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Aim:  The aim is to examine the internal management activities and 

marketing strategies in Coca-Cola (China) and NEC (China) and to 

give suggestions to foreign companies which have invested in 

China. 

Method:  Qualitative methods were used in this study, and the case study 

was the research strategy, based mainly on interviews with 

managers in Coca-Cola (China) in Zhuhai and previous manager 

in NEC (China). 

Results & Conclusions: Through the comparison of the internal management 

activities and marketing strategies between the Coca-Cola (China) 

and NEC (China), the recommendation is that when foreign 

companies invest in China, they should accommodate the Chinese 

culture. 

Suggestions: In this paper, two case companies were chosen as our source 

of empirical data. The database is small. A greater number of case 

companies should have been used to collect data, because more 

data can produce more exact conclusions. Furthermore, the 

foreign company respondents came from the same country. 
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Coca-Cola is from America, NEC is from Japan and they have 

different cultural backgrounds, which will influence the data 

analysis.  

Contribution: The two respondents assisted in understanding similarities and 

differences between the two respondents and their response to 

the Chinese culture. 

Limitation: This paper is based on just two case companies, and is limited in 

its examination of the different internal management activities and 

marketing strategies. The authors only focused on two aspects of 

the difference, the internal management activities and the 

marketing strategies, not all the activities and strategies which can 

probably be influenced by the Chinese culture. The interviews 

were with two managers in Coca-Cola and NEC respectively.  

The individual perception of the respondents makes the study less 

objective.  

 

Keywords: Chinese culture, Coca-Cola (China), NEC (China), internal 

management, marketing strategies, foreign investment 
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1. Introduction 

1.1 Background 

Prior to the 1980s, most companies tried to develop domestic markets. If the 

domestic market was big enough, most companies preferred to engage only in 

domestic marketing. In domestic markets managers have no need to learn 

foreign languages and laws, nor do they have to face political and legal 

uncertainty. There is no need to design new products, adjust product prices, 

and select distribution channels to meet the needs of different consumers 

abroad. Compared with foreign marketing, domestic marketing operations are 

both easy and safe. However, domestic markets are always limited, so if 

companies want to seek larger markets they will sooner or later have to take 

the road of international marketing. After the 1990s, globalisation developed 

faster and faster, and more and more companies choose to invest in this large 

global market to increase profits.  

 

Nowadays, more and more companies choose to invest in China because of 

the advantageous policies, good economic environment and the large market. 

Since 1978 the Chinese government chose to reform and open policy, in which 

the government listed lots of advantageous policies for foreign companies in 

order to attract foreign direct investment. China's economic growth rate 

continued to increase over 10 years, higher than the world average rate of 

economic growth since the reform and opening up of policies occurred. For 

example, the total GDP in 1978 was only 364.52 billion RMB, and reached 

34346.47 billion RMB in 2009, an average annual GDP increase in excess of 
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9.7%.1 After 2010, China had the second largest GDP in the world and the 

economy still keeps growing at a rapid rate. With the development of China, 

the Chinese people were becoming richer and richer, and they have more 

purchasing power than ever before. The population in China is more than 1.3 

billion2, and it is a very large market for foreign companies, as well as being 

able to supply lots of low cost labour for `foreign companies. As an example, in 

2009 the increasing rate of consumer marketing was 14.7%, per capita, and 

household consumption expenditure was over 9,098 RMB3. The average wage 

of employed persons in China in 2009 was 32,736 RMB4, which is lower than 

most developed countries. Consequently, China attracted a large number of 

foreign companies' investment. 

 

W/hen a company invests in a foreign market, it will be influenced by the 

national business environment, which includes the cross-culture factors such 

as politics, law, and business ethics factors such as the economics and 

marketing factors. Foreign investment has more challenges in a different 

culture. China has 5000 years history, and the socio-culture of China is specific 

and different with to other countries. As an example, China is a multiracial 

country, having 56 nationalities, and different nationalities have different 

customs. China has more than 80 local languages, with different areas all 

having their own local languages. China has its own traditional cultures, 

including the Confucius culture, Taoist culture, the culture of Buddhism and 

more. During its long history, the Chinese people have had their own values 

which including kindheartedness, moderation, national pride, group 

consciousness and so on. In this paper, we will focus on the national culture 

which can influence foreign investment in China.  

 

                                                             
1
 http://www.stats.gov.cn/tjsj/ndsj/2010/html/C0201e.htm  

2
 http://www.stats.gov.cn/tjsj/ndsj/2010/html/D0301e.htm  

3
 http://www.stats.gov.cn/tjsj/ndsj/2010/html/C0224e.htm  

4
 http://www.stats.gov.cn/tjsj/ndsj/2010/html/E0412e.htm  

http://www.stats.gov.cn/tjsj/ndsj/2010/html/C0201e.htm
http://www.stats.gov.cn/tjsj/ndsj/2010/html/D0301e.htm
http://www.stats.gov.cn/tjsj/ndsj/2010/html/C0224e.htm
http://www.stats.gov.cn/tjsj/ndsj/2010/html/E0412e.htm
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Coca-Cola is a famous brand in the world, which invested in China and set up 

the factories in China in 1927, but the company retired from the Chinese 

market in 1949 because of the establishment of the P.R.C. 1. In1979, the 

company re-established the factories in China. It now has 23 factories in China, 

and has the largest market share. There is no doubt that Coca-Cola is 

successful in the Chinese market. Coca-Cola accommodates the Chinese 

culture very well and that is one reason why it achieved success in China. NEC 

Corporation (Nippon Electric Company, Limited) is another foreign company 

which invested in China in 1996. It supplies mobile phones, laptops, projectors, 

video display products and IT services in China2. However, in 2006 it withdrew 

from the Chinese mobile phone (2.5G) market. The major reason for 

withdrawing from the Chinese mobile phone market was due to a failure to 

accommodate the Chinese culture in their internal management and marketing 

strategies. In this paper, a critical analysis and comparison will be done 

between Coca-Cola and NEC in the Chinese market. It will benefit foreign 

companies which are invested directly in China, and also help foreign 

companies to have a critical view on the Chinese socio-culture and achieve 

success in the Chinese market. 

1.2 Purpose 

When foreign companies invest in China, they will encounter a different 

business environment, especially the different culture. Chinese culture can 

impact on foreign companies’ internal management and their marketing 

strategy. In this paper, two foreign companies which invested in China will be 

used as a case study, Coca-Cola and NEC Corporation. Coca-Cola is very 

popular in China, but the NEC Corporation quit the Chinese mobile phone 

market. Comparisons will be made between them to analyse and examine how 

they managed internally and their marketing strategy. The case analysis will 

                                                             
1
 http://baike.baidu.com/view/89362.htm#sub89362  

2
 http://baike.baidu.com/view/28551.htm#sub28551  

http://baike.baidu.com/view/89362.htm#sub89362
http://baike.baidu.com/view/28551.htm#sub28551
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provide suggestions to foreign companies which intend to invest in China on 

how it should be done.  

1.3 Research Question 

What probable solutions or suggestions will benefit and help the foreign 

companies which invested in China to accommodate the Chinese culture?   

 

1) How did Coca-Cola manage internally and what was their marketing 

strategy in China? 

 

2) How did NEC manage internally and what was their marketing strategy in 

China? 
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2. Methodology 

2.1 Research 

Research is an active and systematic way to discover, interpret or correct facts, 

events, behaviour, theory, or to apply such facts, laws or theories to practical 

situations. Research is a word used to describe information about a specific 

topic of the data collection. Research is the process of using a planned and 

systematic data collection, analysis and interpretation, before resolving the 

problem. Research is the application of scientific methods to explore answers 

to questions of a process, as a planned and systematic collection, 

analysis and interpretation of data methods, is stressed by scientific methods. 

In this paper, e-mail and Skype international phone call were used to 

interviews. Interviews were held with two managers. The first was at 

Coca-Cola on 2011-04-28, the question list was sent to the manager and on 

2011-05-02, Skype was used to interview the manager for about half an hour), 

The other manager worked in NEC and on 2011-04-28the question list was 

sent to the manager and on 2011-05-04, Skype was used to do an interview of 

about one hour. 

