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The purpose of this study is to identify opportunities to match marketing 

communication message strategies with the target audience characteristics in 

the Chinese luxury market entry context. Therefore, consumer behaviour and 

psychographic marketing segmentation fields are being reviewed in a holistic 

view in order to identify the similarities and connection points. Through the 

analysis of the messages in advertisements placed in a certain luxury and 

fine living magazine, message creation strategies are being anticipated. 

 



3 
 

ACKNOWLEDGEMENTS 
 

 

I would like to emphasise the generous mentoring efforts of Professor Olli 

Kuivalainen from Lappeenranta University of Technology and express my 

gratitude towards his professional engagement as well as high level 

contribution. Likewise, I would like to state my deepest appreciation to 

Associate Professor Jonas Hoffmann from SKEMA Business School for his 

inspiring comments and suggestions. Without their guidance and support this 

dissertation would not have been possible. Concerning the access to the 

Robb Report magazines as the subject of the empirical research, I would like 

to express my gratitude to Mr. Vincent Zhuang as well as to Mr. Ilya Kurinets, 

the editors from the P. R. China and the USA editions, respectively, for their 

great support. Moreover, I have to indicate my very special thanks to Ms. 

Grace Huang who worked on the research, translation, and interpretation of 

the Chinese advertisements placed in Robb Report China utilised in this 

thesis. 

  

Furthermore, I would like to mention the delight of working with tremendously 

encouraging and vision-broadening academic staff both at LUT School of 

Business and SKEMA Business School. Moreover, my colleagues and fellows 

from MIMM and IMBD master’s programmes have brought a great enjoyment 

to the studies and gave a novel touch with unique life-stories and diverse 

viewpoints. Similarly, I would like to recognise the stimulating field 

experiences of colleagues and managers from Mercedes-Benz China as well 

as academic staff of the University of International Business and Economics, 

shared throughout the time period I spent in Beijing. Their sincere comments 

and inputs contributed to this study indirectly by helping me to develop a 

basis for empathy.  

 



4 
 

Last but not least, I have to indicate thankfulness deep from my heart to my 

father Basri Yılmaz who has provided much more than a base for my 

success, as well as my mother, Gülümser Yılmaz, my sister Burçin Yılmaz, 

and my uncle Dinçer Tetik who have been urging me on with my work. At the 

end, I would like to express special appreciation to my fiancée, Marina 

Lourenço da Cunha who implanted me the idea to initiate a master’s degree 

and accommodated me in every respect including in the moments when there 

was no one to answer my queries.    

 

                  Côte d’Azur, September 2014 

 

 



5 
 

TABLE OF CONTENTS 
 
1 INTRODUCTION ........................................................................................ 10 

1.1 Background .......................................................................................... 11 
1.2 Literature Review ................................................................................. 15 

1.2.1 Market Entry and Segmentation for Chinese Market ..................... 16 

1.2.2 Marketing Communication and Implications to the Chinese Market
 ................................................................................................................ 18 

1.3 Objectives and Research Questions .................................................... 20 
1.3.1 Objectives ...................................................................................... 20 
1.3.2 Research Questions ...................................................................... 21 

1.4 Conceptual Research Framework ........................................................ 24 
1.5 Definitions, Key Concepts, and Delimitations ....................................... 26 

1.5.1 Definitions and Key Concepts ........................................................ 26 
1.5.2 Delimitations .................................................................................. 30 

1.6 Research Methodology ........................................................................ 32 
1.7 Organisation of the Study ..................................................................... 34 

2 MARKET ENTRY AND CHARACTERISTICS OF CHINESE MARKET .... 36 

2.1 The Background of Internationalisation Decision: What to do? ............ 36 
2.1.1 The Conditions for Successful Internationalisation ........................ 37 
2.1.2 A Glimpse at Internationalisation Theories..................................... 39 
2.1.3 Market Selection ............................................................................ 41 

2.2 The Foreground of Internationalisation: How to do it? .......................... 43 
2.2.1 Market Entry ................................................................................... 43 
2.2.2 Marketing Strategies ...................................................................... 45 

2.3 Chinese Market Characteristics and Luxury Products .......................... 49 
3 STRATEGIC MARKET SEGMENTATION AND CONSUMER BEHAVIOUR
 ...................................................................................................................... 54 

3.1 Theoretical Overview of Segmentation Concept .................................. 54 
3.1.1 Focus of Segmentation, Targeting, and Positioning ....................... 55 
3.1.2 The Importance of Segmentation ................................................... 56 
3.1.3 Framework for Segmentation Practice ........................................... 57 
3.1.4 Values, Attitudes and Lifestyles (VALS) Framework ...................... 60 



6 
 

3.1.5 Negative Factors that Impact on Segmentation Studies ................ 61 
3.2 Theoretical Overview of Consumer Behaviour ..................................... 62 

3.2.1 Consumer’s Decision Making ......................................................... 63 
3.2.2 Consumer Behaviour and Personality ............................................ 64 
3.2.3 Consumer Perception .................................................................... 65 
3.2.4 Affluent Consumers ....................................................................... 67 

3.3 Chinese Luxury Consumers and Characteristics ................................. 68 
3.3.1 The Concept of Luxury in China ..................................................... 68 
3.3.2 Traditional and Modern Values in the P. R. China ......................... 70 
3.3.3 Classification of the Chinese Luxury Consumers ........................... 71 

4 INTEGRATED MARKETING COMMUNICATIONS ................................... 73 

4.1 Overview of Marketing Communication ................................................ 74 
4.1.1 Communication Theory and Process ............................................. 74 
4.1.2 Integrated Marketing Communication Process .............................. 77 
4.1.3 Share of Mind ................................................................................. 78 

4.2 Branding and Integrated Marketing Communication ............................ 79 
4.2.1 Communications and Consumer Behaviour ................................... 81 
4.2.2 Cultural Values and Marketing Communication ............................. 82 

4.3 Message Creation Strategies ............................................................... 84 
4.3.1 Message Strategies ....................................................................... 86 
4.3.2 Advertising Appeal and Message Source ...................................... 88 
4.3.3 Executional Frameworks ................................................................ 88 

5 EMPIRICAL ANALYSIS ............................................................................. 90 

5.1 The Design of the Research Methodology ........................................... 90 
5.1.1 Content Analysis ............................................................................ 91 
5.1.2 Implications: The Fit of the Research Method ................................ 92 

5.2 Overview of the Research Environment ............................................... 93 

5.2.1 Importance of the Magazines in Marketing Communication of 
Luxury Products ...................................................................................... 93 
5.2.2 Introduction of the Magazine in Question: Robb Report ................ 96 

5.3 Research Process and Coding Criteria .............................................. 102 
5.3.1 Explanation of the Categories and Coding Criteria ...................... 102 



7 
 

5.3.2 The Research Process ................................................................ 103 
6 DISCUSSIONS AND CONCLUSIONS ..................................................... 107 

6.1 Main Findings ..................................................................................... 107 
6.2 Theoretical Contributions and Managerial Implications ...................... 109 
6.3 Limitations and Further Research ...................................................... 112 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



8 
 

LIST OF FIGURES  
 
 

Figure 1. The Literature Cluster of the Study    p22 

 

Figure 2. The Conceptual Framework of the Study   p26 

 

Figure 3. Market Segmentation Bases     p59 

  

Figure 4. The Communication Process      p75 

 

Figure 5. Monthly Influence Platform      p98 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



9 
 

LIST OF TABLES  
 

 

Table 1. Robb Report USA Audience Facts    p98 

         

Table 2. Robb Report China Monthly Readership and Circulation  p100 

 

Table 3. Summary of Chinese Affluent Characteristics and the Robb Report 

Readership Characteristics       p106 

 

 

 

  



10 
 

1 INTRODUCTION 
 

 

The enhancements and novelties in various areas of the overall human 

development have both affected and been affected by new business 

approaches. Progressively changing factors, such as transportation or 

communication enable the firms to look for and to discover new opportunities. 

The pursuit of new opportunities could also be understood as increased 

internationalization desire in different scales and scopes, particularly in the 

attractive emerging markets. The cross-border extension, however, means 

actual interaction with new cultures in different business environments. In 

other words, cross-border business activities indicate an increased need to 

better understand the involved stakeholders since instinctive business 

strategies and actions rooted in previous experience could be misleading 

when simply transferred into different contexts. Among other stakeholders, 

certainly the consumer who makes the purchase decision constitutes the 

central importance. For business-to-consumer firms it is essential to properly 

communicate the offer with a holistic approach (Percy 2008, 5), in the newly 

entered market. In order to assure a successful convening of the message 

and also to minimise the business risk, firms must be able to empathise with 

the lifestyle of the target audience in multiple aspects. Especially when 

working with luxury goods, local consumer’s behaviour and perception 

demand appropriate communication adjustment for a meaningful market 

positioning. That is particularly important in emerging markets in order to 

increase brand consciousness and awareness (Ostapenko & Ghedrovici 

2013). 

 

Having understood the target audience, deciding how to act in relation to 

difference is another critical point. Taking into account differences in an 

intercontinental scale, the marketer must be able to understand and segment 

luxury consumers using meaningful criteria. Moreover, the identification of a 
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suitable marketing communication message strategy for the targeted segment 

is just as vital to ensure demand creation and its management in a 

sustainable manner. In order to try to throw light on differences in marketing 

communication when initiating cross-border activities with the People’s 

Republic of China (PRC) for luxury products, this normative study aims to 

identify the match options for communication behaviours and Chinese affluent 

segmentation. 

 

 

1.1 Background 

 

The global luxury market has been echoing the positive global economic 

direction in the post-crisis period. Although, the 2011 socio-economic 

turbulence caused a slowdown reflecting single-digits, growth still continues. 

Also, the industry expectations are linked to the mentioned relation. The 

attention taking side of the overall growth is the remarkable contribution from 

the Asia Pacific region (2013 Luxury Goods Worldwide Market Study, 14). 

More specifically, the high income household has been rapidly increasing in 

comparison with the overall economic outlook. The slow-down in the overall 

growth has been explained by an increase in inequality of overall income in 

most of Asia (Global Powers of Luxury Goods 2014, 3). 

 

Following the fast growth parallel to the overall economic development, 

Chinese luxury industry has been ranked in the world’s top five (Global 

Powers of Luxury Goods 2014 & 2013 Luxury Goods Worldwide Market 

Study). Like many other emerging markets of the developing countries, 

however, the PRC is going through several structural changes, such as 

government policies and regulations which create important opportunities as 

well as challenges for businesses. Recent restrictions related to the fight 

against the corruption, for instance, are expected to affect the luxury market 
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due to the wide spread gift-giving practice between officials. Similarly, 

government’s expected move from traditional investment incentives towards 

the empowerment of the consumer spending (Global Powers of Luxury 

Goods 2014, 3) suggests an important new marketing operation focus. At the 

same time, the steady growth of high income groups in the country could be 

affected by potential attempts to balance income distribution (Global Powers 

of Luxury Goods 2014, 3). Many other factors might influence the status of 

markets, such as currency fluctuations, the rise of new channels, changing 

consumer attitudes or the increasing behaviour of luxury product purchases 

abroad (2013 Luxury Goods Worldwide Market Study, 18). 

 

Nevertheless, in terms of the global distribution of the global luxury 

consumption by nationality, Chinese consumers are on top of the list, 

generating about one-third of the world luxury consumption (2013 Luxury 

Goods Worldwide Market Study, 28). On the other hand, from cultural, 

administrative, geographic, and economic aspects (Ghemawat 2001, 138-

144), the differences in Chinese markets play a critical role for business and 

marketing strategies. It is believed that Chinese consumer characteristics are 

much more central for the luxury product related operations, both because 

the drivers of the luxury product purchase are more affected by the 

aforementioned unique differences (Lu 2008, 31), but also the changing 

government policies towards consumer spending. 

 

In this relatively new market, an integrated approach towards the 

identification and classification of the actual consumers of PRC is very 

important. Already during the market entry preparation, marketing strategy 

forecast, and marketing programme development processes, accuracy of 

consumer segmentation efforts of the firm are seen as the key factor in 

Chinese markets to be successful. This could be perceived as the struggle to 

understand the local consumer behaviour to target the right prospect 

customer with the most suitable business tools. It is especially valid for the 
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business functions which require adaptation the most in luxury business in 

PRC, such as promotion activities, calibration becomes significantly crucial 

(Lu 2008, 180). 

 

The coordination of the product, price, distribution, and communication across 

borders is a sensitive set of optimisation in order to assure a high transaction 

value perception and satisfaction which is able to sustain the relationship with 

the market. Due to overall production-related limitations and relatively slow 

technical enhancements, integrated marketing communication (IMC) is seen 

as source of differentiation particularly for luxury products (Madhavaram, 

Badrinarayanan & McDonald 2005). The development of an effective 

international integrated marketing communication includes the customer 

identification, valuation of prospect customers, creation and delivery of 

messages, estimation of return on customer investment, as well as budgeting, 

allocation, evaluation and recycling (JIMC 2014). 

 

At the heart of the market situation assessment and subsequently the 

marketing communication development activities, lay the consumer profiles 

and their segmentation to identify the target. The marketing aspect of the 

psychical distance (Hollensen 2010, 193) during the internationalisation 

activities towards Chinese markets requires both consumption- and 

consumer-related segmentation, based on cognitive drivers (Lu 2008, 69-

140). Additionally, understanding the target consumer’s perception is 

necessary to adjust the content, structure, and the presentation of the 

marketing communication message (Schiffman & Kanuk 2009, 172-207). 

Withholding a great importance to influence the consumer buying process, 

the message development step of the IMC process heavily relies on the level 

of the comprehension of the consumer behaviour and its segmentation 

efforts. Depending on such input, the message creation strategy can focus on 

stimulating specific consumption emotions which are very likely to differ 

between segment descriptions in various locations. 
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Similarly, the presentation or the structure of the message might cause a 

variety of different perceptions or attitudes. This is a vital part of the 

positioning efforts as it reflects the image, reputation, and sought perception 

on the product in the prospective consumers’ minds. The positioning of the 

brand in a new market is bilateral. While the firm has its own proposal, 

consumers’ perception is very important. Therefore, it could be said that the 

elements that form the brand equity, such as brand loyalty, brand awareness, 

perceived quality, or brand association, are indicators of the IMC efforts of the 

firm (Liu 1995). Like in other emerging markets, those factors are strategically 

important in order to be able to shape the consumer learning which would 

turn into a long-term relationship. 

 

In this study, the cognitive drivers of consumption and consumer-specific 

factors, such as personality traits, lifestyle profiles, and level of product 

involvement, are intended to be matched with the sensitive marketing 

communication message factors. Therefore, the facts affecting attitude and 

purchase intent for luxury consumption in the PRC will be emphasised. The 

outcome is expected to assist setting and focusing on the strategic aim for the 

firm. In other words, more accurate action plans would help firms to more 

realistically identify market entry and operation expansion steps. From the 

marketing operations viewpoint, the aforementioned connection would also 

help firms to increase effectiveness, including the budgeting element, when 

partnering with communication agencies without sacrificing much of control 

over their overall image. The united focus of the IMC would also eventually 

increase the internal marketing efficiency optimisation of the firm (Hollensen 

2010, 565). 

 

Moreover, the intended connection establishment between the IMC message 

creation elements and consumer behaviour is expected to be a normative 

contribution associating how practice could be implemented besides, what 
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should be made in the PRC. That is to say IMC, segmentation concept, luxury 

product management issues have been theoretically consistent within 

themselves but not presented in a manner that highlights their connections 

with one another. The relationships between those notions have not yet 

received much attention in the literature, with the concepts being only 

separately tested for different contexts. Taking into account the context of the 

PRC, among cultural analysis factors like Hofstede’s cultural insight elements 

(The Hofstede Centre 2014), the widespread and deeply integrated 

Confucianism (Lu 2008, 37) forms a unique world-view for that society. In 

order to be able to better understand the perception towards local 

consumption behaviour and brand image tendencies, classification criteria 

requires specific cognitive drivers besides the facts. With such information, 

firms then could develop more effective strategies for the aforementioned 

aims. 

 

 

1.2 Literature Review 

 

In light of the underlying dynamics of the study, this section will display a 

dense look on previous research and work done which are relevant to the 

object of the present study. 

 

As a relatively new, but nevertheless attention-taking market, the PRC is a 

context which challenges many well-established, widely accepted marketing 

approaches used in other markets, in various aspects. Many market entrants 

in the PRC have dealt with a variety of issues since the cultural, 

administrative, geographical, and economical (Ghemawat 2001) factors 

indicate to be different when compared with the western side of the world. 

Although the combination of new market entry and segmentation with 

marketing communication has been the object of limited curiosity, the 
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literature exploring the integration of those notions with the peculiarities of the 

Chinese market is quite limited.  

 

Nevertheless, as a dynamic market with such unique characteristics, the 

research base of the Chinese market receives updates very often (Accenture 

2011; Roland Berger Strategy Consultants 2012; Mehra 2013). Information is 

being produced almost every quarter for different industries (Moore, Doherty 

& Doyle 2010; Ostapenko & Ghedrovici 2013; Som 2013; Bain & Company 

2013) through the market analysis reports of the local or global consultancy 

as well as market research firms. In order to be able to reflect a more 

structured literature review, as well as considering the lack of compiled 

information straight on the object of this study, two sub-sections have been 

created. The composition of the sub-sections indicates the focus and the 

relation between the concepts appearing in the previous work. In other words, 

this literature review aims to expose the academic location of the involved 

issues in a deductive way and to support with contemporary market 

information, in order to emphasise the independence of the individual issues. 

With this purpose the study has utilised books, journals as well as country 

business reports. Nevertheless, it needs to be underlined that information 

resources in Chinese language have not been considered, reflecting a 

limitation of the review. 

 

1.2.1 Market Entry and Segmentation for Chinese Market 

 

International market entry and operation modes have been mostly analysed 

(Anderson & Gatignon 1986; Benito & Welch 1993) with the desire of putting 

forth the overall operations control including resource and financial risk 

management for consideration (Solberg & Askeland 2006; Solberg & Durrieu 

2006). In the staged Uppsala model of internationalisation (Johanson & 

Vahlne 1977, 1990), the importance and relevance of segmentation, 
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targeting, and positioning (Hollensen 2010, 282-303) is linked through the 

factors which are categorised by the CAGE framework (Ghemawat 2001), 

even though their strategic influence has not been explained. On the other 

hand, since born-global (Oviatt & McDougall 1995, 1999; Madsen, 

Rasmussen, & Servais 2000; Knight & Cavusgil 1999, 2004) firms are 

observed by their international involvement via the globalisation elements 

such as global integration and standardisation (Hollensen 2011, 21-23) 

segmentation, targeting, and positioning are in a macro level and reviewed 

under minimum impact of local conditions. 

