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Words from the Editor

Dear Readers,

We are happy to introduce you new ways to stay connected to the 

LABReport.

Starting this month, you can participate in Labbrand’s   community 

by joining our Facebook page. Discuss news articles with members 

or simply stay tuned about what is going on in the branding 

industry both in China and globally.

 

You can also follow us on Twitter – we look forward to hearing 

you twit back to share your own branding views and ideas!

Speaking of sharing, this month we would like to share insights on 

how to reach Chinese consumers through strategic packaging 

design and the importance of branding for low-priced consumer 

goods in China. We will also provide branding tips for Chinese 

traditional companies and compare the Chinese names of three 

popular vehicles in our name analysis.

Want to give us your feedback? Want to comment on what we 

wrote in this issue of the LABReport? Please do so on Facebook, 

Twitter or simply on our own corporate blog!

We would also like to draw your attention to our news section – 
you’ll Þnd out about Labbrand latest creation – the Chinese brand 

name for Bureau Veritas. And for those of you who read Ilook, 

Vladimir Djurovic, Labbrand Managing Director, has been interviewed 

this month to explain how French business can succeed in China – go 

check it out.

Enjoy the reading!

The LABReport Team  

P.S. Please add info@labbrand.com to your address book to avoid 
any antispam 
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Creative

By Eric Wang
  

Brand Translation: 
Packaging Design Differences
between China and the West
 
Is a product still the same without its packaging? As the saying goes – looks matter, and without a properly designed package a 

product is hard to sell regardless of how good its other attributes might be. Indeed, packaging design represents what the brand 

stands for as much as other elements of the brand visual identity do, and in certain cases the packaging is almost as important 

as the product itself.  After all, what would Coca Cola be without its famous bottle? 

In China, as in other markets, packaging design does not only have the function of protecting the product and explaining its 

attributes and beneÞts, but it also has the role of appealing to consumers. Studies show that buyers generally decide what to buy 

at the point of sale1. In order to successfully help sell the product, the package needs to differentiate and characterize the 

product and ultimately to become part of the product experience.

But how can the packaging help the brand engage and attract Chinese consumers? What are the factors to take into 

consideration to design a truly distinctive packaging for the Chinese market?

In this article Labbrand looks at the impact packaging design has on the businesses operating in China and, in particular, at the 

issues product brand managers need to consider before falling in the “cultural trap” and developing a package that overlooks at 

the differences between China and Western markets. 

We will look at the components of packaging design in the order a customer may perceive them: colour; label and typeface; 

images, patterns and shapes; and material.
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                                 1.   Colour Choice

Selecting the right colour palette for the packaging has a great 

deal to do with the ultimate success or failure of a product brand. 

In fact, colour plays an important role in a consumer’s purchase 

decision2. People use a little more than a minute to make up their 

minds about a product they see for the Þrst time, and a big part of 

this judgment is based on colours alone. So, clever use of colours 

in packaging design can contribute not only to differentiate the 

product from competitors, but also to inßuence moods and 

feelings and ultimately attitudes towards a certain product3.

"All of us have involuntary physiological and psychological 

responses to the colours we see," according to the Chicago-based 

Institute for Colour Research, a group that collects information on 

the human response to colour and then sells it to industry. 

"Colour...impacts our appetite, sexual behaviour, business life and 

leisure time," says Eric Johnson, the institute's head of research 

studies.

In fact, the same colour may be perceived very differently in 

different cultures. For example, green enjoys no popularity in 

Japan, France, or Belgium, while it can be frequently seen on the 

packaging designed for Turkish and Austrian consumers. People 

from Islamic cultures react negatively to yellow because it 

symbolizes death but like green as this is believed to help Þght off 

diseases and evil. Europeans associate black with mourning and 

tend to prefer red, grey, green and blue. In the Netherlands, 

orange is the national colour and therefore can be used to arouse 

nationalistic feelings4.

Colours have a strong signiÞcance in Chinese culture as well. 

Yellow, as the colour that was only for the emperor to wear, and 

red, as symbol for happiness and good luck, are both very 

powerful colours for designing product packaging for this 

country market. However, this does not apply to every product 

category: Chinese consumers generally Þnd appealing these 

bright and shiny colours for food products5 but tend to prefer 

white and pastel colours for personal care and household items.

For instance, General Mills adapts the colours used on own 

product packages in the Chinese market by using bright and 

ßashy colours. 

