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Video Case (1)

 Buick in China

– 1994 - 2004

– 3 partial surveys, each with 3,000 respondents

 Harvard Business Review

– Inside the Mind of the Chinese Consumer

– by William McEwen, Xiaoguang Fang, Chuanping Zhang, and
Richard Burkholder
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Branding

 Creating, maintaining, protecting, and enhancing products and
services.

 A brand is a name, term, sign, symbol, or design, or a
combination of these, that identifies the maker or seller of a
product or service.
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Branding

 Advantages to buyers:

– Product identification

– Product quality

 Advantages to sellers:

– Basis for product’s quality story
• KFC franchises in China: 98% success rate

– Provides legal protection

– Helps to segment markets
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Brand Equity

 The positive differential effect that knowing the brand
name has on customer response to the product or
service.

 Provides:

– More brand awareness and loyalty

– Basis for strong, profitable customer relationships
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Brand Equity

 China Mobile is 5th most
powerful brand in the world

 China's most powerful
brands collectively gained
more than 50% in value
over past year

 China and other emerging
economies are the most
powerful drivers of growth
for all brands.

Source: Brandz, 2008

Top 100 Global Brands
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Brand Equity

Source: Marketing & Strategy Innovation Blog
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China's Emerging Global Brands
(source BusinessWeek/Interbrand survey 2008)

Source: Brandz, 2008

Slides 7 – 18 as seen in class
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China's Domestic Brands
(source: BusinessWeek/Interbrand survey 2008)
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China's Domestic Brands

Slides 20 – 45 as seen in class
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China's Domestic Brands
(source: BusinessWeek/Interbrand survey 2008)

Names to watch

The following 5 companies
remain largely or wholly
state-owned, or suffer from
anemic profits, so they did
not make the Interbrand list.
But they are plenty well-
known.
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China's Domestic Brands

Slides 47 – 51 as seen in class
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Brand Strategy Decisions
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Major Brand Strategy Decisions

 Brand positioning

– Foreign brands in China are often positioned in

• Upper segment

• Youth segment

 Brand name selections

– Did you already pick a Chinese name?

 Brand sponsorship

– In China high proportion of manufacturer’s brands

 Brand development

– Brand leverage pays off in China
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Brand Positioning

 Brands can be positioned at different levels:

– Product attributes

• Quality

• Features

• Style & Design

– Product benefits

• Unique Selling Proposition (USP)

– Beliefs and values

• Identity vision

• Belief/values

• Capability

• …
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Brand Positioning: Selecting a Positioning Strategy

Selecting a Positioning Strategy

• E.g. for ‘Benefits’

• Question:

• Where would the companies
from the Li-Ning be located in
the chart?
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Brand Name Selection

 Desirable qualities for a brand name include:

1. It should suggest product’s benefits and qualities: 宝马 (BaoMa)

2. It should be easy to pronounce, recognize, and remember: 51job.com

3. It should be distinctive: Tsingtao vs. Qingdao

4. It should be extendable: 崂山水 , 崂山可乐

5. It should translate easily into foreign languages (Chinese):

TCL Corp.Schneider/Thomson/RCA , 阿里巴巴 (Alibaba)

6. It should be capable of registration and legal protection:

LegendLenovo , Hisense  Siemens
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Brand Sponsorship

 Manufacturer’s brands

– OEMs

• That’s how Lenovo and TCL got started

 Private brands

– E.g. market your own private pharma brand with supplies
from Kunming Dali Industry & Trade Co., Ltd.

 Licensed brands

– Franchises

– E.g. most eyewear manufacturers

 Co-branding

– E.g. Lenovo + Thinkpad + Intel + Microsoft

– E.g. many
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Brand Development
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Brand Development

 Line Extension: introduction of additional items in a given
product category under the same brand name (e.g., new
flavors, forms, colors, ingredients, or package sizes).

 Brand Extension: using a successful brand name to launch a
new or modified product in a new category.
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Brand Development

 Brand Extension: using a successful brand name to launch a
new or modified product in a new category.

Qingdao Laoshan Mineral Water Co.,Ltd.
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Brand Development

 Brand Extension: using a successful brand name to
launch a new or modified product in a new category.
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Brand Development

 Line Extension: introduction of additional items in a given
product category under the same brand name (e.g., new
flavors, forms, colors, ingredients, or package sizes).
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Brand Development

 Line Extension: introduction of additional items in a given
product category under the same brand name (e.g., new
flavors, forms, colors, ingredients, or package sizes).
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Brand Development

 Multibranding: offers a way to establish different
features and appeal to different buying motives.

 New Brands: developed based on belief that the power
of its existing brand is waning and a new brand name is
needed. Also used for products in new product
category.
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Brand Development

 Multibranding: offers a way to establish different features and
appeal to different buying motives.
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Brand Development

 New Brands: developed based on belief that the power
of its existing brand is waning and a new brand name
is needed. Also used for products in new product
category.
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