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ABSTRACT  

Title: The Development Road of a Successful Brand —a case study of Tencent QQ 

Level: Final Assignment for Bachelor Degree in Business Administration 

Authors: Sainan Li and Fangfang Guo  

Supervisor: Ernst.Hollander and Par Vilhelmson 

Date: June 2011 

Aim: The aim of this research project is to analyze why Tencent QQ developed so 

fast in China over nearly a decade, how they built the Tencent QQ brand so 

successfully, and how they maintained that success in China. Also discussed is the 

degree of influence which Tencent QQ has had in Sweden. Finally, suggestions are 

made about what Tencent QQ can do to develop and expand within overseas 

markets. 

Method:  Qualitative and quantitative data gathered through questionnaires, direct 

observations and documentations is used in this project. 

Result & Conclusions: A good opportunity with a blank marketing canvas, a lack 

of competitors, and a profitable industry allowed Tencent QQ to develop at a very 

fast rate. This fast rate of development is reflected in the fact that Tencent QQ has 

been a leader in the IM software industry in China since its inception in 1998. 

However, Tencent QQ’s future development poses a problem and expanding into 

overseas markets will be a meaningfully big challenge for Tencent QQ. 

Suggestions for future research: This scope of this project is limited to  the 

Swedish market, treating it as a pre-market to help Tencent QQ expand into the 

overseas market. Further investigations in other different countries might produce 

data that can be compared to the current findings. Such further research would add 

to the reliability of the findings herein. 

Contribution: This analysis of the development of Tencent QQ, including its success 

in China and expansion into the overseas market, will help Tencent QQ to identify its 

strengths and weaknesses and provide invaluable information about the Swedish 

market and generally about Tencent QQ’s foray into the overseas market. 

Key words: Tencent QQ, brand equity, brand development, overseas  
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11..    IINNTTRROODDUUCCTTIIOONN   

Chapter 1 contains five sections. The first describes the Tencent Company as 

background for the study. The motivation for the chosen case is explained in the next 

part. The aim of the study and the research questions are presented next, followed 

by an explanation of the limitations of the study. Finally the outline of the study is 

laid out. 

1.1 Background 

QQ was launched by Tencent QQ Company, which is the name of a real-time 

communication tool. Tencent Holdings Limited is a private IT company in Shenzhen 

Guangdong China, which was founded in November 1998. In China its main product 

is Tencent QQ, a product which has great influence among young people. It is one of 

the largest integrated service providers on the Internet and has one of the largest 

user bases in China. On June 16, 2004, Tencent listed on the Hong Kong Stock 

Exchange.  

 

As the world moves into a new era of globalization, an increasing number of people 

are connecting to the Internet to conduct their own research (Internet World Stats, 

2008).Since it was founded, Tencent has been adhering to a business philosophy 

which is to keep the value of all users in mind. According to the performance report 

of Tencent QQ, the official website of Tencent QQ states that “The number of active  

users accounting for instant messaging reached 636.6 million till September 30, 2010 

and the maximum number of concurrent users reached 1118.7 million.” 

 

Tencent affected the way hundreds of millions of users communicated and their 

living habits, while creating broader application prospects for the Internet Industry in 

China.  
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Tencent's long-term future development plan is to establish a national brand based 

upon independent innovation. In 2007 Tencent invested billions in setting up the 

Tencent Research Institute in Beijing, Shanghai and Shenzhen, three big cities in 

China, to research and develop the core foundation of Internet technology and build 

the national industry independently and innovation. 

 

The development of Tencent QQ has been fast, but not smooth. Since it was founded 

there have been many scandals surrounding it such as the recent fight with Qihoo. 

The magazine China Computer World, which is the most comprehensive and 

professional IT publication with the largest circulation now in China, reported lots of 

negative news about Tencent. Despite this bad publicity, Tencent was able to 

consolidate its brand equity well in the IT industry. 

 

Since 1998, Tencent’s brand has become deeply rooted among users, and it enjoys 

lots of attention internationally. 

1.2Motivations of Chosen the Case 

In reviewing the Chinese user market, you will notice that many of them use Tencent 

QQ as opposed to MSN or Skype. Tencent QQ is a local Chinese company, and the 

speed of brand development has been amazing. Since its establishment thirteen 

years ago, Tencent QQ has become an indispensable part of life for many of the 

people in China.  

 

Why has it become so popular and achieved such great success, despite the 

numerous scandals which surround Tencent QQ? The users continue to remain loyal. 

It is these questions which form the basis for our interest in studying the case of 

Tencent QQ.  
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Tencent QQ was selected as the case to explore the development of a successful 

brand for the following reasons.  

 

 Popular. According to the report of im.qq.com, the number of QQ users online 

was123,938,372on the evening of 13 November 2010 (20:44).This is the highest 

number of online users in past 12 years since establishment. In China, most 

Internet users use QQ as their chat platform. There is no doubting its popularity in 

China. 

 Successful. Since its inception, Tencent has been in the public eye for the many 

scandals that it has been involved in, and each time users have threatened to quit. 

However, it survived these scandals. After each scandal there always seemed to 

be a rainbow hanging in the sky for Tencent. Despite continuous bad news, 

Tencent still developed well, something which is admirable and an interesting 

case for the study of brand development.  

 Familar. Most Chinese Internet users know Tencent QQ and are very familiar 

with it, and with Tencent being a local Chinese company, it has made adoption 

and brand recognition easier. 

1.3 Aim and Research Questions of the Study 

The aim of this research is to analyze why Tencent QQ’s development has been so 

fast in China, and how they built the Tencent QQ brand so successfully.  

 

To be able to conduct the study，it was decided to base the study on four strategic 

brand management processes defined by Kevin Lane Keller’s original 2008 study.  

 Identifying and Establishing Brand Positioning 

 Planning and Implementing Brand Marketing Programs  

 Measuring and Interpreting Brand Performance 

 Growing and Sustaining Brand Equity 
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Breaking the study down into these four processes will allow the reader to gain a 

clearer understanding of the brand development of Tencent QQ. The focus is on the 

following two meaningful and specific problems:  

 How can Tencent QQ build a successful brand and maintain their success in 

China? 

 What is the degree of influence of Tencent QQ in Sweden? And how will 

Tencent QQ develop into the future and expand into the overseas markets? 

1.4 Limitations of the Study 

The study was from an external perspective and this study is more from an internal 

perspective. In order for the data to be more rich and effective, a more 

multi-dimensional approach to the research is required.  

1.5 Outline of the Study 

There are seven chapters in this study. Chapter 1,the introduction, shows the 

background, motivation, aim and research questions of the investigation along with 

the limitations of the study. Chapter 2,the theory, presents the theories used in this 

study. Chapter 3, the research methodology, explains how the data collection and 

analysis took place. Chapter 4,the empirical findings, shows the information collected 

during the investigation. Chapter 5,the analysis, shows and examines the theories 

and models together with the data collected in the investigation. Chapter 6 provides 

a conclusion to this study from an overall standpoint.  
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22..  TTHHEEOORRYY  

This chapter shows the theoretical findings which are presented in nine sections.  