Kleenex, instead, features brightly colour and slightly abstract 

ßowers on the packages sold in the US but it designs Chinese 

packaging with pastel colours and small, delicate and realistic 

ßowers.
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                            2.Label and Typeface

Label and typeface are critical to attract consumers for they are a 

prominent visual element on any packages. 

Different countries have different regulations about the information 

product labels should or should not contain, therefore size and layout 

of information on the label may need to change in order for the 

product to enter a certain country.

Besides country speciÞc regulation on labels, key to market the brand 

to local consumers is the typeface used on the package. This is 

especially true in China where foreign brands adopt Chinese brand 

names, and consequently Chinese typeface, to better communicate to 

the market. 

Coca Cola, to cite a brand that truly masters the art of packaging 

localization, gives as much importance to the Chinese written brand 

name as the original English one. The Chinese typeface, therefore, 

becomes integral part of the brand identity in China and shapes the 

packaging in an unmistakable way.

So much so that the Chinese side of the packaging is the one that is 

shown on Coke’s visual communications and ads in the country:

                   3. Images, Patterns, and Shapes

Researchers estimate that more than 70 percent of purchase 

decisions are made at point of sale6. Here the consumer takes in 

rapidly all the products displayed – and likewise hastily looks for 

clues that help him make a decision. 

Products brands that are successful on the Chinese market clearly 

take into consideration how images and patterns printed on the 

packaging inßuence consumers decisions towards own products.

For instance Mirinda, in order to effectively reach the younger 

segment of the Chinese market, not only uses brighter colours but 

also features locally beloved cartoon characters on the packaging.

Pepsi, instead, taps into the local culture, people, icons, and activities 

as inspiration to capture and engage Chinese teens. Pepsi tin 

reprocess all these elements and uses them to dress itself of a locally 

relevant package:

Nivea offers a line of lip balm packaged in smaller solutions than the 

ones sold in the west. That is because Chinese consumers tend to 

prefer packages of smaller size. This is particularly true for food 

products, as domestic apartments have relatively smaller storage 

space and refrigerators than in the US or Europe7 . 
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4. Material

The material used to produce the package it is also extremely 

important in order to gain the preference of target consumers. For 

instance, a growing segment of the population worldwide and in 

China dislikes products using too much waste material for the 

packaging directly due to environmental concerns.

Price conscious consumers, instead, are less concerned by the quality 

or recyclability of packaging and are generally more likely to consider 

other, more function-oriented factors when purchasing a product. 

However, these factors often depend on priorities that change 

according to the category of goods, the speciÞc product, and the 

available budget of the buyer8 . 

In other words, the material used to package a product reßects how 

much the company understands its market. 

Colgate, for instance, chose to differentiate its products in China by 

using a packaging material that was scarcely used by competitors 

when the company entered the Chinese market in 1992. Back then, the 

majority of domestic toothpaste manufacturers used aluminium 

tubes. Colgate, instead, adopted the plastic tube that is now 

commonly used by almost all toothpaste brands as this is more 

convenient, durable, and safe for the user. The new packaging 

material helped Colgate seize about one third of the market share 

over the years. 

On the contrary, Alpenlibe, the candy manufacturer, uses the same 

size, design and colours on the packages sold both in the West and 

China but, in the latter case, it wraps own brand candies with two 

thick layers of papers as strong packaging is generally associated in 

China with higher quality products9 . 

Packaging has an incredible power over what people buy. The same 

way people express themselves through the clothes they wear they 

also make statements about who they are through the products they 

buy. Indeed, we buy products not just for their functional attributes 

but also – and maybe even more importantly – because these 

products promise to fulÞl desires and longings. The package that 

enfolds the product carries a big part of that promise. 

The challenge 

when t r y i n g  

to build a locally 

consistent “promise” is 

to interpret the global brand 

identity and creative concept in a meaningful 

way for the Chinese market. The package 

design needs to attract attention, stimulate 

curiosity, build a connection and ultimately 

lead the buyer to think the product is the best 

one offered. China is a country with a long 

history and a rich culture, creating codes in the 

minds of consumers that must be considered 

during package design. In order to be 

successful in China, foreign brands need to 

reinterpret their identity through the eyes of 

Chinese consumers to truly understand how 

colours, patterns, images, typeface and 

material choices can contribute build a 

meaningful product experience.

1.  Rettie R.; Brewer C., 2000, “The verbal and visual  

components of package design” Journal of Product 

and Brand Management, Volume 9, Number 1, pp. 