 

The concept of segmentation itself is closely related to the market entry 

planning, especially throughout the market research step. For decisions on 

both the assessment of suitability of products and services, as well as the 

adaptation requirements, segmentation could be understood as the 

identification of the differences and similarities of consumers’ needs. Market 

segmentation has been academically analysed first by Smith (1956) with the 

focus on factual classification such as demographics and usage habits. From 

that point on, statistically many methods and calculation techniques have 

been developed especially with the use of computers (Myers 1996, 31-32). 

The cognitive drivers have been also examined by various studies (Plummer 

1974; Richards & Steven 1977). Consumer profiling based on 

psychographics bases, however, has been empirically tested on American 

society through the Values, Attitudes and Lifestyles (VALS) concept of 

Stanford Research Institute in 1980 (Myers 1996, 49-52). Although, it has 

been revised in 1989 as VALS II, the concept has been criticised for being 

weak in relating with the actual purchase behaviour as well as being too 

attached to the American culture (Yankelovich & Meer 2006). 

 

One of the first lifestyle researches conducted in the PRC, on the other hand, 

was the Gallup Organisation’s Survey from 1998. Following that, in 2004, 

(Ma) the VALS framework was used to identify meaningful segments for the 
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Chinese society, having identified the following consumer profiles: fashion 

leaders, fashion followers, fashion imaginators, achievers, social climbers, 

strivers, privileged traditionalists, middle class traditionalists, underprivileged 

traditionalists, privileged moderates, middle class moderates, and 

underprivileged moderates. For the context of luxury products in relevance 

with segmentation basis, Ashol Som (2013) differentiates Chinese consumers 

as being brand-conscious while Indian consumers are more value-conscious.  

 

These inferences are based on segmentation studies which are necessary 

when planning and deciding on international operations. More specifically, 

Pierre Xiao Lu (2008, 91-96) identified four consumer segments exclusively 

for the luxury market of the PRC. Those are the luxury lovers, the luxury 

followers, the luxury intellectuals, the luxury laggards. 

 

1.2.2 Marketing Communication and Implications to the Chinese 

Market 

 

Changes in market and consumer drivers, as well as novelties in media and 

communication background, have paved the way to the emergence of the 

concept of integrated marketing communication. This new approach has 

emphasised the importance of being customer-oriented, reflecting the 

importance of measurable actions based on database information (Percy 

2008, 23). 

 

Even though there have been many definitions departing from different 

viewpoints, it could be said that the first academic studies concerning the 

introduction of a definition for the integrated marketing communication 

concept followed the work of the American Association of Advertising 

Agencies (4A’s) in 1989 (Percy 2008, 5). This study reflects a line of thought 

that recommended the concentration of all efforts and organisation of the 
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synergy through a plan. This initial approach however, was not complete in 

terms of the actual implementation management (Kitchen & Schultz 1999).  

 

The study of Caywood et al. (1991) is considered the first academic 

discussion on integrated marketing communication. This work, however, 

focuses more on the relationship between the consumer and the brand since 

IMC was perceived as a process. Revisions and updates on this approach 

came from Duncan et al. (1992, 1994, 1996) with the aim of extending the 

scope to all the stakeholders of the business via a long-term relationship 

mentality. However, implementation management remained outside of the 

focus and the control of messages was seen as absolute.  

 

Parallel to that, three conceptual approaches were developed: the integration 

of the advertisement elements, the reflection of a single image and 

positioning, and the coordination of the drivers (Nowak & Phelps 1994).  In 

1998 an embracing definition (Schultz & Schultz) put forth the potential 

strategic usage of the concept to reach particularly identified targets. That 

means higher level coordination with business processes. 

 

Wang (2012) stresses the importance of being consumer-centred from an 

anthropological viewpoint, indicating that marketing communication must be 

able to understand and interact with the local culture when doing business in 

China. From the communication perspective, on the other hand, facts such as 

values, languages, and decision-making, processes are vital inputs in cross-

cultural operations (Ferraro 2006). Frith (2009, 51-55) emphasises the 

importance of the localisation of the campaigns in order to generate sales by 

analysing some of the previous communication mistakes made in the Chinese 

market as well as pointing out different values, such as Confucianism. 

 

Parallel to the market growth and increased competition, the effectiveness of 

advertising and communication value gained importance, reflecting the need 
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of a more focused and efficient marketing communication operation. 

However, although there have been many studies on attitudes (Schiffman & 

Kanuk 2009; Du Plessis 1994; Fishbein 1975; Assael 1995; Ambler & Burler 

1999), only a limited number of researchers have actually analysed the 

advertising attitudes in the context of the PRC.  

 

The importance of attitudes lies to the fact that their prediction could allow the 

marketer to design advertising more strategically (Liu 2009, 67), bringing an 

advantage throughout the market entry planning process. Moreover, it has 

been uncovered that advertising particularly is a display of the social norms 

and values (Hong, Muderrisoglu & Zinkhan 1987) as it reflects the target 

audience’s direct perception of the advertisement.  

 

Building connections between cultural elements and segmentation was 

introduced by De Mooji (2005). Therefore, Confucianism, Daoism, and 

Buddhism have been seen as critical elements of the assessment of Chinese 

cultural values (Schweitzer 2009, 96), even though it did not attract much of 

the research done in advertising.  

 

 

1.3 Objectives and Research Questions  

 

In this section, firstly, the overall aim and intention of the study will be 

explained. Accordingly, following the objectives to highlight the focal point for 

the mentioned context, related sub-questions and the main research question 

will be presented. 

 

1.3.1 Objectives 
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As an overall goal, this study aspires to provide guidance to decision-makers 

in their efforts towards the most efficient allocation of marketing resources in 

endeavours to position luxury products during the market entry to the PRC.  

 

With this purpose, the identification of Chinese consumer profiles from urban 

areas of the PRC and the identification of IMC message creation strategies 

are the necessary first steps. Afterwards, the match of consumer profiles with 

message creation strategies constitutes the eventual goal. This has the 

potential to significantly increase the success when estimating the reactions 

of the consumers towards particular messages and their presentations. 

Moreover, specified elements that impact the message decoding process of 

consumers could be utilised during the message creation step. 

 

1.3.2 Research Questions 

 

In consideration of the turbulent market structures (Pun 1990), international 

marketing management has become ever more complex, but also more 

relevant. Especially, when the offer in question is positioned as a luxury 

product, the communication effort towards the consumers is expected to 

become noteworthy. Therefore, the background assessment of the market 

entry planning attempts for the positioning message harbours the key point of 

success. The essential fact of correct identification of the target audience has 

been used also for the decision-making process when intending entry to a 

new market.  

 

Target audience selection and message design are two of the six effective 

communication development framework elements which are related to the 

components of the communication process (Karlsson 2007). For this study 

only the mentioned two concepts will be taken into account. In other words, 
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other elements, such as communication objective identification, 

communication mix and media selection are limitations in this research. 

  

Three main clusters have been specified in line with the scope of the 

research. Those are, firstly, the market entry cluster formed by luxury product 

features and Chinese market characteristics. The second bloc includes 

consumer behaviour related factors based on Chinese luxury consumer 

profiles, and segmentation concept. Lastly, integrated marketing 

communication-related factors, such as the message design strategy, forms a 

cluster that allows the review of coherence for the selected consumer 

segment.   

 
Figure 1. The Literature Clusters of the Study  

 

The main research question has been formulated as: How to align the target 

audience and the message for IMC of the luxury products when entering the 
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Chinese market? The sub-questions below are within the scope of this study 

with regards to inducing the reach of an answer to the main question.  

 

What are the characteristics of the Chinese market worthy of notice 

when entering with luxury products and what are the specifics of 

Chinese consumer behaviour? 

 

Through this question, the researcher hopes to establish the particular 

conditions of the context of the study. The aim is to reflect the different ways 

of application of marketing concepts depending on the market conditions. 

Thus, the conditions will be important when preparing the background of the 

empirical part which will focus on Chinese consumers and market conditions. 

 

How can the Chinese elite consumers be segmented as psychographic 

profiles?  

 

Due to the fact that Chinese market has been fast developing, the 

characteristics of the market and consumers also change in a fast-paced 

manner. Moreover, even though psychographic profiles have been in use in 

developed markets, the reflection has been very limited and only present in 

more recent studies. Therefore, the consumer classification that carries 

meaningful criteria particularly for Chinese luxury consumers is one of the 

central questions. 

 

How can the IMC message structure, presentation, and its content be 

fitted to the psychographic profiles? 

 

Finally, based on the previous questions, the development of suitable IMC 

messages for strategic objectives of the firm will be sought by the content 

analysis of previous advertising in the empirical part. The sequence of the 
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questions will be therefore followed in the three theory sections as well as in 

the empirical section. 

 

 

1.4 Conceptual Research Framework  

 

The practicality of the research results are expected to make up an easy-to-

follow guide for luxury-customer segmentation in the PRC and IMC message. 

Based on preliminary research, current consumer behaviour and customer 

segmentation classifications and definitions are either limited in terms of the 

complexity to reflect the actual situations or the factors that are likely to have 

an impact on the aforementioned area are not put in a relationship with each 

other. Does not matter how detailed the market researches would go with the 

attributes, if the dynamic elements in a location are not reflected on the 

established criteria to understand the local behaviour and reasoning, each 

argument as well as forecasted profiles built on the limited knowledge base 

would only decrease the overall usefulness. Especially, for ethnocentric 

international business models (Perlmutter 1969) that sought or need to stay 

on top of the operations, the proposed research aims to create a guide to 

better understand the local conditions rather than analysing it within the 

context of the firm’s abilities and interests. The prospect guide aims to shed 

light on the consumer dynamics with a predictive role (Myers 1996, 16-18), 

gaining importance especially in the turbulent Chinese market conditions.  

 

The elements of the research framework of this study are formed by the 

components of marketing communication process (Karlsson 2007), effective 

marketing communication development framework (Friesner 2014), and the 

IMC development framework (JIMC 2014). The above mentioned frameworks 

contain parallel and relevant aspects which would explain the position of the 

actual focal point of the research. Going through the previously mentioned 
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research blocs and the research questions, issues involving the marketing 

communication topics have been marked in pink (see Figure 1). On the other 

hand, the issues that include the segmentation side of the paper are marked 

in blue. Those central elements meet in the middle of the figure within the 

context of Chinese luxury consumers.   

 

The consumer and consumption-specific cognitive drivers of the Chinese 

luxury consumers will be reviewed as of the segmentation bloc in order to be 

able to reflect accurate consumer profiles which constitute the target 

audience mentioned in the research question. At the same time, from the 

perspective of IMC, message creation facts such as the structure and context 

adjustment will be sought to be matched with consumer profiles. Factors 

which affect the purchase intent and attitude are meant to be utilised as the 

connection focus for both sides.  

 

Throughout the integrated marketing communication process for luxury 

products, Chinese consumers’ message decoding elements, in terms of the 

brand positioning, will be investigated from two perspectives: the internal 

factors which impact on the perception, and also the message design will be 

associated. Eventually, through the factors affecting the attitude and 

purchase intent for luxury consumption the Chinese consumer characteristics 

will be assessed and taken as input for the IMC message design. 
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Figure 2. The Conceptual Framework of the Study  

 

 

1.5 Definitions, Key Concepts, and Delimitations  

 

In this section, the definitions and the key concepts which are being referred 

to throughout the study will be presented. Following that, the delimitations of 

the study will be introduced. 

 

1.5.1 Definitions and Key Concepts  

 

The key concepts being defined in this section are closely linked to the 

theoretical background of the work. The perspective, therefore, is aimed to be 

highlighted in order to be able to reflect the relation between the constructs.  
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Luxury Products and Brands 

 

The concept of luxury has received its current sense of being the reflection of 

precious items as well as lavish lifestyle beyond the necessities of life with the 

advent of the second industrial revolution (Brun & Castelli 2013). This change 

brought new meanings to the concept such as the representation of personal 

leisure, pleasure or social status (Okonkwo 2007). Similarly, the consumption 

of luxury was explained via a utilitarian viewpoint by the gained emotional 

value, opposing the pure elitist approach (Dubois & Laurent 1994, 275).  

 

Seeking to gain individual value as well as value towards a reference group 

through a product is reflected by the consumption of luxury goods. It is 

possible that one brand might lead to different value gain expectations in 

terms of the mentioned personal or interpersonal orientations of different 

consumers. Therefore, the luxury brands exhibit an overall value which 

includes both expectations from the product.  From the consumer viewpoint, 

on the other hand, the assessment of the general value conducted by 

consumers of different nationalities might be through totally different paths 

and dimensions even though the perception towards the product could be the 

same (Wiedmann, Hennigs & Siebels 2007).  

 

A luxury brand could be said is the popularity of a product or service along 

with its exclusiveness among the consumers, as a consequence of the 

promoted expensive image and persistence based on the acquired prestige 

as well as functional utility (Ostapenko & Ghedrovici 2013; Grossman and 

Shapiro 1988). From an integrative macro view luxury industry’s elements 

consists of jewellery, watches, perfumes, cosmetics, exclusive ready-to-wear, 

accessories like handbags or shoes, wines, spirits and cigars, luxury 

automobiles, luxury hotels and tourism, personal aviation and boating, 

culinary and dining, art and collectibles, leisure and sports, health and 
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wellness, home and style, real estate, and investment (Chevalier & 

Mazzalovo 2008; Robb Report 2014e). 

 

Market Segmentation, Targeting, and Positioning   

 

In a narrow perspective the segmentation, targeting, and positioning (STP) 

model is a marketing concept in order to guide the systematic handling of 

marketing mix preparation (Hollensen 2010, 631). However, since 

segmentation itself is a classification method, it is also being utilised in higher-

level business strategy formulation. In other words, segmentation helps to 

identify sub-groups in a market which are distinct to each other. Therefore, 

those internally homogeneous sub-groups reflect the opportunity of detecting 

purchase behaviour, desire, and values which are alike (Kotler & Keller 2009, 

249). The rationale behind that is to base strategies on these aspects by 

assuring the match with the firm’s capabilities. That is to say, the firm could 

target the most suitable sub-group and support its image, perception, and 

reputation with better aligned positioning decisions concerning its products, 

and organisation (Hollensen 2010, 282-285). It is very important to conduct 

the segmentation meaningfully as other types of marketing efforts are built on 

top of it. Moreover, particularly in emerging markets and distinct cultures the 

image of the products could be changing and therefore different from their 

represented functions. Consequently, unique criteria must be used that the 

firm could establish itself according to its future needs (Schiffman & Kanuk 

2009, 27-28). As a result, the segmentation techniques have been also 

developed to capture beyond the early studies’ only intuitive and pragmatic 

focus (Myers 1996, 4-7). 

 

Marketing Communication Message and Target Audience  
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Marketing communication message is an organisation’s verbal, non-verbal, or 

combined presented thought, attitude, idea, information or image that its 

target audience is desired to be aware of. Moreover, the sender of the 

message might use the message strategically in order to create persuasion 

through product promotion, awareness creation, inspiration of certain 

behaviour, goodwill creation, and post-purchase satisfaction (Schiffman & 

Kanuk 2009, 299-300). Segmentation and targeting thereby are actively 

utilised in order to design and deliver the correct message for the correctly 

addressed receiver, the target audience. 

 

The individuals that form the target audience of the marketer interpret or 

decode the message based on their personal background such as their 

motives, characteristics, experiences, and involvement with the product 

(Percy 2008, 247; Schiffman & Kanuk 2009, 290). Since the sent message to 

the target audience reflects the establishment of trust, it also could be seen 

as a process of relationship creation (Karlsson 2007, 4). In the present study, 

the target audience and targeted marketing segment will be used the same 

within the context of integrated marketing communication efforts. Mentioned 

connection’s efficiency could be discussed in various levels such as the 

organisational effectiveness and interdepartmental communication of a firm.  

 

Integrated Marketing Communication  

 

The delivery of consistent marketing communication message, based on the 

communication objectives which could be simplified as reinforcing the 

positioning aim, through careful planning and holistically implementing all 

activities involving advertising and promotion is the reflection of integrated 

marketing communication (IMC) concept (Percy 2008). The model highlights 

especially the fact that the IMC efforts embracing various communication 

activities would need to be the intersection of a single message and act as a 
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unique voice (Duncan & Caywood 1996). In other words, the shared meaning 

or united content of the message pointing the brand association, would allow 

the strategic utilisation of the communication tools (Keller 2008). Even for the 

case of multiple audience-targeting, the unification of the marketing 

communication message is as seen essential for the firm (Saylor Academy 

2014).  

 

1.5.2 Delimitations   

 

The context of internationalisation and market entry to the PRC will be used 

as an overall embracing subject. Therefore, only international marketing 

management related issues will be taken into account, and the remaining 

internationalisation elements and their effects will not be considered for the 

present study. Similarly, the reasons and factors of adaptation and 

standardisation decisions will not be discussed. Control desire of the firms as 

well as the distinct local structure will be the main driver of the search for 

better international coordination.  

 

Fully polycentric or geocentric firms (Perlmutter 1969) are out of the interest 

area as they are able to decide and act more independently. Within the 

perspective of the firm, internal competitiveness and production related 

issues, relative position in other markets, impacts of other functions of the firm 

as well as organisational culture’s impact on overall efficiency will not be 

discussed.  

 

From the marketing positioning viewpoint, particular brand-building efforts and 

other integrated marketing activities will not be focused on. Following that, 

some other delimitation points include: 
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 The involvement of the unique competitiveness, unique selling point 

(USP) of the firm as well as the product is not being focused on. 

This issue is seen in relation with the firms production related decisions 

utilising marketing inputs. 

 

 The impacts and differences of the integrated marketing 

communication types other than vertically integrated IMC. 

IMC could be potentially integrated horizontally, internally, or externally with 

other functions of the firm or with third party partners. In this study the 

marketing communication integration is meant to involve corporate level 

objectives due to the focus on the from internationalisation viewpoint. 

 

 Particularities of the rest of the effective communication development 

elements such as the selection of the suitable medium.  

That is due to the fact that the estimation of the IMC message perception of 

selected groups of consumers is tacit and embedded in local or country 

managers’ initiatives. On the other hand, other elements of the IMC could be 

managed relatively easier from overseas. 

 

 Barriers to communication decoding within the communication process 

are out of the scope of this study. 

This fact constitutes another study focus based on inter-disciplinary research 

and does not have theoretical contribution to the IMC message alignment 

with local consumer segmentation for the PRC. 

