier, explain obscurities in order to get as much information as we need out of each re-
spondent. Values and attitudes could, according to Andersson (2001), also be registered in 
interviews, which could be of importance when studying cultural issues. The primary data 
used in this study will therefore be collected from interviews with two companies and three 
persons unrelated to a physical company, for further information concerning type of inter-
views and how they will be conducted, see chapter 2.3 and 2.5.   

Secondary data is according to Eriksson and Wiedersheim-Paul (1991) data collected by 
someone else and in another purpose then yours. Since the data is collected for another 
reason it is important to critical examine the data and evaluate the source in order to con-
firm that the information is valid. Secondary data could be found in books, articles, and pe-
riodical but also in magazines and on the internet. Hartman (2004) means that secondary 
data are needed to create understanding about the subject and the author sees it as the 
foundation of the study.  

In this thesis we have been very careful when choosing secondary sources. We have been 
critical when perusal all sources, this since wrong sources may affect the trustworthiness of 
this study. We have only chosen sources that we felt were reliable. The secondary data in 
this study is mainly used in the theoretical framework but will also together with primary 
data create the analysis.                 

2.4 Interviews 

According to Lundahl and Skärvad (1999) there are different kind of interviews, they differ 
in degree of standardization. In a standardized interview all the questions are formulated 
and the order of which the questions should be asked is established. The interviews should 
be carried out in the same way in all interviews. With a non-standardized interview it is 
possible for the interviewer to formulate the questions as he or she like, also the order in 
which the question would follow is determined by the interviewer as the interview is carried 
out. The third option is the semi-standardized method, then the questions are formulated 
but the interviewer decides in which order the questions should be asked and also on what 
questions the answer needs to become more specified. 

With the support from the authors Lundahl and Skärvad (1999) and Andersson (2001) we 
believe that the standardized interview would become restraining for us, so we have de-
cided to use the semi-standardized method in this thesis, as we believe that it could be of 
great importance for us as interviewers to be able to decide the order of our questions and 
also to better be able to follow our interview guides, se appendix 1 and 2, and be able to 
decide on when a topic is investigated deep enough and that all areas that should be dis-
cussed also are covered.  

The questions in our interview guide are interview questions but should also be used as an 
agenda. This is supposed to help us remember which questions and subject areas that have 
been discussed during the interview. This helps us to better be able to take notes and struc-
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ture the interview since the respondent some times get carried away and discuss things that 
do not belong to that question. However with our interview guide we feel that we easily 
could follow and keep track of what have been discussed and what that is left. In this semi-
structured interview we have not decided the order of which the questions should be asked, 
this for us to be able to be more flexible and to be able to handle the interview more like a 
regular conversation.  

According to Lundahl and Skärvad (1999) the structure of the interviews need to be de-
cided. In the structured interview the respondent has a number of alternative answers to 
choose from, in the non-structured interview the respondent needs to answer the question 
in his or her own way. The non-structured interview is the type that we have chosen for 
our interviews, this because that the aim with our interviews is to get the respondents 
thoughts and attitudes concerning how they consider cultural issues when advertising in 
China.  

When conducting the interviews we have with the support of Repstad (1999) tried to work 
as flexible as possible. Since we used a semi-standardized interview and as we do not use a 
strict questionnaire we need to be very flexible and to follow up the answers from the re-
spondent in order to encourage them to evolve and think through their answers. The idea 
with our interview guides, see appendix 1 and 2, is that it both should work as an agenda 
and a questionnaire in order for us to better be able to determine that all the questions and 
subject areas that we aim to investigate also have been discussed during the interview. 

The interviews where conducted in different ways depending on wishes from the compa-
nies. Originally we planed to conduct phone interviews, as the companies are located quite 
far from Jönköping. However the interviews with Jenny Balkow and Min Hang were con-
ducted in person. Another deviation from the original plan was that the respondent from 
Sony-Ericsson was stationed in China and he wished to answer the interview by mail.  

2.5 Respondent/product selection 

When deciding who to interview there are many things to consider. The most important is 
to find out and decide who to contact, and as we needed to find companies that have mar-
keted themselves in China we turned to the Swedish Trade Council. After a discussion with 
them and a negotiation in the group we decided to try to focus on Swedish companies or at 
least companies with a connection to Sweden. Another demand that we had on the selected 
companies was that they had an own marketing and advertising department. Finally we de-
cided to focus on companies within the telecom and car industry. When trying to match 
our demands with the companies that came up in the discussion with the Swedish Trade 
Council we got the following list of companies: 

 Volvo 

 Saab 

 Nokia 

 Sony-Ericsson 

After establishing contact with these four companies it turned out that Sony-Eriksson was 
the only company that could participate in an interview, the other companies either did not 
want to be interviewed or we where unable to get a hold of a person with the proper 
knowledge. This was of course an untenable situation. We where forced to widen the 
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search for companies. The focus changed from Swedish companies or products to compa-
nies that both market themselves on the Swedish market and the Chinese. This resulted in 
the following list of companies: 

 Sony-Ericsson 

 Pharmacia Diagnostics AB 

We also decided to conduct interviews with a broader perspective. To do this we decided 
to interview people that were independent of a physical company. The respondents in 
these interviews were Fredrik Jonasson from the Swedish Trade Council and Jenny Balkow 
and Min Hang, two PhD students at Jönköping International Business School (JIBS). The 
contact with these companies and persons where more successful, we got a hold of Sony-
Ericsson, Pharmacia and the three independent interviews. 

The respondents that agreed to participate in the interviews can be divided into two cate-
gories; business and non-business respondents. The non-business respondents will contribute 
to our understanding of the Chinese culture in a broader sense. This corresponds to the 
first part of the purpose with this thesis, regarding the cultural issues. 

The business respondents will provide knowledge in the Chinese market which is perceived 
from a corporate point of view. This information will contribute to the work with the sec-
ond part of this thesis, namely how advertising strategies are affected by cultural issues. In 
order to not confuse the reader, we want to note that the business respondents will also be 
asked about their view on cultural issues but naturally they will respond from the business 
point of view, whereas the non-business respondents will be asked questions from a more 
general point of view.    

2.6 Design of interview guide 

When designing the interview guide we tried to use the different authors’ views concerning 
how to conduct the interview (Lundahl & Skärvad (1999), Andersson (2001)). That in-
volved starting the interview with easy background questions, which the respondent easily 
could answer. Furthermore the more subject focused questions are developed out of the 
focus points that represent different parts of the purpose of this thesis. We have also tried 
to make the first questions more comprehensive; in order to give the respondents the op-
portunity to focus on what they believe is the most important. 

While starting the interview in a broad way the questions become more and more specific. 
In that way we narrow it down. As earlier told the interview guide is formed as both a 
questionnaire and an agenda in order for the interviewer to know what have been discussed 
and what that has to be examined a bit deeper. Furthermore we have made two different 
interview guides; one that is formed to suit the business perspective interviews, see appen-
dix 2, and the other to better suit the respondents in the non-business perspective inter-
views, see appendix 1. However they are both developed from our three focus points. This 
makes it possible for us to always know that as long as we follow the interview guide we 
will know that the conversation with the respondent is inline with the purpose of the the-
sis. 
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2.7 Conducting interviews 

The interviews where conducted in three different ways: regular interviews, phone-
interviews and e-mail interviews. The reason for this is the geographical problem in most 
cases but also in some cases that the respondent has asked for a special kind of interview. 
The respondents that we have from China have been interviewed by mail as we found that 
most appropriate. Respondents in Sweden have been interviewed by phone unless we have 
had the opportunity to meet them in person.  

When we have conducted the interviews we have used Lundahl and Skärvad’s (1999) basic 
rules for conducting interviews as we thought they would fit our study and help us to get 
the information needed. The first step is to create a faithful atmosphere between the inter-
viewer and the respondent. According to Lundahl and Skärvad (1999) the contact and 
chemistry between the respondent and interviewer are equally important to the interview 
technique used. 

In order to make the respondent more comfortable during the interview, the first questions 
should be of a broader character. When asking the questions they should be formulated in 
a wide manner so that the respondent could focus on what he believes is most important 
within this area. In case of that the respondent doesn’t understand the question or that the 
interviewer need to steer the discussion into something important the interviewer should 
use complementary questions or words that get the respondent “on the right track”, Lun-
dahl & Skärvad (1999).  

According to Lundahl and Skärvad (1999) an interview like this should be recorded in or-
der to get a complete registration. However this point we have neglected as we believed 
that the consequences of such a recording would be far greater than the benefits. Because 
the negative aspects of recoding are that it creates much work and most important it could 
restrain the respondent, Lundahl & Skärvad (1999). Because of this we decided to be at 
least two persons taking notes in every interview. 

Lundahl and Skärvad (1999) also claims that the respondent should have the right to read 
through the protocol taken at the interview, even if this may mean that things that the re-
spondent actually said, but do not want to be printed must be taken out. We have used this 
rule to confirm our results, because by reading through and accepting the interview proto-
col, we consider the results guaranteed. After every interview we have went through the 
notes and put together an interview protocol, all while we had the interview fresh in our 
minds. 

As one of Lundahl and Skärvad’s (1999) last rules they state that the interviewer not should 
neglect the respondent as a source for further knowledge. The respondent may know 
someone else that should be interviewed or have some knowledge about what journals to 
look for or if there is something important that have been published that the authors have 
overlooked. The respondents in this thesis have contributed in many different ways, not 
just as respondents. They have given us several tips concerning literature to use and also 
regarding other interesting respondents. 

2.8 Trustworthiness 

According to Patel and Tebelius (1987) in a qualitative study like this much of the authors 
work is about how they work, or more specific how they collect and interpret the data. As 
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qualitative studies could not be measured or estimated out of numbers, it becomes the 
authors’ responsibility to critically review the study that they are conducting.  

Often concepts like validity and reliability are used to show trustworthiness of a thesis, but 
those concepts are better suitable for quantitative studies. This as validity concerns that 
what is measured also is what is supposed to be measured, and reliability concerns that the 
result should be reliable in order to be able to generalize. However, to show the trustwor-
thiness in this qualitative thesis we have chosen to discuss the thesis from Patel and 
Tebelius (1987) different perspectives. These perspectives are: applicability, reasonability, 
reliability and level of accuracy. 

2.8.1 Applicability 

Patel and Tebelius (1987) claim that depending on person and situation the views of the 
studied object could be different. This makes the choice of approach very important, and 
should be done with care. Also the time and place for the data collection and the respon-
dents are of grate importance as people could interpret the same reality in different ways. 
The respondents should therefore be chosen depending on there position in the company.  

We believe that our interview technique has increased the applicability of this thesis, most 
because that we have conducted the interviews in a way that respectively company wanted. 
Of course you could discuss from where in the company the interviewed respondents are 
and how that would affect the applicability of the results. In this case we don’t believe that 
it would affect the results, this as the subject concerned in this thesis is the advertising in 
China. This is something that not very many within the organization know something 
about. 

2.8.2 Reasonability 

According to Patel and Tebelius (1987) the criteria’s to establish the reasonability of the 
thesis differs between a qualitative and a quantitative research. In order to give the study a 
high reasonability the researchers should be able to ask themselves if the collected data is 
trustworthy.  

It is important that the choice of method for data collection gives the opportunity to get 
relevant results, in order for the reasonability to get as high as possible. The method we 
have chosen for collecting data is interviews, which we believe would be the most appro-
priate method to this study and also the method that would make it possible for us to col-
lect the data we need in order to fulfill our purpose. In order for the results of the investi-
gation not to end up outside the frame of this study, it is important that the right questions 
are asked in the interview (Patel & Tebelius, 1987). This is why we carefully have decided 
which questions that should be asked in the interview, to be able to fulfill the purpose of 
this thesis. For the respondents to be able to deliver good and thoughtful answers, the in-
terview guide where e-mailed to all respondents before the interview was conducted. 

2.8.3 Reliability 

To be able to show reliability in the study we as authors need to show that the interpreta-
tions that we have made not is based on preconceived notions. Patel and Tebelius (1987) 
claims that it is by showing how the data collection and the interpretations have been done 
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that reliability could be shown. We consider the way we have conducted the information in 
this study to contribute to the reliability of the results of this thesis.  

Another important aspect to consider when conducting an interview is that the interviewer 
needs to be vigilant not to mix own reflections with the respondents. To avoid this and to 
increase the reliability of this thesis we have let the respondents read through and approve 
the compiled result of the interview. 

Patel and Tebelius also argue about the importance of choosing the right people as respon-
dents. The respondent should have great knowledge of the concerned topic and be willing 
to discuss it. We believe that our interview technique together with the fact that all the re-
spondents have been involved in respectively companies marketing and advertising activi-
ties, which is why we believe that this have had a positive affect on the reliability of this 
thesis. 

Another aspect of the reliability of this thesis is how and on what grounds the theories 
have been selected. We have had a very critical point of view when deciding what theories 
to chose. The theories are always traced back to origin if possible in order not to have any 
modifications to our theories. 

The difference between the reliability that Patel and Tebelius (1987) discusses and what for 
example Lundahl and Skärvad (1999) claims reliability to be, is that the reliability connected 
to validity that Lundahl and Skärvad among others discusses concerns quantitative studies. 
In that sense reliability concerns the absence of haphazard measuring errors. While Patel 
and Tebelius (1987) reliability is suited to fit qualitative studies and concerns things like 
how to show how the data collection and interpretations has been performed. 