2.2 Choosing a qualitative or quantitative research approach 

Qualitative research is generally recognised axioms, a deductive logic 

and analysis of a large number of historically facts based on the 

contradictions from the start of things to describe and explain things 

in the study. Qualitative research is based on the theory and experience, and 

directly grasps the characteristics of the main aspects and the homogeneity 

of the differences in the number being omitted (Gerring, 2007). Quantitative 

research is generally focused on the specific object of the study for the 

overall results obtained (Gerring, 2007).  
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The differences between qualitative and quantitative are described below. First, 

the two methods rely on different philosophies. Quantitative studies are 

objective and independent of the investigator. Qualitative research is 

subjective and not independent of the researcher, who plays an integral role in 

the research process.  Quantitative researchers divide their research into 

several parts. The results of each component are then combined to create an 

overall conclusion. Qualitative researchers on the other hand, consider the 

research subjects to be an inseparable organic whole (Patton, 2001).   

 

Furthermore, quantitative researchers believe that all people are basically 

similar, while qualitative researchers emphasise individuality and the wide 

differences between people, finding it difficult to classify human beings into 

categories. 

 

Thirdly, the quantitative researcher aims to discover the general laws of 

human behaviour, and explain a variety of scenarios with 

universal explanations for things that occur. By contrast, qualitative 

research attempts to provide specific explanations for particular problems and 

situations.  In other words, quantitative research attempts to expand on 

the breadth and depth of qualitative research. 

 

Both the first and second points are particularly relevant to this study.  

Quantitative study is detachable, while qualitative study is an inseparable 

organic whole. In this paper, we compare two companies. and study the impact 

which Chinese culture has had on them.  The two companies are to be 

regarded as unitary rather than separate. Furthermore, since we will be 

focusing on two companies in real and specific environments, the qualitative 

approach will be the best choice for us. 
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2.3 Research Strategy 

In this paper, we have chosen to make use of a case study as  our research 

strategy. Case studies are used in many situations to contribute to our 

knowledge of individuals, groups, and organizations, from both a social and 

political standpoint (Yin, 2003). Case studies can be used to describe 

current data and draw general conclusions from it (Gee, 1950). Our case study 

is related to the actual market, focusing on Coca-Cola and NEC. 

Through specific analysis, it is intended to identify specific internal 

management and marketing strategies which will provide a better 

understanding of the actual situation in each company and help to provide 

solutions for foreign companies wanting to invest in China.  

 

Case studies can be very useful in exploring and experimenting with 

different theoretical perspectives in different environments. Furthermore, aside 

from being a study of a particular phenomenon, case studies are a study of a 

particular context. The data collected, using a variety of methods, may be 

quantitative and qualitative (Yao, 2010). This study aims to compare the 

strategies used by two different companies in their attempts to overcome the 

culture shock experienced while attempting to enter the Chinese market.  

2.4 Research Design 

Research design deals with problems of logic rather than logistics (Yin, 

2003). For example, as a builder or architect, one must firstly confirm the type 

building to be built before determining a work plan and ordering materials. 

Similarly, the social research sampling and the data collection methods such 

as questionnaires, observations, and document analysis, question design. 

Researchers often fail to think about what data to collect to 

answer the research question, how to design a questionnaire, or start 
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interviews. Such failures tend to result in weak conclusion that does not 

answer the research question in a satisfactory manner.  

 

In this paper, the research question design will be based on internal 

management and marketing strategies, and the companies’ market 

behaviours.  The questionnaire is based on two case companies. The aim is 

to offer advice to foreign companies dealing with the culture shock of 

investing in China. Culture shock for the internal management and marketing 

strategies of foreign companies has a real and direct impact on those 

companies. The case companies' market behaviour provides foreign investors 

with effective data on whether they may or may not succeed.  As part of the 

data collection strategy the managers from both Coca-Cola (China) and NEC 

(China) were interviewed.  

 

Figure 1 The research design 

 

Source: Gee,W., (1950), Social Science Research Methods. 

2.5 Coca-Cola (China) and NEC (China) as our sample 

Both companies enjoy certain similarities:  

 They are foreign companies from outside China  

 They have both invested in China 

 They are both large, transnational companies with global  

  brands 
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In this paper, Coca-Cola and NEC were selected as the case companies 

because they are both very well known, and both are foreign investors in China. 

The two companies are ideal candidates for comparison since they have 

different internal management and marketing strategies.  Finally, the two 

companies were selected as we have friends who work within each of them, 

allowing us to more easily make contact with and research each company.  

2.6 Criticism of sources 

The reliability of studies lies in their degree of data consistency and stability 

(Yin, 2003).  Typically, the reliability of research is indicated by the extent to 

which the research can be repeated and by how consistent it is. Therefore, the 

results of this research must be stable and consistent otherwise it will not be 

credible. Stability and consistency are important prerequisites for any scientific 

guarantee of our research. As the respondents are from the case companies, it 

allows for a higher degree of understanding and the ability to confirm any data 

which is in doubt.  

2.7 Data analysis 

Data analysis is the appropriate statistical method used to collect a large 

amount of primary and secondary data. Analysis and development of the data 

is necessary in order to maximise the function and usefulness of the data (Yin, 

2003). Data analysis is the process of extracting useful information and 

forming conclusions based on it. The comparison of the two companies will 

entail establishing the similarities and differences between them, and 

using theories to confirm them. We hope that this study will provide advice to 

foreign investors. 
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2.8 The Structure of the thesis 

Figure 2 The structure design of this thesis. 

 

Source: Gerring,J., (2007), Case study Research Principles and Practices 

The structure of our thesis is broadly based on the influence of culture shock 

on the internal management and marketing strategies of foreign companies 

investing in China. The research questions were designed in this context. The 

research has drawn on internal management and marketing strategies from 

various books, journals and websites. The questions are based on the 

organisations’ internal management and marketing strategies, and the 

companies’ market behaviour. A manager at Coca-Cola and one from NEC 

were interviewed. The two case companies’ internal management and 

marketing strategies were analysed. Lastly, recommendations were based on 

these analyses. 
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3. Theoretical Framework 

3.1 National culture 

Understanding the national culture is very important for companies investing in 

foreign countries. The failure to take cultural differences between countries into 

account has been the cause of many business failures (Ricks, 1993). As such, 

it is necessary to identify the definition of culture. In social or cultural 

anthropology, "culture is a catchword for all those patterns of thinking, feeling, 

and acting. Not only activities supposed to refine the mind are included, but 

also the ordinary and menial things in life such as greeting, eating, showing or 

not showing feelings, keeping a certain physical distance from others, making 

love, and maintaining body hygiene." (Hofstede et al., 2010, p5). 

3.1.1Dimensions of national cultures 

In research on cultural differences, nationality is the key to distinguishing 

different cultures. Stereotypes exist based on these nationalities. Nationality 

will be used as the criteria for this study as it is easier to gain data for nations 

than for organic homogeneous societies (Hofstede et al, 2010, p21). Based on 

this, Geert undertook research based on a large body of survey data about the 

values of IBM employees from more than 50 countries. He found there to be 

four dimensions of national cultures: power distance, collectivism versus 

individualism, femininity versus masculinity, and uncertainty avoidance 

(Hofstede et al, 2010, p31). These four dimensions are mainly based on the 

social side. In1985, Michael Bond did the Chinese Value Survey (CVS), and 

Geert developed the fifth dimension which is long-term orientation versus 

short-term orientation according to the CVS (Hofstede et al, 2010, p236). At 

the end, Misho (2007) discovered the sixth dimension which is indulgence 

versus restraint.  
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In this thesis, the power distance, the collectivism versus the individualism and 

the long-tern orientation versus short-term orientation are obviously reflected 

in the internal management activities. In the following parts, they will be 

described in detail. 

3.1.2  Power distance 

Power distance is one of the dimensions of the national culture. It deals with 

the fact that people are unequal (Hofstede et al, 2010, p55). The definition of 

the power distance is "the extent to which the less powerful members of 

institutions and organisations within a country expect and accept that power is 

distributed unequally" (Hofstede et al, 2010, p61). Power distance can be 

measured by the Power Distance Index (PDI). PDI scores show the 

dependence relationship in a country. In small-power-distance countries, those 

in charge can be objected to and communicated with easily by their 

subordinates. In large-power-distance countries, there is a higher dependence 

by subordinates on those in charge. Subordinates tend to pay lots of respect to 

their bosses if they are in full agreement with them. However, where they 

disagree with their bosses, there is a tendency to remain very careful not to 

directly contradict their superiors. This ultimately causes subordinates to avoid 

approaching and contradicting their superiors at all. (Hofstede et al, 2010, 

p61).  

3.1.3Power distance in the workplace 

The power distance issue is most commonly reflected in the relationship 

between subordinates and superiors in the workplace. 

 

In the large-power-distance situation, superiors and subordinates consider 

themselves to be of unequal status to each other and the hierarchical system 
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of the organisation is based on this existential inequality. Subordinates are 

willing to be told what they should do and what they should not do in their work. 