2.1The theories of building and keeping a successful brand 

Strategic Brand Management and SWOT Analysis are shown in this part. 

2.1.1 Strategic Brand Management 

According to Keller (2008), strategic brand management involves four processes to 

build, measure and manage brand equity, including design and implementation of 

marketing programs and activities. The four steps are as follows. 

2.1.1.1Identifying and Establishing Brand Positioning 

This part examines the brand equity concept, starting with a clear understanding of 

what the brand is, and how it should be positioned with respect to competitors  

(Keller,2003: p.44). 

 

Customer-based equity as a bridge can reflect the past and direction for the future, 

and formally define it as the differential effect that brand knowledge has on 

consumer response to the marketing of that brand (Keller, 2008, p48).The 

Customer-Based Brand Equity Pyramid helps to explain what elements exist and how 

to build a strong brand. According to the CBBE model, four steps are needed to build 

a strong brand as the four simple words explain. Identify (what you are?), meaning 

(what are you?), response (what about you?) and relationships (what about you and 

me?). Meanwhile, the four steps rely on six brand building blocks including brand 

salience, brand performance, brand image, brand judgments, brand feelings and 

brand resonance. Using the CBBE Model, a strong brand can be set up to improve 

deep and broad brand awareness, point of difference brand meaning, positive and 

accessible reaction, and intense and active loyalty.  
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Brand positioning is the heart of a marketing strategy. According to the CBBE model, 

by identifying the target market, the nature of competition, the point of parity and 

point of difference, brand association can determine a positioning. In other words, 

marketers need to know who the target consumer is, who the main competitors are, 

how the brand is similar to these competitors, and how the brand is different from 

them(Keller,2008:p.99). 

2.1.1.2 Planning and Implementing Brand Marketing Programs 

In this section choosing the brand elements is discussed, together with designing 

marketing programs and integrating marketing communication into brand equity. 

 

When choosing the brand elements such as brand names, logos, symbols, slogans 

and jingles, removability, meaningfulness, likability, transferability, adaptability and 

protectability should be kept in mind. 

 

Marketing activities and programs are the primary means through which firms build 

brand equity. In terms of product strategy, a successful brand often creates strong, 

favorable and unique brand associations to both functional and symbolic benefits. In 

terms of channel strategy, marketers need to appropriately match the brand and 

store images, in order to maximize the leverage of secondary association (Keller, 

2008: p.22). 

 

Although advertisements are a major marketing communication tool, it is not the 

most important one for building brand equity. The new media environment, such as 

web advertising, can also be used.  
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2.1.1.3Measuring and Interpreting Brand Performance 

In this section, measuring and interpreting brand performance needs to develop a 

brand equity measurement and management system, for measuring sources of brand 

equity and measuring outcomes of brand equity.  

 

Brand management is not only for measuring the brand’s level, but can also  

establish the factors which increase the brand’s equity, thereby potentially helping  

companies make a good strategic plan for its future development. Brand 

performance can be divided into financial and non-financial types.  

 

Financial types measure the brand's premium class and market share, and 

non-financial types measure brand awareness, reputation, loyalty and brand 

association. 

2.1.1.4Growing and Sustaining Brand Equity 

Growing and sustaining brand equity is ultimately necessary for the future 

development of a brand. It is necessary at the outset to design and implement a 

long-term brand strategy, before making a decision on whether to introduce new 

products or brand extensions. The leader will need to consider the advantages and 

disadvantages of brand extension. Finally, a good decision must be made for the 

company’s development after evaluation.  

 

Brand extension is a strategy based on an already well-known brand which carries an 

already considerable reputation. The brand is then used to sell a new product or 

service in order to reduce the marketing risk. Brand extension can increase 

acceptability, reduce risk, and promote usage while meeting the customer’s diverse 

needs.  

 

Brand extension must be based on a well-known brand in order for the new product 
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or service to be able to benefit from the decline in risk while entering the market. 

Furthermore, this will help achieve lower costs and greater profits. A successful 

brand extension essentially entails the expansion of the brand image and is a 

cost-free way for a new product or service to benefit from the value of the original 

brand. It should be noted that the trust, confidence, and initial reactions to the 

original brand are of even greater importance when engaging in a brand extension 

strategy.  

2.1.2 SWOT Analysis 

SWOT analysis is a strategic analysis of a firms internal strengths (S) and weaknesses 

(W), and the opportunities (O) and threats (T) in the environment (Peng, 2009). In a 

SWOT analysis, the industry-based view deals with the external O and T, and the 

resource-based view concentrates on the internal S and W (Ferdows et al., 2004). 

 

According to Peng(2009), the SWOT analysis essentially entails a firm’s assessment at 

point A, of its own strengths(S) and weaknesses(W), its desired performance at point 

B, and the opportunities(O) and threats(T) in the environment. Point A and Point B 

indicate where the company currently is and where it intends to be at a point in the 

future? 

 

Table 1: the SWOT analysis 

Source: SWOT framework (Friend et al., 2009) 

SWOT analysis has internal and external aspects, as Sun Tzu (Peng, 2009) said, know 

yourself and know your opponents, and you will be more likely to succeed. Knowing 
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a company’s internal strengths and weaknesses can help its leaders know where they 

are, and allow them to make better use of its strengths to compete with competitors 

and address its weaknesses in order to avoid threats. 

 

After that, the firm can analyze the external opportunities and threats to find a way 

to expand in the future, while an analysis of its internal strengths and weaknesses 

will help build a basis from which to analyze those external opportunities and threats.  

After a SWOT analysis, a company must then consider how to exploit its strengths 

and opportunities, and limit its weaknesses and threats.  

 

SWOT analysis brings together the results of an internal and external analysis of a 

company. Its purpose is to enable businesses to make the best possible use of its 

internal resources, capabilities and core competencies in order to build competitive 

advantage and identify a position in the industry where it will best be able to defend 

itself against competitive forces, or exert its own favorable influence on them(Friend 

et al., 2009). 

2.2 The theories of expending the oversea market 

In this section product life cycle theory and the BAV method are discussed.  

2.2.1Product life cycle theory 

 

Source: Ramachandran (2009) 
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A product life cycle is defined as the period of time from the launch of a product into 

the market ,through to when it is finally withdrawn. The product life cycle, or PLC, is 

an odyssey from new and innovative, to old and outdated. This journey from entry to 

exit is split into four different stages including product concept and design, growth, 

maturity and decline. These four stages generally make up a product’s life cycle. 

 

According to Ramachandran (2009), this four stage distinction can be used to 

comprehend and analyze the different stages of a product, and is a useful means of 

understanding the strategy involved in product creation and sales. 