56-70 

2.   Randi Priluck Grossman, Joseph Z. Wisenblit, 

1999, “What we know about consumers’ color 

choices” Journal of Marketing Practice: Applied 

Marketing Science Volume: 5 Issue: 3 Page: 78 – 88

3.  Satyendra Singh, 2006, “Impact of color on 

marketing” Management Decision Volume: 44 Issue: 

6 Page: 783 - 789

4.  Wen Juan, 29th Aug. 2008, “Taboos on the 

international packaging design” 

http://news.pack.net.cn/hotapply/jgsj/20070829/10312

7.shtml

5.   Anuradha Dayal-Gulati, Angela Y. Lee, “Kellogg 

on China: strategy for success” Kellogg School of 

Management, pp 166

6.   Rettie R.; Brewer C., 2000, “The verbal and visual 

components of package design” Journal of Product 

and Brand Management, Volume 9, Number 1, pp. 

56-70

7.  Anuradha Dayal-Gulati, Angela Y. Lee, “Kellogg 

on China: strategy for success” Kellogg School of 

Management, pp 166

8.  Christian Rommel, 2004, “Global Trendsetters: 

China” Package Design Magazine, September Issue 

http://www.packagedesignmag.com/issues/2004.09/tr

endsetters.shtml
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Chinese Low-Priced 
Consumer Goods Market
Calls for Powerful Brands

  

By Shirley Zhu

As the living 

standard of the Chinese 

people becomes higher with 

greater economic development, 

domestic and international corporations 

hurry to provide consumers with more purchasing 

choices. Yet, choices are created not only by new 

products, but also by different brands with different 

attributes and images that attract different 

segments of the population. Brands signify  

attributes such as high quality or fashionable style, 

but also afÞliation to a certain social class or group, 

and can thus be sold at premium prices even when 

they are made at the same production costs of 

non-branded alternatives.  

In a developing country like China, there is also a 

large portion of the market that still does not have 

a great purchasing power.  With an annual per 

capita urban resident consumption expenditure 

of only 8696 CNY in 2006, we can hardly expect the 

vast majority of the Chinese population to become 

regular customers of premium brands.1   Instead, 

the Þrms that can gain a much greater market 

share are the ones that invest in creating strong 

low-priced brands for the consumer goods market 

made by the budget-concerned Chinese public.

The sheer 

size  of the consumer 

goods market in China has 

been an incentive for intense 

competition in almost every industry.  Small 

Þrms can inexpensively enter the market due to the 

lack of IPR enforcements, use their capabilities to 

imitate existing products, and successfully overcome 

technical barriers.  At the same time, effective use of 

mass production allows them to lower the 

production cost and retail prices.  They can further 

undercut their competitors by reducing proÞt 

margins, making up for lost revenue by selling large 

quantities of the same products.  

Such a saturated and established consumer goods 

market strongly discourages investment in creating 

strong low-end brands and improving their market 

share.  After all, in a market long dependent on price 

competition to attract consumers, generating brand 

loyalty even for well-known and well-established 

brands seems to be difÞcult.  Many Þrms believe it is 

better to cut branding costs in order to have a price 

advantage.  In this article, however, we will argue that 

for low-priced products the brand remains the 

distinctive factor on which Chinese consumer base 

their purchasing decisions. 
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Chinese consumers tend to have a short list of preferred brands for 

the products they purchase regularly and do not easily stray from it 

when making purchases. Naturally, and especially in light of the 

current economic crisis, consumers of low-priced products are price 

sensitive and thus not always loyal to their preferred brands (in-store 

deals and promotions can divert purchase from preferred brand). Still, 

on average Chinese consumers are willing to pay a premium of about 

2.5 percent for a branded product they purchase regularly. Thus brand 

building and development in this segment of the market is and will 

remain essential 4 .

Challenges of Successful brand building for

Low-Priced Goods

As previously mentioned, the prevalence of price competition in the 

low-end market constitutes one of the biggest challenges Þrms have 

to face in order to develop a proÞtable and sustainable brand. 

 

This has enormous implications for brand value especially because of 

widespread piracy and copyright infringement.  In the Chinese market 

many low-end Þrms do not invest in building an original brand in 

order to cut costs, but instead use brand names and visual identities 

very similar to those of the well-known existing ones as promotion of 

own products. 

For instance Whitecat (白猫), the historical domestic brand of 

detergent, has reason to be annoyed by the existence of Dailycat “日

猫” that has copied not only the brand name but also the logo and 

packaging design. Many consumers purchase Dailycat by mistake as 

they believe that what they’re getting is the famous brand Whitecat 

or a sub-brand – slightly cheaper - of its portfolio.