2.8.4 Level of accuracy 

The authors’ level of accuracy is also of great importance when conducting a qualitative in-
terview, since the work is concerning the authors’ interpretations and knowledge (Patel & 
Tebelius, 1987). It is among other things important to be attentive at the interview in order 
not to affect the respondents or pressure them to answer. We believe that the level of accu-
racy of this thesis will be high as we followed our interview guide and also because we 
where at least two people taking independent notes and observing the interviews (to the ex-
tent that this was possible) in order to discover anything that could have influenced the re-
spondent. 

2.9 Analysis Method 

The empirical findings that we have collected through interviews will be analyzed with the 
use of the theories from chapter three. The analysis will be structured out of our three fo-
cus points; Attributes, Cultural Issues, and Media channels.  

When analyzing our empirical data from these perspectives we consider the analysis to be-
come goal-oriented. That as the focus points is constructed out of the purpose of this the-
sis and will thereby make the thesis more coherent. The result from the interviews con-
ducted with non-business respondents will be used to better be able to understand the 
Chinese market, and the cultural advertising climate. These findings will also be related to 
the interviews with the business respondents. These interviews will be analyzed through 
comparison with the theories concerning advertising and advertising strategy. 
 



 Theoretical framework 

 - 13 -   

3 Theoretical framework 

In this section literature that is relevant to our research will be presented in order to give the reader and the 
authors necessarily knowledge within the field of study. This part will also provide explanations of impor-
tant concepts. The chapter begins with an introduction to advertising, a description of the role of advertising, 
media channels and advertising effectiveness. Furthermore problems with advertising will be described along 
with international advertising, culture and different advertising strategies. Last a description of the Chinese 
perspective will be given which includes the Chinese consumer market and advertising in China.  

3.1 Advertising introduction 

In the following sections (3.1-3.1.3) we will introduce the concept of advertising to the 
reader in order to create an understanding about the subject in general. We believe that this 
is important since the main discussion in this thesis is how the advertising strategy can be 
affected by cultural issues. To fulfill this purpose and to understand advertising strategies a 
description of advertising in general is needed.  

There are numerous ways for companies to communicate their messages where advertising 
is perhaps the most common of them. Advertising is a type of mass communication, which 
according to Hadenius and Weibull (2003) is defined as impersonal and simultaneous one-
way communication. This mean that there is no instant feedback and that you are able to 
reach out to a large audience, but you do not know exactly who you will reach out to. 
Fletcher and Brown (2002) states that advertising which can include, television, newspa-
pers, radio, outdoor and transit advertising etcetera, is the most powerful tool when posi-
tioning  a service or product on the market. According to Tellis (2004) advertising is a huge 
industry but also an expensive on. According to Fletcher and Brown (2002) it is the most 
expensive type of promotion.  

Herbig (1998) summarize this by defining advertising as a non personal, paid presentation 
or message that is placed in mass media, he also adds that, from the ad, the receiver should 
be able to identify the person or organization behind the message. We will, from now on, 
use this definition in our thesis when advertising is mentioned. 

Today people are being bombarded with advertisements all day long from the moment 
they wake up and until they fall asleep. There are ads in newspapers, on TV, on the bus, 
train, subway, in stores and at work. The estimated number of advertisements that reach 
customers every day varies from 100 to 1000 (Tellis, 2004). 

The advertising industry is huge today, and it is getting bigger. According to Tellis (2004) 
employment within the advertising industry is likely to grow by 32% in the first decade of 
this century in comparison to 15% on average for all industries. Expenditure on advertising 
in developing countries such as China and India has also increased significantly the last 
years, which will be discussed in section 3.4.2. (Herbig, 1998).  

3.1.1 Role of advertising 

Herbig (1998) and Fill (2002) explains advertising as a powerful tool within in the market-
ing mix. It is also the element in the marketing mix where the company has the greatest 
level of control. Fill (2002) explains this with the possibility to pull an advertising message 
immediately if the environment should change unexpectedly. 
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Advertising is, according to Fill (2002,) important for businesses due to its possibility to in-
fluence, inform and remind customers of a specific product or brand. Herbig (1998) mean 
that companies use advertising in order to improve brand image and to create goodwill for 
the company. Franzen (1999) also see advertising as a tool for building a strong brand 
throughout influencing the consumer buying behavior in favour for the brand. Thus adver-
tising could increase the market share and the return on investment. According to Fill 
(2002) advertising will help customers distinguish between different products or services 
and also it helps creating awareness.  

Tellis (2004) mean that due to the huge amount of ads we face everyday, advertising have 
the potential to impinge our awareness and affecting our attitudes, feelings and decisions. 
Furthermore companies use advertising in order to convince and explain the merits of their 
products. Advertising could also be used in order to gain competitive advantage by provid-
ing the communication necessary for a target segment to frame a product or service (Fill, 
2002). 

Advertising is not only perceived as something positive. According to Hackley (2005) 
brands that are being advertised heavily can become a social phenomenon and be used as 
symbolic reference points between consumers due to its advertisements instead of its func-
tionality. Hackley (2005) also believes that advertising is not as effective as we tend to think 
and the advertising’s ability to sell is often exaggerated.  

Hackley (2005) mean that there is a wide diversity of opinions of advertising among profes-
sional managers. Some managers feel that advertising is a necessary part of getting their 
products noticed when other claims that advertising is a waste of money on unaccountable 
creativity. Hackley (2005) mean that due to problems of measuring effects of advertising,  
companies often feel that they cannot risk not to advertise in case they will suffer disadvan-
tage compared to their competitors. 

Tellis (2004) have stated four different occasions or reasons when companies use advertis-
ing. 

• Companies often advertise when supply exceeds demand, when there is too much 
of a product, and the demand is not big enough. Customers have to choose be-
tween very similar products and their choice is based on their perception of the 
value and satisfaction that various products or services deliver (Kotler and Arm-
strong, 2001). Tellis (2004) agree and mean that consumer have no problem finding 
products but rather knowing which one that will create most value for them. Com-
panies therefore advertise in order to convince the consumer that their product do 
bring the best value. 

 
• When there is a low awareness and/or knowledge about suppliers or products, 

Tellis (2004) mean that companies resort to advertising. The low awareness could 
depend on different things such as many suppliers on the market, but it does not 
necessarily mean that a product is not as good as another. To bridge this gap and 
increase the sale advertising can be used (Tellis, 2004). 

 
• Consumers may also have a low confidence in the supplier or product which could 

happen when a product is released on the market and the supplier is new. Consum-
ers in this case are unsure on the suppliers capacity and do not have enough confi-
dence to buy the product. Advertising could as in the previous case be used in order 
to bridging the gap between supplier/product and the consumer (Tellis, 2004). 
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• The last reason for advertising, mention by Tellis (2004) is when demand exceeds 

supply. This can occur when the price is to low or during unexpected occasions. 
Demand is created when the wants are backed up by buying power (Kotler and 
Armstrong, 2001).  Companies can use advertising to reduce the demand which, ac-
cording to Tellis (2004), for example the government in California did in order to 
save energy. They released a campaign where they persuade people to do certain ac-
tivities such as vacuuming in the evening to save energy. 

 

3.1.2 Media channels 

Television, radio, newspapers, cinema, magazines, billboards, the Internet etcetera are all 
examples of media channels. According to Fletcher and Brown (2002) they could be di-
vided into four groups which are print media, visual media, audio media and global media. Print 
media encompass newspapers, magazines, posters, billboards etcetera. Television and cin-
ema is included in the visual media and radio in audio media. Global media include Internet 
and all the other medias as long as they transcend national boundaries. These media exists 
almost all over the world but are more or less used. What channels to use is an important 
decision within the marketing strategy (Fletcher & Brown, 2002). 

 According to Fletcher and Brown (2002) companies first need to decide their target group 
and through which media they can be reached. Then they have to figure out in which me-
dia channel that would be appropriate for the actual product. Some media channels are 
more suitable for promoting certain products or services than others. Furthermore the 
message needs to be suitable for the chosen media channel as well. Fletcher and Brown 
(2002) mention that a complex message may be easier explained in print or television then 
on the radio. Last but not least the advertising or campaign objectives must be reconsid-
ered. The goal with the ad has to be clarified. For example if it is to persuade the consum-
ers or just to inform them. Given the goals of the ads, the proper media can be selected 
(Fletcher & Brown, 2002).  

3.1.3 Advertising effectiveness 

Tellis (2004) means that due to the enormous efforts companies put into creating ads, peo-
ple assume that most ads are well designed and successful. This is, however, not the case. 
There are only a few ads that do rise above the level of noise in order to grab attention.  

According to Tellis (2004) consumers can be categorized into different stages of attentive-
ness (how open they are to advertising). The stages are searching, active processing, passive 
processing or in avoidance. The author means that consumers avoiding advertising or are 
passive to them is one of the most common reasons why campaigns fails.  

Another problem for advertisers is that many ads are being misunderstood by consumers. 
It happens reasonably often that the message in an ad is interpret the wrong way due to 
lack of interest from the consumers. Therefore it is important that companies study cus-
tomers’ learning process and culture and make sure that their important attributes shines 
through (Tellis, 2004).  

Another issue that will decrease the effectiveness of an ad is the resistance to persuasion. It 
is difficult to change a consumer’s perception about anything and even harder to change a 
person’s attitude and behavior. Persuasion is even harder when it comes to products where 
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the consumer has low involvement in the purchase. This is usually the case with every day 
products. Kotler and Armstrong (2001) call this the habitual buying behavior.  

Tellis (2004) mean that an ad must rise above the level of noise in order to be effective. 
This usually occurs when companies find new techniques, tools and media channels to 
reach out to the consumers it become effective. The problem is the imitation of competi-
tors, when ads are being imitated they loose their uniqueness and often also its effect.  

3.1.4 Problems with advertising 

As mention earlier one of the most common reasons to failure of advertising is the lack of 
knowledge about how to measure the advertising effect. Until 1990s little was known about 
advertising and its effects. The interest in this subject has been growing in recent years. Ac-
cording to Franzen (1999) the reason for this is that companies have realized that brands 
are far too important to be managed on the basis of subjective opinions. It has also derived 
from the obvious interest in increasing company’s profitability. Franzen (1999) further 
states that it is important for companies to evaluate all cost items and make sure they are 
financially justified. Therefore it has become difficult for companies avoiding to measure 
the effectiveness of advertising. 

Franzen (1999) and Tellis (2004) believes that even though companies have begin to realize 
that they need to evaluate the effectiveness of advertising it is still very difficult because the 
evaluating work is highly complex. Tellis (2004) lists the following issues with the evalua-
tion process: 

• First is the problem of knowing the reason for a consumer to buy a product. There 
could be a variety of reasons such as satisfaction from earlier experience, word of 
mouth recommendations, an attractive package, change of taste, prestige attached 
to the product, a sales promotion, an attractive price or due to an ad. In order to 
understand the effect of advertising companies must understand and control all 
these factors.  

• Second advertising is not only done throughout one media. Advertises for a spe-
cific product can occur in different media.  

• Third, the consumer may not buy the product at the time they see an ad. They per-
haps need to think about it for a while and maybe compare the offering with others 
or discuss it at home etc. This means that there do not need to be an instantaneous 
effect of an ad and it could therefore be difficult to measure the real effect.  

• Fourth, not only could it be a carryover effect but also could the effect vary over a 
campaigns lifetime.  

• Fifth, ads that are successive often have overlapping effects and decays and finally 
the response to an as varies between different segments and also between individu-
als.  

3.2 International advertising 

In order to fulfill our purpose and be able to analyze our empirical findings we believe that 
an understanding about international advertising and especially advertising strategies is of 
grate importance. Especially since we want to investigate how the advertising strategy of 
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western companies is affected by cultural issues and how the influence of culture affects 
the choice of strategy. We will therefore in the following sections (3.2-3.3.4) have an intro-
duction to international advertising, culture and furthermore advertising strategies.   

Today we live in an international marketplace were our daily life are influenced with prod-
ucts and ads from all over the world. Fletcher and Brown (2002) have brought up driving 
forces behind the international market; need technology and cost. 

 According to Kotler and Armstrong (2001) the human needs are one of the most basic 
concepts underlying marketing and advertising. Fletcher and Brown (2002) also say that 
people’s needs are one of the most central parts in advertising. Human needs are a state of 
felt deprivation and include both physical needs such as food and safety as well as individ-
ual needs like the need for knowledge and self-expression (Kotler and Armstrong, 2001). 
Fletcher and Brown (2002) argue that a need can be created by advertising and especially 
when the ads are adapted to the culture. They continue and say that the second driving 
force, technology is a universal factor that people need and want all over the world and that 
do not have any cultural boundaries of its own.  

Cost or economies of scale which is the third driving force and which most companies 
strive for can be achieved through supplying more markets. In this case costs can be re-
duced by sharing production and development and from the use of standardized advertis-
ing. Also, according to Keegan (2002), global advertising can lead to savings in production 
costs.  

When communicating a message to a foreign country there are factors like form, usage, 
content and presentation that must be reconsidered before creating the ad. There are for 
example different regulations, way of speaking and different media that are available 
(Fletcher and Brown 2002).   