 

According to the above diagram, product sales are always zero during the product 

concept and design stage. During this initial stage the business will continuously 

invest while maintaining negative profits. Following on is the growth stage, whereby 

sales and profits experience significant growth. Next, during the stage of maturity, 

sales and profit speak before experiencing a sharp decline during the decline stage.  

 

When the product is in the stage of maturity, have a try of innovation could be a 

good choose. And there are many channels to make innovation, for example, Apple, 

as the excellent company which plays an important role in IT industry, tried many 

ways to make innovation such as the simplicity design idea, special platform strategy, 

bold business experimentations and so on. (Stefan et al., 2010). Another example 

which succeed by the strategy of “from imitation to innovation” , which means 

innovation is very important to the future development of company or the product. 

(Shih et al., 2010) 
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2.2.2The BAV method 

The BAV method is used mainly to value the brand’s asset using four criteria 

including differentiation, relevance, esteem and knowledge. 

 Differentiation is the most important thing for a brand, and is the beginning for all 

brands(Keller,2008:p.394).This entails being different to other brands, which is 

the reason why differentiation needs to exist and be sustained(Keller, 

2008:p.114).Differentiation is the first thing which must be built in order to make 

the brand stand out among its competitors. 

 Relevance measures the applicability of the brand to customers’ needs. Relevance 

is not as important as differentiation for a successful 

brand(Keller,2008:p.394).However, combined with differentiation, it works as an 

indicator for the future development and potential of a brand. If a brand has no 

relevance to its customers, it may not attract the attention of customers and be 

unmarketable. 

 Esteem is a measure of how much customers like the brand and how much 

importance they place on the brand. In the process of building a brand, esteem 

follows after differentiation and relevance (Keller,2008:p.394). Esteem reflects 

the established activities from customers’ points of view. BAV can assist in 

understanding how a brand can gain respect, and how to control the feelings of 

customers towards the brand. 

 Knowledge measures the level and breadth of understanding of a brand 

(Keller,2008:p.394). If the customers have a higher level of understanding of a 

brand, it means the brand and customer have a closer relationship. Knowledge 

builds upon other steps.  
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2.2.3 Co-branding 

According to Keller (2008:p.289), co-branding, also called brand bundling or brand 

alliances, occurs when two or more existing brands are combined into a joint product 

or are marketed together in some fashion. 

 

Through a brand extension strategy, a new product can become linked to an existing 

corporate or family brand that has its own set of associations. An existing brand can 

also leverage associations by linking itself to other brands from the same or a 

different company. The main advantage to co-branding is that a product may be 

uniquely and convincingly positioned by virtue of the multiple brands in the 

campaign(Keller, 2008:p.290). 

 

The co-brand on the one hand can give a company more ways to make a profit, and 

on the other hand the mixed-brand will be famous because of the original brand, and 

the original brand will be more famous. 
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33..   MMEETTHHOODDOOLLOOGGYY  

This chapter will show why such operationalization is selected and how the 

investigation is carried out. The research question and the aim of the study is the 

basis of each selection. There are five parts, research purpose and strategy, source of 

evidence, data collections and data analysis.  

3.1 Research approach 

According to Yin (2009), there are two main type of research, qualitative and 

quantitative. The quantitative approach refers to the search for knowledge that will 

measure, describe and explain the phenomena of our reality, while the quantitative 

approach is usually associated with studies within the nature study field and is 

characterized as being formalized and well structured.  

 

In this study, we will use the qualitative method to analyze the suggestions of people 

in Sweden on the IM software, and also use the quantitative method to analyze the 

degree of influence of QQ in Sweden. Based on a questionnaire circulated in Sweden, 

the data was analyzed, the percentage of each aspect obtained and the statistics and 

graphs created using the quantitative method to make the survey more reliable. The 

suggestions of Swedish players on IM software will be taken into account using a 

qualitative method of analysis. 

3.2 Research Strategy 

There are seven research strategies including experiment, survey, case study, action 

research, grounded theory, ethnography and archival research (Saunder et al., 

2009:p.141). The goal of this case study will be to collect, present, and analyze data 

fairly. A common misconception is that the various research methods should be 

arranged hierarchically. Likewise, case studies are far from being mere exploratory 
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strategies. Some of the best and most famous case studies have been exploratory 

case studies(Yin, 2009:p.6). 

 

In order to obtain an overall, broad and representative overview of a situation, 

survey approaches are always feasible, and some time shighly recommended. Many 

articles do so, but surveys are difficult to control. According to (Saunder et al., 

2009:p.145),“a case study is a strategy for doing research which involves an empirical 

investigation of a particular contemporary phenomenon within its real life context 

using multiple source of evidence”. In order to conduct deeper research, the case 

study of Tencent QQ was selected for to analysis on how to build a successful brand. 

3.3 Sources of Evidence 

There are six sources of evidence most commonly used in case studies, being 

documentation, archival records, interviews, direct observations, physical artifacts, 

and participant-observation (Yin, 2009:p.101).Here the focus is on the documents, 

questionnaire, and direct observation.  

3.3.1 Documents 

This type of information can take many forms and should be the object of important 

data collection plans such as letters, e-mails, and other personal documents. (Yin, 

2009, p.103) For case studies, the most important use of documents is to 

corroborate and augment evidence from other sources. Firstly, documents are 

helpful in verifying the correct spellings and titles or names of organizations that 

might have been mentioned in an interview. Secondly, documents can provide other 

specific details to corroborate information from other sources. And thirdly, 

references from documents would be helpful (Yin, 2009:p.103). Due to their overall 

value, documents play an important role in any data collection when doing case 

studies.  
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3.3.2 Questionnaire 

Saunders et al. argue that surveys allow the researcher to collect quantitative data 

which can be analyzed using statistical methods. This technique is mostly associated 

with a deductive approach and answers such questions as who, what, where, how 

much and how many. Thus it is used for explanatory and descriptive research 

(Saunders et al., 2009: p.144). 

 

Survey questions are a way to collect information in writing. Researchers will ask the 

questions in the form of mail or face to face. The key to questionnaires is in their 

preparation, testing and results analysis.  

3.3.3 Direct Observation 

Observations can range from formal to causal data collection activities. Observation 

instruments can be developed as part of the case study protocol, and fieldworkers 

may be asked to assess the occurrence of certain types of behaviors during certain 

periods of time in the field (Yin, 2009:p.110). 

 

Observational evidence is often useful in providing additional information about the 

topic being studied (Yin, 2009:p.111). A common procedure to increase the reliability 

of observational evidence is to have more than a simple observer making an 

observation, whether of the formal or the casual variety (Yin, 2009:p.111). 

3.4 Data Collection 

According to Saunders et al.(2009:p.256), the two classes of collected data are 

primary and secondary data. In this study, the primary data will be drawn from 

questionnaires, and the secondary data from previous studies, libraries and the 

Internet. When the overseas market of Tencent QQ is analyzed, there is little data 

from previous research, so we created our own questionnaire in order to gather data 

from the Swedish market. 
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In this part, we will firstly explain the questionnaire formulation and categorizations, 

and then explain the selection of respondents and direct observations.  