 

 Congruency of message and medium within the communication 

process is out of the scope of this study. 

The decision on message and medium congruency is of secondary 

importance and figures in a tactical level. Both extreme type of organisations 

which seek direct control over their overseas activities or polycentric 
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structures focus primarily on the match of the positioning aim and the target 

customer characteristics. 

 

 The individual impact of the marketing mix items towards the 

differentiation of the luxury products are outside the scope of this 

study.  

In this study the effect of the marketing mix performance is seen as one 

unique impact and their effectiveness similar to each other. The performance 

of individual marketing mix elements or market conditions that might favour or 

hinder certain elements are considered within the delimitation of this study. 

 

 

1.6 Research Methodology 

 

The background as well as the implications of the impact of the distinctions 

and uniqueness of the PRC will be studied in the theory sections from three 

aspects of doing business in Chinese luxury industry. Those aspects are the 

market entry perspective, identification of operative segmentation for the 

luxury market, and the detection of the most suitable marketing 

communication strategies and messages. In line with that Lu’s (2008, 91-95) 

description of the Chinese affluent consumers as well as the classification 

and characteristics of the luxury consumers will be utilised as the base of the 

empirical research. On the other hand, the specifications of the marketing 

communication message creation strategies will be examined in order to be 

able to draw the borderline of the elements that constitute message creation 

implementation.  

 

Reflecting on this background, qualitative content analysis will be carried out 

focusing on the magazine advertisements in the USA and the PRC. With the 

aim of looking for supportive evidence to the arguments put forth in the text 
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as well to render cross comparison of the print advertisings of global and local 

luxury brands, one of the most influential luxury-lifestyle magazines will be 

selected which operates in the PRC with local characteristics. As one of the 

most effective mediums, the criteria to select an influential magazine are its 

readers’ characteristics, especially the income level. Due to the similar 

structures in terms of the volume it will be important to select a magazine that 

simultaneously operates in the USA. In this way the percentage of the local 

characteristics and global characteristics would be possible to be compared.  

 

Using a nominal measurement methodology, a checklist reflecting the 

presented elements and features will be used to track and extract information 

from the advertised messages. Issues from 2013 of the aforementioned 

magazine will be collected for PRC as well as the USA and initially all the 

advertisements will be shortlisted to only luxury products described in the 

definitions section. Grouping the printed advertisements by luxury product 

categories the coverage ability will be possible to be reflected. The strength of 

such a methodology is, through a well selected high-end magazine, the 

messages of actual advertisements will be possible to be analysed taking into 

account the message creation strategies presented in the theory section 

three.  

 

Moreover, as of its readership reach of the selected magazine, the target 

audience of the messages will reflect the luxury consumers of the PRC. The 

match with the theoretical clarification which is based on Lu’s (2008, 91-95) 

luxury consumer segmentation will be emphasized. In other words, the 

characteristics of the Chinese affluent consumers and the strategic aims of  

different marketing communication message creation strategies is intended to 

be matched. Therefore, the actual application will be investigated through an 

impactful medium, to seek supportive evidence. 
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Access to the Chinese edition of the magazine and availability as well as the 

Chinese language have been seen as challenging factors especially for the 

coding activity in course of the analysis. Furthermore, the scale of the study 

will reflect the analysis of the luxury product advertisements in one magazine 

published in the USA and in the PRC. The effectiveness of the research will 

mirror the limits of its readership coverage even though relative to the 

mainstream magazines the luxury lifestyle magazines in general have a more 

exclusive reach. This is also valid in terms of the diversification of the 

advertised luxury products in the issues of the magazine. It will be in line with 

the actual product introduction activities in the market which might not 

necessarily cover the categories balanced. Lastly, this study will compare 

luxury segments and messages suggested to be related in unity. That is to 

say, classifications within the luxury consumer profile will not be target to be 

matched with the properties of the message creation implementation. 

 

 

1.7 Organisation of the Study  

 

Following the overall outline and the contextual background of the 

dissertation presented in the introduction chapter, the study consists of theory 

and empirical research sections.  

 

In the three chapters of the theory section, the credentials of the main 

framework unit blocks will be emphasised in connection with the existing 

literature. Accordingly, chapter two will examine the consumer behaviour and 

customer segmentation literature.  

 

Afterwards, the research will be contextualised for the actual case of the 

Chinese markets in the urban locations, by harmonising with the 

contemporary literature. Next, in chapter three, integrated marketing 
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communication concept will be studied and within that frame, message 

creation component will be thoroughly analysed. Chapter four will review the 

marketing elements of luxury products as well as its consumption factors.  

 

Subsequently, the context of Chinese markets and consumers will be 

assessed. In chapter five, the empirical study of the match between the target 

audience and marketing message will be presented. Therefore, this chapter 

will accommodate the research limitations, detailed methodology, research 

results, and the analysis. 

 

Based on the research questions and research outcomes, chapter six will put 

forward the relevant discussions. While the discussions will cover the 

dissertation’s contribution both from theoretical as well as management 

viewpoints, as of the message decoding of Chinese consumers, 

aforementioned limitations will guide for potential research agendas.  

 

Lastly, in the final chapter, overall summary of the research will be presented 

along with concluding remarks. 
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2 MARKET ENTRY AND CHARACTERISTICS OF CHINESE MARKET 
 

 

In order to be able to draw the borders of this research as well as to indicate 

the academic stand point of the previously mentioned research blocs, in this 

part the theoretical backdrop for internationalisation, market entry and 

strategic marketing will be discussed within the context of Chinese market.  

 

Inspired by Hollensen’s formulation of global marketing framework in five 

stage decision model (2011, 7), the structure of the section will reflect firm’s 

viewpoint stepwise. The sections will start with the pre-internationalisation 

and planning decisions including the answer to the firm’s “what to do?” 

question in the internationalisation perspective. In other words, corporate 

level planning will be covered in the first section. 

 

Following that, explanations towards internationalisation implementation and 

subsequently the marketing strategies in the international business context 

will be examined. On account of this, the elements of marketing programme 

including an overview to marketing segmentation and marketing mix elements 

will be introduced.  

 

In the last section, the implications of the discussed issues on the Chinese 

luxury consumer context will be reviewed to reflect the connections with the 

actual research question.  

 

 

2.1 The Background of Internationalisation Decision: What to do? 

 

Corporate strategy itself and its planning are a result of an interactive relation 

between management’s viewpoint, being the internal factors, and the external 
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developments in firm’s environment (Hollensen 2011, 12). In other words, the 

combination of the deliberate strategy and the emergent strategy of the firm 

(Mintzberg 1987) shapes the actual operations and implementations. For this 

reason, besides the internal strategic aim, many other factors such as, new 

technologies, changes in market conditions, competitors’ actions would 

influence the internationalisation decision of the firms. Nevertheless, in order 

to control the influence, the preparation and, therefore, internal and external 

assessment for internationalisation, is seen as highly essential. 

 

2.1.1 The Conditions for Successful Internationalisation  

 

A firm’s reasons and motivations for internationalisation can be categorised in 

the aspect of being proactive or reactive. The first group contains elements 

related to the firm’s own interests, opportunistic viewpoint to foreign markets, 

or the desire to utilise unique competences. The latter, on the other hand, 

indicates a firm’s responses towards the actions that generate an impact on 

the firm. Examples of these would be the competition level or saturation of the 

local market (Hollensen 2011, 51).  

 

Besides the motivations, an actual impetus is required for the firm which could 

be categorised as the internal triggers including the management networks, 

particular events, and import activities. In contrast, the external triggers are 

formed by competitors, cooperating partners, demand level, and external 

experts (Hollensen 2011, 58). 

 

Together with the mentioned initiators, firm’s and industry’s status are 

important as well. Due to the interrelated structure of the firm and its 

environment, especially the industry the firm operates, the analysis of the 

internal and external environment should be considered together. The nine 

strategic windows of Solberg (1997, 11) is a good indicator of potentially 
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interrelated situations of the firm and its industry in the context of 

internationalisation. The framework relates firm’s three defined levels of 

preparedness for internationalisation, being mature, adolescent, and 

immature crosswise with the industry’s three defined levels of global integrity 

status, being global, potentially global, and local. That is to say, nine different 

strategies are suggested varying from not undergoing internationalising for 

immature firms operating in local industries, to strengthening the global 

position for mature firms operating in global industries (see Appendix 1: The 

Nine Strategic Windows). The challenging side of the concept however, could 

be the actual implementation when it comes to objective situation assessment 

especially for the self-assessment of the firm.  

 

Another discussion which is heavily influenced by the industry characteristics 

is the right adjustment of the marketing strategy from a holistic view, 

somewhere in between the two extremes of high level global integration and 

absolute local adaptation.  

 

A hybrid approach that embraces the advantages of global integration and 

market responsiveness is the glocalisation framework (Hollensen 2010, 46). 

The factors that have evoked the merge of the global market integration 

concept could be listed as trade liberalisation, demand for global product / 

service delivery, interconnected business organisations and network 

structures, integration and standardisation of technologies, global-size 

markets and segments, homogenisation of consumption patterns, 

developments in global communication, and benefits from global level 

economies of scale as well as scope (Sheth & Parvatiyar 2001).  

 

On the other hand, a set of developments that oppose the impact of the 

aforementioned factors pushes the market responsiveness forward, and 

include the differences in local cultures, trade blocs and increasing 
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regionalism, and the deglobalisation trend based on contemporary 

developments (Hollensen 2011, 23).  

 

2.1.2 A Glimpse at Internationalisation Theories 

 

This section will introduce the main internationalisation models in order to be 

able to understand the background limitations when discussing the context. 

 

Internationalisation concept has been initially reviewed from the viewpoint of 

strategic marketing management and, consequently, foreign opportunities 

have been assessed through the firm’s competences and abilities to foster 

growth (Penrose 1959; Prahalad & Hamel 1990; Hollensen 2011). This view 

has been followed by the cost-focused approach for international opportunity 

evaluations (Kindleberger 1969; Hymer 1976; Hollensen 2011). Foreign direct 

investments have been considered more as sequential actions reflecting an 

increased commitment (Denisia 2010). 

 

Stages (Uppsala) internationalisation model 

 

Through a study embracing Swedish manufacturers, conducted by Uppsala 

School, a model has been developed suggesting that firms follow different 

stages in their internationalisation activities. The transition or the difference 

between the mentioned stages is indicated as the increased level of 

commitment that the firm reflects in foreign markets (Johanson & 

Wiedersheim-Paul 1975; Johanson & Vahlne 1977). Commitment could have 

been seen as the increased investment reaction towards the increased 

experience in one foreign market in order to maximise the gained benefits. 

 

Transaction cost approach to internationalisation 
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Inspired by the transaction cost theory (Williamson 1975) the pursuit of 

internationalisation brought to attention two different firm attitudes and tools 

with the perspective of minimising the transaction cost. That is to say, while 

on one hand the internalisation of cross-border factors have been seen as a 

method to engage international operations, on the other, externalisation of 

factors have been viewed as contributor (Buckley & Casson 1976). Therefore, 

besides direct equity investments, cooperation means, such as licensing and 

joint ventures, have been considered also as strategic internationalisation 

actions in terms of market entry. The two vital topics for cross-border 

activities, namely the determination of the location and the control level 

(Hollensen 2011, 73), are seen as impactful facts for the decision-makers to 

take into account when assessing the characteristics of the transactions.  

 

Network model 

 

Another approach towards internationalisation has been the network model 

which views the firm in a relationship aspect (Johanson & Mattson 1988). 

Taking into account the interaction of the firm with other players such as 

suppliers that could, for instance, be working with other companies that 

internationalised, could exchange or cause various levels of activities. 

Therefore, directly or indirectly interacting the parties’ situations in 

international arena would need to be taken into account as well. 

 

Born-global firms 

 

Another group of international activities are based on the relatively new type 

of firm organisations that challenge the previously mentioned stages of 

internationalisation efforts. As of these firms nature, international markets are 

strategically sought from the beginning of the activities as a vision (Oviatt & 

McDougall 1994; Gabrielsson & Kirpalani 2004). Therefore, their business 



41 
 

structure and model is also shaped according to international inputs. Even 

though this approach constitutes an important position as of the 

internationalisation studies, for the focus of this study concerning luxury 

industry in the P.R. China, this category is seen as the least relevant one. 

 

2.1.3 Market Selection 

 

Just as the decision of internationalisation, the market selection decision is 

also very important for the firm in order to utilise its funds and efforts 

successfully. With the strategy viewpoint, the identification of the potential 

foreign market has to be on grounds of rational reasoning, taking into account 

not only the market characteristics but also the match with the firm’s abilities 

and corporate expectations (Hollensen 2011, 261). The firm formulates and 

coordinates its operations accordingly to assure acceptance by and familiarity 

to the local consumers. Many internal or external factors to the firm could be 

influential in the decision of one single market relative to the others. 

 

International Market Selection Model  

 

The market selection could be seen as one of the potential ways to contribute 

the strategic target. Therefore, the better the choice, the more effective the 

organisation’s efforts will prove to be. As an eventual decision made before 

the actual internationalisation steps, the market selection could both be made 

through detail research, or also via personal perception, vision, experience, 

and particular knowledge. 

 

For the transaction cost approach to internationalisation, market selection 

could be linked to arbitrage expectations on strategy level to utilise 

differences (Ghemawat 2007). The stages model however, suggests seeking 
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similarities with the potential market not only in terms of professional facts but 

also considering cultural elements (Johanson & Vahlne 1977, 1990).  

 

Risk averse standpoint is assumed for the firms and thus, markets that are 

unlike are expected to be considered after entries to other similar ones. In this 

way, the utilisation of existing knowledge and experience background in 

markets that are similar would pull down the overall failure risk. Being fed by 

internal and external inputs of different levels of measurability, a systematic 

market screening model could be initiated with the identification of the 

assessment criteria (Hollensen 2011, 262). Among those criteria are 

geographic characteristic, language, political factors, demography, economy, 

technology level, social organisation, religion, cultural aspects, and 

personality and lifestyle characteristics (Hollensen 2011, 264). Using these 

segmentation bases would help to better understand what is being looked for. 

Accordingly, potential options would be segmented and shortlisted. 

Afterwards, specifically the actual markets of the shortlisted markets would be 

micro-segmented that comparison or entry planning could be possible. 

 

The other way around, however, is also seen as a valid way of selecting 

target markets. Through the assumption of a uniquely developed knowledge, 

the distinction between the countries could be turned into advantage (Cuervo- 

Cazurra 2011).   

 

Psychic distance concept 

 

The psychic distance concept puts forth the impact on the decision-maker of 

the different perceptions when comparing markets through their cultural, 

political, and social backgrounds (Hollensen 2011, 73). It is separated from 

the cultural distance approach since it considers less factual expressions of 

cultural elements but rather a compilation of other aspects. The subjective 
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psychic distance of the decision-maker cannot be assessed through realistic 

variables involving the aspects. However, in order to be able to control the 

tendency, it is important to understand the decision-maker’s inclination 

(Sousa & Bradley 2006).    

  

 

2.2 The Foreground of Internationalisation: How to do it? 

 

The firm’s resources are scarce and, therefore, preparation as well as 

planning is seen as vital in order to implement the strategies exerting 

internationalisation desire (Knight 2000). This section will introduce major 

steps to be taken in order to employ correct activities in a new market. For 

this reason, first the actual market entry options and factors that impact the 

decision will be discussed. Following that, international marketing strategies 

and marketing mix preparation will be covered.   

 

2.2.1 Market Entry  

 

Following the determination of the markets of interest, the firm as an 

organisation has to decide on and execute the actual market entry mode in 

order to be able to bring its tangible or intangible offerings to the foreign 

market. The possible options for the market entry mode are classified 

according to risk, control, and flexibility factors (Hollensen 2011, 316). Those 

groups include exports, intermediate and hierarchical modes. Methods for the 

decision-maker to decide among them are stated to be in three attitudes 

reflecting different depth levels of analysis, namely the decision made through 

strategic relative comparisons, pragmatic approach for the best fit, and the 

naive way which standardises the approach for all markets (Root 1994). 
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Export modes stand for a method of full externalisation of the foreign 

operations and it corresponds to the sale and shipment of a product or a 

service to markets other than the home or production market (Joshi 2005). 

Export is seen as the initiation method for the firms who decide on foreign 

operations, and it may involve intermediaries in various levels carrying out 

different functions. In a simplified way, export could be classified as direct, 

indirect for the case that the manufacturer would not get involved with the 

foreign operations, and cooperative export when partnering with export 

marketing groups (Hollensen 2011, 335). 

 

In the case of firms that are able to share their competitive advantage, they 

hold instead of taking high business risks due to lack of resources, 

contractual agreements create potential opportunities (Malhotra & Hinings 

2010). The generation of foreign sales through knowledge share with partners 

without the ownership possession but shared control, distinguishes the 

intermediate entry modes among others. Examples could be given such as, 

licensing, franchising, management contracts, turnkey contracts, joint 

ventures and technical know-how or coproduction arrangements (Hollensen 

2011, 356).  

 

Hierarchical modes, on the other hand, respond to the foreign operations in 

which the firm itself is actively involved and which it controls by internalising 

the undertaking. The involvement and control level taking into account the 

firm’s functions on the value chain is explained by Perlmutter (1969) with the 

four different orientation tendencies: ethnocentric, polycentric, regiocentric, 

and geocentric orientations. 

 

Factors influencing the choice of entry mode 
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Just as the market selection, the entry mode choice is affected by factors 

which depend on the interests and the level of interaction between the firm 

and the market conditions. Thereof, they are addressed by Hollensen (2011, 

322) in four categories. Internal factors of the firm include its size, the 

characteristics of the main offering, and the level of international experience. 

External factors which put forth the market conditions are the market size and 

growth rate, competition level, country risk, demand uncertainty, potential 

trade barriers, socio-cultural differences, availability of intermediates. In 

addition to that, certain tendencies that the management might have, such as 

the level of control desired, flexibility or risk level as well as the nature offer 

ranging between tacit to explicit, might impact the actual decision. 

 

2.2.2 Marketing Strategies  

 

Marketing strategy as a process could be said to be a situation in which the 

firm channels its resources to the optimal opportunities, utilising its 

competitive advantage for the sake of sales increase in the macro level 

(Baker 2008, 3). Similarly, consideration of the customers outside the home 

country, within the mentioned process with the aim of offering their needs and 

wants in the most convenient way is international marketing’s focus (Rugman 

& Collinson 2009, 324). In other words, with the vision of creating and 

satisfying marketing needs and achieving related marketing objectives, 

marketing strategies structure the marketing plans (Pgreenfinch 2014). 

