s Or l g?/,x'? |

1T T







BHEERKE (CIP) ¥iE

BEAREETFATAEHRBHR/KERE. —¥F
M. IWARAR KM, 2011.1

ISBN 978-7-209-05612-0

[.O0#- 1.0% - I.OBEAR -V EHE—
HHEH¥E R —FE N.OF279.247

th B AR A E 18 CIP B¥EB T (2010) & 257256 5

HEGiE: TEH
FWBI . F g

BEARAEETFLARETHRBAR
KER F

R AR & B

WERARERMERR T

#H OHFETEABBAAETIES BB 45:250001
R HE:http://www. sd— book. com. cn

& 1788 :(0531)82098027 82098028

HEBEZH
ERERNAMBERQTEN K

;M 4 16 FF(160mm % 230mm)
En 3k 19

F ¥ 270 FF W2

BR Sk 20N E1HZE 1R
Bl kR 201 E1BE 1R
ISBN 978 —7—209—05612—0
£ #r 30.00 %

mERBEE, RS Hi%k, Bi%:(0532)88194567



IR

B 20 42 90 AP LIk, FE R SR R, B E A B & i
BARFENEA. MEPEMAMHARASHHN, -BREXHEE LA
BERBBEATE. HET, 2KEKHK 500 KEEAFHCH 480 ZXK
FERRRE LA, Ko 40 BREFET THXK EBFH, SR TR
R A AR 9§0%0 5 IR, B E PR35 4 K T R3S, B E A A
FHREFERWBEARBENMEENZE RS HXARER, FR
MG ETHERAERA R EER TR ARNESBES . mxt
BEASTEETAERNEETHEHS HBEZINES, P EBUT .4
W R RE CRVIBRZ BB EAN AL P ELFE BT HE Lk
WERKEWE, EETERZ T, BXEEAREE TN EE SR
5, BB AEA T AL FILF S E A S

FHXS T 5 E 2 F BT O H AR STR , 4 e B B A ¥ FA B MBS,
HEEBERAARFAREHEEHRBHRIER MRS 5%,
EARIZHRTFEREAREEEH RS NTR, BN FARIR
FREER TR, IRECEEEMREZ N BEAR EEEH
AR B R BE , T A 5 IRE IR R E A RUR 2B E A AR AFR
REET AR B FARZEITEE 8 RS EE LA e s LR
FEEXN EH RS HATRT R RMERER, WA, LA HXTHRLE
FEEMESBT T, HK, UE B E A 5 RS =X 5, a0 E FR g
B 25 [ s BRI A B E RKEN EETREBEA AR
ERAEEZENER, MTREESHEEFARMERERNE, H
FREZFHEAR LB A Z2BE A K& X8 28 I B AR [ B s



2  SEASHEAE T A SRR

X5, X2 RAEFRPNF A Al 76 40H E & # R R RN EEZE
WHEE. FR, A EARFAFMBHITR, FBEZENETAH
VR B0 ] R B AR R HP A — D B T R B R A 2, BIHE T2 R
H— WS EERPEATIR, MRA E L0 IREE A A AR ZHE
FHESER S R, Bl — A F A R S S 2 Z B R T AW
mil, &~ FA T Z ERAREBRES T A A VE R . Bk, X85 B A 7] i S
FABMEMIT AN EEMEPEATR, WEBREAR TA
) B RO S A — I U

EFSt LA LA, APPSR LR 68 BT R SKE A 5 R R B 5
WA & TR, i TR WEE A REE T AR EHRMSEAN T
ZFHEH, W TERARESTA R E SRS EENLY , PR
A FIEAET N AVE B B B B BRI B R B s E A
BITEAE T 20 BB HH IR A AR

B A SMER BTN AE B A B F 2 F AR i R B — 1 T,
B 2N Bl T BB A AR R B, AU T AR RR R R A
ffs, ZH THEEA AL FEERX, 26 T 7o m /s
] . B IERBL R BT AL A7 L 26 B R B A2 ) T E 5 2R0E [ Z (R B SCfk
EFMTAFANBEHSRESHHEE, B MRLIEFRGERN, &
FEE R E 2 Al E B, X T2 5l 5 8 8k i e
TREFHHEX R, ABZIEMTELRIA, EHST TEEHQFEE
TAFE WS HIEH T B XEK. RN, 85 E A 78~ 6 5 R
AXMTHEETAFAEHMENGHEEEWENER, XTE—-1TH
B, ABFFIAA B R B8 — 2 R g o [ X 1T et (8] e 4, B 4y
AEEERNIRAR, REETARTERL TERL BN RHN
B BHSIHGEARRBEGEMEI, AHETFAFANEHSIMEERR
BT 7245 B R EERES, TR T2 Al i) g R 2B 2R
RN BEYE, B R EENE RS RN EESERE R R
BANRE R, P ET R T HRERAS T ER A G MA RR
MRENT . BEAAEEREAERARNIRBE4E FENE
Rl ds, MAREBEER, B, HASE2KETAFNERNEH
BEBE AT R ERE. XTE RS, AR AN, KEERE