3.4.1 Questionnaire Formulation and Categorizations 

The questionnaires mainly based on the BAV method, and as mentioned before, it 

divides into four factors being differentiation, relevance, esteem, and knowledge. In 

designing the questionnaire our approach has been to gain the maximum amount of 

data using the most simple and understandable words. Multiple choice questions 

make up the bulk of questionnaire, and are focused on achieving our purpose. The 

questions are related to each other logically and were designed using the BAV 

method, shown as follows. 

 

Question 1: How often do you use the tools to chat (like MSN, QQ and so on)? 

To measure relevance of the brand to its customers. 

Question 2: Have you used or heard about QQ? 

To measure Tencent‘s reputation and influence in Sweden.  

Question 3: How did you know about QQ? 

To measure the most successful existing form of publicity.  

Question 4:If you are not using QQ, which kind of software do you use to chat? 

To explore who the competitors of Tencent are. 

Question 5:Which functions of your IM software have been used (except for chat)? 

To measure customer satisfaction in respect of the four perspectives of BAV. 

Question 6:Do you have some suggestions about the improvement of the software 

which you use now? 

To measure customer involvement (knowledge and esteem). 

Question 7:What kinds of factors do you consider when choosing an IM software 

solution? 

To measure esteem and differentiation of the brand. 

Question 8:What do you think when you face a new kind of IM software? 

To measure brand knowledge. 
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Question 9:What kinds of factors can attract you to try a new IM software?  

To measure customer loyalty (esteem). 

Question 10: Which kinds of promotion methods do you like? 

To find how Tencent could make the Sweden marketing more effectively. 

3.4.2 Selection of the Respondents 

Respondent students were selected from different nationalities at Gavle University. 

None of the respondents are from China, as this questionnaire is intended for 

developing a marketing strategy aimed at the Swedish market. Ideally it would be 

possible to question every potential Tencent customer in Sweden, however this is not 

feasible for various reasons. Instead we targeted young people as it is the younger 

generation that is more flexible in their habits and likely to be open to new and 

innovative ideas. Furthermore, young people are the often the ones to introduce 

new ways of doing things to the rest of the population. Furthermore, it was intended 

to target people who would have heard of Tencent QQ, as the high number of 

Chinese students at Högskolan i Gävle has resulted in most of the other non-Chinese 

students being exposed to Tencent QQ at some point.  

 

The questionnaires were sent out during April 2011. The respondents are separated 

into 2 groups below.  

Respondent groups   Number of respondents 

Having experience with QQ  

Not having experience with QQ  

Table 2: the groups of the respondents 

 

University or college students are often the group which is willing to experiment with 

new ideas and products, as they are most active in the electronic products market 

and explorers of new software due to their age and knowledge. According to 

Shouyang(2010)most university and college students are in their 20s, that is the 

most active period of their life, and so they are willing to be more adventurous in 
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their undertakings. Furthermore, there are a large number of Chinese students in 

this school and so students here are more likely to have heard about Tencent QQ. 

What is more, university and college students possess the comprehensive knowledge 

which allows them to easily handle the new software. So we decided to conduct the 

survey in order to establish what it is that Swedish students want. Such wants could 

include additional functions, security and convenience. The survey sample comprised 

40 students. The survey will enrich our research, making it objective and 

representative.  

3.5 Data Analysis 

The purpose of this section is to analyze the data drawn from the questionnaires. 

According to Yin (2009) data analysis consists of examining, categorizing, and 

tabulating in order to access the supported evidence. The evidence can then be 

recombined to address the initial propositions of this thesis. There are five analytic 

techniques including pattern matching, explanation building, time-series analysis, 

logic models and cross-case synthesis (Yin, 2009:p.136).The method of theoretical 

propositions to analyze the data drawn from the questionnaire will be used.  

 

The BAV method was also used to analyze the data using four criteria including 

differentiation, relevance, esteem, and knowledge. This matches the motivation for 

and purpose of our questionnaires. The data was collected and used to calculate the 

percentage of each answer and then produce a pie chart based on the percentages. 

The results will be shown in the chapter containing the empirical findings.  
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44..   EEMMPPIIRRIICCAALL  FFIINNDDIINNGGSS  

There are five parts in this chapter. The first is to introduce the background of 

Tencent QQ, and second is about some bad news or some obstacles in the growth 

process, the third is the competitors of Tencent, the fourth is the future development 

trend of it, and the last is to show the result which gotten from the questionnaire. 

4.1Background of Tencent QQ 

After consulting many documents and through direct observation, the following 

conclusions about Tencent QQ were arrived at. According to their official website, 

Tencent QQ is an IM software product, targeted at the mass of ordinary users, 

regardless of gender or age. This is reflected by the fact that in China QQ is the most 

popular IM software product with over one hundred million users. These users are 

made up of a diverse range of people, where age and gender do not matter. One of 

the reasons for QQ’s currently strong position is the fact that Facebook, which enjoys 

a huge number of users around the world, is not very popular in China. MSN, an 

overseas software product, has not adjusted to the Chinese market and is not widely 

used by the Chinese. Chinese users complain that MSN is not attractive and lacks the 

entertainment that QQ offers. As a result MSN only has a small user group of mature 

employees.  

 

Similarly, if QQ wants to enter a new overseas market, it would also need to ensure 

that it adjusts itself to appeal to the residents of that country. Swedish culture is 

representative of European continental culture, which is very different to Far East 

Asian culture. This difference in culture naturally leads to a difference in consumer 

behavior. Of course, the Swedish also differ in their expectations with regard to 

electronic products and software operation. Only by having an in-depth 

understanding of the country specific expectations and requirements can QQ expect 

to successfully enter the Swedish market and be able to obtain a reasonable market 
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share.  

 

Some facts and figures showing the rapid rise of Tencent’s customer base from 1999 

to 2009 are reviewed. Units are in millions.  

 

Figure 2: The number of registered accounts of QQ 

Source: Official website of Tencent QQ 

 

Showed as the figure, the develop speed is amazing because there was a big 

opportunity in the Chinese market which Tencent was able to capitalize on and use 

as a stepping-stone to establish the famous QQ brand. MSN, Gtalk, QQ, Skype and 

AIM are the top five IM software products in the world. IM has changed peoples’ 

lives since its first appearance in 1996.The Internet has greatly increased people’s 

ability to communicate and find information. The number of people in China owning 

PCs went from 0.4% in 1990 to 6% in 1997 and represented a very positive and 

rapidly growing trend. In 1998, the opportunity was recognized and Tencent was set 

up in order to take advantage. Tencent grasped the opportunity and quickly became 

the leader in the Chinese IT industry.  
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The following table illustrates the growth of PC usage around the world. 

