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ABSTRACT

With the development of integrative economy, more and more MNCs
successively enter into the international marketing and compete
drastically there. Hence, China market inevitably becomes the object of
MNCs. Meanwhile, China enterprises sell actively their products and
develop the movement of brand marketing in the international market so
that they can become great company and brand. But the international market
is consist of different cultural circumstance, and brand marketing takes
on cultural attribute, so the difference of cultural circumstance easily
leads to the difference of enterprises’ strategies in brand marketing.
Moreover, it 1influences the development of China brand in Ehe
international market. Therefore, developing the effective activity of
cross—cultural brand marketing based on different cultural circumstance
is the right approach and realistic choice of China brand entering into
the international market.

Now, the theorists study excessively the relation between singular-—
ity culture, abstract culture and brand marketing, but there is a lack of
studying the relation between cross—cul ture and brand marketing. The past
study only refers to some lateral problems of cross—cultural brand
marketing, and there is a lack of systemic study , all-around study and
embedded study. In virtue of the practice of enterprises’ multinational
operation imminently requires the guidance of systemic cross—cultural
brand marketing in order to decrease its blindness and risk ,and to
increase the efficiency and effect of enterprises’ multinational
operation. Consequently, by utilizing the study fruit of cross—cultural
marketing, the internationalization and localization of brand, the
internationalization and localization of marketing and so on , the paper
attempt; to conceive the system info of cross—cultural brand marketing
based on literature study means, case study means and comparatively
analysis study means. The paper’ s main study content is as follows:

Firstly, the paper retrospects and summarizes some basic concepts
about cross-cultural theory and brand marketing theory in order to

provide support and establish base of the systematic study on
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cross—cultural brand marketing. In this chapter, the auther briefly
analyzes the definition, trait, layer of culture and the difference of
culture mode, the concept of cross—cultural management and marketing, the
definition and function of brand, the connotation and meaning of brand
culture marketing, the connotation, instrument, trait and tactic of
international transmission in brand.

Secondly, the paper conceives creatively the system info of
cross—cultural brand marketing and discusses its definition, trait, flow,
mode. Accordingly, the paper find out the theory essential and practice
barycenter of cross—cultural brand marketing. In this chapter, for one
thing, the auther emphatically brings forward the operative flow of
cross—cultural brand marketing which includes 6 steps of strategic
management and compounding elements such as the establishment of
cross—cultural brand marketing’ s desirability,the circumstance
analysis of cross—cultural brand marketing, the posting and culture
personality of brand, the originality and design of brand, the tactics and
management of cross—cultural brand marketing mix, the innovation and
protection of brand.

Thirdly, the paper analyzes comparatively the status quo and case of
cross—cultural brand marketing of multinational companies in China
market so that it can provide some experience and reference to China’ s
enterprises. In this chapter, the auther analyzes contrastively two
classical cases which depict Elias’ s and Coca Cola’ s cross—cultural
brand marketing in China market, and finds out some basic rules, traits,
principles and tactics of cross—cultural brand marketing.

Finally, the paper analyzes the status quo, meaning, genre,
trait, object and path of multinational operation of China enterprises.
Moreover, the paper discusses the countermeasure of cross—cultural brand
marketing of China enterprises.

Moreover, the auther gets some important points of view:

1.There is a close relation between culture and marketing, brand
marketing. Culture decides the success and failure of cross—cultural
brand marketing.

2. The international market exists in cross—cultural circumstance.
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The marketing, especially brand marketing, must consider the culture
circumstance of target market.

3.Cross—cultural brand marketing is a systematic project that should
consider carefully the prior research, brand posting, brand design, brand
transmission and brand management etc. Consequently, it can conduce to
form effective theory guidance and practice manual.

4. The cases about cross—cultural brand marketing of multinational
companies in China market play a great part in China brand entering into
the international market.

5.China enterprises’ multinational operation should respect and
understand the requirement of cross—cultural circumstance, and adjust
the strategies of brand marketing based on different cultural
circumstance.

Meanwhile, the paper also draws the pith of correlative theory
study, but it incarnates the auther’ s style in configuration and content
of the paper.The innovation of the paper is about the constitution of
cross—cultural brand marketing theory. In chapter 3, the auther studies
creatively the definition, character, flow, mode of cross—cultural brand
marketing. Thereinto, the whole sketch map of cross—cultural brand
marketing’ s flow is brought forward extrusively and the strategy
essentials of cross—cultural brand marketing are distinctly understood.
Subsequently, the auther studies the mode of cross—cultural brand
marketing and puts forward two—dimensional structure model of cross-—
cultural brand marketing, and analyzes the merit, defect, applying
condition of every mode in the model.

In a word, the competition in the future is the competition of brand.
Studying and practising scientifically cross—cultural brand marketing
is in favor of acquiring great competition predominance, creating strong

brand visualize, and increasing the international value of brand.

Key words: Cultural Circumstance; OCross—culture;
Brand Marketing; Multinational Operation;
Cross—cultural Brand Marketing
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