There is usually a large number of supervisory personnel in the organisation 

and it is structured into tall hierarchies. The salary systems are also unequal 

and there are wide gaps between the top positions and bottom positions in the 

organisations. The workers in the organisations are generally not necessarily 

uneducated, and yet their manual work has a much lower status than the office 

work. The superiors are entitled to privileges, and the contact between the 

superiors and subordinates is supposed to be initiated by the superiors only. 

(Hofstede et al, 2010, p73). The superior will typically command a great 

amount of respect from subordinates. There exist visible signs of status in 

large-power-distance countries which can contribute to the authority of bosses 

(Hofstede et al, 2010, p74). 

 

In the small-power-distance situation, superiors and subordinates consider 

themselves to be of a more equal status to each other; the hierarchical system 

is defined by an inequality of roles rather than persons, and the establishment 

of these roles is out of convenience, and can be changed according to different 

situations. The hierarchy systems of the organisations are fairly decentralised 

and flat, and there are fewer supervisory personnel in the organisation. 

Relatively small gaps exist between the top positions and bottom positions in 

the organisation. The workers are highly qualified, and the workers' high-skill 

manual work has higher status than low-skill office work. All the employees use 

the same service place. Superiors are accessible to subordinates, and the 

superiors are typically democratic in their dealings with their subordinates. 

When superiors make decisions subordinates expect to be consulted. They 

nevertheless continue to accept that it is their superior who will make the final 

decision. The symbols of status are less obvious (Hofstede et al, 2010, p74). 
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Harrison (1992) suggests that the effects of both high power distance / low 

individualism, and low-power distance / high individualism on the relationship 

between budget emphasis in superior evaluation style and subordinates’ job 

attitudes is the same. 

3.1.4 Individualism and collectivism 

Individualism and collectivism are dimensions of the national culture. They are 

defined as: "individualism pertains to societies in which the ties between 

individuals are loose. Everyone is expected to look after him or herself and 

their immediate family. Collectivism, as its opposite, pertains to societies in 

which people from birth onward are integrated into strong, cohesive in-groups, 

which throughout people’s lifetime continue to protect them in exchange for 

unquestioning loyalty" (Hofstede et al, 2010, p92). Individualism and 

collectivism can be measured by the individualism index (IDV).  

 

The individualism versus collectivism issue can be described by the following: 

(Hofstede et al, 2010, p92) 

 

Individualism 

1. Personal time: have a job that leaves you sufficient time for your personal or 

family life? 

 

2. Freedom: have considerable freedom to adopt your own approach to the 

job?; 

 

3. Challenge: have challenging work to do - work from which you can get a 

personal sense of accomplishment?  
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For the collectivism pole: (Hofstede et al, 2010, p93) 

 

1. Training: have training opportunities (to improve your skills or learn new 

skills?; 

 

2. Physical conditions: have good physical working conditions (good 

ventilation and lighting, adequate work place, etc.)? 

 

3. Use of skills: fully use your skills and abilities on the job? 

3.1.5 Individualism and collectivism in the workplace 

Employees in an individualist culture are expected to act according to their 

own interests, and work should be organised in such a way that this 

self-interest and the employer's interest coincide. Workers are supposed to act 

as an economic person, or as people with a combination of economic and 

psychological needs, but also as individuals with their own needs. In a 

collectivist culture, an employer never employs just an individual, but rather a 

person who belongs to an in-group. The employee will act according to the 

interest of this in-group, which may not always coincide his or her individual 

interest (Hofstede et al, 2010, p119). 

 

In the hiring process, the collectivist culture always takes the in-group into 

account. Companies like hiring people who are related to current employees in 

order to reduce risk. But in the individualist society, family relationships at work 

are often considered undesirable, as they may lead to nepotism and to a 

conflict of interest (Hofstede et al, 2010, p120). 

 

In Japan, the relationship between the employee and employer is seen in 

moral terms. It applies in a strict sense only to permanent employees, which 
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may be less than half of the total workforce. In a society based on 

individualism the relationship between the employee and employer is viewed 

as a business transaction (et al, 2010, p120). Earley (1989) mentioned that the 

Chinese people are best when operating anonymously, as a group, and toward 

a group goal. They did worst when operating individually. American employees 

did best when operating individually, but abysmally when operating as a group 

and anonymously.  

 

Management in an individualist society requires management of individuals. 

Subordinates can usually be moved around individually; if incentives or 

bonuses are given, these should be linked to an individual's performance. 

Management in collectivist society requires management of groups. The extent 

to which people actually feel emotionally integrated into a work group may 

differ from one situation to another. (G. Hofstede et al, 2010, p121) 

 

Chinese people tend to value personal relationships more than work values 

such as teamwork. In Chinese culture trust is prerequisite for personal 

involvement to be sanctioned. But in America, like other western cultures, 

quick openings that lead directly to the purpose of the interaction are preferred 

(Ahmed and Li, 1996). In a collectivist culture such as that in China, the 

demands and responsibilities of workplace relationships come before task 

achievements, and precipitate differences in personnel practice (Child and 

Markoczy, 1993). 

3.1.6 Long term orientation and short term orientation 

Because of the difference between western and eastern culture, Bond (1987) 

designed the questionnaire according to the Confucian culture in order to 

examine the cultural dimension. Then Geert established the fifth dimension, 

long-term orientation and short-term orientation. The fifth dimension was 
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defined as "long-term fostering of virtues oriented toward future rewards, in 

particular, perseverance and thrift. Its opposite, short-term orientation, stands 

for the fostering of virtues related to the past and present---in particular, 

respect for tradition. Preservation of face and fulfilling social obligations" 

(Hofstede et al., 2010, p239). The long-term and short-term orientation can be 

measured by the long-term orientation index which based on the World Values 

Survey Data. (LTO-CVS). 

 

Lots of research evidence reveals the strong impact of Confucian values on 

Chinese management (Wang, 2011). As an example, Hui and Tan (1996) 

mentioned that Chinese employees want their leaders to be considerate and 

benevolent, adhere to the Confucian parental role, and exercise sound moral 

judgment such as being self-restrained, honest toward fellow colleagues and 

subordinates, trustworthy and impartial. These behaviours are exemplary of 

Confucian ideology. 

3.2  The impact of international marketing 

Environmental factors in international marketing are often determined by 

consumer behaviour. Consumer behaviour as part of social life, has been 

deeply marked by culture. Culture influences consumer attitudes, values 

placed on commodities, the response to advertising promotions, the 

characteristics of purchasing behavior and specific consumption patterns (Wild, 

Wild and Han, 2010). 

3.2.1 Buying Behavior 

The impact of culture on humans is ultimately revealed through behaviour, 

which means that consumers in different countries and regions are often 

different in their buying behaviour (Wild, Wild and Han, 2010). Therefore, when 

dealing with international marketing, consumers’ host cultural identity design 
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must be taken into account and adapt to their host cultural personality. As we 

all know, a product is the combination of brand, packaging, style, color and 

texture (Trott, 2008). Consumers from different cultural backgrounds have 

different needs and aesthetics. Individual preferences are a particularly 

important aspect in product design. Emotional values placed on products have 

a strong and important influence on consumer buying behavior. Cultural values 

are a key indicator of what emotional and spiritual values are given to products. 

Therefore, the relationship between design and culture is increasingly 

becoming the focus of designers. For example, a French brand of hair oil 

called TARTEX is needed to be rebranded in Baltimore, where a brand of shoe 

polish goes by a similar sounding name. Different packaging may also be 

required in different regions. For example in many African countries people are 

drawn to eye-catching colours. In China there exists "the boss cup" which has 

a small cup mouth, so much so that it causes discomfort to foreigners who 

tend to have big noses. Today more and more exporters must comply with 

ISO9000 (International Organisation for Standardisation), which deals with 

quality management. Standards have thus become an important factor for 

multinational companies in international competition to consider, in order to 

win orders (Tsim, Yeung & Leung, 2002). Buyers, especially in Europe, require 

ISO9000 quality standards. 

3.2.2 Customer Value and Attitude 

Customers with different cultural backgrounds have different values and 

attitudes to products. The value is how individuals deal with objective things, 

including people, objects, and events, and the overall assessment of the 

significance, role, effectiveness and importance of the results of their actions. 

The decisions and actions taken by individuals are guided by individual 

psychological structures (Wild, Wild and Han, 2010). Values command human 

motivation and behaviour patterns. Human values are established on the basis 
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of demand. Over time, the values placed on a product are related to more than 

simply the use of that product’s features. This is particularly evident in the 

younger generation. Aside from the value of use, attention to psychological 

value added goods is increasing. Rich people, who are driven to be beautiful, 

be happy, and be trendy, often have a greater appetite for precious 

commodities. Clothing is a typical example. The criteria for clothing are not just 

that they must be warm and durable, but also that the colours and designs, are 

desirable. Watches too need to be trendy and fashionable over and above 

being durable and able to tell the time.  