1990 1991 1992 1993 1994 1995 1996 1997
World 25.3 28.3 31 33.2 36.6 42.3 50.7 64.2
China 0.4 0.7 0.9 1.2 1.7 2.3 3.6 6
America 216.8 233.2 252.9 272.1 296.9 328.1 364.5 406.7
Britain 107.6 124.6 144.8 164.9 169.5 201.7 216 242.4
Japan 59.7 65.3 69.4 77.6 92 119.8 161.9 202.4

Table 3: PC Percentage 

Source: World Development Indicators 1999 (World Bank). 

 

Tencent QQ has a dominant position in the Chinese market, but the Chinese market 

is nearly saturated. If Tencent QQ would like to continue to develop faster, it needs to 

maintain the Chinese market share and expand internationally. 

4.2 Negative Accidents of Tencent QQ 

From 1998 to present, the brand of Tencent has become so deeply rooted among 

people and it attracts a lot of attention all over the world. However, while the 

development of Tencent QQ was fast, it was not smooth. Tencent QQ and their 

plagiarism were an issue throughout the history of Tencent. Meanwhile, some other 

bad news puzzled them severely such as the fright with Qihoo recently, a gross 

reported about Tencent on a magazine named China Computer World which is the 

most comprehensive and professional IT media with the largest circulation now in 

China and lots of other negative news about Tencent. 

4.2.1 Plagiarism 

A successful product may attract copycat products. However, while one or two minor 

plagiarism actions may be acceptable, to be an independent brand, the company 

cannot continually participate in plagiarism. Tencent QQ has been accused of 

plagiarism since it was established. Here are some examples of Tencent’s plagiarism,  

with the Tencent product on the left and the source that was copied on the right 

hand. 
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Tencent QQ   -  ICQ 

Tencent TM   -  MSN (Business communication software) 

Tencent Weibo  -  Twitter 

QQ Live    -  PPLive(Video on demand software) 

QQ Music    -  Baidu MP3  

Tencent Pat   -  Taobao (most popular Chinese online trading platform)  

QQ Speed    -  KartRider (a welcome game) 

Tencent QQ Game Hall-  Joint Audiences  

QQTalk    -  Skype 

Online Plagiarism  -  eBay (Online Trading)  

 

Yongfu Yu, the CEO of UC web, sent four pictures to Microblog comparing the UC 

web Desktop with the mobile QQ Desktop, and highlighting the plagiarism. The result 

showed the similarity to be more than 90%.Yu wrote in his article, “If plagiarism is 

not punished, who will be willing to continue to innovate? And if the Internet 

industry colleagues allow this behavior continually, maybe you are the next object to 

be copied.” The pictures are shown below with QQ on the left and UC Desktop on the 

right.  
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Tencent was always attracted and was besieged by the media. The accusations of 

plagiarism from SINA, UCWEB , 360 and others were just the beginning as a group of 

China's Internet industry players came together against the unfair competition of 

Tencent(Xie,2010). 

 

Tencent QQ has to work harder and be more careful in the future, because every 

small mistake which Tencent made would be noted. The new products which Tencent 

researched must be done with caution, and may no longer use arbitrary and 

unscrupulous imitation as it has in the past. If the issue of plagiarism appears again, it 

must cause a new storm from the media. The bad business reputation of Tencent 

may have a negative influence on the promotion of its international strategy and the 

future expansion.  

4.2.2 Privacy disclosure 

There was a new story in the Chongqing Evening Newspaper, the title of which was a 

claim by an Internet user from Chongqing who claimed that their private information 

was leaked, and prosecuted Tencent QQ on 15th October 2010 (Li,2010). This was 

caused by an Internet user of QQ who had lost his QQ number five times and he 

complained of the poor management and lack of supervision by Tencent QQ, which 

led to his privacy disclosure such as the trade secrets, working condition, feeling and 

the privacy pictures.  

 

The fighting occurred around October 2010, between Tencent which owns the largest 

market value in China’s Internet Industry and Odd Tiger 360 which is the largest free 

anti-virus software company in China was intense. The cause of this fighting was 

Tencent QQ would try to design anti-virus software which would make 360 lose a 

large part of their market share. On September 26th, 2010, 360 released their latest 

forum claiming that QQ could scan files and data privacy. QQ claimed that the 

scanning was a safety measure to prevent viruses and that there was no intention to 

spy on users’ privacy.  
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Tencent stopped running QQ on the users who used the 360 Anti-virus Software, 

claiming they were not compatible with each other, and forcing the user to make a 

choice between them. Meanwhile, 360 called for users to boycott Tencent QQ (Annie, 

L., 2010). The reason why Tencent QQ dared to fight with 360 was the hundreds of 

millions of loyal and old supporters behind QQ, and until now QQ was not only the 

communication platform between friends but also involves a large network of groups. 

The reason why Tencent is so emboldened is no doubt due its monopoly in China.  

 

Both of them were worried that competitors would plunder their market, and hope 

that they themselves can get more users. In this hard-fought battle, both of them lost 

image. The negative impact of this incident was described as large and was 

unprecedented, not only because of the inconvenience to many users, but also 

because it attracted Baidu, Jinshan and other Internet companies into the war, which 

caused the situation to expand step by step.  

 

The solution at the end, the involvement of the relevant administrative departments, 

this campaign has ended, both sides have declared their recovery software is 

compatible. 

 

It is an open secret that Tencent QQ cooperates with government, and with the 

support of government, they could solve the problem easily.  

4.3 Competitors 

Some powerful new competitors appeared which threaten Tencent QQ’s future. Even 

though Tencent QQ take first place in the IM industry in China, it will face a powerful 

competitor, Sina, when expanding the operation of micro blog. On the other hand, 

when Tencent QQ enters the overseas markets, they will find that Facebook have 

their market share long before. Even though Tencent QQ is a successful brand, it also 

has many threats in the Chinese and overseas markets.   

http://www.chinahush.com/author/annie-lee/
http://www.chinahush.com/author/annie-lee/
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Sina and Facebook are Tencent QQ’s powerful competitors, and in order to fight with 

the competitors, they must know that ‘Know Yourself, Know Your Opponents, you will 

win every time’ said by Sun Tzu.  

 

Sina is the first one to enter into the field of micro blogging in China, a big 

opportunity in the market at that time. Sina catches the opportunity and does the 

right thing at the right time, people accept it and like it in a short time, and it 

becomes a trend and fashion in China. It pays more attention on the communication 

between person to person not only information to person. Actually, Tencent QQ sees 

the success of Sina, it quickly opens a micro log operation, but Sina has opened its 

market before Tencent QQ. After all, so many of Tencent QQ’s customers will be 

Tencent QQ’s gun to enter the field of micro blogging. 

 

Facebook, which is the most famous social networking service, originated from 

American in 2004, and it is also popular in Europe in recent years. Different from 

Tencent QQ, Facebook is famous overseas, but in China, few people have heard 

about it and people cannot use Facebook in China. All in all, Facebook is the market 

leader in overseas market while Tencent QQ is the leader in the Chinese market. 

Facebook will be the biggest competitor when Tencent QQ enters the overseas 

market. 