Moreover, in order to overcome competition from cheap pirated 

goods, low-end Þrms have a tendency to become producers of 

copycat, if not pirated, goods.  There is a strong incentive to give up 

branding investment and focus on price competition for short-term 

proÞts in the low-priced consumer goods market. In other words, 

strong commitment and persistent brand investments that are more 

for long term revenues than for short term proÞts are necessary to 

truly create strong low-priced brands. The problem is that many Þrms 

simply do not have the Þnancial capability to continue such 

investments over long periods of time.

The BeneÞts of Branding Chinese Low 

Priced Consumer Goods

In a market that is famous for replicating goods 

to be sold in massive quantities, and very often 

with scarce attention given to design, material 

quality, or production processes, the brand can 

function as a quality marker. In other words, 

given a small price difference for similar goods 

in the low-end market, the consumer will buy 

products from a more reputable brand because 

it is perceived to be of higher quality, partially 

because well-known translates mentally into 

“more people buy it, so it must be better”2.
 

Indeed, consumer purchasing is affected by 

strong brands as they are seen as a mark of 

product safety. Studies show that 

product-related factors such as price and 

brand name, in addition to store name, 

promotion channels, source credibility, 

country of origin, nature of product testing 

authority, and warranty, all signiÞcantly 

affect the Þnal choice the consumer makes 

with regards to similar product offerings. 

Therefore, by carefully manipulating these 

variables when formulating brand strategy 

managers can attract the large and growing 

market of safety-conscious consumers and 

gain a signiÞcant competitive edge 3 .

In addition to product quality and safety, the 

brand can also be differentiated through 

beneÞts above and beyond the products’ 

functional attributes. In other words, the brand 

itself becomes a tool of product differentiation 

and therefore a competitive advantage. 

Even when the branded product isessenti

-ally the same as the non-branded one, the 

brand name gives it added qualities. 
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Domestic cell phone brand CECT is a case in point. CECT entered the 

competitive Chinese cell phone market by selling branded low cost 

phones. In order to remain competitive and gain market share, CECT 

quickly gave up on branding and began to produce copycat mobiles - 

Nokia, Samsung, Motorola, and more - and sell them at half price of 

the original if not lower. Some of these models are not even branded 

"CECT". As you can see, it was both easy and proÞtable for CECT to 

move from producing legitimate, branded cell phones to non-branded 

imitations. 

Strategies to be used for low-priced consumer goods

Even though the aforementioned challenges may seem 

insurmountable, there are strategies that have proved successful in 

building proÞtable low-end market brands to attract a large share of 

price conscious consumers. 

1.   First Go High, Then Go Low

Firstly, and especially in the case of well-established Þrms, the brand 

can be introduced in the mid- to high-range markets before starting to 

target the low-end market.  A strong reputation of high quality in 

mid-to-high end products can give the Þrm a sustainable competitive 

advantage when the same brand is introduced to the low-end market. 

On the one hand a sound reputation will allow the Þrm to beneÞt 

from economies of scale in marketing and branding.  On the other 

hand, low-end consumers can be easily attracted by the brand as this 

is perceived as “high status” since it is widespread also among mid-to 

high end consumers. At that point, the brand can defeat competitors 

both on price and perceived quality.

For instance Nokia, no 1 in China in the mobile phone market, Þrst 

captured a large segment of the high-end urban market before 

starting to sell cheap durable cell phones to the Chinese rural market. 

Nokia 1100, the Þrst Nokia low-end phone in China, was launched in 

2003 when color screens already prevailed in the overcrowded 

Chinese mobile phone market. The phone featured a black and white 

screen but it nevertheless became one of Nokia largest cash cows. 

Chinese farmers' craze for Nokia 1100 largely stemmed from its 

well-known attribute of high quality matched with customized 

features – the mobile was dust-proof and had an in-built ßashlight, 

both very useful functional characteristics if living in rural China. The 

customized attributes were developed by the famous Finnish mobile 

brand after having conducted extensive market research to 

understand the speciÞc needs of the Chinese rural market.

Naturally, as in the case of Nokia, in order to 

successfully build a strong low-priced brand, 

the Þrm must also understand how to satisfy 

the needs of the target consumer base.

2.  Niche brand strategy

Secondly, Þrms trying to build strong low-end 

market brands in China will be more successful if 

they target consumers with unique and speciÞc 

needs in this market bracket rather than 

producing products that are similar to the other 

non-branded, low priced ones.  