 

The attitude of consumers is the emotional response of consumer for objects, 

attributes and interests. A brand, product or company can, through consistent 

learning, create positive response tendencies in consumers (Wild, Wild and 

Han, 2010). Consumer attitudes affect their judgment and evaluation of 

products and trademarks. Secondly, the attitude of the consumer will affect 

their interest in learning and the results of such. Finally, consumer attitudes will 

affect purchase intentions and in turn consumer behaviour. Whether 

consumers take specific action to an object, the object cannot be based on his 

attitude to predict, because the specific action is determined by the intent of 

the action. To predict consumer behaviour, we must understand the intent of 

the consumer, and consumer attitude is just one element of intention (Fishbein 

and Ajzen, 1975). The following two points are inconsistent factors between 

consumer behaviour and attitude (Fishbein and Ajzen, 1975): 

 

 Purchase motivations: Even if a consumer holds a positive attitude and 

goodwill for a business or its products, without the motivation to buy, 

consumers will not purchase the product.  For example, a consumer may 

harbour goodwill for IBM and consider the quality of IBM computers to be 

excellent, but may not realize that they need to own an IBM computer. This 
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is a classic example of an inconsistency between consumer attitude and 

consumer behaviour. 

 

 Purchasing power: Consumers may hold a particular product in high 

esteem, but because of financial constraints, are only able to buy the 

cheaper alternative offered by different brands. Many consumers consider 

Mercedes Benz cars very highly, but due to the higher cost of a Mercedes 

Benz, will choose to purchase an alternative make of car.   

3.2.3 Promotion 

Promotion uses a variety of effective ways and means to enable consumers to 

understand and pay attention to the company's products in order to stimulate 

consumers’ desire to buy, and to promote the realization of the final purchase 

(Shimp, Terence A. 2008). The essence of promotion is marketing 

communication. Enterprises, in order to promote sales, use general principles 

of information transmission. Effective communication is established through 

regular and effective contact with brokers and consumers. The following two 

points play an important role in promotion: 

 

 Create demand and expand sales 

Only through the psychological motivations of consumers and through the 

adoption of flexible and effective promotional activities to induce or stimulate 

consumer demand for a particular aspect, can market demand be created 

which favours corporate sales. 

 

 Highlighting the product features and enhancing market competitiveness. 

Enterprises publicise the company's products’ unique characteristics over 

competing products through the promotional activities. These are aimed at the 

special interests of consumers, so that consumers fully understand the 
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characteristics of the enterprise product, and to increase their attention and 

desire and thereby expand the product sales, and ultimately improve their 

market competitiveness. 

3.2.4  Product Culture 

When a product is able to penetrate a unique culture and show a strong 

cultural heritage known to the world, it will have its own soul and charm. This 

product will be able to deeply touch the hearts of consumers. Consumers who 

are part of a rich culture will be able to compete to buy and consume. Brand 

culture is the most intuitive, more specifically the most vivid manifestation of 

the brand and a major component of a materialistic culture (Kevin Lane Keller, 

2008). For instance, the enduring cultural identity of Mercedes Benz is 

comprised of meticulous excellence.  

 

Generally speaking, cultural products include three elements. The first is the 

understanding of the product and the product's overall image. The second is 

directly related to the product’s quality culture and quality consciousness, and 

the third is the cultural factors of the product design (Kevin Lane Keller, 2008). 

When consumers come into contact with a product, the first thing to affect 

them is the overall image of the product. Sometimes, the overall image will 

play a decisive role in the fate of the product. In 1908, Henry Ford successfully 

launched the Model T car. The Model T’s appearance seemed somewhat 

stupid, but its light weight and durability enabled it to quickly become 

fashionable in America, and eventually a national icon. However, with the 

progress of society, particularly the development of the automotive industry, 

the Model T became increasingly obsolete, and by 1925 nobody was buying 

the Model T. Yet Henry Ford stubbornly refused to replace and upgrade the 

Model T and nearly led the company to disaster. However Ford’s son Edsel, 

was able to persuade him to finally compromise and give up the Model T. Ford 
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could not understand why customers would abandon the Model T in favor of 

GM and Chevrolet cars. He famously said that every part of the Model T was 

good, yet the only drawback is that people are not buying it. The overall image 

of the product is comprised of both utility and aesthetics, an essential factor of 

consideration for consumers. When the overall image of the Model T was 

adapted to the needs of the people of that era, it once again became popular. 

Until it adapted, the Model T was mercilessly abandoned by consumers 

wanting a beautiful, comfortable, high-performance car. Ford's mistake was 

that he ignored a law of human nature: the moment someone has something, 

they immediately seek to own something better and more fashionable, this is 

consumer demand (Kevin Lane Keller, 2008). 

3.2.5  Localisation Strategy 

Localisation refers to the process of bringing a product or service in line with 

specific local requirements. Localisation is intended to include the diversity and 

variety of heterogeneous elements of the process of context-specific. 

Resource localisation effect is both the best adaptation to the local 

requirements and resources as possible, while maintaining the original 

meaning of the specific situation (Colin Hines, 2000). Localisation is part of the 

globalisation trend. Emphasis in the market due to globalisation and 

technological forces, supported by global commodities, consumption and even 

the culture, values and behaviour patterns of people results in the 

convergence of all development. Supporters of globalisation argue that this is 

not only inevitable, but also that global market liberalism leads towards a 

necessary road. Localisation is a reflection of the modern marketing concept, 

and its core is all the business activities of enterprises as the core of the 

consumer rather than business preferences and habits as the criterion, the 

enterprise specification must change with the regional changes caused by the 

customer to change (Colin Hines, 2000). Localisation is the essence of 
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transnational corporations producing, marketing, management, personnel and 

other full integration into the host economy in the process, it helps reduce the 

expatriate and transnational corporations operating in the high cost of 

international and local social and cultural integration, local social capital to 

reduce the crisis of foreign sentiment, the host country is conducive to 

economic security, increase employment opportunities, management of 

change, acceleration and international practice.  
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4. Empirical study 

4.1 Case study of Coca-Cola Company 

The Coca-Cola Company is one of the world's largest soft drink companies, 

with in excess of 500 different beverage brands, providing smooth, cool, 

refreshing drinks for people around the world every day. Besides being the 

world's most valuable brand, the Coca-Cola Company also owns 12 brands 

each worth over a billion dollars including Diet Coke, Sprite, Fanta, Coca-Cola 

Zero, Glaceau, Powerade, Minute Maid and Georgia coffee (Figure 3) 

Globally, Coca-Cola is the world's largest soft drink, fruit juice, juice drink, RTD 

tea and canned coffee supplier. Through a large global distribution system, 

Coca-Cola sells 1.6 billion cups of its products every day to consumers in more 

than 200 countries. 

Figure 3 The picture of Coke products 

The Coke brand Logo  
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Source: http://www.mercedes-benzarena.com/index.php/about-us/our-partners 

 

Coca-Cola is one of the best known international brands in China and plays an 

important role in the soft drinks industry. Since 1979 Coca-Cola has 

invested USD 20 billion into China. As of October 2009, 

Coca-Cola  had 34 bottling plants in China (Figure 4), more than 

700 distribution points, over 9000 sales representatives, more than 30,000 

distributors, and more than 1.3 million retailers. Coca-Cola employs over 

30,000 people in China, 99% of whom are local. Over the past five years, 

Coca-Cola has achieved double-digit growth. China is the world's third largest 

market for Coca-Cola. 

 

Coca-Cola in China has long spared no effort in supporting a variety of 

national and regional charities, having donated over 70 million RMB. In May 

2008, the whole of Coca-Cola (including Coca-Cola (China) Beverages Ltd., 

COFCO Coca-Cola Beverage Co., Ltd., Coca-Cola business in China Co., 

Ltd., Swire Beverages) gave 1 billion RMB in donations to the Sichuan disaster 

area.  

Figure 4 Distribution of bottling plants in China 

 

Source: http://www.coca-cola.com.cn/aboutus_china.htm 

According to manager view in Coca-Cola Beverage Co., Ltd. Zhuhai 

http://www.mercedes-benzarena.com/index.php/about-us/our-partners
http://www.coca-cola.com.cn/aboutus_china.htm
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Coca-Cola's greatest strength is that it is dispersed as an organic enterprise 

around the world to form a unified management model. Constituting the core of 

this model is the bottling system. According to a manager, the Coca-Cola 

bottling company authorises the distributor of products of local companies to 

operate independently. Their function is within the scope of authorisation at the 

local, high quality production and the sale completion level. Coca-Cola 

Beverage Co., Ltd. Zhuhai is one of China’s bottling depots.  