4.4The Future Development  

On 15 December 2010 Tencent formally released QQ International v1.0. QQ 

International supports three languages including English, French and Japanese. 

Results from the trial market, indicate that QQ International Edition is still a 

completely no ad version Xiao, H. (2010). The target user group is foreigners who 

live in China, as well as the people who are in interested in Chinese culture, in order 

to expand the marketing. The launch of the international edition is to expand 

another market outside of China. Meanwhile, Tencent QQ plans to support Spanish, 
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German and Korean, a plan which will be executed in 2011.  

 

South Africa’s Naspers Ltd, the largest shareholder of Tencent QQ, has continued to 

invest into India, Russia and Thailand during the last two years in Internet portals, 

e-mail and instant messaging services (Yiran, L., 2010). Tencent QQ wants to expand 

into overseas markets, but these overseas markets may well have their own popular 

local websites, making it difficult for Tencent QQ to attract local customers and win 

market share. 

 

Although this is a difficult problem and relies mainly on foreigners who live in China  

and people who are in interested in Chinese culture, expanding into the foreign 

market is not a far off prospect. In this paper Sweden was selected as a premarket to 

explain and help Tencent QQ to expand into the overseas market. 

4.5 Survey Findings 

The questionnaire is based on the BAV methodology and the description is 

structured in the context of the BAV perspectives. In order to better explain each of 

the questions, the theory which will be used for analysis is shown. Thereafter the 

layout of the empirical findings, and lastlythe findings will be analysed. 

4.5.1 Relevance 

Question 1, 2 and 3 are related to this aspect. According to the survey, most of the 

respondents are users of IM software. 28 of the 40 respondents stated that they use 

chat once or more every day. This reveals the extent to which IM software is a part of 

the respondents’ lives, as well as that IM software is very popular in Sweden. 

 

 

 

 

https://safeassign.blackboard.com/view-report-display2.do;jsessionid=CB3DD58DDEB5E967EB9FB5EB92A77575?paperId=37156088&SSO_KEY_REQ=43c13f52-9983-4668-9c8e-6eef826e161b&
https://safeassign.blackboard.com/view-report-display2.do;jsessionid=CB3DD58DDEB5E967EB9FB5EB92A77575?paperId=37156088&SSO_KEY_REQ=43c13f52-9983-4668-9c8e-6eef826e161b&
https://safeassign.blackboard.com/view-report-display2.do;jsessionid=CB3DD58DDEB5E967EB9FB5EB92A77575?paperId=37156088&SSO_KEY_REQ=43c13f52-9983-4668-9c8e-6eef826e161b&
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The answers of question 2 can be seen by the following table simply: 

Never heard of nor used QQ Heard of but not used QQ Heard of and used QQ 

80% 5% 15% 

Table4: the answers of question 2 

 

The pie chart below provides a clearer illustration of Table 2 above. 

 

Figure 3: the pie chart of question2 

Furthermore 6 of the 40 respondents have heard of and used QQ, while 2 of the 40 

respondents have heard of but never used QQ. Almost 80% of the respondents know 

nothing about Tencent QQ. This may mean that one in five people have knowledge of 

Tencent QQ, and out of those that do know about it, only 30% are users of it. Clearly, 

a priority for Tencent in this scenario would be to advertise, and to increase brand 

awareness. 

 

In the survey, 6 of the 40 respondents who are using Tencent QQ, claimed an 

introduction from friends or relatives instead of television, Internet, newspaper or 

magazines as being the manner in which they came to be using Tencent. While 

word-of-mouth promotion is effective, it can be a little slow. In the long run, Tencent 

would need to advertise using methods such as TV, magazines, Internet and so on. 
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4.5.2 Differentiation 

Question 5: Related to customer satisfaction, and measure four factors of BAV. 

Using the same method as in question 2, the following results were obtained: 

 

EMAIL GAME STUDY NEWS BROWSER 

44% 14% 22% 17% 3% 

Table 5: the answers of question 5 

 

Figure 4: the pie chart of question 5 

 

In the survey, almost all respondents use the email function at the same time as 

using chat, as well as using it for study purposes. This shows that customers are 

satisfied with the functions available to them in Tencent, and so could support the 

other functions of the IM software.  

 

Question 7 also measures this dimension. Most customers of IM software focus on 

ease of use （35.6%), security（29.5%, and full functions（16.2%）. Consequently, in 

the event Tencent would like to develop a Swedish specific marketing strategy they 

would need to ensure that the software was easy to use and secure.  

4.5.3 Esteem & Knowledge 

The aim of question 8 is to measure the esteem of the brand and customer loyalty. 

The aim of this question is to test the esteem of the brand as it relates to customers. 

 

The result of our investigation is that most people (72%) take into account what their 

44% 

14% 

22% 

17% 

3% 

Question 5  

EMAIL GAME STUDY NEWS BROWSER 



- 34 - 

friends use, meaning that they would be likely to try something which had become 

trendy. The big question for QQ though is how to initiate this process.  

 

As Question 9 showed, the entertainment functions and introductions through 

friends and family are the main factors involved in attracting new customers. About 

20% of respondents said they would consider using new IM software if it became a 

trend. 

 

Question 6 is aimed attesting customer involvement (knowledge and esteem). Most 

respondents failed to give suggestions. All of the three questions showed a lack of 

loyalty in the customers. 

 

Customer loyalty entails customers’ needs having been met by the product or service 

provided, and as a result of developing a psychological and behavioral dependence 

on the brand (service) providers. Therefore, customer loyalty is a reflection of 

consumer behavior and loyalty to the product. A wealth portfolio indicator, loyalty is 

directly related to future sales. Therefore, loyalty to a particular brand or product can 

cause customers to be resistant to the surfacing of new products. This is an 

important fact for Tencent to consider in terms of entering the Swedish market. 

 

The last question attempts to reveal the efficacy of various methods of promotion 

methods.  

 

By media  Public utility Word of mouth Attached to other softwares 

76% 52% 69% 21% 

Table 6: the answers to the Question 10 

Based on these results it would appear that Tencent’s entry into the Swedish market 

would best be accompanied by a promotion strategy focused on media, 

word-of-mouth and public utility. 
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55..     AANNAALLYYSSIISS  AANNDD  DDIISSCCUUSSSSIIOONN  

In this section the two questions mentioned in the introduction are analyzed in the 

context of the results drawn from the questionnaire.  

5.1  How can they keep a successful brand in China? 

In this part, two methods are mainly applied to analysis how Tencent QQ keep a 

well-known brand in China, the first is SWOT method to analysis the enterprise 

environment, the second is CBBE model help to analysis the brand performance.  

5.1.1 Based on SWOT Analysis 

According to the SWOT analysis, it is necessary to analyze Tencent QQ’s strengths, 

weaknesses, opportunities and threats.  

 

Strengths. Tencent QQ have approximately 90% market share in China, which is their 

biggest strength. The negative herding behavior cannot be ignored, so more and 

more people will become its loyal customers as more and more customers use it. 