For instance, Chinese candy Yake V9 secured the 

market for candy-lovers with strong concerns for 

nutrition by speciÞcally advertising the Vitamin C 

content.  

Another example is Asus, the Chinese manufacturer 

of cheap computers and laptops, who has 

developed a low-priced, small and well-designed 

laptop that successfully targets budget-concerned 

consumers who wish to have a sleek and light PC to 

carry around without having to spend a signiÞcant 

amount of money to get it. 
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The key to building a proÞtable low-priced brand is strong brand 

differentiation, thereby creating a signiÞcant obstacle for copycat 

brands to overcome. This will drive domestic consumers to recognize 

the brand for its perceived higher quality or ability to satisfy their 

needs and eventually build a large consumer base willing to pay a 

small brand premium.

This will allow companies offering low-priced consumer goods to 

increase their market share and proÞtability in a sustainable manner. 

1.   http://www.stats.gov.cn/tjsj/ndsj/2007/indexch.htm

2.   France Caillavet, Aug. 11, 2008, "Cheap" products are no less   beneficial from 

a nutritional point of view, http://www.international.inra.fr/

3.   Alan Ching Biu Tse, 1999, “Factors affecting consumer perceptions on product 

safety” European Journal of Marketing, Volume: 33 Issue: 9/10 Page: 911 - 925

4.  Ian St-Maurice, Claudia Süssmuth-Dyckerhoff, and Hsinhsin Tsai, 2 0 0 8, 

“What’s new with  the Chinese consumer”, The McKinsey Quarterly, October issue

5.  Ian St-Maurice, Claudia Süssmuth-Dyckerhoff, and Hsinhsin Tsai, 2 0 0 8, 

“What’s new with  the Chinese consumer”, The McKinsey Quarterly, October issue

Similarly, Cortry Cosmetics, a successful low-priced domestic brand, 

targets its products to female consumers who appreciate the curative 

powers of Chinese traditional medicine. In fact, the brand uses the 

concept of "汉方养眼" [hanfangyangyan] to distinguish itself from 

competitors, which expresses the idea of making eye care products 

accordingly to traditional Chinese  medicine practices – supposedly 

handed down since the Han Dynasty. 

3.   Provide a Brand Experience

Thirdly, in order to minimize branding expenses to remain competitive in 

the market for low-priced goods, brand managers can exploit cheaper 

and more innovative alternatives to traditional brand building and 

marketing.  Public displays, media coverage, and word-of-mouth are all 

low cost ways to increase the visibility of a brand in the marketplace. 

 

3M security glass outdoor advertisement is a good example of such 

tactics. Even though they are not the highest priced solution in the 

market, to show how strong the branded security glass really is, the Þrm 

set up a glass box Þlled with money in urban central locations. The “ad” 

drew not only the attention of passers-by but also of media and the 

general public – media reports worked more effectively than traditional 

advertisement and were totally free!

Sinoway Herb is a Chinese cosmetic brand focused on natural herbal 

personal care products. In order to increase market share inexpensively 

the company used Internet as it main branding channel, and speciÞcally 

weyii.com, a large online cosmetic community. By sending free samples, 

collecting users' information, getting feedback, and more generally 

interacting with its target market consumers – young girls – the brand 

reached more than two hundred thousand people. This demonstrates 

that brand experience can be virtual in nature and still be effective. 

All in all, are brand investments worthwhile to build successful 

low-priced brands? 

We certainly believe so. China’s budget-conscious consumers account 

for the majority of the domestic market.  Indeed, Chinese shoppers are 

not likely to change from known and preferred brands for unfamiliar 

ones 5 . In a country where the cheapest price tag often means low, if not 

dangerous, quality standards, it is reasonable for consumers to fear that 

the wrong product choice could lead to unpleasant consequences, 

especially when talking about food or personal care products.
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Branding Tips for Chinese
Traditional Companies

  

Vintage brands have been on the rise in the west for the past 5 years – 

and the trend is still continuing: brands famous in the ‘80s that had 

been long forgotten have been rejuvenated to see new days of glory.  

Converse All Stars, to name one well known example, have come back 

into style after years of hibernation. 

China has numerous vintage and traditional brands, known as “lǎo 

zì hào” (老字号); but not many people know they exist and even less 

recognize the equity that still lies within them. 