3.2.1 Culture  

Herbig (1998) states that one of the most important and most difficult issues to understand 
when marketing and advertising products in a foreign country is culture and the differences 
in culture that can occur. He argues that the advertising effect is often studied out of a 
physiological perspective without consideration of cultural differences and cultural effects. 
De Mooji (1998) means that the first step in order to understand international marketing is 
to learn about culture. What is culture then? There are many different definitions of culture 
one is:  

“…a system of communications that makes a human society possible that incorporates the biological and 
technical behavior of human beings with their verbal and nonverbal system of expressive behavior.” Herbig, 
1998, p.11 

 He also summarize culture as the way of life which includes peoples believes, values, lan-
guage, expected behaviors and the living practices shared by members of a society.  Ac-
cording to Herbig (1998) culture also works as a catalyst which is necessary in order to 
transform peoples private meanings into public meanings understood by others in the soci-
ety. Rice (1993) has a similar definition of culture: 

 “…values, attitudes, believes, artefacts and other meaningful symbols represented in the pattern of life 
adopted by people that help them interpret, evaluate and communicate as members of a society”  (cited in 
De Mooij, 1998, p.42) 
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De Mooij (1998) mean that culture both describes and affects human behaviors and that it 
derives form our social environment and not from our genes. According to Hofstede 
(1991) culture must not be confused with personality of one person. He sees culture as the 
common attributes in a larger group of people (Hofstede, 1991 through De Mooij, 1998). 
De Mooij (1998) adds that culture is the glue that binds the group together and which as, 
mentioned earlier, affect or build up our values, ideas, emotions and acts.  

In order to minimize cross-cultural mistakes Herbig (1998) believe that cultural empathy 
must be created, to be sensitive to “do’s and taboos” and an understanding and acceptance of 
another’s culture is important. 

De Mooij (1998) talks about a value paradox which could be found within and between 
cultures. He means that opposing values in one culture can be found in another culture but 
in reverse. De Mooij (1998) also states that “there are no global people”. Which means that 
event thought the products that are marketed are the same all over the world, the consum-
ers differs. One example of this brought up by De Mooij (1998) is the Sony walkman 
which often is seen as a global product hence they saw the same reason for using it all over 
the world. But in western countries people were using the walkman in order to listen to 
music without being disturbed by others but the motive of its inventor Masaru Ibuka was 
to listen to music without disturbing others. It is according to De Mooij (1998) the com-
plexity of multi paradoxes which makes international marketing so difficult. 

Herbig (1998) summarizes the discussion of culture as a way of life that includes peoples 
believes, values, language, expected behaviors and the living practices shared by members 
of a society. This is the definition of culture that we will use in this paper. 

3.3 International advertising strategies 

When talking about international advertising strategies there are two main strategies men-
tion by Herbig (1998), De Mooij (1998), Papavassiliou and Stathakopouls (1997) etcetera. 
These are standardized advertising strategy and adapted advertising strategy. From these 
two strategies a third one has evolved, it is a combination of the two and is called the glo-
calisation strategy.   

According to Kenso (1992) the choice of approach should be made on the basis of the 
company’s goals, objectives, product or service, the market and its culture. The choice is 
also often influenced by the manager’s relation to cultural issues. De Mooij (1998) agrees 
and says that the decision to use standardized or adapted strategy often depends more on 
the company culture then the different market cultures. He adds that this could cause prob-
lems in the long run. 

Fill (2002) states that the discussion about strategic choice has been a strong debate since 
1983 when Levitt published his work about global branding. Levitt (1983) said that the 
world due to globalization was going to be one global culture and therefore the standard-
ized strategy was to prefer. He meant that the cultural differences were going to disappear 
and that the only successful type of advertising was going to be standardized. In some ex-
tend Herbig (1998) think this is true hence western countries have such influence in many 
other countries today but he also say that one strong reason against standardization is the 
increased ethnic awareness A lot have happened since Levitt’s statement but there is still a 
discussions about which strategy to choose when entering an international market and ac-
cording to Fill (2002) this subject is unlikely to be solved yet. (Levitt, 1983 through Herbig, 
1998) 
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In the following chapters we will give an explanation of the three strategies mentioned 
above.  

3.3.1 Standardized strategy 

When companies market their products in more then one country and advertise interna-
tionally there are as mentioned two different main strategies to choose from (Herbig, 
1998). Either companies use the same ad in all countries which Herbig (1998) refers to as 
standardization of advertisements or they adjust the ads for every specific country (Which 
will be discussed in the next chapter). According to Herbig (1998) standardized advertising 
is when a company publishes the same ad all over the world, except translation of the text 
when needed.  

De Mooij (1998) defines a global brand as: 

 “…one which share the same strategic principles, positioning, and marketing in every market throughout 
the world, although the marketing mix can vary. It carries the same brand name or logo. Its values are 
identical in all countries, it had a substantial market share in all countries and comparable brand loyalty. 
The distribution channels are similar.”  De Mooij, 1998, p.16 

According to De Mooij (1998) companies in the international market often want to build a 
global brand through standardization. To create and have the same identity and image all 
over the world is also discussed by Papavassiliou and Stathakopouls (1997) as a reason for 
standardized advertising. De Mooij (1998) continuous by saying that companies using a 
standardization strategy are product oriented instead of market oriented and has a vision to 
sell one great “idea” to the whole world. 

Moreover management abilities and recourses can be used in a more efficient way when us-
ing the standardized strategy. De Mooij (1994) means that this strategy gives better access 
to experiences and know-how of other markets for the company and also gives them the 
opportunity to discover problems and possibilities around the world. Companies can 
through the standardized strategy create worldwide quality standards and guidelines. 

Having the same ad in all markets makes people recognize the products when for example 
going abroad and makes them feel less confused according to Papavassiliou and 
Stathakopouls (1997).  De Mooij (1998) mention that the main drivers for standardization 
are the increased effectiveness of advertising (the actual work when crating the ads) and 
most important it contributes to reduction in costs especially in the advertising production 
and advertising illustration process. Papavassiliou and Stathakopouls (1997) agree with De 
Mooij (1998) and say that the same ad can be used again on new markets and therefore 
save money. Kanso (1992) also states that the standardized strategy can lead to cost sav-
ings, better control and a “global appeal”. Cost reductions in planning and control when ad-
vertising in different media can fore example be done with standardized ads which also fits 
the media today that according to De Mooij (1998) are becoming more global.  

Herbig (1998) mean that a standardization strategy should be avoided if the markets are in 
different stages of maturity, if the ad defies local customs and regulation or when the idea is 
depending on a large budget which could be unsupportable in some markets. There are 
however products for which it is easier to standardize the advertising. Herbig (1998) states 
that those are new products or products with an essentially similar audience. Also luxury 
and high-tech products that can be promoted via image campaigns are suitable for stan-
dardized advertising.  
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Kotler believes that standardized advertising is more likely to work for business to business 
marketing or capital goods. Hence when the target market is more homogeneous then 
business to customer market. Herbig (1998) agrees with this statement. Standardization of 
products can involve difficulties and restraints on these markets in terms of not reaching 
out to everyone due to the lack of cultural adaptation. De Mooij (1998) says that the cost 
reduction made by using a standardized approach often is offset by the loss from a less ef-
fective ad. But it is difficult to see the loss due to problems with measuring advertising ef-
fects. 

Fill (2002) mean that there are a few companies that actually use a standardized strategy. 
He only mentions Coca Cola, Mc Donald’s and Levi’s as examples of companies who em-
ploy this strategy.  

De Mooij (1988) describes the ultimate form of standardization as when a company offers 
identical products with identical prices and distribution channels all over the world and also 
having identical promotions and sales programs. This is a real challenge for most compa-
nies and Herbig (1998) admit that it is not that common for companies to use only stan-
dardize advertising. Herbig (1998) also mean the main problem with standardized advertis-
ing is the risk of failing the implementation. Unsuccessful standardized advertising cam-
paigns could affect the company in a negative or harmful way. 

3.3.2 Adapted strategy 

According to De Mooij (1998) advertising executives in a global environment tend to see 
the world as more homogenous than it is, thus failing to see cultural differences. In order 
to create this homogeneous world they often seek cultural universals or basic needs. De 
Mooij (1998) means that it is hard to find these universal and basic needs. Even fundamen-
tal things like food and eating is affected by culture. Hence awareness of cultural differ-
ences is of great importance and this is what the adapted advertising strategy is about.  

Herbig (1998) states that it is important for advertisers to see and understand the differ-
ences between cultures and their different ways of communicate and respond to messages. 
De Mooij (1998) mean that reasons for adapted advertising is due to differences in and be-
tween markets and countries.   

Both Herbig (1998) and De Mooij (1998) points out differences in the use of media chan-
nels. Some countries and cultures prefer word-of-mouth whereas others can be reached 
better by television, and newspapers etc. Furthermore there may not be any cross-border 
medias in large countries like China which makes it difficult to reach the whole population 
at once, and therefore companies have to adjust their advertising.  

Kotler and Armstrong (2001) believes that the adapted strategy or differentiation as they 
call it suites consumer goods better then a standardized approach. According to Kanso 
(1992) one advantage with the locally adapted advertising is that it focuses on the most im-
portant values and attributes of a product or service in a specific culture or nation.  

When advertising cross-culturally it is important to be aware of local regulations and how 
they affect the advertising which Herbig (1998) and De Mooij (1998) thinks is one reason 
for using adapted advertising. Language is another reason for adapted advertising strategy 
hence it is not just to translate a message because languages reflect the culture. Ordinary 
translation of a message is seldom enough because the message may not be translatable or 
lose its meaning on the way. One disadvantage with the adapted strategy according to De 
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Mooij (1998) is the cost; it is more expensive to use different ads for all countries, then us-
ing the same as in standardized strategy. 

De Mooij (1998) summarizes the categories of differences and also reasons for adapting the 
advertising strategy as followed: language, traditions and habits, infrastructure, climate, 
consumer perceptions, nationalism, technological and economical differences along with 
media. Herbig (1998) agree and think that reasons for adapted strategy could be as easy as 
different habits and taste and furthermore he believes that advertisers ignoring all these dif-
ferences probably will fail.  

3.3.3 Glocalisation 

Herbig (1998) mean that many companies strive to create a standardized global image. But 
according to Herbig (1998) it is, as mention earlier, difficult to create the perfect standardi-
zation and many of the companies we today see as standardized are in fact using local ad-
aptation to some extent. The standardized strategy is not suitable on all occasions. Moreo-
ver, the adapted strategy is usually too. This gives a company a third alternative, the glocalisa-
tion strategy as Herbig (1998) refers to it. This strategy responds to the fact that all people are 
not the same but we do occasionally tend to adopt the same lifestyle. 

A problem with standardized and adapted strategies is to know when you go from one 
strategy to another and what strategy you actually belong to (Onkvist, 1999). Some authors 
do not think it matters if you know what strategy you belong to and others do. In fact most 
companies according to Kotler and Armstrong (2001) use a combination of both strategies 
and refer to it as “think globally, but act locally”.  

Herbig (1998) means that companies often use global theme but then localize the advertis-
ing to the different markets when needed. He means that glocalisation mean is to do as 
Kotler and Armstrong (2001) said: think globally and act locally. Authors such as Kanso 
(1992), Fill (2002) and De Mooij (1998) also believe in a mix of both strategies. They think 
that you should choose the better of two worlds, even though it could be difficult. 

Just as with the adapted strategy the glocalisation strategy believes that in order to handle 
communication, relationships and carry out advertising companies need to understand 
what their customers’ value. Fill (2002) states that glocalisation mean that companies de-
velop standardized messages centrally but then adapt the message to local culture, needs, 
languages etc. Keegan (2002) mean that a company needs to have an approach that is both 
global and local in order to respond to similarities and differences at the same time. The 
trick is according to De Mooij (1998) to cut cost by standardization of advertising for clus-
ter markets and then adapt these clusters to de different cultures. 

De Mooij (1998) se one problem with this strategy, which also could be a problem with the 
other strategies; he calls it the global-local paradox. He believes that culture effects behav-
ior and thinking equally and that it is difficult to refrain from your culture affecting you. 
This mean that when you try to think global (and act local) you still are influenced by your 
own culture and want to see similarities, that according to De Mooij (1998) often do not 
exist. This could be perceived as cultural imperialism by the people in other cultures. But at 
the same time he believes that the glocalisation strategy do point out the importance of cul-
ture and the consequences it can bring not considerate them. He means that until we all 
share a common global culture, the forces and the concept of culture must be understood. 
Herbig (1998) think that culture will always exist though. 
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De Mooij says that a global product such as Coca Cola can be loaded with local value 
throughout advertising. At the same time a product that is not standardized can be given a 
global image.  He illustrates this with the success of Knorr soups and sauces. They have a 
global brand image but the product or the contents is changed and adjusted to local taste. 
It could also be the case that a product does not have the same brand name in all countries 
but all other characteristics of being a global brand. Keegan (2002) brings forward Nestlé’s 
Nescafé as an example on a successful global image and a local advertising adaptation.  

 

3.4 The Chinese perspective 

In the following chapter we will explore the Chinese consumer market as well as the rules 
and practices for advertising in the country. 

3.4.1 The Chinese consumer market 

China has the largest population in the world, with 1.3 billion people. Hence it is the largest 
consumer market in the world. However one should remember that all of the 1.3 billion 
people do not constitute one united market. There are numerous differences between the 
everyday lives of the Chinese people, which create a varied market, with different con-
sumption patterns (Reuvid & Yong, 2005). 

As a result of a residence control system, which was introduced in 1951, the rural popula-
tion has remained high in China. However an increasing number of people are moving to 
the cities, in 1978 more than 82 percent of the population were living in the rural areas of 
the country and 2001 less than 63 percent inhabited those areas, hence approximately 37 
percent of the Chinese population are living in the cities (Nationalencyklopedin, 2005).   

China’s age distribution is divided among two extremes; the first one is the “little emperor 
generation”, who are a large part of Chinas teenagers. The other is the steadily growing ag-
ing population. The “little emperors” are the children with no siblings that have enjoyed 
higher living standards and better education than previous generations in China. Their high 
level of education is a result of their parents’ investment in only-child education (Reuvid & 
Yong, 2005). The elderly population is, according to Reuvid and Yong (2005), already 
somewhat large today with 10 percent over the age of 60 and 6.95 percent over the age of 
65. In the next 25 years the elderly population will be double today’s number. 