 

Weaknesses. First of all, plagiarism, it is a fatal weakness for a brand, but how does 

Tencent QQ fight it and remain successful? Secondly, privacy disclosure, it will have a 

long and deep bad influence on a brand, you can see how Tencent QQ weathered the 

difficulties in the following part of privacy disclosure. The last, it is just famous in 

China, and little foreigners hear about QQ, and the demand for QQ will reach the 

saturation point in China soon. 

 

Opportunity. Tencent QQ will reach the saturation point in China soon, so the new 

international markets are a big opportunity for Tencent QQ to expand in future. 

Secondly, Micro blog is becoming more and more popular in China, Tencent QQ can 

catch this opportunity to expand this new function, which will bring more customers 



- 36 - 

to Tencent QQ.  

 

Threats. The power competitors are the threats for Tencent QQ, we will say the 

threats on the part of competitors.  

 

Based on the SWOT analysis, we make a figure to present clearly : 

 

Figure 5: SWOT method to analysis Tencent QQ 

 

5.1.2 Based on CBBE model 

Four steps can be taken to help to build a strong brand as CBBE(Customer-based 

Brand Equity Pyramid) model. Tencent QQ did a good job following this model.  

 

The first, Tencent QQ made an accurate opinion about the target customer and pay 

much attention on the products series such as QQ online games, Q zone, QQ online 

music and QQ mall and so on. Even though Tencent QQ make business at the 

beginning was from imitation, while it did much work in the development road and 

as the customers, we could see it was working hard. And the marketing strategy of 

“big response, big impact”. It aims to integrate its various product lines to promote 

the users’ online life quality, and change the old long – understood brand image – 

younger age, entertainment. 

The second is brand identity. The name of QQ is an easily remembered and identified 

brand. So, who you are, can be translated into simplicity for the customer. Tencent 

4.2.1 Plagiarism 

 

4.2.2 Privacy disclosure 

 

 

4.3 Competitors 

Weakness 

Threats 

Strength 

Opportunity 
SWOT 
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QQ owns a positive name and logo in many users’ minds. The use of a penguin as 

their logo immediately makes QQ appear friendlier and more positive than the likes 

of Skype, MSN and Gtalk. The penguin in the QQ logo creates positive associations 

between penguins and QQ. The double Q in the name is very easy to pronounce, 

regardless of the speakers’ language. Furthermore, the letter Q rhymes and can 

possibly be associated with cute, which in turn connects with the image of the 

penguin. The combination of these factors forms strong and positive brand 

recognition for QQ. 

 

Third is brand response. For example, QQ aims to elicit a  feel good response to their 

reminders about occasions such as Mother’s Day at its login page. Tencent QQ could 

make customers feel amused, lighthearted, joyous, playful and cheerful.As an 

example, QQ introduced games such as QQ Huaxia, QQ Fantasy, QQ Speed and QQ 

Tang. Tencent QQ could make customers feel amused, lighthearted, joyous, playful  

and cheerful. As an example, QQ introduced games such as QQ Huaxia, QQ Fantasy, 

QQ Speed and QQ Tang.  

 

Fourth is brand relationship. Tencent QQ cooperated with China Mobile, the largest 

mobile operator in China, to introduce a business called Moving Fetion. In improving 

their relationship with another industry, QQ may improve its own brand awareness 

and customers of the cooperated brand may become customers of QQ (Charlotte, 

2010). This is comprised of strategically linking a host of tangible and intangible 

brand associations with certain properties. Tencent QQ has offered itself completely 

free of charge since it was established, and offered many functions including online 

chat, listening to music, playing games, and various other forms of entertainment. 

This breadth of functionality satisfied customers’ service requirements and was able 

to capture their imaginations.  

 

 



- 38 - 

5.2 Expand the oversea markets. 

The product life cycle cannot be ignored，which is an odyssey from new and 

innovative through old and outdated. Generally products will go through four stages, 

product conception and design, growth, maturity and decline, and Tencent QQ is in 

the maturity stage in the Chinese market, it has the highest sales, but it will go to the 

next stage, which is the decline. What they should do now is extend the maturity 

stage as long possible. Tencent QQ will get to the saturation point soon in China, so 

the way to achieve that is to find some new oversea markets. 

 

When the overseas markets are analyzed, Sweden was selected as a pre-market to 

explain and help Tencent QQ to expand into oversea markets. 

 

Most of the Swedish people have got used to having IM software in their daily life, so 

the market here is very large. Although the market is very large, QQ had little 

reputation here, as the Swedes are more used to using Facebook or MSN. Facebook 

is a global IM software product now, and MSN has the support of Microsoft, and 

both of them have their own advantages. People are very concerned about the 

additional functions such as Email, games, study and news. In China QQ also had a 

high-volume portal including all the functions mentioned above. So delivering the 

comprehensive information database and entertainment system from China is 

feasible, but the context should be suitable for the tastes if the Swedish people. Most 

Swedish people trust word-of-mouth, and they are very easily influenced by friends, 

families or people they are easy to get access to.  
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5.2.1 Localization 

As one type of technology-based service, IM software also needs to consider the 

factors affecting customer satisfaction. Customers in this category were thrilled that 

the technology could bail them out of a difficult situation, for example, a cash 

machine that came to the rescue, allowing the customer to get cash to pay a taxi 

driver and get to work on time when a car had broken down; secondly, better than 

the alternative. Many SST stories related to how the technology-based service was in 

some way better than the alternative - easy to use, saved time, available when and 

where the customers needed it, saved money; thirdly, it did its job. Because there are 

so many failures of technology, many customers are simply thrilled when the SST 

works as it should. So it is known that from the second one, user-friendliness is very 

important, and it is also suitable for your result from our survey, when being asked 

what factors affecting the choice of an IM software product, 35.6% of them think 

that user-friendliness is the most important one, even more than safety, with 29.5 % 

(Wilson, 2008:p95). 

 

Word-of-mouth is a very important factor affecting the customers' post-experience 

evaluation and expectation. All the services are known to create memorable and 

positive service experiences in order to get good word-of-mouth communications, 

because post-experience evaluations will significant impact what customers tell 

others about the service. The information from service companies will be less 

important than word-of-mouth, as customers are strongly influenced by the personal 

opinions of others, understanding and controlling word-of-mouth communication. 

(Wilson, 2008: p42-44). The importance of how word-of-mouth can shape 

expectations of service is well documented. These personal and sometimes 

non-personal statements made by parties other than the organization convey to 

customers what the service will be like and influence both predicted and desired 

service. Word-of-mouth communication carries particular weight as an information 

source because it is perceived as unbiased. Word-of-mouth tends to be very 



- 40 - 

important in services that are difficult to evaluate before purchase and before direct 

experience of them. Experts (including consumer reports, friends and family) are also 

word-of-mouth sources that can affect the levels desired and predicted service. At 

this point, in the questionnaire when asked the question ‘What do you think when 

you face a new kind of IM software product?’, 72% of people said it depends on what 

their friends use, and 48% of people said that they accept word-of-mouth as a 

promotion method when they see the question ‘Which kinds of promotion methods 

do you like?’. Both of the answers are the most common compared with other 

questions. So QQ need to gain a particular amount of users at first, and promote the 

reputation through the word-of-mouth (Wilson, 2008: p60). 