 

As of the nature of the strategy, marketing strategies are also formulated with 

consideration of the conditions and the aim. However, some common 

classification could be discussed in order to broaden the relevance. 

Strategies that focus on the growth factor of the firm could be divided into 

horizontal, vertical, diversification, and intensification (Giustiziero 2013; Ansoff 

1957), depending on the acquisitions or new market entries.  
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Considering the market dominance desire of the firms, strategies and firms 

could be described under leader, challenger, follower, nicher (Gilligan & 

Wilson 2009, 455-457) attributes. Relatedly, strategies in which firms focus on 

innovation to create competitive advantage could be identified as the pioneer, 

close follower and the late follower (Cooper & Edgett 2010).  

 

Porter (1980, 1985), on the other hand, introduced generic marketing 

strategies that firms might apply considering the market scope and the source 

of competitive advantage. Accordingly, he suggested cost leadership, 

differentiation, cost focus, and differentiation focus approaches. The 

differentiation strategy is of particularly relevance to this study as it points out 

the luxury product and service offering firms (Thousand Insights 2014). 

  

Strategic Marketing Planning  

 

The strategic focus of the marketing activities increases the interaction of the 

firm with its environment and leads to higher localness through better 

familiarisation with and adaptation to consumers and competition. This 

approach also assures the firm’s recognition and interpretation of consumer 

interests, expectations, and concerns both for short and long term. On the 

other hand, besides shorter reaction times to external developments, 

proactive enhancement measures also become feasible (Hollensen 2010, 

237). 

 

The SWOT analysis, which allows the firm to gather its strengths, 

weaknesses as well as potential opportunities and threats, is an important 

tool that can channel internal facts and external expectations to the 

development of a marketing plan to reach objectives (Hill & Westbrook 1997). 

The match between the identified strengths and potential opportunities could 
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be utilised to create competitive advantage. Turning capabilities into 

competitive advantage by offering better value to customers might create an 

actual difference for the firm in relation to its competitors. Nevertheless, the 

customer’s perception plays an essential role in the actual situation, which 

makes it crucial the management of customers’ perception.  

 

In order to combine both sides, the marketing plan has to be fed with 

customer involvement. Similarly, the identified weaknesses or potential 

threats could be overcome by creating solutions or redirecting the focus when 

preparing the strategic marketing plan (Hollensen 2010, 243). 

 

Segmentation – Targeting – Positioning (STP) Approach 

 

In order to be able to increase the effectiveness of the marketing mix efforts, 

the segmentation, targeting and positioning (STP) approach suggests to 

understand, to classify, and to focus on a distinct consumer group (Restrepo 

2003). In line with the mission and vision statement, the strategic marketing 

planning allows the marketer to prepare a particular marketing mix and value 

positioning for each offering (Kotler & Armstrong 2013). 

 

In a synthesising position, STP approach is fundamental from the viewpoint of 

effective SWOT interpretation for Ansoff’s market development strategy 

(1957) considering new markets as well as Porter’s differentiation focus 

(1980, 1985) for luxury offerings.  

 

The Marketing Mix: Product, Pricing, Promotion, and Place  

 

The management of demand in terms of setting the level of product 

standardisation versus adaptation in international markets has been a serious 

challenge for marketers (Hussain & Khan 2013). Reputable international firms 
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utilise the fact of possessing an influential brand and reflect relatively less 

adjustment efforts, this is in spite of elements such as local culture, laws, 

buying patterns, preferences, and product life cycles being still dominantly 

effective for the actual decision. Especially cosmetics, high-style goods, 

advertising, packaging, and cultural products are under the influence of style, 

aesthetics, convenience, comfort, and therefore, colour and language play a 

vital role (Rugman & Collinson 2009). 

 

Pricing decisions are made very comprehensively considering miscellaneous 

facts. Besides the cost of production and the overheads, some of those facts 

could be listed as the level of demand in the international market, export and 

import duties, tax and legislations, currency fluctuations, economic and 

market situation, including consumer behaviour such as the level of 

willingness to be indebted, competition, existing pricing and promotion 

structures (Hassler 2014, 2). On the other hand, firms that offer high-end 

goods might be interested to keep the prices high intentionally with the 

purpose of exposing brand’s exclusivity and aspirational value (Alvarez, 

Kemanian & Malnight 2004, 45).  

 

The promotion, on the other hand, interacts with the target customer on the 

basis of information-sharing, educating, persuading and encouraging, 

reminding, and even reinforcing for the actual act of sale at the present or in 

the future (Hollensen 2010, 491). Similar to the decision of the product 

standardisation or adaptation, the overall communication’s strategic decision 

could be formulised in one of the options. That means that, when creating a 

matrix with product strategy versus communication strategy, four strategic 

options appear: global strategy when both product and message are uniform, 

local strategy when both product and message are customised, mixed 

strategy when product is customised by message kept uniform, or another 

mixed strategy when product is kept uniform but the message customised 

(Schiffman & Kanuk 2009, 443).  
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Lastly, the distribution channel related decision could be influenced from 

internal and external factors, among which are the characteristics of the 

customers, the nature of the product, the complexion and habits of the local 

demand, the level of competition, the legal regulations as well as the local 

business practices (Hollensen 2010, 465). Therefore, for the quality of a 

potential partnership of various levels with a distributor, it is very important 

that expectations match well.  

 

On the retail activity side for the luxury industry in particular, the common 

practice indicates three main types of organisations. Department stores, 

multibrand stores, and the brands’ own stores, including the flagship store 

(Rugman & Collinson 2009, 339). The management of these locations is very 

important since that forms an important part of the communication with the 

customer.  

 

   

2.3 Chinese Market Characteristics and Luxury Products 

 

Emerging markets host various challenges for interested firms, in addition to 

their attractive factors. The most prominent ones are the unpredictable 

problems and unknown conditions including, useful information on consumer 

behaviour and sufficient marketing activity infrastructures (Arnold & Quelch 

1998, 8). Especially attention-taking issue for the Chinese market, however, 

involves the fast structural change in the society that makes the high-end 

products come more into question (Zhan & He 2011). The tendencies of the 

luxury firms gives a picture of a more standardized industry following global 

strategies to promote their brands with similar communication and distribution 

decisions in different markets (Fionda & Moore 2009). Nevertheless, in terms 

of the sustainability and challenges originated from the local culture and 
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characteristics including the uncertainty of being in an emerging market, 

serious question marks have been raised (Shukla & Purani 2011). The 

importance of effective marketing activities, however, remains on top as a 

reflection of influential performance in the market (Bettiol et al. 2013, 2). 

 

Firms that initiated the Chinese market first, have gone through various 

localisation activities which have been followed on their operations by other 

entrants. Not only strategies of the firms, but also the dynamics of customer 

behaviour in Chinese market have been changing such as, the increased 

variety of the attitudes towards luxury (Bettiol et al. 2013, 4). The 

development of dynamic capabilities from adaptation viewpoint is indicated to 

be of an essential fact for global luxury firms especially, due to the fact that 

the fast change takes local firms attention as well (Teece et al. 1997). 

 

The Chinese market has been seen as a compilation of various markets, as it 

alone constitutes about a quarter of the world’s luxury market, and is the 

leading market since 2013 (Zhan & He 2011; Jingdaily 2012). With an 

expected luxury market value of 18.3 billion Euros in 2015, the PRC will have 

dramatically increased its value from 5.9 billion Euros in 2008, while on a 

global scale the growth rate of the luxury industry has been shrinking (Bain & 

Company 2010; Atsmon et al. 2011, 11).  

 

Among others, jewelry and accessories have been raising interest of Chinese 

consumers, which is seen as an indication of comparatively higher exposure 

and versatility mainly for limited budget consumers (KPMG 2008, 11). Luxury 

brands that aimed to benefit the potential market have been utilising the high 

number of magazines as well as fashion websites besides their attention-

taking flagship stores (KPMG 2008; Moore et al. 2010, 140). Relative in time, 

luxury consumers of the PRC have been better assessing the value gained 

from the offers such as the quality and price aspects, meaning that the high 

price tag alone is no longer convincing (Atsmon et al. 2011, 17).  
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Considering this input, large-scale players in the Chinese market thereof 

advance their investments in brand awareness to balance the gap by taking 

up financial risks. Smaller firms, on the other hand, are relatively unable able 

to wisely benefit from such level investment scale, and their expected 

financial return is slower and smaller. From the industry analysis viewpoint, 

the saturation of the luxury market and increased competition, further push 

the firms for solutions in consideration of growth desire (Chevalier & Lu 2010). 

The availability of store and advertisement locations, as well as skilled labour 

in the context of luxury industry further tighten the margin or growth prospects 

in the affluent places of the key cities (KPMG 2008, 11).  

 

The panoramic sight of the Chinese luxury industry indicates the robust 

acceptance of the signature products of major brands, as well as the products 

that reveal international heritage and which serve as social success. It is 

expressed that this group could be interested in rather internationally artistic, 

elegant atmosphere or in attention-getting sports (Lu 2008, 180). However, 

there is an increasing tendency on interest for sophisticated product designs 

that reflect Chinese luxury heritage and background, while being embraced 

by reliable brand values is remarkable, too (Atsmon et al. 2011, 30). 

 

Mentioned tendency is a result of the fact that some of the local consumers 

perceive products and designs which are very challenging of their values as 

turning the product into something exotic. Likewise, building marketing 

communication interaction through the involvement of Asian values and 

images is seen as a method to deliver better understood messages (Lu 2009, 

181). 

 

In any case, the central aim would be the effort to increase the proximity 

between the brand and the consumer to a level as personal as possible. As of 

communication mix tools that suit the luxury goods offered in the PRC, 
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magazines are seen as the primary communication base. Nevertheless, even 

though some mass market communication tools might have caught an 

attractive potential of audience, the match with the product category is seen 

as problematic. Lu (2009, 181) has identified particular magazine types which 

would make sense for luxury advertisers to consider as of their context that 

correspond the lifestyle of the Chinese affluent. Those magazine types are 

high-end lifestyle publications emphasizing social and cultural aspects as well 

as the financial journals or airline travellers offered in locations designed for 

them.  

 

Television advertising has been exploited only for particular luxury industry 

items such as cosmetics, or wine and spirits. Similarly, outdoor display 

options have been seen as an opportunity, depending on the location, for the 

accessories or apparel (Chevalier & Lu 2010). Both display and store 

locations constitute and very important element of brand identity. That is to 

say, location selection could be seen as direct contact with the target 

customers and audiences that the advertisings aim for (Chevalier & 

Mazzalovo 2008)  

 

The actual contact with the brand is heavily influenced by the professionalism 

and responsive capacity of the sales representatives in the brand stores. 

While the customer circulation and volume might affect the service quality 

provided, actual satisfaction rate has been only one third while the 

importance of the satisfaction is raising (Atsmon et al. 2011, 31). 

 

 As of the context of luxury goods, the expected service by the sales 

representatives includes also guidance in terms of fashion and trends. Since 

a relational approach with customers is seen as vital in the Chinese market, 

the training of staff obviously entails serious investment. Taking into account 

the pragmatist consumer profile of Chinese customers, who enjoy and benefit 

from information collection, social media presence and online activity is not 
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only seen as important to be well managed but in fact considered strategic. In 

other words, the online presence could be actively used to effectively 

communicate and influence consumers when organised and coordinated 

efficiently (Atsmon et al. 2011, 29). 
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3 STRATEGIC MARKET SEGMENTATION AND CONSUMER BEHAVIOUR 
 

 

Market segmentation has been seen as one of the key elements of strategic 

market planning. Market segmentation has been perceived as the input for 

decision making. It connects the corporate objectives and market opportunity 

identification with the product positioning and marketing mix development 

through identifying and eventually targeting specific markets. In other words, 

market segmentation concept is one of the integration points of the strategic 

marketing planning process which includes particular treatment for each 

product or service by detecting the features of the structure of the market 

(Myers 1996, 2). The actual relation of the concept and the marketing mix 

such as product / service, promotion, distribution, and price adjustments as 

well as their effectiveness is in relation with better identification and 

understanding efforts of the field which is being worked on. Likewise, the 

criteria to departmentalise and create meaningful pieces either by internal 

perspective of the firm such as the suitability of the products to a certain 

markets or consumers, or by the external factors such as the elements of the 

local cultural heritage is seen critical (Slater & Narver 1998). The reality and 

validity of the criteria depends on the reflected market sample information that 

is being investigated. This view therefore, makes consumer behaviour directly 

related to the main research question. For this reason, in this section 

theoretical overview of marketing segmentation and consumer behaviour 

concepts will be studied. Moreover, the context of Chinese market and 

consumers will be examined to narrow the focus. 

 

 

3.1 Theoretical Overview of Segmentation Concept 
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This section will introduce the segmentation and related concepts in a 

concrete manner in order to reflect the actual implications on practice as well 

as conceptual relations. For this reason, after solidifying the main concepts 

and talking about the relation with marketing strategy, a conceptual 

framework will be presented to familiarise with the operationalisation of the 

construct. Moreover, a widespread research methodology will be introduced 

so that it would constitute the background for more recent research results in 

the Chinese context. Finally, the limited and lacking aspects of the 

segmentation concept will be brought in.  

 

3.1.1 Focus of Segmentation, Targeting, and Positioning  

   

The starting point of segmentation is seen to come into existence with the 

acknowledgment of the market demand’s absence of homogeneity in many 

aspects such as the types of satisfied needs. Furthermore, demand towards 

exclusiveness, product / service variety or even irrational purchase behaviour 

contributed to the importance of product differentiation (Smith 1956, 4). The 

coordination and organisation of production and marketing functions as well 

as the firm’s position in a market relative to the competitors is therefore 

related to its ability to split the market based on consumer’s needs, 

expectations or other meaningful criteria. In order to increase the adherence, 

the firm also focuses on the particularly identified group by arranging the 

marketing mix elements in a way that is most appealing for the 

aforementioned group. This process forms the targeting step of the strategic 

marketing approach which could be performed undifferentiated embracing the 

mass, differentiated for specific crowds, and concentrated on special niche 

consumer sets (Hollensen 2010, 302). Differentiation can be practiced as of 

the efforts on actual different product creation but also, as the effort of 

impacting on the potential consumers’ absolute or relative perception towards 

the product. The sum of those efforts indicates the positioning efforts of a firm 
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in consumers mind (Hollensen 2010, 408). In other words, the consumers are 

expecting to receive or perceive a notably distinguished product or service 

based on the unique competitive advantage that they would be convinced 

upon accepting premium pricing (Devaney & Brown 2008, 16-17). A suitable 

perception is aimed to be created to render a desired position for the product 

in the mind of the consumer, for the sake of causing reactions that the firm 

would benefit. Therefore, the benefits the consumer would receive are 

essential to be formulated through unique product attributes. A holistic 

approach towards the product as a concept includes both the central product 

elements such as, physical design, packaging, and country of origin but also 

the receptive elements such as the brand or styling (Hollensen 2010, 408). 

 

3.1.2 The Importance of Segmentation  

 

The market segmentation has been accepted as an essential piece of 

marketing management as well as the theory. The dual contribution that the 

concept created is related to the implementation of the marketing operations 

together with the marketing strategy adjustment. The focus of the firm 

reflected as resource allocation for candidate markets and products can be 

optimised when segmentation performed effectively. The marketing 

segmentation concept aspires to create meaningful demand classifications 

based on the similarities or distinctions of the requirements of the consumers 

(Hollensen 2010, 282). Furthermore, the significance of the concept is 

connected with product and service positioning. It acts as a guide to 

understand how to position products and services as well as the strategic 

arrangement of targeting for the marketing mix development. 

 

In brief, the areas of the contribution of the concept could be indicated from 

three viewpoints. First, the marketing resources are being allocated more 

efficiently taking into account the strategic framework of the firm. Even 
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though, some large multinational firms are able to operate simultaneously in 

different markets, many smaller scale firms have to decide among the 

alternative market or segment options. Secondly, the segmentation approach 

allows a better focus when designing marketing programmes, increasing the 

interaction with the target consumers. Moreover, such awareness would also 

help the firm to differentiate itself from its competitors. Lastly, on the 

production side, fine-tuned product development as well as opportunities to 

design and create new products, utilises the marketing segmentation 

concept’s facts as valuable inputs (Hollensen 2010, 286, 302-305). 

 

3.1.3 Framework for Segmentation Practice  

 

In order to initiate a theoretical framework for the implementation of the 

marketing segmentation, some basic features of the criteria need to be 

emphasized. Those features could be listed as, being distinguishable as 

identifiable groups, the target segments need to be in adequate size in terms 

of profitability, the stability of the groups is important as the measurability, the 

segments need to make sense for the marketer to be accessed, and most of 

all the segments need to be uniquely in line with the firm’s objectives and 

resources (Schiffman & Kanuk 2009, 73-74). Moreover, two main approaches 

are considered when implementing market segmentation study. In course of 

market initiation, the marketer is able to analyse the entire market and divide 

it into useful pieces representing top-down method. On the other hand, the 

marketer could identify one potential consumer group and interpret others 

according to certain similarities. This method is called bottom-up as of its 

focus on one group at a given time (Hollensen 2010, 287). 

 

Including in the very early versions of marketing segmentation, the marketing 

mix elements such as product, price, promotion, and distribution has been 

taken into account when preparing the segmentation bases (Myers 1996, 17). 
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The direct connection with the attributes of an identified group makes the act 

of segmentation base selection highly important (Schiffman & Kanuk 2009, 

75). For the goods that constitute the issue for business-to-consumer 

transactions, a four quadrant matrix could be used to classify attributes that 

represent the basis of marketing segmentation. Mentioned matrix reflects the 

combination of factual and cognitive information as well as the context of 

consumer or consumption (see figure 3).The factual information is objective 

and can be extracted relatively easier through direct questioning. In the 

context of consumer related information, some of the factual bases could be 

listed as the demographics of the consumer including the age, gender, marital 

status, income, education, occupation or geographical location, address, geo-

demographics. Changing the context to consumption related factual 

information; the usage and purchase behaviour of the consumers could be 

classified. Some of that information could be listed as the rate of the usage, 

the occasion of the usage, brand loyalty, factual behaviours. On the other 

hand, the cognitions constitute rather abstract information indicating complex 

and multiple definitions. The consumer related cognitions reflect information 

on personality, lifestyles and socio-cultural values and believes. Similarly, 

consumption related cognitions express information on attitudes and 

preferences in regard to the product such as the benefits wanted, level of 

involvement, brand loyalty, and awareness of alternative products. The 

operationalisation of the constructs however, has indicated hybrid 

segmentation formed by two or more bases which are shown in the matrix 

(Schiffman & Kanuk 2009, 76). 
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Figure 3. Market Segmentation Bases 

 

Some of the most applied variables classified within the mentioned bases 

could be highlighted in four groups. First, the socio-demographic variables 

form information on the consumer’s age, gender, geography, family lifecycle, 

income, occupation, education, events, race and ethnic origin, religion, social 

class. Second, the behaviouristic variables indicate the readiness, media and 

shopping habits, ability and experience, loyalty, usage frequency, 

innovativeness of the consumers. Third, the psychographic variables 

systematically reflect abstract information on the lifestyle or the personality of 

the consumers. Lastly, the sought benefits emphasize the delivery method, 

product features, price / service offers that the consumer favours. Comparing 

the level of measurability of the variables, it could be said that it decreases 

from socio-demographic variables to behaviouristic variables, than to 

psychographic variables, and to the sought benefits (Hollensen 2010, 289). 
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The change in the environment could impact behavioural or psychographic 

changes. Therefore, segmentation variables which are reflecting the countries 

conditions combined with personal preferences would reduce the risk of 

overall integrated marketing communication message configuration efforts. 