The proportion of illiteracy among the adult population has decrease from 15.9 percent in 
1990 to 6.7 percent in 2000 (Reuvid & Yong, 2005). 

The Chinese consumers’ consumption pattern has changed as a result of an economic re-
form in the late 1970’s (this will be described further in section 4.1). This reform has re-
sulted in more disposable income to satisfy the consumers’ basic needs as well as their aspi-
ration for a modern, western-influenced, lifestyle. In the 1970’s the most common con-
sumer aspiration for married couples was to own a bicycle, a sewing machine and a watch, 
since those items were regarded as fashionable. In the 1980’s the desired items were wash-
ing machines, refrigerators and VCR’s. In the 1990’s it was video cameras, audio systems 
and cell phones. Today it is personal computers, private cars and modern home décor that 
will realize the consumer’s dreams (Reuvid & Yong, 2005). 
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3.4.2 Advertising in China 

The whole concept of marketing is still relatively new in China (Herin & Skarin, 2005). 
Traditionally it has been a university course rather than a tool to stimulate sales, but as the 
free market develops in China marketing is becoming increasingly important. The gradual 
decentralization of trading rights, which has replaced the old top-down system with central 
authority and monopolistic positions, have allowed marketers do compete on almost all 
fronts. Even though marketing is relatively new it is according to Wang, Zang and Good-
fellow (2003) very powerful since the Chinese media have high trustworthiness among the 
Chinese audience. The Chinese people trust most reports or ads since the government ad-
ministrates and controls nearly all media. The marketing tools that are used in China are 
more or less the same as the ones employed in the western world, although they are per-
haps not as integrated as the western ones (Reuvid & Yong, 2005). 

Wang et al (2003) mean that to carry out a market research before entering the Chinese 
market is important for foreign firms since the market is highly complex and still develop-
ment. As mentioned by Reuvid and Yong (2005) marketing tools may not be as integrated 
in China as in the western world and one obstacle related to this is according to Wang at al. 
(2003) the problem of obtaining relevant commercial data. Market data becomes obsolete 
very fast in China since the country is undergoing changes constantly.  

During the last decade the advertising industry in China has growth enormously. Since 
1994 the money spent on advertising has doubled each year. But due to the size of the 
country and the amount of advertising media it is a difficult task to reach the right custom-
ers (Forrester Research, 2000 through Fletcher and Brown, 2002).  

Price competition is the most common tactic for enterprises that compete for market 
share. This is because the Chinese consumers are traditionally sensitive to price and will 
usually chose the less expensive product. This have lead to that many Chinese companies 
employ a strategy of low profit margin and volume sales. This tactic is based on the as-
sumption that lower price will increase the speed of turnover and eventually generate 
higher profit. This strategy has lead to really fierce competition in some markets, for exam-
ple the price of packaged milk in Shanghai is actually lower than the cost of producing it 
(Reuvid & Yong, 2005). 

While the low-price strategy is the most common used, there are some companies that em-
ploy a premium price strategy. This is usually the ones that are selling products associated 
with prestigious reputation for the owner. Foreign branded, or imported, products are gen-
erally in this category (Lyengar, 2004).   

Since marketing as a whole is still relatively new in China, there is also a lack of well-known 
brands (Herin & Skarin, 2005 and Reuvid & Yong, 2005).  Most brands are only known lo-
cally with no national recognition. When branding a product, local marketers tend to chose 
brand names that convey goodness, luck, happiness, prosperity etc. Sometimes the brand 
names are associated with historical events. The brand names are often unrelated to prod-
uct content or attributes. Consequently few markets use an integrated approach when de-
veloping the product name and image (Reuvid & Yong, 2005). 

Since foreign brands are considered as premium in many markets, some local marketers 
even try to label their products with brand names that read and sound foreign. Some larger 
Chinese corporations have simply bought well recognized foreign brands. A recent exam-
ple of this is the Chinese IT-company Lenovo who bought IBM’s personal computer-
division mainly because of its well know brand (Herin & Skarin, 2005). A well-known 
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brand not only means quality for the Chinese consumer but it is also representing either fi-
nancial or social status which is of importance among Chinese consumers (Wang, Zhang 
and Goodfellow, 2003).  

Foreign marketers, however, are trying to find proper Chinese names for their brands and 
products. This has proven to be a daunting task for the western companies. The foreign 
marketer can either chose a new name and create a new meaning or chose a similarly-
sounding phonetic name often with no particular meaning. In some cases a lucky company 
is able to combine both strategies.  A classical example of this is Coca Cola, which is trans-
lated to the similar-sounding name Ka Kou Ke Le, which means “deliciously enjoyable” and 
“bringing about happy laughter”. There are however some examples when this strategy has 
proven to be somewhat less successful. The sportswear manufacturer Asics have taken the 
similar-sounding Chinese name Ai Shi Ke Si. Even though it is phonetically similar its 
meaning “love the world and overcome selfishness (ego)” does not seem very well associated with 
the product (Reuvid & Yong, 2005). 

Domestic Chinese companies rely heavily upon advertising. They spend vast amounts on 
their advertising budgets, which results in high prices. Advertising is often considered as a 
stand-alone marketing component. Few Chinese companies employ an integrated holistic 
view on market communication (Reuvid & Yong, 2005). 

Foreign companies also see advertising as the number one approach to reach the Chinese 
market, according to Wang et al (2003). However the media channels must be carefully se-
lected due to the complex administrative media organizations.  

The Chinese media channels are, according to Wang et al (2003), often divided into four 
different categories which are based on the hierarchical administration of the government. 
They mean that in order to carry out an effective advertising campaign foreign companies 
should be aware of the different roles, authorities and coverage within the four groups.  

The first group, which contains media channels such as TV, radio, newspapers etc., is ad-
ministrated by the central government. These channels have a big audience and enjoy a 
high profile among the Chinese population, but it is a pretty expensive alternative. This 
type of media is recommended for companies having a China-wide strategy (Wang et al, 
2003).    

Television is the most common used communication channel for advertising. According to 
Ambler and Witzel (2000) there are over 3 000 TV stations in China. Also there are 1.07 
TV sets per urban household. In the rural areas of the country, however, the penetration is 
lower with 37.5 percent of the rural population.   

The most powerful and biggest TV station is China Central Television (CCTV) which be-
longs to the first group of media, administrated by the central government. Naturally they 
receive large funds in the bidding for prime time television exposure from different com-
panies and advertising firms (Reuvid & Yong, 2005). In the year 2000 the advertising agen-
cies still had to send their staff to physically queue for the release of the best advertising 
spots. In the Chinese advertising market there is a certain status associated with the auction 
of the prime time spots, which partly explains why there are still taking place at the network 
premises (Ambler and Witzel, 2000 and Wang et al, 2003). 

Newspapers and magazines are, just as television, important for advertising in China. This 
is a development that begun in 1980 when the Communist Party gave up the sole control 
of all print media. Prior to this year there were only a few newspapers and also a lack of 
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advertising space within the paper, since only eight pages was the standard size for news-
papers. Consequently there was almost no advertising in the papers during this time (Am-
bler and Witzel, 2000) 

Today advertising in newspaper is commonly used for companies who want to reach out to 
vast number of consumers. Two of the most popular papers for advertisers and readers are 
People’s Daily and China Youth News; they are also the most expensive ones to advertise in 
(Ambler and Witzel).  

The second level of media channels is administrated by provincial and municipal govern-
ments. Almost every province and municipal have there own radio station, newspaper and 
television station. This type of media channels is preferable when companies want to reach 
a specific market, a region or city. When having a local product these channels is of great 
use (Wang et al, 2003).  

The third level of the hierarchy is also directed towards local advertising but have a smaller 
audience then the second level. Media channels in this group are administrated by munici-
pal or county governments and are not controlled to the same extent; channels on this level 
are also less expensive (Wang et al, 2003). 

The fourth group contains of media channels controlled and administrated by large state-
owned enterprises which in China could be compared to small societies since they could 
encompass as much as 100 000 employees. Media channels used within these types of or-
ganizations is primary used for informing about the enterprise, activities and work per-
formance etcetera. These channels could be of used when targeting a specific group or 
network.  

Comparison advertising between brands and products is not allowed in China. Nor is the 
use of superlatives in marketing messages. Statements as “number one” or “top selling” 
need to be supported by proper documents, such as certificates issued by the proper gov-
ernment agency or survey organizations, before its approved. 

The Chinese audience is also known for being sensitive about television and newspaper ads 
that convey some kind of sexist message. These are simply not as accepted as in the west 
since a different moral standard prevails in China according to Ambler and Witzel (2000). 
Ads showing kids who are rebelling against their parents are also not likely to be appreci-
ated by the Chinese audience. As supposed to ads that are aimed towards the children, 
which are both common and well received (Ambler and Witzel, 2000).  

All advertising copy must be reviewed and approved by the State Industrial and Commer-
cial Administration before it is aired (Reuvid & Yong, 2005). 
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4 Empirical findings 

In this chapter we will introduce our empirical findings to the reader. The empirical material constitutes of 
five interviews and an overview of the Chinese history. 

This chapter will be divided into three parts. In the first part we will also look at the Chi-
nese history and thereby try explaining the role of advertising in this market. This part cor-
responds to the first part of the purpose, which is concerned with cultural issues. 

 The second part includes the non-business respondents’ interviews (the two groups of re-
spondents are described in section 2.4). These will give a broader picture of the Chinese 
culture and help to provide an image of the cultural climate that the business respondents 
work in. This part is also related to the cultural issues in the first part of the purpose. 

The third part of the empirical findings constitutes of the interviews with the business re-
spondents. This part will be more related to the second part of the purpose, which is con-
cerned with advertising strategy. 

4.1 Chinese history 

In order to provide a clear picture of the Chinese consumer, we will now look at the Chi-
nese history. By doing this we hope to be able to put the consumers in an historical and 
cultural context also this section will clarify the role of advertising in the Chinese history.  
If not stated otherwise, the source for this section is Youngblood and Coleman (2005). 

China is the oldest major world civilization, with more the 3 500 years of recorded history. 
During its history China has been ruled by numerous successive dynasties (Encyclopædia 
Britannica, 2005) 

The monarchy and era of dynasties, in China was ended in 1911 when the Qing Dynasty 
was overthrown. This event was triggered by China being occupied by Great Britain and 
other western powers in the mid 19th century. During this time China was falling behind 
the western world in terms of science and technology development. Consequently China 
could not defend itself from the western countries conquering the old civilization. 

As a result of the western occupation a group of governmental officials raised the question 
about adapting western technology to strengthen the Chinese empire. However the Qing 
(dynasty) government refused to accept these ideas as well as acknowledge the significance 
of technology development. This decision led to the reformers overthrowing the Qing 
government on October 10, 1911, thus ending the monarchy system in China. 

In the years following the overthrown of the Qing dynasty, China was divided among dif-
ferent warlords competing with each other for more power. In an attempt to reunite the 
country Sun Yat-sen, who played an important role in the 1911 revolution, established a 
revolutionary base in southern China in 1920. There he founded the Chinese Nationalist 
Party (KMT) who aligned with the other major political party, namely the Chinese Com-
munist Party (CCP), to begin fighting of the warlords and unite the republic. Eventually 
they succeeded with this task and fought back the warlords.  

Sun Yet-sen’s predecessor however did not want to share the newly united country with 
the Communist Party, consequently the KMT started to fight the CCP for the control of 
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China. In 1927 the alliance between KMT and CCP was over and China was in a full scale 
civil war.  

In 1934 Mao Zedong became the leader for the Communist Party and established a base 
for the party in Yan’an, in northwest China. With the exception for a few years unity to 
fight of the Japanese invading forces during the Second World War, the CCP and the KMT 
fought for the control of China until 1949. Then CCP forced the KMT government to flee 
to Taiwan and could take control of China. The same year Mao Zedong and the Commu-
nist Party founded the People’s Republic China. 

During this period advertising, just as any other aspect of marketing, was not necessary for 
doing business in China. All product and design decisions were made centrally with no 
consideration taken to the potential buyer. All the manufacturers had to focus on was to 
reach their quotas, which was set centrally as well. They did not have to worry about appeal 
to consumers since their products were guaranteed to be bought by governmental buyers. 
(Ambler & Witzel, 2000)     

Until the late 1950s Mao and the CCP tried to run China after the Soviet example, expand-
ing their power and control of all aspects of the country. In the end of 1950 Mao gave up 
the Soviet model and initiated a new economic development program called the “Great 
Leap Forward”. It turned out to be a disaster with natural resources being drained and 
wasted and factories producing useless products. 

After the failure of the “Great Leap Forward” the state president Liu Shaoqi and Party 
General Secretary Deng Xiaoping became dominant figures in the government leadership, 
and they adopted pragmatic economic polices for reconstruction of China. Under these 
new, socialistic, policies the country recovered from the 1950s decline. This lead to Liu 
Shaoqi and Deng Xiaoping became almost more popular than Mao. 

In an attempt to regain some of his former prestige and authority Mao Zedong started the 
“Great Proletarian Cultural Revolution”. The revolution was targeting Liu Shaoqi and 
Deng Xiaoping’s “capitalistic” policies. He accused them of trying to drag China into capi-
talism. Mao used a group of a radical youth organization called the “Red Guard” to attack 
Liu Shaoqi and Deng Xiaoping on all levels. This resulted in Liu Shaoqi being put in jail, 
where he passed away later on, and Deng Xiaoping being sent to force labour. 