 

According to a manager, the compensation structure is comprised 

of salaries, bonuses, allowances and benefits. The basic wage is part of this 

structure.  According to a manager, the emphasis is on internal balance, there 

being a small gap between the wages of workers and managers using an 

average pay system. Bonuses in the company are based on an evaluation 

of employee performance, and are paid at the end of each month. A further 

bonus comes in the form of appraisal wages. These refer mainly to travel 

allowances, and to subsidies provided to employees who incur higher costs of 

living as a result of being away from their families and home. Benefits usually 

come in the form of company cars, transfers and so on. Coca-Cola meets the 

relevant legal provisions set by the Government, such as the upper limit for 

employees basic pension contributions, the housing fund, unemployment 

fund and another four gold deposits. The company has in fact increased the 

supplementary pension insurance, and provides staff with general and group 

accident and housing loan schemes. According to a manager, Coca-Cola 

China made a major adjustment to their pay system in 2000. The adjustment 

is part of a global policy of integration within the company. In 

this adjustment, all positions across the company were evaluated and 

researched during a year-long study, which lead to major organisational 

restructuring. Coca-Cola China's total compensation system is the economy 

and the real remuneration of non-economic integration, extending the scope 

of the compensation to include salary, bonuses, benefits, equity, training 
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programs, career development, employee communication and participation. It 

is aimed at improving all aspects of employee satisfaction. Pay is not 

only seen as a cost expenditure, but as an investment which can create added 

value to the company. A comprehensive pay system is intended to 

encourage innovation and continuous performance improvement. 

Professional skills are rewarded through a rejection of the existing localised 

salary scale in China and the implementation of the 

global Coca-Cola agreed salary scale where the ranks of local staff compare 

with those of overseas staff. This creates a win-win situation which recognises 

the talents of local staff to carry out international development and creates the 

conditions for international personnel exchanges. 

 

According to the manager, Coca-Cola prefers a style of management which 

incorporates discussion and communication amongst managers and 

staff. Communication is considered a necessary condition for all 

decision-making. Management is also expected to have the best possible 

expertise. Coca-Cola has an excellent training system, with a policy of "to do, 

what to learn; missing something, make something." Without exception, the 

best managers are always rewarded with promotion up the ladder, including to 

the Company Board where merited. Coca-Cola is well-known for having faith in 

its employees. In order to develop staff management skills, the company 

established a special training workshop for the training of personnel on the 

assembly line who are no longer able to work in manual labour due to having 

developed back injuries and the like. Training is key to encouraging the 

workers elevation to the top from the bottom of the organization. In order for 

the training to be effective, there needs to be a good knowledge and skills 

base. Through team building, personnel administration, marketing knowledge, 

personnel management, sales management, channel management, customer 

management, brand building, content, training, management, some 

management personnel need to set a good example in order to inspire their 
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subordinates. 

 

Coca-Cola focuses on each individual piece of Coca-Cola branding. It 

encourages sincere feelings of love, hard work, hard play, and a desire to 

make a contribution through hard work. Training builds not only capabilities, 

but also loyalty. It is understood that the Coca-Cola training system is regular, 

full, and widespread, and its purpose is to foster the sense that workers are all 

part of a big family, where they are able to dedicate themselves not only to 

their work, but also are able to pursue personal growth. Employees’ roles are 

effectively permanent and many workers can spend a lifetime working for 

Coca-Cola. According to a manager, basic training includes orientation, training, 

company rules and regulations, corporate culture, training, personal motivation 

and training. Through such training, staff are taught the history of the 

development of Coca-Cola, entrepreneurship, the Coca-Cola management 

system, quality system, the Coca-Cola production system and testing system, 

human culture and marketing culture. 

 

According to a manager, each bottling company is an independent company, 

registered locally and managed through a formal management system with a 

board of directors. Furthermore, the bottling company's management is part of 

a syndicate involving all bottling companies with a unified management at the 

bottling group’s headquarters. The bottling company's senior management 

staff are located at the bottling group headquarters. Every two years, a new 

senior management team is appointed to oversee the company's bottling 

operations in Zhuhai. The middle managers are compromised more of local 

Chinese staff. In sales management, staff training is unified by a head office. 

Coca-Cola's values emphasise collaboration, requiring employees to engage 

in collective wisdom and stresses that everyone is a leader, encouraging staff 

to view their work as a career. 
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According to a manager, Coca–Cola promotes the image of their products 

rather than the products themselves. The use of celebrities, famous singers, 

actors is a central part of product advertising, the “magical effect”. Coca-Cola 

takes a lead in protecting the environment, and improving ethnic relations, as 

seen in the Sichuan earthquake donations. There is a four point strategy.  

 

 Paint it in red - In places where there are consumers, there are big red 

Coke trademark billboards, wall ads, advertising, neon signs, 

advertising pages, and other flat and three-dimensional advertising 

used to attract the attention of consumers.  

 

 Preferred product - Emphasise the quality and characteristics of their 

products beyond the ordinary, and the fact that it is all within arm’s 

reach.   

 

 Persuasive image - Strengthening and maintaining the brand image has 

been promoted within Coca-Cola’s marketing strategy. The aim is to 

continue building the overwhelming image of Coca-Cola being the 

proud leader of soft-drinks.  

 

 Priced relative to value - Coca-Cola aims to distinguish itself as an 

affordable enjoyment, experience, and to promote itself as being good 

value for consumers.  

 

According to a manager, Coca-Cola’s local advertising strategy aims firstly to 

reflect Chinese culture in its advertising. Chinese people like fun, as seen in 

the Spring Festival. Coca-Cola advertising includes striking handwriting for the 

New Year Spring Festival with the 1997-2002 series of films (Figure 

5). Coca-Cola chose to use typical Chinese New Year images such as 

couplets, puppetry, paper cutting and other traditional Chinese art, fireworks 
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and other folk activities. Coca-Cola also played a large role in Beijing's 

successful Olympic bid, China's accession to the WTO, the Chinese soccer 

team and the World Cup. Coca-Cola creates an image of it being a local 

Chinese product. It is this local image which communicates most effectively 

with local Chinese consumers.  

 

Figure 5 New Year Spring Festival of Coca-Cola advertising in China 

 

Source: http://www.coca-cola.com.cn/aboutus_china.htm  

 

The rapid development of national beverage brands, led to Coca-Cola's 

marketing strategy in 1999 experiencing significant changes. Television 

advertising was launched in China in 1998 with Chinese actors being used and 

a Chinese advertising company being used to design and shoot the 

commercials for the first time. The strategy was clearly and simply to give up 

the American identity which existed for many years. In order to gain 

more market share, Coca-Cola took great steps toward implementing a 

http://www.coca-cola.com.cn/aboutus_china.htm
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localised marketing strategy in China. By using a Chinese advertising 

company to design its adverts, it was better able to join the Chinese cultural 

elements, and increase the degree of localisation. By using local celebrities to 

act in their commercials Coca-Cola were better able to promote themselves 

and appeal to consumers. 

 

Advertising in sports and music is aimed at attracting young people. Capturing 

the younger market and establishing a reputation amongst them, Coca-Cola is 

able to build a long term consumer market. Coca-Cola chose to be the 

spokesperson for China’s new generation of Idols. In 1999, Coca-Cola first 

associated itself with Mei, a singer with a ‘wild-girl’ reputation who enjoyed 

great success and had a huge following among young people. Then, through 

the Coca-Cola digital elite mobilisation, it was able to enjoy advertising that 

was aided by the generation idol Nicholas Tse. In 2001 the popular Cecilia 

Cheung helped boost Coca-Cola's image as spokesperson for their summer 

marketing campaign, quickly followed by the winner of three Olympic Games, 

Chinese diving queen Fu Mingxia who was the first spokesperson for 

Coca-Cola’s Sprite brand. TV ads would display Fu Mingxia leaping from an 

aircraft into crystal clear ice and snow – a clear message about the refreshing 

qualities of Sprite. Through its sponsorship and use of China’s new generation 

of idols and stars, Coca-Cola was able to increase its sales by 24%.  

 

4.2 Case study of NEC (China) 

Nippon Electric Company Limited is a multinational information technology 

company which was set up in 1899 and is headquartered in Minato-ku of Tokyo. 