The alignment of the integrated marketing communication message with the 

targeted consumer profile, especially when entering the market with luxury 

goods or launching a new product, is seen as a particularly critical factor. The 

potential explanations would not only help firms to guide their operations or 

business internationalization plans but also reflect the knowledge on 

marketing and / or technical product development efforts, especially for 

adaptation strategies. The endeavour to more realistically figure out insights 

on the target economical transaction parties would, eventually increase the 

value of the mutual involvement.  

 

3.1.4 Values, Attitudes and Lifestyles (VALS) Framework 

 

It is very important to understand consumer’s demographics that reflect the 

needs for products as well as their ability to access those products. Such data 

expresses factual information about the consumers. On the other hand, 

cognitive information about the consumers, that is to say psychographics, 

shed light on the consumer’s purchase decision in consideration with the 

accessible products and services. Activities, interests, and opinions (AIOS) of 

the consumers form the background elements of the psychographics 

construct. Therefore, the concept of psychographic segmentation looks for 

clues on the personality traits, buying motives, attitudes, beliefs and values 

(Schiffman & Kanuk 2009, 84). 

 

Values, attitudes and lifestyles (VALS) framework is a research on 

psychographic market segmentation for the US market that combines 

hierarchy of needs as well as social character. It has been conducted by 
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Stanford Research Institute (SRI) International with the aim to be able to 

explain the purchasing behaviour. This research discovered eight segments 

for the American society. Those segments have been based on the different 

levels of resources and innovation as well as three primary motivations. 

Consumers motivated by knowledge are called the ideals-motivated, 

consumers that seek to demonstrate success is called the achievement-

motivated, and lastly there are the self-expression-motivated consumers 

focusing on physical or social activity, variety and risk. The eight VALS 

segments have been called respectively, the innovators, thinkers, believers, 

achievers, strivers, experiencers, makers, survivors and all carry clear-cut 

distinct elements (Schiffman & Kanuk 2009, 84-85). 

 

3.1.5 Negative Factors that Impact on Segmentation Studies 

   

Most measurable variables are very likely to be misleading especially in the 

context of internationalisation efforts in PRC. As it is resource wise difficult to 

conduct detailed country analysis in the PRC, the tendency of the companies 

is to associate the criteria with the firm’s marketing efforts and perspective. In 

other words, firms search for a match with their own strengths or 

expectations. This could cause to create an over-optimistic expectation for the 

operational performance. Similarly, the main downsides of the existing 

segmentation structure are as shown below (Hollensen 2010, 283). 

 

 Segmentation focuses on describing rather than predicting 

 Segmentation efforts are short-sighted in terms of market homogeneity 

 Segmentation leaves out of account the competition structure in the 

market 

 Segmentation work carries the possibility of defining the wrong 

segment 
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3.2 Theoretical Overview of Consumer Behaviour   

 

Consumer behaviour has been in the centre of marketing segmentation as 

well as marketing communication. The desire of the marketer to influence its 

customers requires understanding the elements and factors that impact on 

consumer behaviour in a systematic manner. The development of the 

marketing concept therefore, constitutes an important position to be reviewed.  

 

Under various factor’s impact, business conduct has faced three main 

approaches. First, together with the technological development on 

manufacturing capabilities the focus of the business was generally production 

oriented. In the beginning of the twentieth century, this approach allowed to 

satisfy some of the demand that clearly was above the supply level. Following 

this especially during the world wars, the dominant business conduct became 

sales orientation with the understanding of selling more than the physical 

manufacturing capacity. This understanding pushed the manufacturing 

facilities to expand their capacities with the aim of selling more. Accordingly, 

during this period the supply exceeded the demand. This situation caused 

another trend among consumers. Consumer’s interest towards products and 

services that would better satisfy their unique needs and preferences 

indicated to the firms the importance of a marketing orientation from 1950’s 

on. This shift has been formulated as integrating the consumers and focusing 

on their preferences. Instead of the cheapest or easiest to produce, the firms 

therefore, started to take into account the consumer behaviour and market 

characteristics when planning and implementing the business transactions. 

This third approach brought into existence the marketing concept that 

determined the satisfaction opportunities of the specific needs and 

preferences (Schiffman & Kanuk 2009, 26). The connection in between the 

third approach and the marketing concept as well as the segmentation, 
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targeting, and positioning concept is essential and intersects on the elements 

of the consumer behaviour. 

 

3.2.1 Consumer’s Decision Making  

 

The trust and commitment paid on one of the available options among 

alternatives could be considered as a simple and basic description of 

decision. This could be also applied on the purchase context in an extent that 

spending time for purchase or not, to actualise a purchase or not, to purchase 

one brand or the other could be seen as some of the important decisions a 

consumer has to go through. An interesting aspect of the decision is the fact 

that the existence of alternatives allows the consumer to conduct a 

comparison and encourages the purchase decision (Schiffman & Kanuk 

2009, 479). 

 

The degree of the information research sought to support or guide the 

decision making can reflect various levels ranging from an exhausting 

process to a monotonous habit. This classification emphasized the 

consumer’s problem solving depending on the extensive, limited, or routinised 

response as well as the involvement and personal relevance that the product 

or service receives (Schiffman & Kanuk 2009, 229,479). Together with this, 

the behaviour of the individuals has been identified to be under the impact of 

four main aspects in different levels. The economic view considers the 

consumers to be rational in their purchase decisions. The passive view on the 

other hand, portrays the consumer right the opposite of the economic view 

indicating an irrational and impulsive style. The cognitive view reviews the 

consumer in a thinking problem solver framework meaning that the 

consumers are re-actively or pro-actively seeking for solutions that would 

enhance their lives. Lastly, the emotional view however, puts forth the 

impulsive approach driven straight by feelings and emotions among which are 
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fear, joy, sexuality, love, hope, and fantasy (Schiffman & Kanuk 2009, 480-

482). In the context of the luxury products and services, mentioned feelings 

and emotions are highly involving as of the impulsiveness (Lu 2008, 31-34).  

 

Taking into account the above mentioned factors, consumer’s purchase 

decision could be identified as a process including various steps. Those steps 

could be simplified as the recognition of the need, followed by the search of 

alternatives in the pre-purchase phase, and lastly the evaluation of the actual 

alternatives. The steps could vary depending on the importance of the need 

as well as the involvement. Nevertheless, the recognition of the need is 

impacted through the personal motivation, perception towards the products 

and brand, learning, personality, attitudes, as well as the previous 

experience. Furthermore, those elements are being influenced the external 

efforts such as the firm’s marketing operations and the existing socio-cultural 

environment (Schiffman & Kanuk 2009, 484-497). 

 

3.2.2 Consumer Behaviour and Personality 

 

In order to build a good relation between the firm’s offer as well as the 

segmentation and targeting efforts, it becomes increasingly important to study 

the effects of the personality especially in the context of new market entry. 

The consumer innovators’ reactions towards new products have been taken 

in to account as an important criterion believed to reflect the overall market 

success. The openness to novelty or the level of consumer innovativeness, 

the level of consumer dogmatism, the state of social character between inner 

or other-directedness, the level of the need for uniqueness, the relative level 

of the positioning of the optimum stimulation point, the amount of the sought 

sensation, and the decision between the desired variety or novelty are among 

the innovativeness related personality traits which could be used strategically 

as input (Schiffman & Kanuk 2009, 141-147).  
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Another group of personality factors that impact the consumer behaviour are 

cognitive elements. The level of the need for cognition indicates the amount 

of thinking that the consumer enjoys. Example to the formulation to the need 

for cognition could the study that indicated high level of need for cognition 

that reflected focus on the product related information in the advertisements, 

instead of the background or peripheral aspects as it is in the opposite case. 

Similarly, consumers with high level of need for cognition spent more time 

processing print advertisements which could be utilised as an important 

medium selection input. Another cognitive personality factor is the consumers’ 

sensitivity towards visual or verbal influences (Schiffman & Kanuk 2009, 141-

147). 

 

The materialism level or the compulsive consumption level is another aspect 

of the personality that could help the marketer to adjust the marketing mix. 

The materialistic personality takes the possessions as primarily important as 

of their identities and their lives. The compulsive consumption behaviour 

however would be considered an abnormal act in a level of addiction 

(Schiffman & Kanuk 2009, 148-151). 

 

The last aspect of the personality in relation to the consumption is the 

cosmopolitanism versus the ethnocentrism concepts. Cosmopolitanism is the 

opposite of the level of reception of foreign-made products, with an argument 

of consideration of the world as being a united marketplace. In other word, 

such consumer would seek different exotic products (Schiffman & Kanuk 

2009, 153-155). 

 

3.2.3 Consumer Perception 
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Consumers perception is essential to be considered and managed for the 

marketer since there could be significant differences with their knowledge of 

the objective reality and what the consumer thinks. The actual behaviour is 

driven by the consumers’ perception. The product positioning is the key to 

influence the behaviour through the reflection of the match with the core 

identity of the brand or unique value proposition. 

 

A person follows a process in which stimuli is being selected, organised, and 

interpreted in order to create a picture of the world that is meaningful. This 

process is highly individual and therefore the sensation received by the 

stimulus is highly unique. In connection with this research, brand names, 

packaging, product designs, and especially advertisements could be defined 

as stimulus for consumers. For the purchase, usage as well as assessment of 

the products and services the sensory functions such as hearing, seeing, 

touching, tasting, and smelling act combined (Schiffman & Kanuk 2009, 175). 

Nevertheless, the fact that the stimuli are being under numerous sensations 

driven by a serious number of sources, people subconsciously block or filter 

some of stimulus to avoid getting disoriented. Moreover, besides the physical 

stimuli forming the personal perception as an external source, the previous 

experience of the individual including expectations, motives, and learning 

impacts how he or she would see the world. The subconsciously selective 

structure of the individual’s stimulus reflects an organisation afterwards and 

finally an interpretation based on the subjective expectations, needs, and 

experiences (Schiffman & Kanuk 2009, 179). 

 

The symbolic value of the products and brands as a perception makes the 

consumer behaviour field particularly interesting since the consumer’s portray 

a parallel image with their self-image and picture. In other words, some 

products or brands might be preferred on purpose with an expectation to 

contribute to their images or vice versa. This relation is what it makes 

elements of marketing such as the product related design, brand, price, 



67 
 

quality, stores, and manufacturing facilities particularly important (Schiffman & 

Kanuk 2009, 186). The positioning of the image of a product is therefore a 

vital fact that has a direct impact on a product’s or service’s business 

success. The unique position of a product in the consumer’s mind constitutes 

a higher attractiveness even compared to the actual characteristics 

(Schiffman & Kanuk 2009, 186). The potential consumer’s exposure to 

advertisement consequently, creates different cognitions as well as 

affections. Through the combination of the mentioned cognition and affection 

in the mind of the potential consumer, ideas and confidence about a brand 

and an opinion toward the advertisement itself are being developed. 

Eventually, the general attitude toward the brand emerges for the consumer 

(Batra & Ray 1986; Edell & Burke 1987, 1989). This situation carries 

noteworthy importance for the luxury firm that approach new markets due to 

the consumer’s sensitivity to affection. 

 

3.2.4 Affluent Consumers  

 

The purchase flexibility generated by the additional income of the affluent 

consumers gives access to luxury products and services. Similarly, the 

affluent consumers statistically live relatively longer and healthier (Schiffman 

& Kanuk 2009, 347). The difference in income with the mass majority 

proposes different lifestyle and psychographic factors and makes it 

significantly important for the segmentation efforts of the marketers (Hyman, 

Ganesh & McQuitty 2002). Affluent consumers have been divided into various 

sub-groups among which are depending on their income level such as least 

affluent, middle affluent, most affluent or depending on their shopping habits 

such as passion shoppers and logical shoppers (O'Loughlin 2007; Ipsos 

Mendelsohn 2008). Magazines are among the most exposed media mediums 

considering the tastes and interests of the affluent (Schiffman & Kanuk 2009, 

350-351). Although, within the international perspective it is believed to have 
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an increased number of similarities in terms of the consumer behaviour, still 

the attitudes driven by domestic and cultural differences are seen to be highly 

essential to take into account (Elliott 1998). 

 

 

3.3 Chinese Luxury Consumers and Characteristics 

 

This section of the chapter aims to enlighten the above mentioned 

characteristics of overall consumer behaviour for the Chinese consumer as 

well as the Chinese market. The luxury concept and its development will be 

studied and traditional as well as the modern values will be sought as the 

drivers. After having established a background on the luxury market a 

profound typology will be introduced which groups and segments the Chinese 

affluent consumers. This typology will also be utilised for the communication 

strategy suggestion in the following chapters. 

 

3.3.1 The Concept of Luxury in China 

 

As in many other areas China’s long history has an important impact on the 

tendency towards luxury appreciation and enjoyment. In other words, it could 

be said that the Chinese luxury consumer are relatively more accustomed to 

luxury products. Moreover, education background and social origin is 

believed to have an impact on the formation of the cultural factors of the 

perception. Aesthetic codes are being shaped on those main elements which 

make it more important that the luxury brands embrace the tradition and 

modernity, craftsmanship and creativity, history and innovation 

simultaneously (Lu 2008, 3-4). The image of the ancient elite and their 

lifestyle could be considered one of the purchase drivers. Together with that a 

very important background element in terms of the development of the values 

is the Confucianism. The collectiveness and family, respect and superiority, 
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the glory and awareness of shame (Lu 2008, 6-7) are essential values to be 

reviewed as of the consumer behaviour in a macro perspective as uniting 

factors independent from the demographics and lifestyles. In other words, the 

affluent Chinese elite not only represent a certain level of income but also a 

social class. The social structure of the Chinese society has been affected 

directly by the political and social event throughout the People’s Republic of 

China’s history. Those events created unique lifestyles differing by the 

generation such as, the new China generation, the lost generation, the 

suffering generation, the transitional generation, and the one-child generation 

(Lu 2008, 11). 

 

The symbolic characteristic of the luxury goods as well the brands are 

principal stimuli that take attention of the Chinese consumers (Lu 2008, 20). 

Nevertheless, luxury concept for the Chinese consumers is formulated 

through six expectations. Those product and service attributes are the 

exceptional quality, high level price range, scarcity and uniqueness, aesthetic 

and emotional appeal, history and heritage background, the inessential and 

superfluous chemistry. The dream value of the luxury goods and the 

conspicuousness could be added to the abovementioned attributes (Lu 2008, 

20-25). 

 

The downside of the concept is again related to the aforementioned value 

systems as well as the linguistic counterpart in Chinese. The primary 

perception of the luxury concept is rather extravagance, arrogance, and 

waste which indicates a critical red line when introducing the luxury goods 

with the western viewpoint. The concept of socialism-with-Chinese-characters 

has been processed to the society in a level that depending on the 

presentation the luxury idea could be seem as pitfall for the marketers (Lu 

2008, 27). 
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3.3.2 Traditional and Modern Values in the P. R. China 

 

The fast paced economic development comes along a change in the lifestyle 

and values like a shockwave relative to their predecessors. The background 

as well the direction of the consumption behaviour of the Chinese affluent 

segment is critical for the marketers.   

 

Complex consumer attitudes towards the luxury products have been 

categorised in three groups through market segmentation. Those groups are 

elitism, democratisation, and distance to the products (Lu 2008, 31-33). 

Furthermore, the critical traditional values that have been carried to today’s 

lifestyle concepts are the interdependent individual approach, the harmony of 

the individual’s and the group’s needs, the validity of the group affiliation, 

humility, and hierarchy (Wong & Ahuvia 1998). Moreover, western values 

have created a serious impact on the traditional Chinese values causing 

coexistence of blurry and contradictory values such as modernity, family, and 

tradition. These uncertain values are based on rational and experiential 

drivers (Lu 2008, 32-33). However, Epstein’s cognitive-experiential self theory 

suggests the aforementioned situation in every society especially towards 

luxury goods, adding that only the degree of the clash changes depending on 

the social status and cultural background (Epstein 1990). The inside-out 

perception towards the consumer’s is believed to reflect that the values act as 

being the determinants of attitudes and eventually the behaviour (Kamakura 

& Novak 1992). The attitudes responding to the luxury goods are affected by 

the combination of traditional values which include the family, economy, 

frugality, modesty, humility, perseverance as well as social behaviour patterns 

such as face-saving, interdependence, collectivism, and patriotism (Wong & 

Ahuvia 1998, 10). On the other hand, factors such as better integration with 

the world, gave the way to the introduction and development of the so called 

–new ideology– which embraces values like modernity, individual 

achievement, wealth, social status, self-confidence, leadership, and personal 
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freedom (Lu 2008, 55, 62-63). These values are closely linked with the luxury 

industry in terms of the motives used for communication. 

 

3.3.3 Classification of the Chinese Luxury Consumers  

 

The different cultural background, as well as the unique political and 

economic circumstances positions also the Chinese affluent consumers in a 

distinct point. Accordingly, it constitutes high level of importance to identify the 

characteristics of the affluent Chinese since they differ from the western and 

Japanese luxury markets (Sandra, et al. 2014, 2). 

 

In line with the previous sections and parts, it is believed that the 

psychographic profil-isation of the Chinese luxury consumers is a well-

reflecting method of the personalities, values, attitudes, and lifestyles. Lu’s 

empirical research (2008) based on in-depth analysis embraced three 

aspects of the Chinese luxury consumers. While, the first aspect of the 

categorisation reviewed the Chinese personality whether it is impulsive or 

rather rational, the second aspect focused on the values highlighting two 

dimensions. Those dimensions are the level of modernity opposed by 

frugality and the level of individualism. Last aspect on the other hand, 

examined the Chinese luxury consumer on the desire to enjoy 

conspicuousness. Eventually, four different Chinese luxury consumer profiles 

have been suggested. Those profiles are the luxury lovers, luxury followers, 

luxury intellectuals, and luxury laggards.  