The political situation in China gradually stabilized in the late 1960s. The Revolutionary 
Committees, consisting of leaders from various mass organizations and military personnel, 
replaced the leadership of local governments throughout the whole country. The original 
leaders were either sent to jail or force labour. 

During the Cultural Revolution advertising and promotion of products were completely 
banned. These activities were, according to Ambler and Witzel (2000), considered to be the 
tools of “bourgeois capitalism”. Instead of letting the marked decide, pricing levels were set 
by centrally controlled pricing bureaus. Consequently prices where subsided by the gov-
ernment in the end. During this period, distribution of products were also ineffective and a 
very long process. Some products could pass through three different wholesalers before 
reaching the retailer (Ambler & Witzel, 2000).    

In the early 1970’s a political reconstruction lead to numerous old politicians being rein-
stated, among those reinstated was Deng Xiaoping. He was appointed vice premier. After 
being reinstated Deng had to suffer numerous attacks on his authority by Mao Zedong’s 
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wife. She and her three closest associates tried to undermine his political career. They were 
called the “Gang of Four”.  

When Mao Zedong died on September 9 1976 Xiaoping and the “Gang of Four” immedi-
ately began fighting for the rule of the People’s Republic. Deng Xiaoping won the struggle 
and sent the “Gang of Four” to prison, thus started the Deng era. During this struggle, 
most of the people were in favour of Xiaoping. To show their support they placed small 
bottles on the ground outside their homes. This was a play of words as well as a show of 
support since Xiaoping can be interpreted as the Chinese word “small bottle” (J. Balkow, 
personal communication 2005-12-01)   

In the years following, economical and social reconstructions lead to the Chinese people 
enjoying improvements in their everyday life. According to Ambler and Witzel (2000) ad-
vertising was reinstated as an accepted business tool. Companies slowly began to realize the 
potential of this former “instrument of capitalism” In 1979 the total Chinese advertising 
industry consisted of only ten people. However this turned out to be and industry that 
would grow fast. Ten years later, in 1989, there were 11 000 advertising agencies in China, 
employing approximately 128 000 people. These agencies were all controlled by the state 
(Ambler & Witzel, 2000)    

In the mid-1980s social problems emerged followed by a few years rapid economic devel-
opment leading to increasing inflation. This affected people’s living standard negatively at 
the same time as freer immigration lead to security problems in the cities.  

On April 15 1989 the former party General Secretary Hu Yaobang died. Hu was very 
popular among China’s students and intellectuals. His death coupled with economic hard-
ships triggered by the inflation intensified people’s dissatisfaction with the government for 
slow reforms and corruption. People gathered Tiananmen Square to protest against the po-
litical conditions. Instead of listening to the protestors, the government declared martial 
laws on May 20 1989. When this did not solve the problem the government decided to take 
drastic measures. On June 4 1989 Chinese soldiers entered the square and opened fire on 
the unarmed protesting students.  

It would take some years for China to recover politically from these truly gruesome events, 
but in 1992 the country’s economic development started to develop quickly as a number of 
young pro-reform leaders came to power.  

According to Ambler and Witzel (2000), the number of multinational advertising agencies 
more than tippled in 1993, from only constituting some 10 percent of the advertising mar-
ket in the year before. The multinational (foreign) agencies mostly served the multinational 
companies that had established in China during the past years. The new competition made 
the domestic advertising agencies turning to the government for help. Consequently the 
Chinese government introduced the Interim Regulations on Advertising Agency System. 
This was basically traditional Western practices limiting the print and broadcasting media 
advertising done by in-house agencies and setting a standardized commission to fifteen 
percent (Ambler & Witzel, 2000).    

Today China’s government is committed to economic reform. Examples of this are com-
mitment is China joining the World Trade Organization and reforming the old state-owned 
enterprises. Along with the economic reform, some efforts for political reform continue 
such as the decrease of government bureaucracy and corruption (Ambler & Witzel, 2000).    
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The CCP is the largest political party in China, in fact with its approximately 40,000,000 
members it is the largest political party in the in the world. This monolithic, monopolistic 
party dominates the political life of China. The CCP is the sole policy-making body in 
China, and it makes sure that the central, provincial, and local organs of government carry 
out those policies. (Encyclopædia Britannica, 2005). 

Even though China has been a state run by dictators in the past and is a communist state 
today, the country performs well from an economic point of view. Evers since Xiaoping 
gained control over China and defeated the “Gang of Four” in the late 1970s, the country 
has enjoyed almost 25 years of economic growth. During this period China’s economy has 
grown more than any other in history and incomes has more the quadrupled.  

For the past seven years China has been the second largest recipient of foreign direct in-
vestments (FDI), with only the United States receiving more. The country’s attractiveness 
to FDI’s can be tracked back to changes in the investment climate during the last 20 years. 
In the 1980’s the government restricted all foreign investments do export-oriented ones 
and foreign investors had to form joint ventures with Chinese companies in order to do 
business in the country. In the early 1990’s the Chinese government allowed foreign inves-
tors to manufacture and sell a large variety of goods on the domestic market and in the 
mid-1990’s entirely foreign owned enterprises where allowed to establish and to business in 
China. 

4.2 Non-business respondents 

Here follows the interview with our non-business respondents. 

4.2.1 Swedish trade council  

Here follows an interview with Fredrik Jonasson, who is a Trade Officer at the Swedish 
Trade Council in Hong Kong. Jonasson has conducted research concerning marketing 
strategies for Swedish companies in China. This interview was conducted on December 12 
2005. If not stated otherwise, all information in this section is gathered from this interview. 

The Swedish Trade Council is an organization that aims at facilitates the work for Swedish 
companies who want to expand their business abroad. It is owned by the Swedish govern-
ment and the Confederation of Swedish Enterprise. The council has 48 offices in 40 coun-
tries all over the world. They offer counseling to companies in all stages of their export 
plans.  

According to Jonasson the most common reason for foreign companies to establish in 
China used to be to produce and buy products there and sell them on other markets. Re-
cently, however, an increasing number of companies have discovered the potential of the 
Chinese market as a buyer for their products. Today the establishing companies are, more 
or less, equally divided between those who are buying and those who are selling. Numerous 
companies are also entering the market with the intention to do both. 

Most western companies advertise their products as high quality, high end products. They 
also promote the status that the product will bring to its owner. The choice of advertising 
attributes is fairly easy, according to Jonasson, since western products almost always are of 
higher quality than the domestic ones. Also, it is very hard for western companies to com-
pete with the Chinese when it comes to price which further facilitates the choice of attrib-
utes to promote for there companies. 
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Jonasson continues with the importance of status for Chinese consumers. This makes the 
concept of branding very important. The Chinese consumers are very brand conscious in 
general, so it is very important for foreign companies to build and manage their brand 
properly. Today western brands are appreciated by the Chinese consumer, according to 
Jonasson. 

Regarding the question whether similar western products are advertised differently on the 
domestic and Chinese market, Jonasson confirms that this is the case. If a product is posi-
tioned according to the Penetration or Skimming strategy (low price, high quantity of sales) 
on the home market, it is likely that it will be positioned as Premium (high price, moderate 
level of sales) on the Chinese market.  

According to Jonasson there are numerous differences between western and Chinese con-
sumers. He means that companies who want to establish in China will benefit form hiring 
professional help, especially when it comes to designing marketing strategies and advertis-
ing campaigns. He argues that, due to the cultural differences, a company should be very 
cautious when selecting the message they want to deliver through these campaigns. It is 
important that is it well constructed and well formulated. For example the superstition in 
China can lead to that a campaign that has been working excellent in other market, may not 
be well received at all in China. 

Jonasson means that the advertising in itself also differs from the one that we are used to 
see in the west. This is, according to him, because marketing and advertising is relatively 
new concepts in China. The advertisements that are aired in China today reminds of what 
used to be showed in Sweden in the early 90’s. Today advertises uses humor and irony in 
the west, also there is often more focus on the brand rather than the actual product. Jonas-
son believes that this would probably not work on the Chinese market, at least not yet. 

When it comes to selecting media channel for advertising in China, Jonasson argues that it 
is more or less the same process as in the rest of the world. The proper channel is deter-
mined by the product and the intended market segment. He uses the prestigious car manu-
facturer Rolls Royce as an example. A product like that would never be advertised in a free 
newspaper like the Chinese “Metro”. Instead that company would rather use a magazine 
like the Asian Wall Street Journal to spread their message. 

The choice of media channel is particularly important in China, according to Jonasson, due 
to their focus on status and prestige. Jonasson continues with the example about the Rolls 
Royce; if the car was to be advertised in the Swedish Metro it would probably work pretty 
well, or at least not damage the brand to any larger extent. In China, on the other hand, an 
advertisement for a high prestige product through a low prestige media channel would ac-
tually be very damaging for the brand. 

4.2.2 JIBS resources 

Here follows the interviews with Jenny Balkow (on December 1, 2005) and Min Hang (on 
December 14, 2005), who are both part of the Jönköping International Business School’s 
faculty. 

Jenny Balkow is a PhD student in marketing at Jönköping International Business School 
(JIBS). Her field of interest is marketing and intercultural communication. She is at the 
moment planning her first Research proposition, the topic is not jet decided but the Chi-
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nese market will be in focus. Balkows knowledge concerning China has evolved through a 
master thesis and six months of mandarin studies at the University of Beijing. 

Hang is also a PhD student within Entrepreneurship, Marketing and Management at 
Jönköping International Business School. Her field of interest is, among others, the gov-
ernmental control over Chinese media channels.  

According to Balkow there are mainly two reasons for foreign companies to try to establish 
on the Chinese market. The first reason is that they did not have a choice in the matter. 
Until the late 1990’s no foreign companies were allowed to do business in China without 
establishing a certain percentage of their business in the market first. The second reason for 
companies establishing on the Chinese market, is that they simply don not want to miss out 
on the chance to reach an expanding market with approximately 1.3 billion consumers. As 
for the second reason, Balkow points out that many companies neglect to see is that even if 
the want for their product is common for all 1.3 billion people it doesn’t mean that the need 
for the product is the. Another aspect that often is not taken into consideration when 
choosing to enter the Chinese market is the level of competition from domestic companies, 
which often is very high.  

Min Hang agrees that one of the major reasons for foreign companies to enter the Chinese 
market is the vast number of potential consumers. She also points out that in the case with 
western companies that are outsourcing their production China is a preferable market since 
the cost of labour is relatively low. She also believes that economies of scale is a significant 
factor, the more products the company produce and sell, the lower the costs get. 

Furthermore Ming Hang argues that entering the Chinese market could be a way of extend-
ing the life cycle of the companies’ products. When the demand of a product has been met 
in the western market, turning to China could be a good way of keeping the demand up. 

Balkow means that the Chinese market is a very ethnocentric market; hence the consumers 
tend to prefer products sold by domestic firms rather than foreign. However they also 
strive to show their status and social belonging with the products that they own. This is, 
rather paradoxical, usually achieved by buying foreign brands and products. Western prod-
ucts have a reputation of being of good quality and are thereby a status symbol. This pur-
sue of status can be illustrated with the fact that it was not uncommon to leave the labels 
on new suits, a couple of years back.   

Min Hang agrees that status is an important product attribute for the Chinese consumer. 
When the importance of different attributes differs between different product categories 
the pursuit of status remain important in almost all categories. She means that this fascina-
tion for status is related to the fact that China is, and has always been, a hierarchal society 
where the importance of social belonging is significant. Min Hang also argues that one of 
the main reasons why foreign products are perceived to be of higher quality than the do-
mestic is because up until recently all high quality products that were manufactured in 
China were exported. This left the Chinese market with inferior products produced by 
other, non-exporting, domestic companies.        

When it comes to Chinese advertising, Balkow state that they often are very emotional and 
that different ideal situations are shown. The ads show beautiful and successful people liv-
ing exemplary lives. She argues that messages like this are well received by the Chinese con-
sumers mainly because they are among first generations of Chinese people who are having 
the possibility to live a “good” and free life. 
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Min Hang adds that governmental regulations are a factor that western companies need to 
take into consideration when conducting advertising in China. They have a huge impact on 
Chinese business life in general and the media industry is no exception. According to Min 
Hang, there are three levels of regulations: Central government, who enforce general rules and 
regulations for all types of businesses. Local government, who are responsible for dictating lo-
cal specific regulations. Business specific regulations, most fields of business have their own 
rules and regulations (in addition to the central and local rules) that need to be obeyed in 
order to be active within that field. The media industry is heavily regulated on all levels. 
This, however, does no affect the advertising industry to any larger extent, but rather the 
content of the programs themselves, Min Hang argues.   

Since the Chinese consumer feels strongly towards Chinese products it is preferable for 
foreign companies who are trying to establish on the Chinese market to find, or create, a 
connection between the company and China. In other words becoming “almost Chinese”. 
If the company can show a strong link between them and China or the Chinese culture, 
they are more likely to be accepted on the market, according to Balkow.  

Balkow argues that there are mainly two types of Chinese consumers. The first type has a 
very positive attitude towards everything Western. The second type treats foreign compa-
nies and products with skepticism. One way to handle this dilemma is to as many Chinese 
companies do when they advertises, namely using traditions, old tales, stories and historical 
names. Balkow also points out the importance of the company name as a means of creating 
a more open attitude towards the company among the consumers. Should they keep the 
company’s original name or should they come up with a Chinese name. Some companies 
have chosen to name themselves of how they want to be seen. 

