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Brand Aesthetics in China

The subject of Owen’s book, ‘Brand Aesthetics in China’ , is a critical issue
for China.

It’ s bigger than a marketing or communications issue.

Creating powerful brands will be vital for China’ s economic future as it
continues to develop economically and moves beyond being a low cost manufacturer.

The time is overdue for Chinese brands to move on from their commodity—like
reliance on price, scale and presence and move onto the next stage of development
that is the development of enduring intangible brand values that come from the devel-
opment of brand aesthetics, the subject of Owen’ s book.

While there have been encouraging improvements in China, recent reports from
Brand Consultants that show a number of Chinese brands climbing the ladder of In-
ternational Brand measures could be misleading and can provide a false sense of
comfort.

Market scale is not the same as the development of true brand values.

The fact is many of these ‘big brands’ have climbed the brand ladder due to
their sheer scale rather than any enduring genuine intangible brand associations. If
they disappeared tomorrow most consumers wouldn’t care a great deal and would
simply choose the next well-known similarly priced alternative.

Great brands are a sum of the parts. Improvements in Chinese made product
quality, great scale and awareness are great foundations to build upon. Chinese inno-
vation, particularly in technology and Internet is providing great hope for Chinese
brands too. But it is not enough.

So what does this mean for the industry?



It means greater focus on the development of distinctive intangible brand
meanings and rich brand personalities. To produce intangible associations that
creates a passionate loyal consumer base. Intangibles that mean a brand can survive
the inevitability of product parity and command a price premium.

Brand aesthetics that can create Chinese Brands that will appeal not only to a
domestic audience, but increasingly to a Global market.

That’ s how important this issue is.

That’ s how important this book is.

Stephen Drummond
Integrated Marketing Communications

Senior Director of Coca—Cola
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