 

The luxury lovers group reflect a potential desire towards design and brand 

story in the luxury product and services and favour flashy features and big 

logos. Fashion magazines are among the most preferred media tools. As of 

their consumption behaviour, they draw noteworthy awareness on luxury 

brands and products. Even though, they have conspicuous characteristics, a 
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rational orientation is attention taking. The individualism or collectivism 

motives do not reflect a clear difference, suggesting a homogeneous 

structure. The luxury followers group potentially enjoy rather popular designs 

with big logos that they benefit showing off. The press and outdoors media is 

the most reached media elements. Their very conspicuous approach is 

related to the impulsive and collectivist lifestyles. In other words, their 

consumption behaviour is formulated as trend, brand, and public opinion 

following characteristics which is open to manipulation. The luxury 

intellectuals group potentially take into account the brand values and special 

designs and therefore favour quality and authenticity in luxury products and 

goods. Publications on financial as well as social issues are the most relevant 

means that the luxury intellectuals consume the media. Their individualistic 

and rational characteristics reflect a very low level of conspicuous behaviour. 

On the other hand, the rational approach suggests also a functional 

dimension in luxury goods which is traded in for trendiness. A personal 

approach is visible towards the definition of the luxury concept. The last group 

is the Chinese luxury consumers is the luxury laggards. A high level of 

product functionality, quality and usefulness is expected from the products 

and services. The media consumption suggests a mass market style since 

they are least attached to the brands or affected by the advertising. Their 

impulsive background is reflects a price-rational and opportunistic viewpoint. 

In terms of the positioning between individualism and collectivism a rather 

balanced structure could be said to be valid which is still indicating the 

individualistic side to be higher. 

 

The segmentation study given above constitutes the main background of the 

discussion in the following sections. Therefore, detailed information will be 

shared in the empirical section about the Chinese luxury consumer segments 

in order to highlight the groups’ demographic structure.  
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4 INTEGRATED MARKETING COMMUNICATIONS  
 

 

Interaction in a form of communication is an essential factor for the firms to 

assure a long term presence in the markets. In course of the preparation for 

the communication, the audiences that constitute a potential consumer profile 

for the firms’ offering are being subject to marketing as well as business 

objectives. Together with type of the chosen media and the intellectual depth 

as well as the emotional structure of the message it is highly important to 

reach of the mentioned objectives. For this reason the firms utilise a rich 

portfolio of combinations of media and message options in order to increase 

their exposure for better consumer-interpretation and higher target audience 

engagement within a relationship approach (Fill & Jamieson 2011, 1/2). 

Furthermore, the change in the general environment could impact 

behavioural or psychographic changes. Therefore, segmentation variables 

which are reflecting a country’s conditions combined with personal 

preferences would reduce the risk of overall IMC message configuration 

efforts. The alignment of the marketing message with the targeted consumer 

profile, especially for the market of luxury goods is seen as a particularly 

critical factor due to its continuous structure.  

 

In the beginning of this chapter the theoretical background elements of 

marketing communication as well the integrated approach for a united voice 

sent by various media means will be presented. Following that, in the second 

part the integrated marketing communication’s relation with branding will be 

discussed in order to reflect the relations and to position the constructs within 

the marketing concept. In the last part of this chapter, the strategies for 

marketing communication implementation will be reviewed. More specifically, 

the marketing message strategies including the executional frameworks and 

their characteristics in terms of the potential appeal being used will be 

examined. The eventual aim is to be able to create a united base on the 
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communication message side by reviewing the background elements and 

context aspects to be able to suggest potential match opportunities with the 

characteristics of marketing segmentation studied previously for the luxury 

goods in the Chinese affluent market. 

 

 

4.1 Overview of Marketing Communication  

 

In order to establish a background for the integrated marketing 

communication approach the communication theory and process will be 

examined in the first part of this section. In consideration of the background 

elements the integrated marketing communication process will be reviewed to 

indicate the relevance and importance with the marketing concept. 

 

4.1.1 Communication Theory and Process  

 

One of the early explanations of communication based on interaction 

between persons was introduced by Shannon and Weaver (1949) inspired by 

the transfer of electrical signals from one point to the other. This model 

formed the basis of many other process based communication explanations 

(Barlow 2002). The main model requires seven elements to form the 

communication as a process. Those elements that constitute the process are 

the sender reflecting the source, the message to be transferred, receiver 

being the target, receiver’s feedback, channel forming the tool, the context or 

setting and the noise which represents the interference to the process 

(Karlsson 2007, 9).  
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Figure 4: The Communication Process (Shannon & Weaver 1949). 

 

The two crucial elements that make a communication process subject to 

existence are the sender as well as the receiver in which the message would 

be transferred.  The objective of the sender to initiate a communication 

affects the encoding of the message that would be decoded by the receiver. 

The communication barrier or the noise is an external independent factor 

which strategically or nominally impacts the completeness or even the 

success of the communication process. The interpretation of a message is 

being done in the way of decoding it by receiver’s background factors such as 

experience, culture, awareness (Karlsson 2007, 10). This factor makes the 

strategic planning as well as the consideration of the consumer segmentation 

efforts crucial. The estimation of the potential reaction of the target audience 

could be useful to arrange the communication messages in a way that the 

interruption of the noise element against the communication process could be 

able to be shaped better.  

 

Consumer’s reaction and response to the advertisements has been 

researched to be able to utilise the outcome in a strategic manner. Depending 

on the context and the objective, the marketing communicator would be able 

to understand customer expectations and focus on meeting them. The 

behavioural models in relation to the function of the advertisement could be 
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said is based on the learning theory which Pavlov empirically contributed with 

the experiment on the dogs (Karlsson 2007, 11). Following that, 

advertisement planning developed different approaches in which the 

hierarchy of effects theory takes attention (Lavidge & Steiner 1961). This 

model proposes stages that the consumer would be persuasively leaded to 

the purchasing act. Those stages are from awareness to knowledge, liking, 

preference, conviction, and eventually the purchase. In terms of the response 

hierarchy that differ from the hierarchy of effects theory, the AIDA model 

proposes that the behaviour follows an order that starts with paying attention, 

developing interest and desire, and concludes with the action. A third model, 

the DAGMAR model suggests that the flow starts with awareness and 

continuous with comprehension, conviction, and eventually the action 

(Karlsson 2007, 12).  

 

Some of the shortcomings of the hierarchy of effects theory are, first, the fact 

that not all the consumers would follow the process, second, that not all the 

steps in the process would be gone through, and lastly, the impulsive 

behaviour would modify the proposed process (Smith & Taylor 2004). The 

purchase decision making process is believed to be in relation with the 

behavioural models reflecting a mutual impact. The five steps flow suggest 

the recognition of the need, the data acquisition and interpretation in the 

search phase, the evaluation of the alternative goals and actions, the actual 

decision, and finally the post-purchase evaluation including the feedback 

(Varey 2002, 56).  

 

Nevertheless, it needs to be highlighted that the consumer behaviour might 

vary depending on some personal factors. Those factors could be 

summarised as the consumer’s perception whether the decision is important 

or trivial, if the action is new or repeated, the character is generally 

constrained or free towards novelty, and the level of openness towards the 

group-based influence versus individual determination (Varey 2002, 59). 
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4.1.2 Integrated Marketing Communication Process  

 

Besides price, placement, and product, the promotional programmes are part 

of the marketing mix elements which McCarthy (1960) referred to as the 4P’s. 

The marketing mix elements are being canalised to the target audience to 

overcome potential obstacles preventing the positive consumer action or to 

respond to the competitive engagements with the rival firms (Fill & Jamieson 

2011, 1/6). The promotion element embraces the marketing communication 

efforts explicitly in a planned manner differentiating the communication 

element from the rest of the indirect communications methods. Therefore, the 

marketing communications could be said that it seeks attitudinal and 

behavioural responses through conveying messages. The marketing 

communication consists of tools that together form the marketing 

communications mix. Those tools are advertisement, personal selling, public 

relations, direct marketing, and sales promotion (Fill & Jamieson 2011, 1/9-

1/10). While the developments in the production systems, technologies and 

approaches allow lower costs for many manufacturers, it causes many 

products to be very similar and even identical. In other words, differentiation 

for market share increases the potential impact of the marketing 

communication.  

 

Integrated marketing communication on the other hand, is the approach to 

coordinate a brand’s all the planning and execution of advertising and 

promotion elements for the identified communication objectives or to support 

a positioning effort.  Therefore, the delivery of consistent messages through 

different communication tools requires a serious planning concept (Percy 

2008, 5). A common method of strategic planning process for the integrated 

marketing communication consists of five steps. In the first step, the 

identification and selection of the target audience is being done in line with 
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the conditions of the target market. Second step suggests obtaining detailed 

information to understand the target audience concerning their product and 

brand decisions. Third step focuses on the identification of the products 

unique selling point as well as the positioning of the brand as of the marketing 

communication, in relation to the offered main benefit. The detailed 

communication objectives would be set in the step four. In the last step to the 

strategic planning process for the integrated marketing communication, the 

media alternatives would be assessed in line with the communication 

objectives. The congruency of the message and the selected media is very 

important in terms of the delivery and interpretation (Percy 2008, 25-26). 

 

The potential target audience should not be understood only in a narrow 

meaning. Besides the primary target groups, influential and supportive people 

for the consumers’ actual purchase decision are also being targeted by the 

integrated marketing communication. In order to assure a high average of 

effective communication, a portfolio of promotional tools is being used in 

order to increase the chance of visibility. These tools would be advertising, 

sponsorships, public relations, direct marketing, sales promotion, and 

personal selling. The wide variety of options makes the planning and 

coordination of the communication tools highly important. Together with the 

traditional media tools, digital media and the internet is merging and 

developing areas that create bright future. The importance of the marketing 

communication is related to the fact that it allows the firms to draw an image 

in the audiences mind. Therefore, in line with the expectations, strategically 

persuasive messages are seen as stimulation source that would eventually 

cause with the purchase and engagement (Fill & Jamieson 2011, 1-2). 

 

4.1.3 Share of Mind 

 



79 
 

Share of mind could be understood as a product’s, firm’s or an idea’s impact 

on people and public which is tracked through referencing, the amount of talk 

or mention. Due to the fact that awareness and popularity increase is very 

important, the share of mind is among the top advertising and promotion 

objectives. The primary product types or categories that occupy a place in the 

mind of the consumer could be said to possess an important level of share of 

mind since it would be limited. While the establishment of a brand that 

corresponds in the eye of the consumer to the best in category is the aim of 

the share of mind, in some cases the brand occupies such a space in the 

mind of the consumer that the products would be known with the brand’s 

name (Madden 1991). 

 

 

4.2 Branding and Integrated Marketing Communication  

 

The marketing communication efforts reflect the inclusion of every contact of 

the brand and the market suggesting being more than advertising or 

promotion only. Such a structure implies particular interpretation and special 

meaning of the brands based on personal experiences of the consumers and 

the positioning efforts of the brand. Integrated marketing communication 

therefore is essential to be able to focus the entire branding and positioning 

efforts to the consumer’s utilising all the communication means coordinated 

and planned. 

 

The brand of a product or service could be taken into account as a certain 

label that provides further information or story to highlight its uniqueness. 

Above the explicit features and functions of the products and services, to 

create an individual meaning, integrated marketing communication efforts 

could be understood as operational awareness and control above the 

aforementioned alternative contact-points. A brand is established when 
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others learn and follow a product or maybe a character like a politician 

through mass communication. Therefore, communication not only introduces 

the brand through various channels but also sustains it attractive to learn or 

follow. Effective positioning and reflection of accepted attitude carries a 

brand’s meaning to the target audience. Moreover, a brand represents more 

than only information about a product or a character. It might carry a meaning 

that implies a social aspect. Social integration, differentiation or the 

communities associated to the brand could be positively reflected as a 

context. Social differentiation could be understood as the varying motivation 

for consumption between men and women would be carried together with the 

brand’s identity by using integrated marketing communication effectively. The 

opposite, minimisation of social differentiation is also possible depending on 

the context. Furthermore, if well managed brands could be interpreted and 

perceived as independent human characteristics as of what they represent 

(Percy 2008, 33-35) This perception is being stressed and turned into a 

concrete structure through the utilisation of an endorser such a famous brand 

ambassadors or the brand name and symbols that are involved (Aaker 1997).  

 

Communities which are not based on geographical proximities but instead, on 

structured group of people that share feelings and admire a brand are called 

brand communities. This type of an organisation gathers together on the base 

of reflecting that the brand and its users are different opposing the ones that 

merely buy it (Muniz & O ’Guinn 2001).  

  

Integrated marketing communication has the potential to persuade 

consumers on a variety of behaviour particularly, via positioning and creation 

of brand attitude when coordinated correctly. In other words, the delivery of 

consistent messages in line with a strategic plan is a result of the success of 

the integrated marketing communication. Strategic integrated-marketing-

communication is a powerful method of establishing brand equity via brand 
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attitude and positioning efforts (Percy 2008, 35). The meaning of the brands 

constitutes a sub-function of the marketing communication over the time.  

 

Consistency especially with the messages transmitted throughout the 

mentioned time frame is at the heart of the efforts for the desired perception 

from the firms view. Even though, the marketing plan in place would position 

a brand naturally, within the context of marketing communication the 

establishment of a strategic positioning is crucial to be able to manage the 

consumer perception (Percy 2008, 49).  

 

4.2.1 Communications and Consumer Behaviour  

 

The receiver of the communication process, mentioned previously, includes 

both the actual target audience who is in the agenda of the marketer and also 

the unintended audiences. Some of them would be the distributers, 

wholesalers, retailers, local community, related professionals, stakeholders, 

suppliers, employers, bankers, (Schiffman & Kanuk 2009, 290). 

 

The sender encodes the message in a way that it would stress a clear cut 

meaning for the targeted receiver. Nevertheless, the marketing communicator 

has to take into account the decoding activity of the target audience which 

involves various factors such as experiences, motives, characteristics, 

involvement level with the product or product category, the match of the 

message with the medium, the receiver’s mood, and the level and the impact 

of the noise to the entire communication process. In other words, that 

background absorbs and interprets the message sent, encoded through 

pictures, symbols, words, and spokespersons (Schiffman & Kanuk 2009, 290-

291). Communication plans therefore include a media strategy defined by the 

target audience's preferred media read, viewed or heard. In other words, 

consumer profil-isation is crucial if any strategic expectation is aimed.  
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While the media firm’s offer audience profiles to ease the marketer’s decision 

making, the messages effectiveness is determined via feedback. The 

measure that reflects the person from the target audience includes the 

attention level the message created, the interpretation and the recall 

potential. Physical responses to the stimuli are considered to indicate 

physiological measures such as, the tracked eye movement towards the 

shelves and the brands. This suggests the personal attraction to the brands 

and products. The analysis electrical impulses created brain waves when 

exposed to advertisements suggests the degree of attention of the consumer. 

Similarly, the tracking of facial expressions and muscles believed to be 

modified when exposed to advertisement is a method that analysis emotions 

and is called facial electromyography (Schiffman & Kanuk 2009, 311). 

 

The receiver’s cognitive response such as the level of engagement and 

involvement with the message is analysed by attitudinal measure. The 

audience could be asked their level of interest before, during or after the 

exposure to the advertisements through a number of tools such as Likert-

scaled feedback forms. Lastly, the persuasive power of the advertisements 

can be measured through recall and recognition tests performed the day after 

the exposure to advertisements during TV shows, radio broadcasts or the 

alike (Schiffman & Kanuk 2009, 309). 

 

4.2.2 Cultural Values and Marketing Communication 

 

One of the very important aspects of understanding culture is whether the 

context is described as low or high. For the communication message, it could 

be differentiated that when the information engages physical context or is 

embedded in the person it is described as high context by Hall (1976, 1984). 

On the other hand, the low context culture carries the messages embedded in 
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codes which are explicit. Low context cultures are associated with 

individualistic orientation. Similarly, a society’s orientation between 

individualistic or collective norms is an important indicator of the culture. The 

shared societal norms constitute more than the arrangements of living 

together (Hofstede 1984). The social ties are the dominant principles in 

collectivist-oriented cultures. The focus in such cultures turns around the - we 

- as a construct. In individualistic-oriented cultures, individualism as well as 

independence is the values that are sought for. Moreover, the individualistic 

cultures which are mostly seen in the western cultures are sensitive towards 

private opinions and self-actualisation (Koroglu, Lin & Olson 2012). 

 

Cross-cultural advertising and marketing has been an attention taking topic 

as of its characteristics that vary remarkable from one culture to another. 

Comparative research showed that in between two countries representing 

high level of individualistic and collective orientation, the USA and the PRC 

the advertising appeal was in line with the dominant societal norms. Also, 

comparing the content of the primetime broadcast in selected US and 

Chinese TV channels, individualism and independence was much more 

focused in the USA than in the PRC (Lin 2001, Zhang & Gelb 1996). 

 

Another advertising aspect that has been compared between the west and 

the east is the approach towards a hard sell or soft sell. In Japan reflecting 

the eastern cultural values, advertising was observed to be more indirect and 

the emotional mood and atmosphere more reflected as appeal, relative to the 

US. The high context culture in Japan is believed to have given birth to soft 

sell appeals via implicit and nonverbal communication approach which are 

more image-based instead of information-based. In the US, representing the 

western values in general, competitive and comparative statements reflecting 

brand superiority were more used (Mueller 1987). Moreover, consumer 

attitude, believability, irritation, and purchase intention has been found to be 

more impacted through hard sell approach in the USA. In conclusion, the 
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image-oriented messages reflecting implicit and symbolic information on 

issues like global brand credibility, quality image, social sensitivity, prestige, 

and comparative pricing is perceived to be a better match with soft sell 

approach (Okazaki, Mueller & Taylor 2010). 

 

 

4.3 Message Creation Strategies  

 

As a repetitive circle, the development of an effective integrated marketing 

communication could be said to be formed by steps such as the customer 

identification, valuation of prospect customers, creating and delivering 

messages, estimating return-on customer-investment, and budgeting, 

allocation, evaluation and recycling (JIMC, 2014). Nevertheless, on top of the 

circle the corporate and marketing objectives would be the determinants of 

the steps of the integrated marketing communication process. The objectives 

of the persuasive message creation and delivery could be said to be more on 

the operational side of the planning. 