Not only brand names are important but also words and the play of words are essential 
when it comes to advertising. Also the pictorial language is of grate significance in the Chi-
nese language and if that could be controlled as well as the metaphorical language, it gives 
huge opportunities when conducting marketing, according to Balkow. 

Hang adds that advertisers need to be aware of the superstition that is deeply rooted 
among the Chinese consumers. She points out that there are, for example, certain numbers 
that should not be used since they communicate an unfortunate message to the receiver. 
The number 4 is one example since it could be associated with the Chinese word “death”. 
Also the numbers 13 and 14 are seen as unfortunate numbers. On the other hand other 
numbers are considered more preferable, like the number 8 which translates to “prosper-
ity”. The number 9 is also preferable because it can be translated into the word “everlast-
ing” 

When it comes to what channels that are used to advertise, Min Hang states that the most 
common channel is print media, followed by TV advertising and then radio. Both Min 
Hang and Balkow argues that it depends on which segment that is targeted. For example 
almost no student has a TV so if a company wants to reach that segment they would 
probably be better of advertising in magazines or newspapers. Balkow claims that the 
channels used for advertising is the same in china as in Sweden with the exception that 
there China has a quite large billboard culture that Sweden doesn’t have, Min Hang also 
agrees with this statement.  

This is well illustrated by their newspaper culture: On most public places there are displays 
made of glass, where the newspaper is posted every day. People line up between each other 
and read the posted newspaper though the glass. Ordinary posters have also always been 
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used as a means for the government to reach out with information (and propaganda) to the 
population. Today are the public billboards and its content still controlled by the govern-
ment.   

4.3 Business respondents  

In this section the interviews with respondents that are connected to a company will be 
presented.  

4.3.1 Sony Ericsson mobile communication 

Here follows a summary of the interview with Niklas Finné, vice president of business con-
trol, planning and finance at Sony Ericsson Mobile Communications in China. Unless 
stated otherwise, all information in this section is gathered from this interview, which were 
conducted 2005-11-23  

Sony Ericsson mobile communications was established in 2001 by the telecommunications 
company Ericsson and the consumer electronics manufacturer Sony. The company is 
owned equally by both companies and they announced their first products in March 2002. 
Today Sony Ericsson is a global provider of mobile multimedia devices, including tele-
phones and accessories, PC cards and machine to machine (M2M) solutions.  

Sony Ericsson employs approximately 5 000 people worldwide. As an independent unit, 
Sony Ericsson undertakes its own product research, design and development, marketing, 
sales, distribution and customer service. Global management for the company is in Lon-
don, whereas R&D is located in Sweden, Japan, China, the US and the UK. (Sony Er-
icsson, 2005)  

Sony Ericsson has been active on the Chinese market as its own legal company since 
August 2003. Both Sony and Ericsson sold handsets in China prior to this. Ericsson had 
been active on the Chinese market for approximately 50 years before they merged with 
Sony in the mobile business venture that Sony Ericsson Mobile Communications is today.  

The main reason for the company to stay on the Chinese market is because it is arguably 
the largest market in the world, with the largest mobile operator in the world, which is 
called China mobile. Also, the market penetration is low and the market growth is double 
digit.  

Currently Sony Ericsson holds fourteen different mobile telephones to the Chinese market. 
In terms of design and shape they do not differ from the ones that are sold on the Euro-
pean market. However some adjustments have been made to the Chinese products in 
terms of redesigned keypads and software that are locally adopted in terms of language.  

When Sony Ericsson advertises their products in China it is all about market coverage. As 
supposed to the Swedish equivalent the Chinese operators do not help the telephone 
manufacturers by including their products in the operators’ campaigns. Instead Sony Er-
icsson has to rely on the retailers to bring their products to the consumers. Consequently 
most advertising efforts are aimed towards retailers. 

Since there are more than 65 000 retailers on the Chinese market, effectiveness is the key 
and return of investment is evaluated on all advertising investments. 
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When Sony Ericsson advertise their products to the Chinese market, they focus on com-
municating the following features 

• Easy of use  
• Differentiation  
• Innovation  
• Energy  
• Emotion  
• Value for money     
 

In terms of differences between the Chinese and European market, Sony Ericsson adapt 
the advertising somewhat for the Chinese market. All advertising material is converted to 
fit the Chinese market, i.e. text, slogans, product specification etc. is translated into Chi-
nese. However this is only a mere translation of a global ad. The content and the message is 
still the same. By doing this Sony Ericsson keeps a consistency in their ads from a global 
perspective. According to Finné the Chinese consumers are known to appreciate a humor-
ous approach in advertising. This is a strategy that is usually employed by local brands. 
Sony Ericsson, however, does not use this approach for the Chinese market.  

Sony Ericsson has a fixed set of brand values which they try to reflect in the marketing all 
over the world. Finné could not describe those brand values any further since they are not 
meant to be shared outside the corporation. 

From a legal point of view the only matter Sony Ericsson needs to keep in mind is that ex-
aggerated violence and/or sexual activities are, by Chinese law, not allowed in the adver-
tisement. Finné points out that this is not a part of the company’s marketing strategy any-
way, so this restriction does not present a problem.  

Sony Ericsson utilizes different media channels for their advertising depending on the pur-
pose of the campaign. When aiming to build brand awareness and promote purchase con-
sideration TV, internet and public relations are used. When the goal is to increase the vol-
ume of sell through communication channels such as prints, light boxes and promotions 
are used. Finné informs us that Internet is becoming increasingly popular as an advertising 
channel in China. However the use of this channel depends of the aim for the campaign.  

Sony Ericsson employs the same channel strategy in China as they do in Sweden. However 
with the exception of cooperation with Swedish operators, who are more likely to join 
forces than the Chinese ones. 

4.3.2 Pharmacia Diagnostics AB 

Here follows the interview with Kjell Kristiansen who works at Pharmacia Diagnostics AB 
in Uppsala. Kristiansen has been working for Pharmacia Diagnostics AB since 1984 and 
are, since 1997, responsible for the company’s activities in the Asian region. They sell their 
products to about ten countries in Asia for which Kjell Kristiansen is responsible. Kristian-
sen has also been living in China for 4, 5 year. This interview was conducted over the 
phone on the 30: th of November 2005. Unless states otherwise, all information in this sec-
tion is gathered from the interview. 
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Pharmacia Diagnostics AB has been active on the Chinese market since 1997. The com-
pany develops, manufacture and market blood test systems which support the clinical diag-
nostics and monitoring of allergy, autoimmune diseases and asthma. The Pharmacia Diag-
nostics AB headquarter in Uppsala, Sweden, focus on allergy diagnostics but is also han-
dling administration, strategic management, business development etc. There is a second 
centre in Freiburg, Germany, that develops and supports diagnostic tests for autoimmune 
diseases. Pharmacia Diagnostic’s products are high-tech and niche products which have 
made Pharmacia Diagnostics AB the world leader within its field and they possess 70% of 
the market share.  

Allergies exist all over the world and tool to identify and prevent a deterioration of the dis-
ease are needed, and China is no exception. Asthma is also a common disease among the 
Chinese people due to high pollution in the cities and a lot of people smoking. Today 
Pharmacia Diagnostics AB market their products mainly to eastern China.  

Pharmacia Diagnostics AB decided to use an entry strategy that according to Kristiansen 
differ from other companies. Instead of first building a factory and start up production in 
China and then get to know the market, Pharmacia Diagnostics AB decided to first recon-
noitre and survey the Chinese market, which they noticed to be very complex. Kristiansen 
mean that companies usually look at China as a homogenous country with 1, 3 billion po-
tential customers. This is not an accurate view according to Kristiansen. He thinks that the 
huge amount of potential costumers often attracts foreign companies, who establish their 
business without doing proper research first. It is common to be faced with lots of unpre-
dictable problems and business barriers in China. Also the buying power of the end users 
differs a lot from different parts of China. The market is fairly price sensitive. 

Pharmacia Diagnostics AB use a global strategy and are marketing the same products all 
over the world but all advertising material is converted to fit the Chinese market, i.e. text, 
slogans, product specification etc. is translated into Chinese. However this is only a transla-
tion of the ads used in the global advertising. The content and the message remains the 
same. Pharmacia Diagnostics AB do not have to adjust there marketing that much because 
they mostly marketing there products to doctors and hospitals where the environment are 
pretty much the same around the world. As mentioned above, the main products are the 
same all over the world, however types of common allergies in China differ from those in 
other countries so the types of allergens (which is a substance that can cause an allergic re-
action) can differ.  

Pharmacia Diagnostics AB apply the same marketing procedure or framework in all coun-
tries but Kristiansen points out the importance of being flexible and able to adjust different 
parts in the procedure for a specific market. To be able to do this you need to be open 
minded to other cultures. The marketing procedure for Pharmacia Diagnostics AB starts 
with a market research, where they gather information etc. about the market of interest. 
Kristiansen, as mention earlier, mean that China is a difficult market to map because it is so 
extensive and includes many different ethnic groups, economic situations and languages. 
He mentions that large parts of the Chinese population earns less then $1 a day.  Because 
of these differences a firmly market research becomes even more important, not only when 
entering a market but when marketing new products etc. Relationships with local compa-
nies and the population are crucial in order to carry out a market research that reflects the 
reality in China.  

The next step in the procedure for Pharmacia Diagnostics AB was to design the market 
strategy and to create a plan in order to carry out the marketing. It is necessary to appear 
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trustworthy and to create a close relationship with the customer when marketing the prod-
ucts in China. One reason for this is the language barriers that exist and leads to a fear 
among Chinese people of losing their face or being embarrassed by not using the right 
words. Within the market and selling process Pharmacia Diagnostics AB have to educate 
the customer about the products, particular the doctors, who Pharmacia Diagnostics AB 
market there products to. This, however, has proven to be rather simple since they are anx-
ious to learn which makes the education process easier. Although the language barrier still 
needs to be conquered.  

Kristiansen mean that there are a lot of cultural differences between China and Sweden 
which often lead to misunderstandings. The Swedish market is more transparent than the 
Chinese. We have also developed detailed laws and regulations that encompass the whole 
country and which most people understand and follow. In China on the other hand there 
are several local laws and policies that cause problems and misunderstandings but also laws 
that act as barriers for companies to establish on the Chinese market. There are regulations 
that control who can export and import products etc. Nonetheless Kristiansen says that the 
Chinese government does not intend to prevent western influence, rather the opposite. 
However the Chinese government is cautious when approaching the west. They want to 
create a stable market economy and let the people get use to a free market, before they cut 
down the control.  

To deliver the right product in time and to pay in time are important in Swedish business 
life, but in China they do not have the same tradition as we. For example we usually pay 
our bills monthly, whereas Chinese companies often pay more irregularly. It is common 
that Chinese companies buying from western companies must pay in advance, but that de-
pend of the business relation.  

Chinese people understand capitalism and the value of producing, selling and buying prod-
ucts. This, together with the big differences in salaries has led to a more materialistic soci-
ety where rich people are admired. Because of this ambition to become rich and successful 
the moral aspect sometimes has to be set aside. Kristiansen mean that companies therefore 
should be aware of the risk of being deceived by their Chinese trading partners.  

As mention earlier Pharmacia Diagnostics AB uses a global strategy and when advertising 
products in China and other countries they focus on communicating quality. This is suc-
cessful in China where the people see western products as high quality and status symbols. 
Kristiansen mean that if a Chinese can afford it they will buy the more expensive product 
because it brings higher status. Consequently price is another important factor in China. 
The average Chinese consumer does not want to spend too much money on everyday 
products. According to Kristiansen the most important factors to consider when market 
products in China are: 

• Laws and regulations 
• Price 
• Connections and relationship 

 

According to Kristiansen the most important factors to consider when market products in 
China are: 

 
Billboard advertising is very common in China and Kristiansen illustrates this by saying that 
if there is an empty space on a wall it most certain will be an ad there very soon. Also mar-
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keting on airplanes is used in China where they place products or tests of the product on 
every chair in the plane and also put ads on the table in front of the chair. TV is a common 
advertising media China and so is also SMS advertising. Where an advertising message is 
sent to known- or potential customers. Internet is coming strong in China but is not as 
used as in Sweden and it is still quite controversial. 
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5 Analysis 

In this section we will analyze the material that has been gathered for this thesis. The analysis will be struc-
tured from the three focus points which are identified in section 1 Background. We will also discuss what 
implications for the theory our work can bring.  

5.1 Focus points  

This section will follow the same outline as the rest of this thesis. Hence we will use our 
three focus points as basis for the analysis. First we will analyze the gathered material from 
a cultural differences perspective, then we will analyze the attributes and last we will look at me-
dia channels.  

Cultural issues 

Chinese consumers differs form consumers in the west in many ways. They do not share 
the same culture, history, environment etcetera. However since China is approaching the 
west, and western companies are becoming a vital part of the Chinese market, we believe 
that it is important to identify and look deeper into these differences. The focus for this 
thesis is the cultural issues affect the advertising from western companies in China, so this 
is what we will look deeper into in this part of the analysis.  

In the theory we see that culture and marketing are closely related to one and another. 
What a company can and can not say in their advertising is to a large extent affected by the 
consumer’s culture. (Kotler & Armstrong 2002, Fletcher & Brown 2002). The naming of 
brands and companies is also an issue that needs to be looked into from a cultural point of 
view. According to Balkow (personal communication 2005-12-01) it is preferable for a 
western company to be able to show a connection with China. One way of doing this is to 
take a Chinese name on the company and products when operating in China.  