NEC supplies information technology and networking products to commercial 

enterprises, and communication services to both enterprises and governments. 
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Its business scope is divided into three main parts: IT solutions, network 

solutions, and electronic equipment.1 

 

NEC (China) was set up in November of 1996, and is located in Beijing.2 In 

2004, NEC decided to enter the Chinese mobile phone market, but withdrew in 

November 2006 because of large losses incurred.  The respondent said that 

“in the Japanese mobile phone market, the NEC mobile phone holds a large 

portion of market share, but failed to succeed in capturing the Chinese market”  

An employee who had quit NEC (China) after its withdrawal from the Chinese 

mobile phone market, was interviewed for this study. The respondent 

requested anonymity. The respondent worked in the department responsible 

for NEC’s entry into the Chinese mobile phone market.  

 

A view of NEC (China) 

NEC (China) is a wholly-owned branch of NEC. It was set up in 1996 in Beijing. 

The respondent said that the CEO was initially from Japan, but the CEO is 

under the control of the mother company. Most of the important decisions had 

to be vetted by the parent company. It meant that the CEO was more like the 

executor of the parent company. In the company, the hierarchy was very strict, 

and subordinates cannot leave work for the day earlier than the superiors, 

because subordinates were expected to be able to supply any needed 

information to their superiors at all times.  Superiors would order their 

subordinates to do assignments without any prior discussion with them. 

Subordinates are required to simply follow orders and do the work. The 

respondent advised that it was good to know what needed to be done and the 

clear instructions in that regard. The respondent further advised that if he did 

not do the tasks well, the superior would punish him, through demotion or 

through a reduction in his bonus. There are a large number of personnel within 

                                                             
1
http://baike.baidu.com/view/28551.htm#sub28551 

2
http://www.nec.com.cn/templates/T_content/index.aspx?nodeid=211 

http://baike.baidu.com/view/28551.htm#sub28551
http://www.nec.com.cn/templates/T_content/index.aspx?nodeid=211
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the company whose role it was to monitor workers and their progress.  

 

The respondents department was also responsible for a number of factories 

which produced mobile phones. The respondent stated that in the factories, 

most of the workers were from rural areas, and that most of them were 

originally farmers. The farmers received only basic training which prepared 

them to be workers in the factories. The staff who work in the offices on the 

other hand are well-educated, and most hold a Bachelor's Degree. According 

to this system, workers in the factories receive a low salary, while office 

workers receive one which is high. There are large gaps between the salaries 

of workers at different levels in the hierarchy. The example cited was that when 

the respondent worked in NEC, he earned 3300 Yuan per month, but his direct 

superior earned about 7000 Yuan per month. Those who were part of the 

middle-level and top-level management earned much bigger salaries and 

bonuses.  

 

The top-level managers commanded more respect than other managers, and 

the staff within the company are very aware and respectful of their status. If a 

person was to be promoted to be a top-level manager, it meant that that 

person would hold more authority in the company. The relationship between 

the superiors and subordinates is more complicated. Every subordinate wants 

to be promoted and so they work hard and follow the orders of their superiors. 

However the orders which they receive are often unrealistic and cause much 

stress amongst subordinates. 

 

NEC encourages the introduction of relatives and friends by current 

employees to the company. The respondent advised that the managers 

believe that it benefits the quality of work and the team spirit of the employees 

and that it reduces the risk of hiring new and untested people. It is considered 

necessary that employees within the same department all have a similar 
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educational background. For example, the employees in the respondent’s 

department almost all had a specialty in marketing and business 

administration. He explained it that it is believed that this makes the 

department more professional. Furthermore, most of the tasks require several 

people to work together, and the task is better executed when all those 

involved have similar professional knowledge.  

 

Most of the work done is team work, with the managers usually dividing the 

workers into several groups. Each group would be given a specific task and 

almost all the tasks are performed concurrently. The daily work for the 

managers in the department was comprised of managing and monitoring these 

groups to ensure their effectiveness. Staff are not individually managed.  

 

As the managers and the employees are so familiar with each other, the 

members tended to work as a family. The respondent advised that when there 

are problems, the workers team together to resolve them. On completion of a 

task the manager usually evaluates the outcomes based on his own 

experience. Workers are not allowed to appraise each other in order to avoid 

harming the good relationships amongst the staff. The manager aims to 

maintain harmony in his appraisals. In order to be promoted employees had to 

execute excellent work within the group. What with team work being of such 

importance with the department, good team players were quickly recognised 

as potential future managers. 

 

Managers attempt to always encourage their staff’s perseverance and thrift. 

NEC is famous for its innovation in technology. The slogan of the company is 

empowered by innovation. According to the company culture, perseverance 

and spirit are necessary attributes for staff to have, in order to be able to 

overcome the many obstacles involved in innovation. The company culture 

also encourages the need to save resources in routine work due to the need to 
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keep as much funding aside for innovation. 

 

Mobile phones produced by NEC in Japan were very popular. In 2004 NEC 

entered the Chinese mobile phone market. In Japan, the most commonly used 

sales channel for mobile phones is through mobile network operators. This 

entails mobile network operators ordering mobile phones from NEC, and 

consumers buying the phone from the mobile network operators. However in 

China, the mobile phone market is separate to the mobile network operators. 

The sales channel for mobile phones in China is through mobile phone 

hypermarkets. This entails consumers buying their mobile phones from a 

hypermarket before choosing a mobile phone network. NEC chose a national 

general dealer as a selling channel, while competing Chinese mobile phone 

companies chose to set up their own individual sales companies to promote 

their mobile phones. 

 

In the beginning, NEC targeted the high-end mobile phone market. It became 

apparent that there were different standards between Japanese and Chinese 

mobile phones and NEC spent large amounts of money into researching this. 

According to the market research, the Chinese market preferred low-end 

mobile phones, with 70% of Chinese people spending no more than 1500 

RMB on their phones. Due to most of the parts for NEC’s mobile phones being 

imported from Japan, there were great difficulties in keeping the price of their 

mobile phones down.  

 

The respondent stated that in China, the mobile phone sometimes shows the 

status of the person. Most businessmen prefer to use mobile phones which 

create a professional and serious image while most Chinese consumers 

preferred the traditional looking phones. Many of NEC’s phones were 

Japanese designed, and while these unconventional and daring designs 

enjoyed great success in Japan, they failed to attract the attention of the 
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Chinese market. Below are some images of NEC’s mobile phones (figure 6). 

 

Figure 6 The NEC Mobile Phone 

 

 

Source: 

http://image.baidu.com/i?tn=baiduimage&ct=201326592&cl=2&lm=-1&fr=&fm

q=&pv=&ic=0&z=&se=1&showtab=0&fb=0&width=&height=&face=0&istype=2

&word=NEC%CA%D6%BB%FA&s=0#pn=0 

 

The NEC mobile phone was not well advertised in China. NEC invited a 

famous director and famous actors and actresses to work on the 

advertisement, but NEC only displayed the advert on a number of websites.  

This strategy failed to recognise the central role which TV plays in Chinese 

people’s lives, as Chinese spend an average of 5 hours a day watching TV. 

The respondent advised that a lot of Chinese companies put their 

advertisements on CCTV as well as a number of other popular TV stations at 

http://image.baidu.com/i?tn=baiduimage&ct=201326592&cl=2&lm=-1&fr=&fmq=&pv=&ic=0&z=&se=1&showtab=0&fb=0&width=&height=&face=0&istype=2&word=NEC%CA%D6%BB%FA&s=0#pn=0
http://image.baidu.com/i?tn=baiduimage&ct=201326592&cl=2&lm=-1&fr=&fmq=&pv=&ic=0&z=&se=1&showtab=0&fb=0&width=&height=&face=0&istype=2&word=NEC%CA%D6%BB%FA&s=0#pn=0
http://image.baidu.com/i?tn=baiduimage&ct=201326592&cl=2&lm=-1&fr=&fmq=&pv=&ic=0&z=&se=1&showtab=0&fb=0&width=&height=&face=0&istype=2&word=NEC%CA%D6%BB%FA&s=0#pn=0
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the same time. A lot of Chinese people are simply not familiar with the NEC 

brand. Some even believe it to be a Chinese company.  

5. Analysis 

5.1 Comparison of two case companies in respect of 

internal management 

NEC is a Japanese company with an internal management style which reflects 

its Japanese roots. Coca Cola is an American company with an internal 

management style which reflects its American roots. With the establishment of 

NEC and Coca-Cola in China, the companies found themselves contending 

with an entirely new and different culture.  