[For a detailed history of China’s vintage/heritage brands check the 

“a look at history” box at the end of the article]

Unfortunately many of these brands have developed negative 

identities during the past decades. This is because they have not kept 

up with the demands of today’s consumers, causing the younger 

generation to see these products as out of date and as something 

their parents would buy. In addition, before the ofÞcial protection of 

the lǎo zì hào  brands in 1991, many small companies created 

low-quality copies which damaged the reputation of the lǎo zì hào  

and decreased their market share. 

Yet, despite the oftentimes negative perception of these brands, lǎo zì 

hào brands possess several qualities that make their abandonment not 

an optimal choice for Chinese traditional companies.

For one, many of the lǎo zì hào brands still  have enormous 

followings among older market segments. As older people talk about 

the reliability and the family tradition of using certain lǎo zì hào 

brands, Þrms beneÞt from word-of-mouth marketing.  Not wanting to 

change their habits, the older generation would be unwilling to 

abandon lǎo zì hào products without a good reason, allowing the lǎo 

zì hào to maintain their presence in certain segments of the market.  

Although some lǎo zì hào products have lost their reputation, other 

Chinese traditional products have managed to maintain theirs. For 

example, as mentioned in a previous Labbrand article “Chinese 

Luxury Brands on the Move,”1 Chinese liquor Þrms 茅台(máotái) and 

五粮液(wǔliángyè)  beneÞt from having no competitors producing 

similar liquor. New market entrants are unable to establish the same 

reputation these traditional Þrms achieved over centuries in a short 

period of time.  For traditional products, the Chinese believe the Þrm 

with the longest history must have the highest quality due to their 

continued production of the same product.  

Additionally, the lǎo zì hào brands receive strong government 

support to protect and promote their brands.  In 2005, the Ministry of 

Commerce put laws into place for new lǎo zì hào designations, 

thereby providing bureaucratic and marketing support for the 

original lǎo zì hào to Þght off potential misuse by smaller Þrms.  

Traditional Chinese Þrms may also be able to receive government 

Þnancial support if needed to invest more in branding and ongoing 

operations.

By Xiaochen Su
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Several branding measures can be taken by lǎo zì hào 
Þrms to revitalize the traditional brands in the market 

and reverse their declining economic fortunes. 

 

First, the lǎo zì hào brands can be promoted through cooperation 

with other industries, for example, the tourism industry. Traveling to 

historical locations is a big theme in Chinese tourism, and by stressing 

their local heritages, the lǎo zì hào brands can be marketed to 

travelers as “local specialties” by offering their products at the 

historical locations.  As tourism in a locality ßourishes, the “local 

specialty” will beneÞt, allowing the associated lǎo zì hào to prosper 

both at the location and then through nationwide retail.

Another possibility is cooperation with the media.  Historical drama 

series are a staple of Chinese television and presenting lǎo zì hào both 

directly and indirectly in the drama can increase their brand visibility.  An 

outstanding example is 岭南药侠 (lǐngnányàoxiá), a drama series on the 

life stories of 王老吉(wánglǎojí), the founder of 王老吉凉茶(wánglǎojí 

liángchá), a Guangdong-based  lǎo zì hào and manufacturer of herbal tea.  

The Þrm used the opportunity to introduce a new canned version of the 

herbal tea made famous by the drama series.  The canned herbal tea was 

able to gain a strong foothold in beverage market, greatly increasing the 

revenues for the Þrm.  

Above and beyond these tactical considerations, perhaps the single most 

important branding strategy that needs to be implemented by the lǎo zì 

hào is a clear redeÞnition of their positioning in the market.  While many 

lǎo zì hào products were simply sold to everyone in the past, today’s 

increasingly complex divisions of consumer groups will force them to 

target speciÞc audiences in order to avoid unnecessary competition and 

raise brand value.  SpeciÞcally, there are three ways for a niche to be 

generated:

1. RedeÞne the lǎo zì hào as both a domestic and international luxury 

brand by attracting foreign and new Chinese elites who are interested in 

the exotic nature of the Chinese tradition.  The lǎo zì hào must establish 

a sense of product superiority through unique design, high quality 

materials, and an emphasis on usage byimperial and/or other prominent

families in the past.  The Chinese  lǎo zì hào can 

learn from foreign-owned Shanghai Tang, a luxury 

brand founded in 1994 successful in marketing 

traditional Chinese style apparel to wealthy 

foreign Sinophiles through small boutique shops.

2. Combining traditional status with modern 

technology to compete internationally on equal basis 

with other domestic and foreign manufacturers.  

Lǎo zì hào’s over-emphasis on preservation of 

tradition should not eclipse marketing of cutting-

edge functions and features of the product.  