Many western companies are changing their names either by switching to a similar sound-
ing Chinese name or to a name that conveys the same meaning as the original brand name, 
but in Chinese. In section 2.4.2. we describe two examples of this, first the successful 
name-change from Coca Cola and then the more unsuccessful attempt from Asics (Reuvid 
& Yong, 2005). From this we can see that it is important to fully understand the language 
when translating brand and company names. This might sound very obvious but the exam-
ples prove that even big enterprises occasionally fail to do this. In the example in 2.4.2. 
Asics ended up with a company name saying that the costumers should overcome their 
egos. We think that one of the reasons for way companies fail to translate brand names is 
that the Chinese language is vast, with many dialects and also can be interpreted in many 
different ways.  

The next cultural advertising issue we have identified is also language related. We have 
found that the play of words is important for advertising in China. It does not only serve a 
purpose in advertising but also when sharing your public opinion. Like when the followers 
of Deng Xiaoping showed their support for him by putting small bottles outside their 
homes. This was a play of words since the Chinese word xiaoping can be interpreted as 
“small bottle” (J. Balkow, personal communication 2005-12-01). We can clearly see that a 
deep knowledge in the Chinese language is needed in order to effectively spread any kind 
of message. It is also very important to be able to use the language in you favour, by play-
ing with words, changing their meaning and so on. Moreover we have discovered that it is 
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important to be able to present a well constructed and well formulated message to the Chi-
nese audience when advertising (F. Jonasson, personal communication 2005-12-12). 

We have seen that the superstition, which s deeply rooted in the Chinese culture, also plays 
an important role for advertising. According to Reuvid and Yong (2005) domestic compa-
nies tend to choose brand names that convey luck, happiness, prosperity etcetera. We 
found further evidence for this in the empirical study, Hang (M. Hang personal communi-
cation 2005-12-14) said that certain numbers, like 4, 13 and 14 could not be used in Chi-
nese advertising, since they communicated bad luck and death, whereas other numbers like 
8 is preferable since it meant prosperity and luck. The number 9 could also be used in mar-
keting because it can be translated into the Chinese word “everlasting”. We can clearly see 
that the Chinese superstition plays an important role in advertising. Jonasson from the 
Swedish Trade Council further illustrated the importance of superstition by stating that ad-
vertising campaigns that has been working excellent in other market, may not be well re-
ceived at all in China due to superstition (F. Jonasson, personal communication 2005-12-
12) 

This superstition should not only be seen as a barrier. We believe that the proper use of the 
words could lead to a positive brand image. For example we have come across telephone 
numbers to Chinese companies that almost only include the number 8. When used like this 
the superstition should be seen as an opportunity and not an obstacle. However, we believe 
that it is harder for foreign companies to avoid these pitfalls than for domestic, due to lan-
guage skills. Hence we think that foreign companies should consider hiring domestic help 
when creating advertising campaigns to avoid issues like this. 

According to Fill (2002) advertising is crucial when building brand- or product awareness 
(this is described further in section 3.1.1.). We believe that creating awareness is of great 
importance when doing business in China, since most brands are only known locally (Reu-
vind & Yong, 2005).  

In section 3.3 we have identified the three most common ways for international companies 
to conduct marketing in different countries. These are standardized strategy, adapted strat-
egy and glocalisation. We have then compared those to our empirical findings. According 
to Jonasson (F. Jonasson personal communication, 2005-12-12) Sony Ericsson has a fixed 
set of brand values that they try to reflect in the marketing all over the world. Jonasson also 
states that all advertising material is translated and adapted to fit the Chinese market. These 
changes do not change the message that is communicated, but is rather translations made 
to better suit the Chinese language and culture. This is a good example of the glocalisation 
strategy since a vital part of that strategy, according to Fill (2002), is to develop a standard-
ized message and then adapt it to local cultures, needs, languages etcetera. 

We can find the same strategy behind Pharmacia Diagnostics’ campaigns. According to 
Kristiansen (personal communication 2005-11-30) the company employs a global strategy 
and is marketing the same products all over the world but all advertising material is con-
verted to fit the each market. Consequently text, slogans, product specification etcetera is 
translated into Chinese. However this is only a translation of the ads used in the global ad-
vertising. The content and the message remains the same. This is clearly also an example of 
the glocalisation strategy.  

We believe that the choice of the glocalisation strategy makes perfect sense in both cases. 
The standardization strategy should not be used if the markets where the products are sold 
are in different stages of maturity, according to Herbig (1998). This is clearly the case with 
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the Chinese market since wholly foreign companies have only been allowed on the market 
for a little more than a decade (Youngblood & Coleman 2005). 

Adaptation would probably not be a good choice either due to the enormous costs of 
changing and creating new advertisements for every single market (De Mooij (1998) 

For Sony Ericsson glocalisation is also a good choice since they wish to keep a consistency 
in their advertising globally. Seeing as the standardization strategy is not a good approach 
when the markets are in different stages of maturity, glocalisation is the best choice. 

We believe that the glocalisation strategy is the better strategy in more cases than just for 
Sony Ericsson and Pharmacia Diagnostics. As soon as a multinational company starts to 
advertise its products on a number of markets, it is bound to come across two markets that 
are in different stages of maturity, hence making the standardization strategy less useful. Al-
though we believe that the standardized strategy is a poor choice in other situations as well. 
It does not leave any room for adaptation to cultural differences or other diversities be-
tween markets. 

As entry barriers decrease and people travel more the world will become smaller from a 
business perspective and more companies will probably have to reach into markets outside 
their home country. Adapting their advertising for every new market would be both expen-
sive and very time consuming. We believe that most companies would benefit from using 
the glocalisation strategy instead, where they decide what message they want to communi-
cate but are able to translate it and make smaller changes in order for it to fit each market. 

Attributes  

A problem with advertising that Tellis (2004) brings up (see section 3.1.4) is to know why 
the consumer buys the product. According to Tellis (2004) there could be many underlying 
reasons for a purchase; satisfaction from earlier experience, word of mouth recommenda-
tions, an attractive package, changes of the product, prestige attached to the product, a 
sales promotion, the price, or an ad. This statement suggests that there are many reasons 
and attributes that will convince a consumer to make a purchase. A part of the purpose of 
this thesis is how advertising and these attributes are used in China? 

When doing the interviews the most common answer by the respondents was that status 
and prestigious reputation was very important for the Chinese consumer. Balkow (J. 
Balkow personal communication 2005-12-01) mentioned that Chinese men used to leave 
the label on their suits so that everyone could see what brand it was. Jonasson at the Swed-
ish Trade Council (F. Jonasson personal communication 2005-12-12) argued in his inter-
view that an advertisement for a high prestige product through a low prestige media chan-
nel could well be damaging for the brand. This gives us a clue of how important status is 
for the Chinese consumers. Consequently most western companies, if not all, advertise 
their products as high quality and high end products (F. Jonasson personal communication 
2005-12-12). They also promote the status that the product brings to their owner. 

 This is corresponds to Lyengars (2004) theory (in 3.4.2) saying that Chinese consumers are 
keen to obtain western products for the status they bring and also happily show these 
products to the world. This theory is supported in the interviews with Jenny Balkow (J. 
Balkow personal communication, 2005-12-01) and Hang (M. Hang personal communica-
tion, 2005-12-16). Hang also ads that even if the attributes are changing with different 
product categories the status is important within all categories. 
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Further we believe that Fletcher and Brown’s (2002) thoughts about human needs as the 
underlying concept for marketing and advertising (see section 3.2), could be related to the 
results of our study, results that indicates that status is a high prioritized need for the Chi-
nese consumer. The importance of status could be related to the current and historical 
Chinese hierarchical society, and that it is important for a Chinese to show social belong-
ing, which also is mentioned by Hang (personal communication 2005-12-16). Related to 
this is that one of the business respondents, Kristiansen at Pharmacia Diagnostics AB (per-
sonal communication 2005-11-30), states that a Chinese consumer often choose a more 
expensive brand if the product brings higher status, but when purchasing regular products 
the price is a very important feature for the Chinese.    

According to Lyengar (2004) (section 3.4.2) and Reuvind & Yong (2005) (section 3.4.2) 
price competition is the most common strategy for companies who are competing on the 
Chinese market. This has led to that companies usually employ a strategy that focuses on 
low profit margins and volume sales, hoping that this will increase the speed of turnover 
and thus lead to higher revenue. We believe that these strategies has lead to that Chinese 
consumers in general are used to a variety of low-priced brands within most product cate-
gories. This is illustrated with the example from Reuvind and Yong (2005) (section 3.4.2), 
where they state that the cost of producing milk in Shanghai is actually higher than the re-
tail price.  

Even though low-price strategy is the most common, there are some companies who em-
ploy a premium price strategy. According to Lyengar (2004) (section 3.4.2) these companies 
are usually the ones who are selling products associated with prestigious reputation for the 
owner. He also states that foreign branded, or imported, products generally are marketed 
using this strategy. Jonasson (F. Jonasson personal communication 2005-12-12) further il-
lustrates this by saying that if a product is positioned according to the Penetration or 
Skimming strategy on the home market, it is likely that it will be positioned as Premium on 
the Chinese market. 

From this we can argue that status is very important for Chinese consumers, probably 
more important than it is for consumers in the western markets. Also we see that foreign 
branded products usually are perceived as more prestigious than domestic, and thus are as-
sociated with a higher status for the owner. We believe that it is mostly the pursuit of status 
that justifies the higher prices on western products. They would probably not be consid-
ered as prestigious if they were retailed at the same (lower) price as their domestic equiva-
lents.  

Jonasson from the Swedish Trade Council (F. Jonasson personal communication 2005-12-
12) and Finné from Sony Ericsson (N. Finné personal communication 2005-11-23) stated, 
that the choice of attributes to focus on when advertising in China is quite simple as it is 
almost impossible for western companies to compete with the domestic companies in 
price. This can be related to Reuvid and Young’s (2005) in (in 3.4.2) theory about the price 
sensitive Chinese market and how price competition is the most common strategy for the 
domestic companies.  

Our interviews indicate that the most important attributes when advertising in china is the 
price and the status given by the purchased product. It is like Kristiansen at Pharmacia Di-
agnostics AB argued (K. Kristiansen personal communication, 2005-11-30) that the Chi-
nese people think highly of rich people and often seek personal wealth.  
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The research behind this thesis suggests that the two most important attributes for a com-
pany to consider when advertising in China are price and status. The ad should show how 
the product generates a higher status for the owner. An notable outcome of our business 
interviews is that while Pharmacia Diagnostics AB where well aware of the attributes that 
the Chinese appreciates however the interview with Sony-Ericsson showed that they didn’t 
use these attributes in their advertising in China. Instead they focused on the actual features 
of the product.  

Apart from the obvious differences in price and status we also believe that these pricing 
policies can contribute to another trend on the Chinese market, namely a gap between its 
consumers. According to Balkow (personal communication 2005-12-01) western influences 
are usually met in one of two different ways in China: with a lot of optimism and curiosity 
or with a large proportion on skepticism. We believe that this could also be applicable on 
buying behavior. On one hand we have the Chinese consumers who are status driven and 
are prepared to pay premium to acquire the products associated with these traits. Whereas 
on the other hand we have the average Chinese consumers who are used to low prices and 
are not as interested in western products and the prestige they will bring.  

As China is approaching the west in many areas and the Chinese consumers are getting 
more disposable income (McKinsey Quarterly, 2004), we believe that the demand for west-
ern products will increase. However this will probably not be true for the all of the Chinese 
consumers, since not everybody is prepared to pay premium for the products. Conse-
quently this could, in the long run, lead to a situation where the consumers are divided 
among those who are willing to adapt a western lifestyle in terms of consumption and 
those who won’t. If this development occurs it is also possible that it would affect other ar-
eas than consumption. 

Media channels 

Culture is described by Herbig (1998) in section 3.2.1 as a way of life which includes peo-
ple’s believes, language, values, behavior and the living practices shared by members of a 
society. Furthermore he says that culture is a catalyst that transforms private meanings into 
public meanings which are understood by others in the society. Media and media channels 
are a part of the society which is shaped by laws, regulations, history etcetera. They are also 
a way of spreading the private meanings and make public. Hence we see media and media 
channels as a part of a country’s culture. Authors as Herbig (1998) and De Mooij (1998) 
speaks about the importance of adjusting advertising to culture in order to succeed. We 
therefore suggest that the choice of media channels is important from a cultural point of 
view.  

Chinese history is very interesting and the country has and is going through some big 
changes which affect the market. As mentioned by Kristiansen at Pharmacia Diagnostics 
AB (K. Kristiansen personal communication, 2005-11-30) and Youngblood Coleman 
(2005) in section 4.1 China has been a closed country for foreign companies until pretty re-
cent and advertising is still a relatively new concept according to Herin and Skarin (2005) in 
section 3.4.2. According to Fletcher and Brown (2002) in section 3.4.2, the advertising cli-
mate for foreign companies in China is pretty tough due to the huge amount of media and 
difficulty to choose the right channel for products and services. Furthermore Fletcher and 
Brown (2002) and Hang (personal communication, 2005-12-14) mean that the regulations 
and control of media also is an important factor to the tough climate. This control has al-
ways been an issue for advertising (Ambler & Witzel, 2000) in section 4.1.  
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Wang et al (2003) in section 3.4.2 has divided the Chinese media channels into different 
groups or a hierarchy in order to make it easier to understand the system. Also Hang (M. 
Hang personal communication 2005-12-14) speaks about different levels of control. The 
government controls media channels on different levels and channels closer to the gov-
ernment is more expensive and difficult to use. It is important according to Hang (M. Hang 
personal communication 2005-12-14) and Wang et al (2003) to have knowledge about the 
regulation and controlling system in order to succeed. In fact Kristiansen at Pharmacia Di-
agnostics AB (K. Kristiansen, personal communication, 2005-11-30) point out laws and 
regulation as an important factor to consider when advertising in China. 