 

Accommodating the Chinese culture in its internal management style is key to 

the success of any company wishing to enter into the Chinese market. The PDI 

scores of China, Japan and America are 80, 54 and 40 respectively (Hosfted 

and Minkov, 2000, pp58-59).  

 

China is a large-power-distance country. In the Chinese workplace superiors 

and subordinates consider each other as unequal, with subordinates receiving 

and executing orders from their superiors, providing what they feel to be a 

beneficial delegation of tasks and responsibilities in a straightforward and clear 

manner.  The hierarchical system is strict and authority oriented. There are a 

large number of supervisory personnel, structured into tall hierarchies of 

people reporting to each other. Salary systems show wide gaps between the 

top and bottom in the organisations. The workers in the organizations are 

relatively uneducated, and their manual work has a much lower status than the 

office work. The superiors are entitled to privileges, and the contact between 

the superiors and subordinates is mostly only initiated by the superiors only. 
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(Hofstede et al, 2010, p73). The typical boss commands great respect from 

subordinates. Visible signs of status in large-power-distance countries 

contribute to the authority of bosses (Hofstede et al, 2010, p74).  

 

The IDV index scores of China, Japan and America are 20, 46 and 91 

respectively. China is a collectivist society. In the hiring process in Chinese 

companies, the employer never employs just an individual, but rather a person 

who belongs to an in-group. The employees' interests should suit the in-group 

interests. Companies prefer to hire employees who come recommended by 

current employees such as relatives and friends. The employee will act 

according to the interest of this in-group, which may not always coincide with 

their own interests (Hofstede et al, 2010, p119). Chinese workers perform best 

when operating with a group goal and anonymously. They performed worst 

when operating individually and with their names marked on the items 

produced. Personal relationships are more valued by the Chinese people than 

work values such as teamwork. Trust is an important element in Chinese 

culture and is a prerequisite for personal investments and involvement to take 

place.  

 

Japan and America are similar. They place somewhere between being a 

large-power-distance work society and a small-power-distance work society. In 

the Japanese workplace superiors and subordinates are more likely to 

consider each other as equals. Subordinates do not only take their orders from 

superiors, but also engage in discussion and consultation with them. While a 

strict hierarchical system does exist in Japan, it is not as strict as it is in China.. 

There are not too many personnel in the workplace, and the hierarchies are 

not overly tall. The salary system is at a medium level. The workers in the 

organisations are mostly well trained and the status between the manual work 

and the office work is not particularly large. Superiors and subordinates are 

more likely to be in contact with one another and enjoy good levels of 
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communication. The boss or top managers are on a more equal level with their 

employees Subordinates are more freely able to give their different opinions to 

their boss, while continuing to recognise the authority of their superiors to 

make final decisions. (Hofstede et al, 2010, p74).  

 

Japan is in the middle of the IDV index, displaying both collectivist and 

individualist characteristics. The hiring process is similar to that of China. 

Organisations also tend to require employees to be suitable for the in-group’s 

interests. Companies also tend to encourage the introduction of new 

employees through family and friends who are current employees. In Japan, 

the relationship between the employee and employer is seen in moral terms. It 

applies in a strict sense only to the group of permanent employees, which may 

be less than half of the total workforce. Employees in Japanese companies are 

also likely to be good at team work.  

 

In the workplace of America, superiors and subordinates consider each other 

as existentially equal. The hierarchical system is based on an inequality of 

roles, established for convenience, and roles may be changed. Organisations 

are fairly decentralised, with flat hierarchical pyramids and a limited number of 

supervisory personnel. Salary systems show small gaps between the top and 

bottom in the organisations. Workers are highly qualified, and high-skill manual 

work has higher status than low-skill office work. All the employees use the 

same service place. Superiors are easily accessible to subordinates, and the 

ideal boss is a resourceful democrat. When superiors make a decision 

subordinates are consulted, knowing that their superior makes a final decision. 

Symbols of status are less obvious (Hofstede et al, 2010, p74).  

 

America is an individualistic country. Employees in American companies are 

economic persons, and there is a greater focus on individual abilities. 

Nepotism is viewed negatively in American culture, although it does inevitably 
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occur to some extent. Americans perform best when operating individually and 

with their names being put on the line, but abysmally when operating as a 

group and anonymously. In American culture, like other western countries, 

interactions involve quick openings that lead directly to the purpose of the 

interaction (Ahmed and Li, 1996).  

 

From the interview with a Coca-Cola manager in China, it can be seen that 

subordinates and their superiors are relatively equal, something which is not in 

keeping with the typical Chinese work culture. Managers aim to give greater 

respect to their subordinates in order to foster a sense of ease and make their 

workers more comfortable in the work place. . Each year in Coca-Cola China 

there is a meeting between superiors and subordinates in which workers are 

able to voice their opinions and suggestions with colleagues and superiors. 

This culture imported from America is again not typical of the Chinese working 

culture. Something which is rather more in keeping with typical Chinese work 

culture is the fact that a large number of supervisory personnel exist. The 

salary range is not as wide as one might find in other Chinese companies, this 

is to encourage workers to remain spirited and work hard. Because of the large 

number of workers who have given up farming to join Coca-Cola, the company 

has set up a very good training system aimed at improving the work ethic and 

abilities of these workers. Nonetheless, there remain several differences 

between Coca-Cola in China and the parent company in America.  Coca-Cola 

in China is the amalgamation and intertwining of Chinese and American work 

culture. The relationship between subordinates and superiors in Coca Cola 

USA is pragmatic, while that relationship in Coca-Cola China is based more on 

emotion, a Chinese cultural influence.  

 

In Coca-Cola China, the tasks are always done by a team. Team work in the 

company is commonplace. Team members will distribute the tasks among the 

group with individuals having responsibility for specific tasks. In the hiring 
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process the employment of relatives and friends is encouraged as it is believed 

that it will benefit the group and the team. In the hiring process, managers look 

for people who have the same interests as the team or group. These facts 

indicate similarities with Chinese work culture. When managers manage their 

staff, they manage them as groups. In the training process, the Coca Cola USA 

focuses on training in an honest and sharing way. They communicate with 

each other to share information. However at Coca-Cola (China), the managers 

will judge the completed tasks by the groups in order to avoid conflict and 

promote harmony amongst workers. Coca Cola (China) also provides training 

for their employees that encourages perseverance and thrift. China, being a 

long-term oriented country, encourages perseverance and thrift as a way of 

securing the future. Americans on the other hand are far more focused on the 

present and the past. From our analysis, we know that Coca-Cola (China) has 

been influenced by Chinese culture, in the sense that they have adjusted their 

internal management strategies and styles in way which fuses Chinese and 

American culture as a step toward the localisation of the company. By fusing 

the two different cultures, drawing together the best elements of each, 

Coca-Cola has managed to efficiently accommodate Chinese culture while 

continuing to encourage a sense of self-worth and strong work ethic amongst 

its employees. 

 

NEC (China) employees need to follow and execute their superiors’ orders to a 

high standard of excellence in order to be considered for promotion. Promotion 

is greatly sought after, as the higher status in the company affords far greater 

authority and higher payment. At NEC Japan, employees are judged according 

to their individual abilities for promotion. Managers focus on how well and how 

much work the employee did before, as well as consulting other employees 

about the promotion. This indicates a difference between NEC in China and 

NEC in Japan, and because China is a large-power-distance country, authority 

plays a large role in organisations.  
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NEC in China is influenced by Chinese culture in a number of ways. The hiring 

of relatives and friends to work for the company is encouraged, while in Japan 

this style of hiring is rejected as unethical. When NEC invested in China, they 

were influenced by the Chinese culture and decided to reverse their policy of 

not allowing the hiring of relatives and friends, a decision which was welcomed 

by the staff. This encourages staffs to recommend talent.  

 

Most of the work performed is done by teams, with managers usually dividing 

the workers into several groups with each group having their own tasks, and 

almost all the tasks are performed concurrently. Managers manage the groups 

rather than individuals. In Japan the same occurs. NEC (China) has only kept 

the element of teamwork in the company. The relationship between employees 

and employer in NEC China is based on a sense of family, while in Japan a 

disciplined attitude confers a strictly official relationship between staff. At NEC 

in both China and Japan, managers always encourage their staff members’ 

perseverance and thrift. 

 

5.2 Comparison of two case companies in respect of 

marketing strategy 

National culture influences multinational companies’ internal management 

strategies and style, as well is its marketing. NEC (China) targeted the 

high-end mobile market in China. However large investments in researching 

the Chinese mobile phone market revealed that Chinese people are more 

inclined toward low-end mobile phones as they are more conscious of price. 