5.2.1 Suggestion 

Some suggestions are given in this part. 

5.2.2.1 Improve on the functions and the technology 

According to the results of the questionnaire, 44% of respondents would use the 

email function, while about 22% people would use the study function. Therefore, 

when Tencent QQ enters the overseas markets, it would make sense to improve and 

build upon the study function in order to appeal to foreigners’ preferences.  

 

From the survey it can be ascertained that about 35.6% of respondents chose‘ease of 

use’ when selecting IM software, while 29.5% chose ‘security’. So when Tencent QQ 

enters the overseas market, it will be important for it to improve the 

abovementioned issues in order to make itself as appealing as possible to its target 

market. 

 

 

 

 



- 41 - 

5.2.2.2 Improve brand association 

Co-branding, also called brand bundling or brand alliances, is where an existing brand 

can leverage brand associations by linking itself to other brands from the same or 

different company (Keller, 2008).The reasons for co-branding are of course to 

increase profits for both brands. This will be the best strategy for Tencent QQ to use 

when entering the overseas market. Tencent needs not only to follow Swedish 

preferences in the design of their IM software, but should also attempt to expand 

into the market through the acquisition of shares in VOLVO or SANDVIK, by increasing 

the brand association through cooperation with H&M, EBAY or others. The 

dominance of MSN and Facebook in Sweden mean that Tencent will need to be 

innovative in trying to enter the Swedish market. In the case of H&M, Tencent is not 

a competitor and they could help each other. 

 

Up until now, H&M’s market share in China is not as high as Zara’s. As an 

international clothing brand, H&M stands to make huge profits in China due to its 

large population and the current economic boom being experienced by the country. 

Advertising on TV and in magazines in every province of China would be a huge cost 

and a massive logistical and administrative operation based on the diversity of the 

population in China. Another reason why a partnership between HM and Tencent QQ 

would work well is that both companies target their products at the young and the 

trendy. The huge number of users of QQ in China would make it an ideal for a 

company like H&M attempting to piggy back into the Chinese market. 

 

On the other hand, H&M is a very popular and trusted brand in Sweden. By 

advertising QQ products and selling its own products and advertising specials 

through QQ, H&M could be an ideal partner to QQ. The two companies could be of 

great help to each other and improve their profits greatly.  
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66..   CCOONNCCLLUUSSIIOONN  

Three parts in this chapter, the first is the conclusion of the whole paper, the second 

is reflection, the last is future study. 

6.1 Conclusion  

The opportunity afforded by an open market, without competitors, and a profitable 

industry helped Tencent QQ to rapidly become the market leader in the Chinese IM 

software industry. The success of Tencent cannot be separated into their own efforts 

as it has a completely functional, easy to operate, beautiful looking product and 

know what customers want. The fact that until now it has been a monopoly industry 

and they could get lots of help from relevant administrative departments can be 

ignored. If Tencent continues to plagiaries and not protect its customers’ privacy, 

competitors will find a way to effectively capitalize on these mistakes. Companies like 

MSN would be very quick to take advantage of a situation where Tencent QQ has lost 

its grip on the market. 

6.2 Reflection 

The theory of CBBE (Customer-based Brand Equity Pyramid) model and SWOT 

method and BAV method are used to help to support the thesis; choose the case 

study and Qualitative research approach as the research strategy; CBBE 

(Customer-based Brand Equity Pyramid) model as a strategic brand management 

model which involves four processes to build measure and manage brand equity, and 

with the help of SWOT analysis, a strategic analysis of a firm’s internal strengths and 

weaknesses and the opportunities and threats in the environment, we use it to 

analysis how Tencent QQ developed in China. And the evidence of case study mainly 

from questionnaire , documents and information of Internet. The questionnaire 

provide the first hand for us; the documents and information on the Internet provide 
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the second hand of resources for us. The information provide lots of resources for us 

to analysis the reason why Tencent QQ develop so fast in China. And in order to 

expand the marketing for Tencent QQ, we choose the Sweden Marketing as the a 

premarket and give out our suggestions.  

6.3 Future research  

The future development of Tencent in Sweden is a puzzle. MSN and Facebook have 

deep roots in Sweden. Tencent need to not only adjust their model to the needs and 

preferences of the Swedish market, but also need to try to find other ways to expand 

into the market through the acquisition of shares in companies such as VOLVO or 

SANDVIK, and increase brand associations through cooperation with companies like 

H&M, EBAY and others.  

 

There are two recommendations for further future research. Firstly, this research 

focused on the development of Tencent QQ in China and attempts to establish a 

strategy to expand into the overseas market. Additional experience in Sweden would 

be helpful. For example people in Sweden could be asked to use Tencent QQ and 

their experiences could be monitored and recorded. Secondly, this study is based on 

desktop research. Further valuable research and data could be gathered in the 

capacity of a Tencent QQ employee and through a face to face interview with the 

Tencent CEO. 

 

We hope this study will be useful for people who are interested in Tencent QQ 

and/or the Chinese IM software industry. We would like to urge other students to 

continue our research and enrich this study. 
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AAPPPPEENNDDIIXX  

Questionnaire on QQ (a new IM software) 

1 How often do you use the tools to chat (like MSN, QQ and so on)? 

A Once or more than once everyday   B Once every month   

C Not Often or Sometimes           D Almost No 

 

2 Have you used or heard about QQ ? 

A Never hear nor use   B Ever hear but not use   C Hear and use  

 

3 How did you know about QQ? 

A Television           B Internet        C Introduction from friends or relatives   

D Newspapers and magazines 

 

4If you are not using QQ, which kind of software do you use to chat? 

 

5 which functions of your IM software have been used (except for chat)? 

 A Email       B game       C study     D news    E browser 

 F All of its functions   G nothing    

 

6 Do you have some suggestions about the improvement of the software which 

you used now? 

 

7 what kinds of factors do you consider about when you choosing an IM software? 

A fully functional  B easy  C beautiful and unique   

D high volume  E safe  F a wide range of circulation 

 

8How do you think when you face a new kind of IM software? 

A Look forward                        B Support and would like to have a try  

C See the use of my friends              D Do not want to try 

 

9 What kinds of factors can attract you to try a new IM software? 

A Entertainment (game, music and so on)  

B Mass Effect (has lots of customers, becomes a trend of in the current.)   

C Introduced by friends   

D introduced by the media  

E Preferential polity (anti-various as gift)   

 

10 which kinds of promotion methods do you like? 

A Introduced by the media 

B Public utility 

C Mouth-to-mouth 

D Attach it to other soft wares 