Nevertheless, these regulations and the complex administrative media organizations could 
be seen from a company point of view as something positive. As Wang et al (2003) men-
tion Chinese media is powerful and people trust ads because of the regulations and con-
trols. The people tend believe that most ads or printed recommendations are true if they 
can be found in a media channel, especially those belonging to group number one who are 
regulated by the central government. We believe that this could be an important advantage 
for companies and they should consider this when deciding channels. Even if the most 
trustworthy channels are more expensive and have a tougher control companies would 
probably benefit from using them. The high cost would most likely be compensated with a 
more effective campaign and also increased sales.  

Even if it sounds like a good strategy we must remember that it may be hard to prove. As 
Franzen (1999) brings up in section 3.1.4 it is difficult to measure advertising effects and 
this goes for the effect of media channels as well since there are so many factors to con-
sider. Worth noticing is that even though the people trust most ads in Chinese media they 
are, as we have mentioned, sensitive to which ad that are placed in which media. According 
to Jonasson (F. Jonasson, personal communication, 2005-12-12) the choice of media chan-
nels is especially important in China since using an inappropriate media channel would ac-
tually be very damaging for the brand. 

No one of the respondents mentioned anything about the trust Chinese people, according 
to the theory, apparently have for ads. This is interesting since it could be an important part 
of the advertising strategy companies now are missing. On the other hand the theory may 
not be correct or not noticeable for our respondent, since they are involved in business to 
business marketing as well. However neither our business respondents nor Jonasson (F. 
Jonasson, personal communication, 2005-12-12), Hang (M. Hang personal communication 
2005-12-14) or Balkow (J. Balkow, personal communication, 2005-12-01) mention anything 
about this.  

According to Sony Ericsson (N. Finné personal communication, 2005-11-23) they use the 
same type of media channels in China as in the rest of the world which is also the case for 
Pharmacia Diagnostics. The reason for this is probably, as mentioned by Jonasson (F. Jon-
asson, personal communication, 2005-12-12), Hang (M. Hang, personal communication, 
2005-12-14), Balkow (J. Balkow personal communication 2005-12-01) and Fletcher and 
Brown (2002) that there are no specific difference between media channels used in China 
and western countries. They all agree that it is the product and the type of campaign that 
mainly decides which media channels to use. Fletcher and Brown (2002) mean that it 
should be the segment, product, message and campaign objectives that decide the type of 
channel.  

According to Ambler and Witzel (2002) television is the most common used channel for 
advertising in China but at the same time they say that companies that want to reach out to 
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a vast number of consumers usually use newspapers. Hang (M. Hang personal communica-
tion 2005-12-14) on the other hand say that Printed media is the most common communi-
cation media for advertising which could be the case since it not only includes newspapers 
but also as Fletcher and Brown (2002) in section 3.1.2 states billboards, posters etcetera 
and the billboard culture is according to Hang (M. Hang personal communication 2005-12-
14), Pharmacia Diagnostics AB and Balkow (J. Balkow personal communication 2005-12-
01) huge in China. Kristiansen (K. Kristiansen, personal communication, 2005-11-30) at 
Pharmacia Diagnostics AB said that if there is a place or house to advertise on companies 
will probably use it. The billboard or newspaper culture originate, according to Hang (M. 
Hang personal communication 2005-12-14), from the time where a lot of propaganda 
where spread in China and in order to make all people be able to read it they put e.g. news-
papers in glass display cases.  

If we compare to Sweden we do not have the same billboard culture as in China. However 
if we look at other western countries such as Great Britain and the US there is a lot of bill-
boards used which confirms that there are actually no big differences in media channels. 
Although Internet according to Wang et al (2003) may be a media which are not as used in 
China as in western countries but Sony Ericsson and Pharmacia Diagnostics AB both mean 
that Internet in general and as a marketing media is coming strong in China. 

As we have seen there is no big difference in use of media channels such as television, ra-
dio and newspapers between China and western countries. Although the same type of me-
dia channels exists the difference according to us should be how you use them or how ef-
fective they are. Even if the same channels exist it is not guaranteed that they work in the 
same way. As showed by the status example people may not value or use media similar. 
Therefore the choice of media channels in China is an important decision.   

We have also notices the existence of complicated media controls, regulations and also the 
huge amount of media channels existing in China. According to us companies advertising 
in China should be aware of the control and administration systems of advertising media. 
With this knowledge it will probably be easier for them to know how to reach out to the 
right segment of the population. Furthermore they due to this avoid using the wrong media 
or the wrong level of media channels and through that they could increase or make use of 
the assertion of trustworthiness for media in China.  

Because media channels are affected by culture which includes laws, regulations, traditions 
etcetera our believe is that companies first need to considerate all factors mentioned by 
Fletcher and Brown (2002) and most of the respondents but then also think about how the 
culture affects the media channels in the country of interest.  

5.2 Theoretical implications 

In the analysis we have compared our theoretical findings with the empirical observations 
that we have made for this thesis. As stated in section 5.1 we have found numerous exam-
ples of theory and empirical findings corresponding to each other. However during our 
analysis we have also noticed how the theory does not always match the reality in the em-
pirical study. Therefore we will dedicate this section to enhance the theory with our own 
observations. In other words describe what we have learnt for the empirical study that 
could contribute to the theory. 

As stated above both our business respondents have employed a glocalisation strategy in 
some form for their advertising. According to Keegan (2002) this strategy allows compa-
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nies to respond to local differences and similarities in their advertising. De Mooij (1998) 
states that this strategy will cut costs for the company. We would like to ad that the glocali-
sation strategy is also suitable when a company want to keep the same brand value all over 
the world. This was the main reason for Sony Ericsson to employ the glocalisation strategy. 
Fill (2002) mention this, but without any discussion of brand value instead he focuses on 
standardizing messages.  

Concerning attributes our study showed that the most important attributes when advertis-
ing on the Chinese market are to compete through pricing or with status for the owner. 
Despite this we do not believe that both these attributes are appropriate for multinational 
companies entering the Chinese market. This is due to the fact that price and status are two 
extremes. As shown in our study, products from the west are often associated with high 
status, which means that generally these multinational companies use a premium pricing 
strategy. This makes the use of a low price strategy difficult for western companies since 
they can not compete with the domestic competitors. However if price would be used as 
an attribute by these companies, their products probably would not be associated with the 
ability to give prestigious reputation to the owner anymore. Consequently we would like to 
point out that the theory lacks a discussion about how a low price strategy could be harm-
ful for a western company trying to establish on the Chinese market.  

In the advertising theory section we mention that the trust for ads among the Chinese 
population is high due to the governmental control. As we noticed no one of the respon-
dent mentioned anything about trust for ads even though Hang (M. Hang, personal com-
munication, 2005-12-14) brought up the subject about control systems. Our first thought is 
that they are not taking advantage of an important strategic factor which could effect there 
sale. But why have they not noticed or heard of this although most of them have worked or 
lived in China? Are they too influenced by the western marketing environment or do they 
simply not need to consider this advantage since our respondents are involved in advertis-
ing that is mostly directed to other businesses? Could it also be the case that this huge trust 
in ads do not exist or at least not to that extent. Since this factor, according to us, is very 
important from a strategic point of view we believe the latter alternative to be the most re-
alistic. 

If our investigation had been more extensive and showed that the latter alternative is the 
correct assumption it could change or affect the existing theory about trust, but for now we 
can not draw any general conclusions about this even though it is an interesting thought 
and discussion. 

 

 

 

 

 



 Conclusions 

 - 46 -   

6 Conclusions 

In this section we will present our conclusions for our thesis. The conclusions are based on the discussion 
from chapter 5 Analysis. These are based on our research and thus we can not draw any conclusions that 
are true for the entire subject in general. Instead these conclusions should be seen as recommendations.  

We have identified the following cultural issues that western companies are faced with 
when advertise on the Chinese market: 

Naming 

We have discovered that company and product names are important issues when advertis-
ing on the Chinese market. Western companies need to decide whether to translate their 
names or not and if they chose to do this it is important that the translation convey a 
proper meaning. Domestic companies tend to choose brand names that convey luck, hap-
piness, prosperity etcetera 

Language and superstition 

The play of words is important when advertising in China. A company needs to be able to 
use the language to their advantage, with word games, translation of numbers etc. Chinese 
tradition and superstition are also important aspects. Numbers has to be used carefully 
since unlucky numbers like 4 could have devastating consequences for the advertising 
campaign and the company.  

Advertising strategy  

The glocalisation strategy was employed by both Sony Ericsson and Pharmacia Diagnos-
tics. We believe that this strategy is a good choice for most companies who are active on a 
number of markets simultaneously. When a multinational company starts to advertise its 
products on a number of markets, it is likely to come across two markets that are in differ-
ent stages of maturity, hence making the standardization strategy less useful. Also as soon 
as the number of markets where the company is active increase it will become too expen-
sive to use the adaptation strategy. 

Status 

This study indicates that the two most important attributes for a company to consider 
when advertising in China are price and status. For western companies who enters and ad-
vertise on the Chinese market, the most important attribute is status and that the ad show 
how the product generates a higher level of status to the owner. 

Price 

The other most important attribute for ads that are directed to the Chinese market is ac-
cording to our study price. However while status was the main attribute for the western 
companies the price attribute is more of a “tool” for the domestic companies that strive to 
gain an competitive advantage within the low-priced product category on the  price sensi-
tive Chinese market. 

Media channels 

In our study we have seen that media channels used in China are similar to the ones used in 
the western countries. This research has also shown that advertising in China is complex 
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since the Chinese government administrates and controls the media channels. It has also 
indicated that Chinese culture affect the way that the channels are used and apprehended 
by the population. Companies should therefore consider cultural issues and be aware of 
these when advertising in China.  
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7 Final discussion 

In this section we will reflect upon the conducted study and also give some suggestions of further research. Fi-
nally we would like acknowledge the people that have been involved in our thesis. 

7.1  Reflections 

Working with this thesis has given us new experiences and new interesting knowledge con-
cerning China as a country but also about advertising in an international context. This has 
introduced us to the difficulties that international advertising brings. It has been interesting 
and educational since our earlier knowledge and contact with China has been minimal. 

In the beginning of this thesis work we intended to conduct all of the interviews in a ho-
mogenous way. Due to geographical complications and wishes of the respondents we had 
to rethink this plan and instead carry out the interviews according to the respondent’s situa-
tion. The fact that the interviews where conducted in different ways and also that it were 
not the same interviewer at all occasions could have had a negative impact on the results. 
At the same time we believe that as the respondents have chosen the most appropriate way 
for them to answer the questions, which could have the opposite effect. 

We feel that our focus points, which have evolved from the purpose, have been useful 
when structuring our work with this thesis. This since they are connected to all parts of our 
thesis. The interview guides is based on the focus points and the analysis and conclusions 
are structured according to this. 

Our research has given us some exciting results, but due to the few business respondents 
we can not be sure of that our results are reliable. To only have two business respondents 
may lower the trustworthiness of our thesis but at the same time our non-business respon-
dents are providing useful information that in some extent could replace the loss of these 
results. Furthermore the non-business respondents also contribute with a broader perspec-
tive of China, Chinese culture and advertising in China. 

7.2  Further research 

An interesting topic would be to further investigate the trustworthiness of advertising 
among the Chinese population. This since the theory and the result of our study differs.  

It would also be interesting to conduct the same study of the advertising in china, but with 
focus on how cultural issues affect the design of the actual ad. This study could actually ex-
amine how the use of word games and numbers are actually used. Together these studies 
could cover the whole subject of advertising in China. 
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Appendix 1: The interview guide for the non-business 
respondents 

Cultural issues 

• What is the main reason for foreign companies to enter the Chinese market? 

• Are there any main cultural differences between western and Chinese consumers 
that western companies need to consider in their advertising on the Chinese mar-
ket?  

o Are there any other factors that foreign companies need to consider when 
advertising in China? 

• How are western products and brands perceived by the Chinese consumer, com-
pared to the domestic ones?  

Attributes 

• What attributes in a product (price, quality, status etc.) is the Chinese advertising 
most focused on, in general? 

o Is there a product attribute that is especially important for the Chinese con-
sumer? 

Media channels  

• Which media channels (print, TV, radio etc.) are used in advertising on the Chinese 
market? 

o Is there any media channel that is more used than others? 

• Is the public advertising (billboards, ads on building walls etc.) different in China 
compared to, for example, Sweden? 
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Appendix 2: The interview guide for the business 
respondents 

Cultural issues 

• Why did you enter the Chinese market? 

o For how long have you been selling products on the Chinese market? 

o How many different consumer products do you provide to the Chinese 
market? 

• What does the marketing procedure for the different products look like?  

o What different steps are taken when introducing a consumer product to the 
Chinese market? 

• Are there any main cultural differences between western and Chinese consumers 
that you need to consider in your advertising on the Chinese market?  

Attributes 

• Is there any difference between the consumer products you are marketing in China 
and those in other markets? (In terms of shape, design, function etc)  

• What are the most important factors, in terms of advertising messages, to consider 
when advertising products in the Chinese market?  

• What specific attributes for a product do you advertise in China?  

o Are there any attributes that are especially important for the Chinese con-
sumer? 

Media channels 

• Which media channels (TV, print, billboards) are used for your advertising in China 
when; 

o Increasing awareness of the brand? 

o Increasing sales? 

 