The fact that many of the parts for NEC’s mobile phones needed to be 

imported from Japan into China meant it was difficult to keep prices down. 

Furthermore, NEC (China) pursued a sales strategy which used bundled sales 
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which made use of mobile phone networks to sell their phones. This was 

different from the existing mobile phone sales model in China where there was 

a clear separation between mobile phone sales and mobile network 

sales. These two crucial issues played a large role in limiting NEC’s success in 

China  

 

The Coca-Cola (China) business model is largely based on the ability of 

people to buy a Coca-Cola product everywhere. Coca-Cola will transport its 

products to absolutely anywhere that they are wanted. Due to the low costs of 

1 RMB for a small bottle of Coke or 6 RMB for 2 liters of Coke, Coca-Cola 

(China) enabled its customers to buy their product without worrying too much 

about the cost. Different cultures have different values and attitudes (Wild, 

Wild and Han, 2010). While Coca-Cola was price competitive, NEC was not 

and failed to position itself within a comfortable price range for Chinese mobile 

phone consumers. Coca-Cola has also made a large social contribution to 

China through efforts such as its donations to the earthquake disaster. Such 

efforts ultimately win the hearts of Chinese people and endear them to the 

Coca-Cola brand. NEC failed to achieve this.  

 

Promotion is the use of a variety of effective ways and means to enable 

consumers to understand and pay attention to the company's products and to 

stimulate consumer desire to buy, and to promote the realisation of the final 

purchase (Shimp and Terence 2008). Coca-Cola (China) and NEC (China) 

both made use of Chinese performers, venues and advertising companies in 

their advertising efforts.  Chinese advertising companies were used to design 

the adverts as they were naturally going to be best at knowing how to target 

the local market by being better able to identify and join Chinese cultural 

elements with the relevant product being advertised. By using local celebrities 

and actors, the companies stood a far greater chance of reaching out to the 

local audience and being able to effectively promote their products.  
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Coca-Cola in China targeted the younger generation in an effort to gain an 

image of being trendy and to establish long term consumer loyalty. An example 

of this is the abovementioned Sprite campaign which used diving star Fu 

Mingxia as its spokesperson. This strategy alone grew Coca-Cola’s market 

share by 24%.   

 

It was a difference in advertising channels which ultimately separated 

Coca-Cola from NEC. Coca-Cola was able to identify TV advertising as the 

best advertising strategy and gained huge exposure in a population which 

watches an average of 5 hours of TV a day. NEC did not use TV advertising 

and instead advertised only on the Internet – a strategy which did not succeed 

as well as that of Coca-Cola’s. Coca-Cola’s advertising strategy is reflected in 

the localisation of its advertising and the use of Chinese culture. Through the 

use of various Chinese New Year cultural symbols such as couplets, puppetry, 

paper cutting and other traditional Chinese art, fireworks and folk activities, 

Coca Cola was able to portray an image of it being a local Chinese brand. The 

sponsorship of the Olympic bid, the WTO accession and the Chinese soccer 

team, have also been hugely successful moves on the part of Coca-Cola. 

Coca-Cola in China used the same ideas in the design of its products, an 

important aspect of localisation (Kevin Lane Keller, 2008).  

 

From the interview with the respondent, we know that NEC’s mobile phone 

design is very unique and promotes personalisation, something which enjoys 

great popularity in Japan. However, in China, people were far more concerned 

about the phone's performance and its price, and do not place great value on 

the appearance of the phone. The fact that the phones were customisable and 

able to have a unique look was not as strong a selling point in China as it was 

in Japan. NEC China failed to adapt to this aspect of Chinese culture and 

ultimately paid the price.  
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6. Conclusion  

Through the comparison of the internal management activities between 

Coca-Cola (China) and NEC (China), it suggests that when foreign companies 

invest in China it is necessary to accommodate the Chinese culture. To 

accommodate the Chinese culture, the foreign companies do not need to 

change their enterprise culture totally. The analysis reveals that foreign 

companies should focus on their internal management activities in the power 

distance and collectivism and individualism dimensions. There are some 

advanced activities which foreign companies can use to benefit their internal 

management activities when they invest in China. 

 

In the power distance dimension, it is suggested that: 

 It is necessary to assign the tasks to the subordinates and tell them 

what they should do in their tasks. But it is also a good way to get inputs 

from subordinates when the managers make a decision. 

 The managers should respect the subordinates and make the work 

environment comfortable instead of showing the inequality between the 

superiors and subordinates. 

 There should be supervisory personnel to monitor and supervise the 

staff when they are doing tasks. 

 

In the collectivism and individualism dimension, it is suggested that: 

 To assign the tasks to a team not to an individual.  

 To hire employees who have the same interests as the group. 

 To allow the employment of family relatives in the organisations. 

 The promotion of the staff should be based on their individual activities 

and the team experiences. 
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In the long-term and short-term, it is suggested that: 

 To train employees to have future, present and past perspectives. Try to 

train employees to gain the characteristics of perseverance, thrift, 

respect for tradition and fulfilling social obligations.  

 

When a foreign company invests in China, the company should adjust to 

Chinese national culture. On analysis of the comparison between Coca-Cola 

(China) and NEC (China), the importance of the national cultural influence for 

the foreign company is clearly observed. In the marketing strategy it is 

suggested that the company not sell the product, but rather the product culture. 

Let consumers clearly know the image of the company or product. Foreign 

companies should take part in the host country’s primary-level social 

undertakings, such as making financial donations. That can make a good 

impression on consumers. In product design and promotion, the foreign 

company should add host country cultural factors. As an example Coca-Cola 

(China) use the fact that Chinese people like to get together for dinner to make 

a TV advertisement, with the catch line “there is no feeling comparable 

to home”, giving the Chinese consumer a warm feeling.  
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Appendix 

Question list (Coca-Cola) 

1. In the Coca-Cola (China), is the management model one of centralized 

management or non-centralized management? 

 

2. At the bottom and top employees, is the income gap relatively wide or 

relatively narrow? Can you provide some concrete data? 

     

3. In the management of personnel management practices, is more dependent 

on higher orders and the official rules and regulations or rely on the experience 

and management and lower their deliberations? Can you provide some 

concrete data? 

 

4. At Coca-Cola (China), the employer-employee relationship with a spiritual 

(the company is a family, employee like family to each other generally) or 

reality-based (based on labor relations on the basis of the contract)? 

     

5. In management, it is team-based management or management based on 

the individual? In the company, staff cohesion and team spirit is more 

important or specific prescriptive task more important? Can you provide some 

concrete data? 

 

6. In the Coca-Cola (China), sent by the U.S. Company as the majority of 

people in senior leadership positions, or more local talent in senior leadership 

positions held? 

     

7. Coca-Cola (China) as the first foreign companies into the Chinese culture is 

how to carbonate drinks Coca-Cola into Chinese consumer culture to them? 
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8. How does Coca-Cola's packaging design cater to the Chinese culture? 

     

9. In the past, Chinese consumers see Coca-Cola, red is always vibrant color 

and shape, Coca-Cola the most typifying the American style and personality to 

impress the U.S. Chinese consumers. But in recent years, Coca-Cola TV ads 

launch in China, will choose to shoot in China, please, please, advertising 

design, invited the Chinese actor in commercials. What prompted Coke to 

make such a change Can you provide some concrete data?     

 

10. We all know, Coca-Cola has always been used in the United States is no 

difference in market coverage strategy, target customers become more 

extensive. But in recent years, the Chinese Coca-Cola advertising to young 

audiences to focus upon, dynamic advertising screen to the health of young 

people as the main image. “Coca-Cola is always dynamic” as its latest 

advertising slogan in TV program. What is localization strategy in China with 

the Coca-Cola Company? Can you provide some concrete data? 

 

Question list (NEC) 

1. In NEC (China), is the management model one of centralized management 

or non-centralized management? 

 

2. At the bottom and top employees, the income gap is relatively wide or 

relatively narrow? Can you provide some concrete data? 

     

3. In the management of personnel management practices, is more dependent 

on higher orders and the official rules and regulations or rely on the experience 

and management and lower their deliberations? Can you provide some 
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concrete data? 

 

4. At NEC (China), the employer-employee relationship with a spiritual (the 

company is a family, employee like family to each other generally) or 

reality-based (based on labor relations on the basis of the contract)? 

     

5. In management, it is team-based management or management based on 

the individual? In the company, staff cohesion and team spirit is more 

important or specific prescriptive task more important? Can you provide some 

concrete data? 

 

6. What were the marketing strategies of NEC in the Chinese mobile phone 

(2.5G)? 

 

7. How do NEC(China) design their products? 
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