 

The marketing communication process consists of steps like the marketing 

plan review, target audience selection, communication objectives, message 

design, media selection, message source, feedback collection (Percy 2008, 

243-267). This structure could be said is in line with formulation of the 

communication process (see section 4.1.1) as of the structure. All the steps 

are both individually as well as collectively important to be formulated for the 

eventual communication objective that the marketer might have. However, the 

message creation has particular focus and importance for the context of this 

study. Taking into account the international-business aspect that considers 

the consumer segmentation in the Chinese market for affluent consumers 

strategic, the significance of the cognitive information is higher. In other 

words, comparing with media selection in the communication process, the 
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message creation step is essential as of its power to shape the consumer’s 

behaviour through the impact on the product or brand image in consumer’s 

mind. The influence on the perception is related to cognition driven while the 

media selection would be fact driven. For media selection step, the local 

conditions and statistics would be a good source to be used as a guide when 

the marketer needs to make decisions. However, the consumer behaviour is 

based more on intangible elements such as, personal experiences, 

expectations, lifestyle, and even mood. Therefore it is very important that the 

message considers these aspects while serving a purpose. 

 

As mentioned earlier in the previous sections, integrated marketing 

communication has a mission of designing personalised marketing 

communication messages and delivering to the target audience in an 

effective and focused manner. The expected concrete result of the integrated 

marketing communication messages are to be remembered that they would 

lead to certain attitude changes and persuade short or long term actions 

(Clow & Baack 2007, 198).  

 

The personal way of message delivery is much more effective than the 

impersonal advertising media with its human-fashion tone. The various forms 

of advertising media where consumers are exposed should be utilized in a 

format that the message and creative delivered would create a personal 

image on the target audience. This is substantial that the consumer would get 

engaged through the message in a manner of remembering and purchasing 

the product or the service. What is more, the measurement of the operations 

constitutes another challenge that needs to be taken into account. This is 

because of the fact that if the aspects cannot be measured than they would 

not be possible to be managed (Clow & Baack 2007, 198). 

 

In this part of the chapter the three types of message strategies will be 

explained which persuade the consumer’s to make or repeat a purchase. 
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Following that, the forms of advertising creative in order to serve the aims of 

being memorable, convincing, and original will be presented. Afterwards, the 

advertising appeals that constitute the context and the communication source 

and spokespersons will be introduced.  

 

4.3.1 Message Strategies  

 

In order to deliver the message theme strategically, three types of overall 

tactics could be utilised. Those comprehensive groups are the cognitive 

strategies, the affective strategies, and the conative strategies. 

 

The cognitive strategies aim to convince the consumer to make a purchase 

with reason-based arguments as well as reflective information on the offer. 

The product attributes or the benefits that the consumer could get are being 

presented in a rational manner. With this, it is aimed to address the offer to 

the potential consumer’s believes and / or knowledge background. There are 

five main cognitive message strategies that could explain information on 

product benefits. The first cognitive strategy is the generic messages that 

promote the product attributes or benefits without reflecting the position of the 

attributes to other references. They do not claim any superiority and therefore 

are used by the firms that lead the industry. When propound interchangeably 

with the product category, the brand awareness could be generated through 

this strategy. Second type if the pre-emptive messages that actually express 

supremacy based on the attributes in order to take the chance from the 

competitors to utilise an argument. The third is the utilisation of a unique 

selling proposition which could be described as a statement of uniqueness 

that actually could be investigated. Nevertheless, the perceived sameness of 

a product involving the quality and the functionality constitutes a barrier in 

establishment of the unique selling point. Another cognitive strategy is the 

hyperbole approach which puts forward a statement on the attributes or 
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benefits that cannot be tested. The final cognitive strategy is the comparative 

advertisement in which the offer would be directly or indirectly compared 

including the exposure of the competitor’s name depending on the 

advertisement regulations (Clow & Baack 2007, 199-201).  

 

The affective strategies try to build connections between certain emotions 

that are reflected and the offer or the brand. The expected outcome is the 

increased appeal to the product, the remembrance of the brand or the 

advertisement. The power of the emotions to persuade potential consumers 

to certain behaviour is explained through the impact on the reasoning 

process. There are two groups of affective strategies. The resonance 

advertising tries to cause recall of the past experience of the consumer for the 

sake of connecting placing the product with that feeling. Therefore, memories 

and emotional attachments are very important to be reviewed from the 

marketer side. Similar to the resonance advertising, emotional affection aims 

to generate relations and connections but between the offer and the emotions 

among which are happiness, security, glamour, luxury, trust, reliability, 

friendship, serenity, pleasure, romance, and passion. So, the consumers 

make the decisions under the impact of the emotions (Clow & Baack 2007, 

202-203). 

 

The conative strategies grab attention through action-inducing 

communication. In other words these strategies persuade to certain 

behaviour directly. Therefore, most of the time such strategies are used to 

supportive elements within the integrated marketing communication frame as 

part of the promotional efforts. The conative strategies can be divided into two 

categories as of their focus either on action induction or on promotional 

support (Clow & Baack 2007, 204-205). 
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4.3.2 Advertising Appeal and Message Source 

 

A wide range of advertisement appeal could be utilised together with or in 

contrast to the message strategy in order to reflect an attention taking 

contradiction. Some of the commonly used appeals are fear, humour, sex, 

music, rationality, emotions, scarcity, guilt, and shame (Schiffman & Kanuk 

2009, 302-309). 

 

The utilisation of spokesperson could be in form of employment of a celebrity 

considered as an advertising appeal. In such situation, the celebrity would 

promote the offer through testimonial or endorsement utilising the personal 

acceptance from the target audience. Therefore, it is very important to do a 

good match with the brand position promoted as well the target audiences’ 

perceptions towards the spokesperson or so called brand ambassador used 

(Schiffman & Kanuk 2009, 309). As spokesperson the celebrity could be used 

also to establish a brand personality besides the emotional bond or the 

enhancement of brand equity. Moreover, CEO’s, experts and typical persons 

could be utilised as spokesperson depending on the executional framework 

selection (Clow & Baack 2007, 2011-214). 

 

4.3.3 Executional Frameworks  

 

Within one of the aforementioned message strategies, the executional 

framework could be described as the method or the manner the advertising is 

reflected. The executional framework of the advertisement is in relation with 

the appeal and the proper match could be considered important. Among 

some of the aforementioned frameworks could be the utilisation of animation 

which became more popular with technological developments. Another 

method is the slice of life and dramatization which gives a look at the 

everyday problems that consumers encounter. Depending on the reflection 
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the categorisation could be different. Testimonial from a positive experience, 

commentary of an authoritative personality, the demonstration of the product 

features, or a straightforward informative introduction of the offer are other 

methods. Lastly, the fantasy type framework could be used in order to draw a 

picture beyond the real world. This approach could be both completely 

irrational or still within a realistic frame (Clow & Baack 2007, 205-211). 
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5 EMPIRICAL ANALYSIS 
 

 

This section is aimed at producing and displaying empirical evidence to 

support the central arguments being put forth. For this reason, the theoretical 

aspects which have been covered in the previous sections are meant to be 

utilised in an integrated approach. Accordingly, firstly the design of the 

research method will be introduced, together with its importance in terms of 

the suitability. Following that, an overview of the research environment will be 

indicated for the specific research context. Lastly, the research process as 

well as the particular categories and criteria used for the reason of information 

extraction from the advertisement content will be explained.    

 

 

5.1 The Design of the Research Methodology 

 

The focus point of this research has been the desire to systemise the match 

of the marketing communication messages utilised by the IMC mix with the 

strategic consumer segmentation, which also constitutes an integral position 

for the market entry decisions. Within the context of Chinese luxury market, 

message creation strategies have been seen to be under the impact of the 

strong local characteristics.  

 

As one of the most effective advertising tools in Chinese luxury industry, the 

magazine advertisements’ contents are aimed to be analysed which are 

exclusively exposed to the affluent consumers of PRC. Furthermore, the 

contents will be investigated and classified as of their marketing 

communication message strategy as well as the related elements. Therefore, 

the following section will express the important points of the content analysis 

and its implications towards the study. 
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5.1.1 Content Analysis 

 

In order to systematically analyse and compare the magazine advertising 

targeted at the affluent consumers in the PRC, qualitative content analysis 

method will be utilised by extracting the message strategies as well as the 

meaning of the communication messages. While the overall aim on the 

theoretical side is to be able to point out the practice trends, on the 

managerial aspect, the match with the audience will be investigated.  

 

 

Through the comparison of the advertisement characteristics in one country 

versus another, in this case the PRC versus the USA, overall consideration of 

the local elements are expected to be identified. Accordingly, in this research 

the content analysis will examine the luxury product and service 

advertisements published in the issues of the Robb Report USA as well as all 

Robb Report Lifestyle (China) subjected to the empirical study.  

 

The year 2013 is chosen in order to utilise the readership and circulation date 

reflected on the 2014 media kit of the magazines. The compared 

advertisements are selected on purpose from the same year, Robb Report’s 

2013 issues from the USA and the PRC, so that the external factors’ impact 

could be considered to be same to the advertising-sponsoring luxury brands.  

 

Moreover, the embracing structure of the magazine towards the luxury 

industry as well the connoisseurship approach permits the magazine to 

encompass the high-end consumer’s relatively effective. Although the 

magazine includes indirect communication through editorial articles on luxury 

goods, only the direct advertisements will be taken into account since they 

represent the actual message design of the luxury brands.  
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Based on that background along with the limitations of the study, a niche 

selection of the media has been applied which relatively reflects the industry 

the most, instead of a census. Further information on the fit of magazine 

advertising for luxury products and services as well as the Robb Report 

Magazine is provided in the following section. 

 

The message strategies have been aimed to be investigated in a systematic 

manner and within the framework of the given theoretical background in the 

previous sections. Therefore, six categories have been prepared which would 

systemise the analysis and classify the extracted data. Those categories 

constitute the main divisions and accommodate actual sub-categories acting 

as guiding criteria to be sought in the advertisements.  

 

The overall message strategy reflecting the cognitive, affective or conative 

tendency, the executional framework exposing the format characteristics, the 

appeal type, the style on the information content, the product display choice, 

and above all the advertisement mode carrying local or global elements will 

be the generic items to be looked for. The message strategies will be 

explained more in detail in the section 5.3 Research Process and Coding 

Criteria. In order to understand what is being aimed to be transmitted on 

luxury advertisements a nominal measurement approach will be carried and 

existing characteristics tracked down.  

 

5.1.2 Implications: The Fit of the Research Method  

 

This study aims to be a guide in decision making towards the integrated 

marketing communication message for luxury products. Thus, it examines 

through a well-accepted and recognised luxury-hub magazine the exposed 

advertising messages. This magazine represents an exclusive / niche reader 
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profile and circulation as of its unique distribution and membership structure 

(An 2003, 7). The method of the research is quantitative content analysis 

which aims to discover contextual and social aspects used through the 

comparison of the aforementioned categories used in the USA and in PRC 

(An 2003, 6). It is expected to find distinct ratios on the categories. 

Nevertheless, the research targets to identify supporting arguments instead 

statistical validity affirmation in a holistic approach. 

 

 

5.2 Overview of the Research Environment  

 

In this section of the study, information on the actual research context 

especially the focal point of the empirical study, the luxury and fine living 

magazine’s position will be questioned. Following that, Robb Report’s 

credentials will be investigates and the magazine introduced. 

 

5.2.1 Importance of the Magazines in Marketing Communication of 

Luxury Products 

 

The creation of persuasive advertising messages through the strategic use of 

visuals is seen as a vital issue for marketing communicators. The strategic 

usage embraces particular aims, among which are attention and impact 

creation to encourage the purchase behaviour of a selected audience. In 

course of stimulation creation literal as well as symbolic visuals are being 

exposed to the targeted audience. While the literal creative reflects rather 

factual information and seeks rational behaviour, the symbolic creative carries 

the mission of relating strategic images by manipulating the consumer 

perception.  
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The close interaction of the advertisement has positioned the visuals as a 

contributor but also as a target of the economic and therefore social changes 

happening in the society. Accordingly, the cultural sensitivity of the 

advertising and visuals is reflected through the linkage with the society. Even 

though, the questions of whether advertisements are impacting the society 

more or the various social movements’ impact on the advertisements need 

further research, certainly the level of the relationship is an important factor 

for the success of advertisement (An 2003). Nevertheless, the strategic 

utilisation of the visual aspects allows the marketer to create opportunities 

beyond simple attention grabbing such as the stimulation of curiosity, the 

demonstration of product specialties and benefits, personality creation and 

reflection of the product as well as association with certain lifestyles, and 

eventually the establishment of the brand identity for the perception of the 

target consumer (Moriarty 1987, 550). In this way, products would create 

impact through the gained meanings, besides their factual information. The 

compatibility and harmony of the communication visuals with the verbal 

message changes the potential perception of the target audience (Edell & 

Staelin 1983).  

 

The success of the proactive or reactive attitude of the advertising sponsors is 

therefore, directly related to catching up with the dynamic political, economic, 

cultural and social atmospheres. Consumers’ perception is under the impact 

of the aforementioned aspect and the marketer’s interaction must be double-

direction oriented (An 2003). The developments in the production methods 

and technologies has been guiding marketing communication approaches to 

reflect a shift from mass to more personalised, two way communication styles 

(Fill & Jamieson 2006, 9).  

 

The marketing communication effort that aims the affluent consumers, 

however, has not been necessarily in line with mass-market communication 

approaches. Mass-market communication is perceived as incompatible with 
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the exclusiveness of the high-end brand positioning. Addition to the deal is 

the challenging pricing structure of the advertising placements exceeding the 

many firms’ budgets.  

 

Taking into account the readership-reach effectiveness in terms of the 

affluent target audience in China, the magazines that apprise and focus on 

high-end lifestyle and fine living, cultural and social events, management and 

financial developments, travel and airline news for first class as well as 

business guest at VIP launches and major bank customers are seen as the 

most impactful channels (Lu 2008, 181).  

 

It could be argued that the technological developments and the changes 

impact the daily life and habits in a way that the print copies of the magazines 

reflect a decreasing sales trend. However, the magazines’ digital versions 

compensate the declining trend by presenting an impressive increase 

(Haughney 2013).  

 

From the view point of the structure of the advertisements placed in the 

magazines, the growing trend of the luxury advertisings are particularly 

remarkable (Reuters 2013). The media consumption of the affluent consumer 

therefore is strategically important for the luxury firms in order to adjust their 

communication mix for their target audience. With this in mind, researches 

indicate magazines as being very effective to transmit the positioning 

messages as well as factual information (Shea 2013).  

 

As a pivotal point for advertising success, the distinction between the fashion 

magazines and luxury brands has to be indicated. The actual reader profile of 

fashion magazines like Cosmopolitan or Elle are most of the time not affluent 

consumers. They are rather lower-middle class consumers that are 

passionate to know and learn about luxury brands. Thus, communication 

efforts on fashion magazines would not go further than educating the 
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potential market in a generic manner (Lu 2008, 181).  A good way to start the 

analysis of the magazines, for the research of their suitability to luxury brand’s 

target audience media consumption, could be the examination of the media 

kits of the magazines which usually include information on circulation and the 

readership profiles. 

      

5.2.2 Introduction of the Magazine in Question: Robb Report 

 

In order to identify supportive empirical information to serve this study best in 

consideration with the actual limitations, the Robb Report magazine, 

published by CurtCo Robb Media Labs LLC, has been selected to be 

investigated. CurtCo Robb Media Labs has been founded in 1987 in 

California, USA and today has many offices as well as partnerships in the 

USA and in various countries on the world (LinkedIn 2014).  

 

The Robb Report magazine is considered world’s most acclaimed journal of 

connoisseurship (Robb Report 2014b), serving as an authority for the ultra-

affluent consumers. The magazine introduces and exposes luxury products 

and services of miscellaneous brands in company with detailed commentary. 

Robb Report’s target consumers are the affluent clientele and is therefore 

positioned as the luxury resource for products and services categorised as 

automobiles, yachts, real estate, travelling, private airplanes, fashion, 

jewellery, watches, art, wine, high end home electronics and style, health and 

wellness (Robb Report 2014a). Robb Report’s international editions such as 

Robb Report Arabia, Robb Report Brazil, Robb Report China, Robb Report 

India, Robb Report Kazakhstan, Robb Report Malaysia, Robb Report Mexico, 

Robb Report Russia, Robb Report Singapore, Robb Report South Korea, 

Robb Report Spain, Robb Report Thailand, Robb Report Turkey, Robb 

Report USA, Robb Report Vietnam reflect the effective national, international, 

and regional network of publications and digital products. CurtCo Robb Media 



97 
 

has been focusing on incorporating the vertical niches as business strategy 

with the aim of creating market leading brands (Robb Report 2014a). 

 

The Robb Report’s connoisseur structure allows the magazine to act as a 

significant source for the affluent audience as well as for the influential 

opinion leaders by means of advertisements and editorial articles introducing 

the newest and all the facets of luxurious living (Robb Report 2014c, 3).  

 

Managing the magazine’s reputation on the high-end luxury and fine living 

expertise is nourished significantly through the subscription method requiring 

an invitation to assure a reputable social status. This approach is applied also 

with the expectation of reaching the target audience more effectively by 

increasing the exclusiveness. When it was new in the market, the clear-cut 

positioning of the magazine required unique solutions to build a circulation 

channel focusing specifically on affluent readers. It included information 

collection on and dealing individually with the members of the Chinese elite. 

The creation of the exclusive readership base allows the magazine to 

organise special events which offer the members the opportunity to network 

with people with similar background (Jingjing 2007).  

 

Particular interest in the Robb Report (China) magazine in terms of the scope 

of this study is therefore formed by both its exclusiveness and the embracing 

structure concerning the coverage of the luxury goods and services. 

Moreover, having targeted such affluent consumers, the importance of the 

income created by the advertisements constitutes a higher attention for the 

magazine besides the income created through the circulation. In other words, 

the exposure is expected to be relatively more effective as of the magazine’s 

reach and coverage of luxury advertisement sponsors. Furthermore, the 

coverage of the advertisements in the magazine also reflects a portfolio of 

products and services which are rather shaped according to the local demand 

and characteristics (Jingjing 2007). 
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For the convenience on access to systematic data for this study,  the issues 

of the Robb Report USA and Robb Report China (Robb Report Lifestyle) 

have been obtained. In this way, the macro level information reflecting the 

actual 2013 circulation and readership of the magazine has been extracted 

from the official 2014 media kit of the magazine in order to assure the 

consistency and validity. Based on the previous year’s data, the media kit 

serves as a strategic document for Robb Report reflecting factual information 

to promote the magazine to potential advertisement sponsors (Investopedia 

2014). Information about the focal points of Robb Report magazine such as 

the readership and circulation information will be introduced in the following 

section, in order to gain insights on the similarities and differences of the USA 

and China editions. 