A€ [T 3

HETEERFHNE A7 EER B REEK, mHBEA T EE M,
EERARREENEELEBERMMIR. B, EHHEATETHY
PN B, EAESTEA THEHM S A A EEEERERATE
T AANEE REERARSE S P EAEERNLE SR, i B
EXFEBERAR—EE S TP ETSISE, 3 AW TARY
HEIE B E KA

BEAFRERETAFBHEROTENRZAZFAFRNE FLA
AHERMSIBARERWHFAR LY, MIXEERLRLETESZH
Ho SMEIRSE R BE A B B T W ARAE AR AL, B F) R B B AR 4L
S B T ) AR R B W, FAE A SRR (N TFA R RAEE S .
BIGAUHIAEAL BB 4 ) AR b th IR 720 J 47785 B AR B A 3
B, AT HESHE B R A RIAEAE T8 Rl B 4 SRk A0 TE LRIt

A B5 RN GG T A QIR K EENBER/ TAFA
AR BEER/REEARERMLEIT/FA R BERENAMH
B LR T B E L F T A R B AR, B — ke A E E
RIS PR A T2 B 2B B RS T AR R 2 Rk B . AR BT SE
B, ERBEBARNEEFAREHREEEN - LRERBETH
A ISR R, B KM T Z A R R T, HEEY
WHKATEZE T, 388 B A B 4T 2 8] TR — L AR mg A&
PEIRBS BT, FF R T IAI R LB R .

RIBFLR PR SCIE ST, AR B R AR AR T AN ES
B B R0 50 O — L B AR AR B R RN LB B R
B =AE B, — BN ERYHATETGNEEAREET
RF R EREEE . EETAF—BESA TR EEBEE P E
i, 5t 2K K B 2 A B AR FTE I, B B2 B 2E 4K AR mS B IAT
L RZEHRE R A FEEE SRR 20 D 90 SRR A F
EHETAFRNERER . EETFARNERKERAEETE SSEHS
WIZ R, 8 LA AR, AR RN E MRS HEE
BANRMBHRRE TR Rl W32 B4R B4 R B 2 2002 4E LU /5
BEAREETAFNSMEERES .. EETARABREEREER
BHEREZRAE EHEERRE, VTSR B, BN



a | ESEAFEE T EE B T

RiEE— SR R R BB S, (B2, ARt iEE T
FERRFTA A X — B BRI S E A B 7 F A RIS M W3 b &R
o PBOMISME L — R B E AR, ~EEEARTFARAE
REWEE TR T RAGE E 2] i R MU A 7
GEEAZRBRARARRE RN EZELSERBEREEY
AHARIZEER , BT DAZESS 5 30 8 d 30,

ARG LI, B [ 2 T FE AT ) 25 404 I (08 4 2 1 Ay 1 o
AR, BT R A R, WM R RIS E A F 4
T4 F B RS B AR, R U B A B R T, R 52 4 Bk
BRIV RS X AP R B R B S AR B — &
BRI I — Al Y AR A T B 0 F) B R B AR
BREN— R BEERERNFARERNASHEH R B4
B DRI 7 B R T TR 2 A B Y G . A MRS S B
B2 Al AE 42 T B B Y MRS B T8 0E KB 0 2 B B, MK — A R W B
BV R T AL AR

FEEENE B EAAAETA TSI BE, AU zEn
1) By kAR B B A AT, T EL AP 25 1) b O SR AE P . N 25 4
AR st ] F A R B S , R IR B 4 RIFE A T/ Rl I R A
MEHR—B FSEREARFAA NN RS TEETEEES. T8
B S A, AABEEA S FATNERGE LR, FuT
2% BVE B RS B TR M AR AE T+ 4 B B, 58— S T ) B Y R
HHBHMRREAY.,

AP THEE 2 R T8 15 40 A0 M 30038 10 3 DR R 06 3 5
U AR 58 2 B B LA B SR A AR AE 4R , B R % B A 198 40
AT BB AR R IE 0, R E R BRI B S R R b TE, 7
B, WAPEAVEEBEARANBER SN SHSRBET 2RI N
A, A BT E AT 8 R A IR R,
B E el E PR S E S RS R AL EE S, R E A Tk
Wyt FIEE Sy , 3 RAE F 2RI, L R E R H I HAL o