Shanghai Watch, while not an ofÞcially designated 

lǎo zì hào, has achieved some revival by stressing 

both historical heritage and quality watch 

components. They are positioning themselves as a 

high-end fashion or luxury brand similar to Rolex. 
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In fact, many have not kept up with the changing taste of the new 

generations.  They continued to produce products for which demands 

have waned as technology and economic status have developed.  For 

example,飞人, a Shanghai-based manufacturer once famous 

throughout China and Southeast Asia for home-use sewing machines, 

did not revamp product designs and functions accordingly to 

different modern clothing styles and thus quickly lost market share to 

up-and-coming manufacturers in the late 1980s and early 1990s.  

Whereas the surviving heritage brands are part of Chinese older 

generation’s life, the younger generation does not welcome their 

conservative nature. Young people do not like using the same or 

similar products used by their parents and grandparents.  Without 

accommodating more progressive mindsets, heritage brands can 

never gain a foothold in the increasing large base of “new” 

consumers who have not grown up using the lǎo zì hào brands.

Furthermore, Chinese heritage brands have not been able to 

compensate for lost domestic markets through foreign expansion.  The 

sense of tradition attached to them has little resonance for foreign 

consumers have knows little about the history of the lǎo zì hào and their 

status in the eyes of the older Chinese.  At the same time, many lǎo zì hào 

are disadvantaged in foreign branding as their traditional yet 

auspicious-sounding Chinese brand names (exempliÞed by Shanghai 

restaurant 老正兴, meaning “old righteous prosperity”) completely 

loses their meaning with foreign translations.

Despite these obstacles, some small merchants attempted to 

capitalize on the past glory of the lǎo zì hào.  Before the effective 

ofÞcial protection of the lǎo zì hào brands in 1991, the brands were 

registered by companies in many different industries to take 

advantage of the fame of the original  lǎo zì hào.  As many of the small 

Þrms could not guarantee quality in their products, their marketing 

greatly damaged the reputation of the original lǎo zì hào and thereby 

further shrank the market share of the original companies.

As this article demonstrates, although the lǎo zì hào brands have had 

a shaky past, there is still hope for their future.

3. Target the growing market for vintage goods. Many young people, 

especially in the West, are turning to older styles, even antiques, for 

everyday use as fashion statements.  One example is the circa-1960s 

designs used by athletic shoes of Chinese manufacturers 回力 

(Warrior), 飛躍 (Feiyue), and 双星 (Double Star).  Again, even though 

none are ofÞcial  lǎo zì hào, their shoes using the same designs for 

decades have recently been sold for high prices at fashionable stores 

in the West (such as Galeries Lafayette) among youngsters seeking a 

“vintage” style.  

All in all, the key for the revival of the lǎo zì hào is a clear understanding 

of the modern marketplace.  While it is clear that the old people who 

grew up with the brands from childhood are becoming fewer and fewer, 

the lǎo zì hào can still retain past glory through innovative branding 

measures. By knowing exactly who to target and how to modify the 

brands to attract the target markets, the lǎo zì hào can raise their brand 

value and continue to grow in the new market as they have in the past 

centuries.

A look at history

While nationalization policies in the early days of PRC and prevailing 

ideologies of the Cultural Revolution led to the disappearance and 

destruction of many traditional Chinese brands with centuries of 

operations, there are still close to 2000 Chinese traditional Þrms that 

survive today. 2

In 1991, the former Ministry of Internal Commerce ofÞcially designated 

around 1600 brands across China as 中华老字号 (China Time-Honored 

Brand). The brands designated had the common characteristic of 

“prominent Chinese traditional cultural backgrounds supported by 

practices passed down the generation.”3  The lǎo zì hào were generally 

only bestowed upon Þrms established during Ming and Qing Dynasties 

as well as pre-PRC Republican China. 4  

Yet, despite ofÞcial proclamations, the economic situations of 

Chinese heritage brands are generally dire.  Of the some 1600 brands 

declared lǎo zì hào, only roughly 30% of their parent Þrms are still in 

continuous operation. 5 The remaining Þrms are on the verge of 

bankruptcy due to large operational losses and heavy debt despite 

being in possession of government-designated lǎo zì hào brand 

names.  