 

 The audience profile of Robb Report in the USA displays ultra-affluent 

consumers who seek luxury, quality, and exclusivity and therefore, hunt for 

high-end advertisements as well as elite and trustable connoisseurs. Due to 

the high-end purchasing power associated with the readers, the magazine is 

very attractive to advertisement sponsors. Relative to other magazines in 

class, the audience of Robb Report has been ranked number one in median 

household income, average household income, and average net worth. 

Summary information about the reader profile facts could be found on the 

Table 1 (Robb Report 2014c, 5). 
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Table 1: Robb Report USA Audience Facts (Robb Report 2014c, 5) 

 

The readers have been provided different platforms to reach and interact with 

the introductory editorial as well as the advertisements. The shares of the 

electronic platforms are remarkable which increases advertiser’s options and 

flexibility. The Figure 5 reflects the influence of the different platforms on a 

monthly average (Robb Report 2014c, 6). 

 

  
Figure 5: Monthly Influence Platforms (Robb Report 2014c, 6) 

 

Launched in 2007, the Chinese edition of the magazine, the Robb Report 

Lifestyle, targets the elite and affluent consumers of the country with the 
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similar perception. Possessing local and global expertise on luxury and fine 

living, the magazine offers insights for the wealthiest regions of mainland 

China as well as Hong Kong, Taiwan, and Macau.  

 

The magazine is represented in company with a partnering local partner the 

Trends Media Group. The monthly published magazine is the first in the 

market that operates on the basis of subscriptions-by-invitation and reaches 

more than 168,000 circulations per month via a variety of distribution 

channels. Some of them include private banks, luxury clubs, VIP airport 

lounges, luxury restaurants, and hotel suites (Robb Report 2014d). The 

carefully designed content aims to bring sophisticated excitement and provide 

a high-end consumer experience relying on more than thousand 

connoisseurs, 85 prominent artists, and a consulting team of than hundred 

experts (Robb Report Lifestyle 2014, 4).  

 

The editorial content of the magazine consists of commentary columns and 

articles, new product listings and buying advice, trends and forthcoming 

products, recognition of design and collectible art, and an index on items 

used by experts and readers (Robb Report Lifestyle 2014, 7). 

 

Summarised factual information is given on the table 2 about the monthly 

readership and the circulation of the Chinese version of the magazine. The 

distribution has been reflected both as of the locations and the major 

distribution channels (Robb Report Lifestyle 2014, 19-22). 
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Table 2: Robb Report China Monthly Readership and Circulation (Robb 

Report Lifestyle 2014, 19-22) 
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5.3 Research Process and Coding Criteria  

 

This section will report on the actual steps taken in order to conduct the 

content analysis. Throughout the preparation of the analysis environment, the 

Robb Report magazines from the USA and the PRC have been obtained and 

coding criteria defined. These criteria as well as the implications on the actual 

practice will be introduced and discussed in the following. 

 

5.3.1 Explanation of the Categories and Coding Criteria 

 

The advertisings of the products and services placed in Robb Report China 

and Robb Report USA have been distributed to the categories in order to 

group same type of products. Those categories are: jewellery, watches, 

perfumes, cosmetics, exclusive ready-to-wear, accessories (like handbags or 

shoes), wines, spirits and cigars, luxury automobiles, luxury hotels and 

tourism, personal aviation and boating, culinary and dining, art and 

collectibles, leisure and sports, health and wellness, home and style, 

investment, and real estate. 

 

In terms of the analysis of the messages transmitted in the advertisements, 

three main categories and three supportive categories have been prepared. 

The main categories are, in line with the information shared in the theory 

chapters, the message strategies, the executional framework, and the appeal 

used for the advertising. The message strategies have been divided into 

three sections as cognitive, affective, and conative message strategies. 

Applying those categories as criteria for the advertising analysis, sub-

categories of generic messages, pre-emptive messages, unique selling 

proposition, hyperbole, comparative advertisement, resonance, emotional 

action-inducing conative advertising, and promotional support conative 

advertising have been looked for.  
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Similarly, the categories that constitute the executional framework of the print 

advertising are animation, slice of life, dramatization, testimonial, 

authoritative, demonstration, fantasy, and informative methods. In terms of 

the appeal the determined categories are fear, humour, sex, shame, guilt, 

rationality, emotions, and scarcity aspects. As of the content of the 

information given in the advertising facts, opinions, rhetoric, storytelling, and 

none categories have been used. Moreover, the product display aspect have 

been analysed whether it was displayed prominently, in background, or not at 

all. Lastly, it has been searched if the overall characteristics of the advertising 

carried local elements or global elements. 

 

The elements described above have been used to analyse the advertisings 

exposed both in the Robb Report China and USA and the data consolidated. 

 

5.3.2 The Research Process 

 

Once the publication Robb Report China was selected as empirical material 

for this research, the researcher decided to compare the issues with its 

American counterpart, Robb Report USA especially the statistical aspects. 

Moreover, the advertisings that were prepared by the luxury goods brands 

and published in the Chinese edition were decided to be analysed according 

to the prepared coding criteria. The indirect advertising such as the articles on 

luxury goods were not considered as of the fact that they were prepared by 

the Robb Report team or the third party connoisseurs.  

 

Selected issues of Robb Report USA were obtained by contacting the media 

services manager who is responsible for the past issues at the magazine’s 

headquarters in Malibu, California, USA. The issues were acquired in PDF 
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format as well as purchased via Zinio website, a multi-platform distribution 

service for digital magazines that allows to download electronic applications.  

 

The Chinese version of Robb Report, on the other hand, was not available, 

neither online nor as electronic application format. Therefore, no issues have 

been found in digital format. Due to the fact that in China subscription to the 

publication is only available through invitation and their unique criteria the 

media services manager of the magazine’s headquarters in Malibu, 

California, USA was asked to connect the researcher with his counterpart in 

China. Robb Report’s office in California directed the researcher to its 

Chinese contact person in Trend Media in Beijing, which is Robb Report 

publisher in the country.  

 

The editor of the Robb Report magazine from Trend Media was able to 

confirm that no past issues of Robb Report China were available in digital 

format, except the publishers’ digital archive. However, electronic format was 

in excessive size to be electronically transferred and it anyway was not open 

to distribution to the public as of their company policy. Nevertheless, after the 

magazine’s editor in China, Mr Vincent Zhuang’s extraordinary endeavour to 

provide his personal archive, the researcher was able to obtain the following 

issues in print: January, June, July, August and September, all from the year 

2013. Due to the time constraints the mentioned five issues from 2013 of the 

Robb Report USA and China has been the subject of the empirical study. 

 

After having differentiated the explicit and implicit advertisement in the 

magazines, the researcher pre-listed all the advertisements in the Robb 

Report USA and Robb Report China. This listing included information such as 

the given number to the advertising, the month of publication, the page 

number the advertising is published, the brand of the advertising, the 

category of the product or service, the product or service type.  
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Due to the fact that the Chinese version of the magazine contained written 

information in the Chinese language only, the core messages were translated 

and interpreted by Ms. Grace Huang, a Chinese native, whom the researcher 

was able to meet regularly. Nevertheless, the interpreter was asked to focus 

on the core messages meaning, that in case of printed product specificities 

she only indicated that they were published.  

 

Following the pre-listing, a second table has been prepared in order to give 

the way to combine the information on the pre-listing and the coding criteria. 

In this table the information was sorted per month reflecting the 

advertisements first from the Chinese version and afterwards from the US 

version. Therefore, the table contained horizontally, the indication of the 

issue, which country it is from, the brand that advertised, the type of product 

or service, the product or service category, the number of pages used for the 

advertising, the page number of the advertisement, the total number of the 

pages in the magazine, the message strategy related categories such as 

cognitive, affective, conative, and the responding sub-categories, categories 

of the executional framework used in the advertising, the categories of the 

appeal type used in the advertising, the categories of the information content, 

the categories of the product display, and finally, the characteristics of the 

overall advertising whether it carries local elements or global elements. With 

the help of the translation and interpretation of the advertising messages in 

the Chinese edition of the magazine as well as the analysis of the 

advertisings in the US version of the magazine, the table forms the 

consolidated central information point.  

 

Taking into consideration the readership profile of the Robb Report in the US 

and China, accessed through the official media kit from 2014, the match of 

the actual information have been analysed in between the extracted 

information from the magazines and the consumer profil-isation for the 

Chinese affluent consumers explained in the theory part on segmentation. 
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Below, in the Table 3 the summary of the segments and characteristics as 

well as the readership information of the magazines could be found. 

 

 
Table 3: Summary of Chinese Affluent Characteristics and Robb Report 

Readership Characteristics  
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6 DISCUSSIONS AND CONCLUSIONS  
 

  

This chapter is dedicated to the analysis of the research findings and the 

conclusions of the study. In the first section, the analysis of the findings from 

the content analysis based on the advertising placed in the Robb Report USA 

and China will be discussed. Following that, the theoretical and managerial 

contribution of the study will be reviewed. Lastly, the limitations and further 

research recommendations will be indicated. 

 

 

6.1 Main Findings  

 

Through the content analysis of the advertising published in Robb Report 

explicitly, the brands, the products and product categories, the number of 

pages used for the advertising, the actual page number(s) of the advertising, 

the used message strategy, the selected executional framework, the appeal 

of the advertisement, the content of the given information, the display of the 

product, and finally the characteristics of the advertising if it carries local 

elements or not, has been collected. The two aims of the empirical work have 

been, first, to be able to compare the luxury advertisings statistically between 

the PRC and the USA. Factual information such as the number of the 

advertisements in the issues or the number of the advertisements as 

categories, therefore, have been collected and compared. The second aim in 

this study has been to be able to identify any relationship between the 

psychographic segmentation and profil-isation of the Chinese affluent 

consumers and the actual advertisings.   

 

As of the statistical information comparison part, it could be said that the 

number of the advertisings placed in the magazines significantly varies 
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between the Chinese edition and the US edition. This gap is emphasised by 

the 75 advertisements in the Chinese version versus the 348 advertisements 

in the US version. This finding is believed to be rooted to the difference in the 

market reach of the two versions of the magazines. Robb Report USA has 

been longer in the market and appeals in an established position. The 

Chinese edition, on the other hand, has been in a position increasing its 

penetration while operating in a smaller volume.  

 

Another field of the statistical information comparison is the placed 

advertisements divided by the product categories. The categories of the 

published advertisements has been studied and found that for the Chinese 

edition the top three advertised categories are watches, home and style 

products, and hotel and tourism services. In the USA version of the magazine 

the watches are also the top advertised category, followed by jewellery, hotel 

and tourism as well as wine, spirit, and cigars. It is important to mention that 

in both countries the perfumes and cosmetics have not been advertised at all. 

The foreseen explanation could be that those categories reflect the basic, 

entry level products and therefore, their target audience might have been 

different than the affluent consumers.  

 

Concerning the message strategy, the advertisement published in the US 

edition have the emotional (affective) message strategy as a primary option. 

Following that, the pre-emptive messages as well as the unique selling 

proposition are seen to be the cognitive message strategies commonly used. 

For the advertisements in the PRC edition of the publication, it could be said 

that their operations are on the opposite side of the US ones: the vast 

majority of the advertisements uses pre-emptive messages followed by 

emotional and resonance, affective strategies.  

 

The executional frameworks, on the other hand, show similarities between the 

two editions of the publication and indicate the demonstration idea to be the 
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main method. This approach is being followed by the informative framework 

as the second largest application way. Likewise, the appeal selection also 

shows a parallel structure. While the emotional appeal is being primarily used, 

the rationality and scarcity are the next most used advertising appeals.  

 

Furthermore, the information content of the advertisements reflects also very 

similar choices in the PRC and in the USA. The facts and opinions are the 

leading ways being used on the advertisements as of the information content. 

Another issue in which the two countries’ publications share similar statistical 

information is the display of the actual products in the advertisements. More 

than 80 percent of the analysed advertisements display the product 

prominently. 

  

With the overall characteristics, the study attempted to understand to what 

extent the advertisements consider local elements such as cultural motives or 

not. In the USA, only thirteen percent of the advertisings were found to have 

embedded local elements. In the Chinese market this rate is doubled in 

relation to the USA, pointing to one third of the advertisements containing 

local elements, the majority of which are from the hotel and tourism category. 

 

 

6.2 Theoretical Contributions and Managerial Implications 

 

Surprisingly, in the United States publication the emotional (affective) 

message strategy is the most preferred method. More interestingly, the 

opposite trend is observed in the advertisements published in the PRC 

edition, with the vast majority of them reflecting cognitive strategies.  

 

While it is expected to have the scarcity appeal to be used quite much for the 

luxury products, the almost non-existing but strong appeals such as fear, sex, 
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or shame clearly differentiate the luxury goods advertising from fashion 

advertisements. Nevertheless, the high number of facts and opinions in the 

information content suggests pragmatic consumers’ existence both in the US 

and in the PRC (see appendix 3). 

 

Moreover, in spite of expectations that Chinese consumers would show some 

degree of preference for emotional stimuli, in contrast with rational stimuli for 

the US consumers, the research pointed in the opposite direction for luxury 

printed advertising. The combination of the modern and traditional values in 

the current Chinese society makes the prediction of the consumer behaviour 

more complex and the concept of segmentation more important. 

 

Considering to the readership facts of the Robb Report as well as the 

explanation of the psychographical segmentation of the affluent Chinese 

consumers given in Table 3, there is an expectation to identify a relationship 

between the two concepts.   

 

According to Lu’s (2008) profil-isation of Chinese affluent consumers, each of 

the four segments possesses a different consumer value factor, an 

individualistic or collective orientation, and product or brand awareness. More 

specifically, the luxury lovers are indicated to be conspicuous, rational, and 

with high level of awareness. For a background with such characteristics, a 

cognitive message strategy could be suggested.  

 

A pre-emptive or unique selling point approach together with an informative 

framework run under rationality appeal could be a useful one. The luxury 

follower is more under the impact of the advertisement due to his impulsive 

and also collectivist structure. For this profile an affective message strategy is 

seen as more suitable. Especially, the conspicuous frame would suggest an 

emotional approach rather than a resonance atmosphere which would be 

more internally impactful. Due to the impulsive way of acting, dramatization or 
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fantasy executional frameworks together with emotional appeal could be 

more effective.  

 

The individualistic and rational luxury intellectuals are highly aware of what 

they seek even though advertisements’ impact is relatively low. For this group 

a cognitive strategy such as unique selling point in an informative framework 

could be useful especially when presented with appeals such as rationality or 

scarcity.  

 

The last group which could be guessed by the segment name, the luxury 

laggards seek rational reasoning while being impulsive. In other words, 

rationality could be emphasised within an affective message strategy such as 

resonance or even an action-inducing conative strategy. This approach would 

affect the opportunistic background of the luxury laggard. 

 

The overall sum of the abovementioned message strategies indicates a trend 

for the majority to be on the side of the cognitive strategies, except for the 

luxury followers. The same trend could be also indicated in terms of the 

executional framework and the appeal selection with its focus on rational 

reasoning. Nevertheless, again the luxury followers’ attitude puts them aside. 

This is to say, more than half of the messages analysed from Robb Report 

China indicated a cognitive orientation. Moreover, three quarters of the 

messages were based on the demonstration framework as well as a rational 

appeal such as rationality or scarcity. Taking into account those given facts, it 

could be said the Lu’s (2008) psychographic segmentation and profil-isation 

are in line with the actual luxury print-advertisements.  

 

The PRC has a unique and powerful culture which melted many approaches 

in a pot and created interesting layers. The fact that living in harmony from 

many aspects is a central value might confuse the marketer in the first place. 

Nevertheless, marketing communicators of luxury products and services 
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could consider a pragmatist approach to from Chinese target audiences when 

combining message design element and the message structure. For the 

given context meaning for the aforementioned consumer groups and the 

product and services it could be said that the materialistic compensation for 

the money spent is an important driver. 

 

    

6.3 Limitations and Further Research 

 

In course of the preparation of the research various limitations has been 

encountered. First of all, the compressed timeframe as of the dual degree 

program schedule caused overall a narrow approach to the study. Therefore, 

the study forms a normative approach by the utilisation of the existing but not 

connected pieces of information rather than an exploratory one. The structure 

of the dissertation has been prepared according to the actual time limitations.  

 

Moreover, the context of the study is the P. R. China, which evoked 

limitations in access to information as well as the interpretation of the 

information. The subject of the empirical analysis, the 2013 issues of Robb 

Report China were not available in any electronic format. The online 

purchase of the hard-copies was not recommended by Chinese contacts due 

to the expectation that they would not be delivered or internalised in the EU 

countries due to the customs regulations. Such limitation made the author to 

contact the headquarters of the magazine as well as the editor in the Chinese 

partner firm. Through personal endeavour of the editors, only five issues of 

the magazine could be obtained going through long delays of delivery. The 

limited access to the magazine’s issues caused a forced shrinking to the 

focus of the study which impacted the quality of the empirical section. 

Similarly, the fact that the analysed material was in Chinese language, a 

native translator and interpreter had to be partnered with.  



113 
 

 

It should be mentioned that this research embraced cross-disciplinary issues. 

Nevertheless, the view point has been from the business management and 

marketing management aspects. Knowledge of other disciplines has been 

integrated to the study only if the related connections were established. 

Moreover, the theoretical sections and the covered information have been 

refined to reflect only the related parts of the entire.  

 

Together with the time constrain, the focus of the study have been narrowed 

down including the exclusion of the actual field work in the P. R. China. The 

field work could have enriched the work with the viewpoints of the actual 

consumers as well as the firms via surveys with the marketing managers of 

personal network.  

 

Similarly, the narrow focus gave birth to the identification of one single 

publication to be used for the empirical analysis. Even though the selected 

publication is powerful in reflecting the affluent Chinese consumer, further 

research with larger involvement including alternative publications and field 

work is seen as important. In this way, the normative study of generating 

connection and between constructs for strategic suggestions could be pulled 

deeper as to match consumer segments and message strategies.  

 

The psychographic segmentation methodology used in this study is done by a 

researcher who based his research on examples in the West. That is to say, 

further segmentation research with unique eastern-culture criteria could offer 

further insights in consumer behaviour in Chinese context. This is also valid 

for the marketing communication-related aspects.   
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