XA BEAR TAR BRRE LIRS R

W2 FAL R |



ABSTRACT

Since 1990th, MNCS gradually become the leading actors of foreign com-
pany who come to invest in China. Along with China’s WTO entry, a tide of
investment by MNCS surges in China. And now about 480 MNCS of the 500
largest MNCS in the world have invested or built branch in China. About 40 of
them have founded reign headquarters. And the MNCS have founded more than
980 research organizations. At the same time, MNCS begin to empire their
competition of value chain by other ways. It seems that to occupy the market in
China has become the chief strategy of MNCS in China. The government, the
companies and consumers in China has felt the influents that the MNCS has
brought to Chinese economy and market. According to what we have talked
above, the research of MNCS’ marketing strategy in China become the hot spot
of academies and companies.

Compare with other research fields about MNCS, the research of MNC’ S
subsidiary company, especially the marketing strategy of the subsidiary company
is a new issue in some measure. First, most research about MNCS’ marketing
strategy, is on the basis of parent company and subsidiary company. And the
researchers always calls their research MNCS’ marketing strategy in China. But
they did not consider about the framer of the strategy: the parent company or
the subsidiary company. And they did not think about: the difference status of
them in the process of framing the strategy, the different choice may bring on
different result. So there is weakness in the research fields. Second, the pr-

esent researches, for instance the international strategy, the multilateral strate-
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gy, the global strategy and transnational strategy, are on the basis of the differ-
ence between parent country and host country. But they did not think about in-
side the parent country, there technology differences, income differences, and
consumer differences. These differences will affect the parent company’s strate-
gies in their own country. Third, the present researches only look the subsidiary
company as a cell of the strategy system of the parent company. It means that
the subsidiary company is an individual in their researches. They did not think
about the conformity of the parent company’s value chain and the subsidiary’s:
the different subsidiary companies may affect each other in the framing of their
strategies. So that to research the subsidiary companies’ marketing behaviors in
the value chain network is a new field in the research fields of MNCS’ market-
ing strategy .

To solve the problems above, we integrated theoretical studies with demon-
stration analysis and typical cases in this study. We analysis the main driving
force of the subsidiaries ’ evolution of marketing strategy, explore the evolution
of their marketing strategy, sum up the evolution of the subsidiaries’ marketing
strategy path and stage, construct their basic pattern of marketing strategy .

Domestic and foreign researchers’ conclusions: as a module of MNC’ S
strategy system, the subsidiaries’ marketing strategies, are not only constrained
by their role in the MNC’ S strategic system, by the MNCS’ organization and
management pattern, by their continued existence, autonomy status and their
types of industry, but also constrained by a variety of other factors such as the
cultural differences between home and host countries, the performance of mar-
keting. However, empirical studies showed that there were no significant corre-
lations between the management patterns of MNCS that base on home culture
and the formulation subsidiaries’ marketing strategies. Through empirical
study, we found that there is no significant correlation between marketing per-
formance and subsidiaries’ strategies, but the management patterns of MNCS
have significant effects on the marketing strategies of subsidiaries of MNCS in
China. About the first problem, the study found that: first, it is due to China’

s opening up for only a short time and multinational corporations invest in China
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for a short history, their subsidiaries in China often operate in China only in the
eatly stages, marketing performance has not been fully realized. In particular
marketing subsidiaries operating performance often doest depend on the ability of
its own. It depends on the strategic decisions of the parent company and the un-
certainty of the business environment. Not as a marketing strategy with the main
reference conditions. The second reason is that China is a rapidly growing mar-
ket, and the environment and the system is not yet mature and stable market.
MNCS are often long — term strategic thinking of investing in China, focusing on
the future eamnings, rather than short — term gains and losses, therefore, Mar-
keting is not entirely based on the short — term performance of a subsidiary com-
pany to change the strategic choice. Regarding the second question, the study
concluded that the main reason lies multinational corporations with investments
in China mainly from the developed countries, only a short time in China, have
not accumulated a wealth of information and knowledge to operate in China.
Therefore, in the early stages of its access to China’ s markets, tend to draw
from the mother culture of the parent company management model directly ap-
plied to the operating subsidiaries in China, although there is a big differences
between home countries’ cultural and Chinese cultural. Such management is
not necessarily suited to the Chinese market environment, often bringing huge
cost of communication and management between subsidiaries and parent compa-
nies.

The evolution of marketing strategy of Subsidiaries of MNCS in China af-
fected by the parent company, subsidiaries and external environmental factors
common constraints. These factors are always at the changes. Subsidiaries of
the parent company and the external environment will affect the strategic chang-
es. The changes will affect the strategy of the parent company’s strategy for the
evolution of their affiliates (such as subsidiaries of resources and capabilities
autonomy changes, the spirit of innovation, etc.) changes in the marketing
strategy will be driven subsidiaries for the adjustment subsidiaries of multina-
tional companies in China, thus promoting the formation and evolution of a mar-

keting strategy .
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Strategy paper from the parent company / subsidiary autonomy, the host
internal differences / subsidiaries autonomy, transnational differences / host in-
ternal and industry differences / subsidiaries autonomy the four angles and so
on. Construction of the subsidiaries of MNCS’ marketing strategy model, the
integration strategy, the parent company led Adaptation Strategies and Dual Di-
versity Strategies, subsidiaries led Adaptation strategies and Dual Diversity
Strategies. The study found that impact on the evolution of strategic marketing
subsidiaries of MNCS in China is a key variable in the marketing environment in
China particularity Regional extensive and regional imbalance. The inherent dif-
ferences between China marketing environment, subsidiaries of MNCS in China
to seek to force integration and adaptation strategies in the strategic balance and
Dual Diversity Strategy marketing strategies ultimately introduced.

Based on theoretical analysis and empirical analysis, the subsidiaries of
multinational companies in China will evolve into a marketing strategy for the
integration of marketing strategy, adaptability and dual diversity marketing strat-
egy in three phases. Early integrated marketing strategy for entering the China
market is mainstream strategy. Subsidiaries to the parent company’s general
strategy in China transplanted directly to the Chinese market, completely rely on
the parent company’s expertise and resources to become implement the strategy
in China, lack of marketing decision — making autonomy. Since 1990s, adapt-
ability marketing strategy become the mainstream strategy of subsidiaries of
MNCS in China. Subsidiaries in China had the power to the host country market
and the home market and the difference between appropriate adjustments parent
strategy marketing policy makers to become fully functional, but mainly relies
on the knowledge and resources of the parent company. After 2002 dual diversi-
ty marketing strategy becomes the strategic trends of subsidiary of the MNCS in
China. Based on internal differences of the host country’s environment, subsid-
iaries in China have the right to make marketing strategy independently. Then
subsidiaries in China become policy makers who pay attention to the integration
performance and differences reaction ability of the host country fully functional .
However, the study also noted that not all subsidiaries of MNCS in China to get
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to this stage will be a dual diversity strategy. Implementation of the strategy
normally takes three preconditions: First, they need only satisfy different de-
mands of customers; Second, the industry market size and potential market de-
mand of the host; Third, multinational companies maintain adequate internal
operation of the multi — national or transnational operations with the knowledge
and experience accumulated. and can flow freely.

The study found that strategic marketing subsidiaries of MNCS in China are
two basic models for the evolution of performance, that the progressive mode
and reform mode. Progressive model means that subsidiaries of MNCS in China
gradual evolution of the marketing strategy. Seen an obvious characteristic of
this stage, there are no leap forward in the strategic adjustment. This gradual
evolution is achieved primarily through three paths: First, the integration of
marketing strategy from the parent company led to the adjustment of marketing
strategies; Second, marketing strategy towards an integrated marketing strategy
subsidiaries led adaptability; Third, Marketing strategy from the adjustment to
double the differential marketing strategy. Mode change is the evolution of stra-
tegic marketing subsidiaries of muliinational corporations in China jumping at
some stage directly from the integrated strategic adjustments for the differences
between the two strategies.

The marketing strategy evolvement of subsidiaries of MNCS in China, not
only being ensued and staged in time, but also simultaneity occurred in space,
those need our attention. Characteristic of dissimilarity subsidiarities of MNCS
in China representes disaccorded on ensued and staged in time. The stage char-
acteristics of some subsidiaries of MNCs are very illegibility indeed. In terms of
the spatial coexistence of marketing strategy, the performances of various sub-
sidiaries of MNCs also have differences. Some subsidiaries of MNCs have clear
homogeneity of marketing strategy, but other subsidiaries have obvious heteroge-
neity .

The study about causation of marketing strategy promotion, strategy promo-
tion mechanism, strategy promotion phases, and characteristic of strategy mode,

not only extend the study system of company strategy about subsidiaries of
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MNC, but also complement the study system of international marketing strategy .
At the same time, it helps Chinese enterprises to leamn and innovate upon tran-
snational marketing management from MNCS’ experience, establish effectual
marketing strategy and tactic system, and figure competitive advantage and core
capability of international marketing for resisting impulsion and pressure from
MNCS, entering into Global Market finally, and establishing Global Competitors
Status.

Key words: Subsidiary of MNC; Marketing Strategy; Integrated Strategy;
Adjustment Strategy; Dual Diversity Strategy.
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