Much of the economic problems Chinese heritage brands have been 

experiencing in the latest year is directly due to the competition 

they’re have been facing from both foreign and domestic brands 

since China’s market opening. 1.   http://www.labbrand.com/english/view_news.php?

id=302-Chinese-Luxury-Brands-on-the-Move

2.   http://baike.baidu.com/view/531862.htm

3.   http://zh.wikipedia.org/wiki/中华老字号

4.   http://www.btxx.cn.net/zmqyl/zhlzh.htm

5.   http://baike.baidu.com/view/531862.htm
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Chinese names 悦-yuè 翔-xiáng

Character 

analysis

Chinese names

Character 

analysis

“悦” used as an adjective means happy, content, and 

gratiÞed. In ancient times it was written as “说”, which 

now stands for “say” or “speak”. It can also be used as a 

verb which means to make someone happy. It is frequently 

used in phases like “悦耳” (yuè ěr; be pleasing to the ear, 

sweet-sounding), “心悦诚服”(xīn yuè chéng fú; heartily 

admire).

“翔” is comprised of two parts: “ 羊” and “羽”. Its 

original meaning is “hovering /circling in the air”. 

However, if it is used as an adjective, it has the same 

meaning as “详” and “祥” which now means detailed and 

lucky respectively. It always matches the character “飞”. 

It is often seen in the phase like “飞翔” “翱翔” (fēi 

xiáng; áo xiáng; ßy or soar).

致胜: Ford Mondeo

致- zhì 胜-shèng

“致” is the simpliÞed form of the character “緻” which 

means cause, send, deliver, gain, express, sacriÞce. People 

always use it in the phases like “兴致”(xìng zhì; manner or 

style that engages attention or arouses interest), “致贺”( zhì 

hè; extend congratulations), “致使”(zhì shǐ; cause, result in).

“胜” is the simpliÞed character of “勝” which refers to 

defeat, win, bear, surpass and check. It is always related to the 

commendatory terms like victory, triumph, and success. It’s 

often used in the phase including “胜败”(shèng bài; victory 

or defeat), “名胜古迹”(míng shèng gǔ jì; scenic spots and 

historical sites), “胜人一筹”(shèng rén yī chóu; superior, 

better than)

Popular Cars and their Attractive Names
By Eric Wang

“悦翔” means to ßy with joy, to ßy happily. When used as a car name it implies that driving the car is just like ßying in the sky. The name matches well with a 

light-duty vehicle. In addition, young, middle class consumers will appreciate a pleasurable driving experience, so the connotation of this name is attractive for 

them. 

“致胜” means helping you to win or to become successful. The name evokes feelings of victory. Generally, China’s middle class are highly ambitious and constantly 

striving for success. They will be attracted to this car name as it is aligned with their personal goals, and they may even feel that it can bring them good luck. 
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明锐: Skoda Octavia

明-míng 锐-ruì

“明” is comprised of “日”(sun) and “月”(moon) which 

means bright, light, and brilliant. Besides that, it means clear, 

obvious and explicit. It is also one of the most common 

names for Chinese people. The expression used “明” 

includes “ 明白”(míng bai; plain，explicit), “明媚”(míng 

mèi; bright and beautiful), “明显”(míng xiǎn; obvious, 

evident, apparent).

“锐”originally means sharp, keen, acute, pointed. Besides 

that, it also means hard-hitting and well-trained; Þrm and 

resolute. It’s often used in the phases like“锐利”(ruì lì; 

sharp,keen),“锐意”(ruì yì; determined and dauntless), “

锐不可当”(ruì bù kě dāng; can't be held back).

“明锐” is an existing Chinese word which stands for brightness, intelligence and innovation. When used as a car name, it calls to mind a youthful spirit, a sense 

of rising and ßourishing. This name should resonate with young consumers but possibly all age groups as it makes them feel ambitious and vigorous. 

These three car names are targeted to low and mid-income range consumers who attach great importance on value for money. They want a decent quality 

vehicle for a moderate price. The names share something in common- they are easy to pronounce and remember. This creates a sense of inclusively and 

accessibility for consumers. The vehicles will also appeal to their need for social status. Having Chinese names which are attractive to their target markets will 

signiÞcantly contribute to the success of these automobile companies in China. 

Labbrand News 
Following the Luxury Goods Packaging Exhibition on the 17th and 18th of March in Shanghai, the French Trade 

Commission organized a seminar to introduce the Chinese market to visiting companies. Labbrand was invited to 

present on the management of brands in the Chinese market, focusing on the creation of an engaging and memorable 

Chinese brand name.

This month Vladimir Djurovic, the founder and Managing Director of Labbrand, was also interviewed by Patrick 

Delphy, a French foreign exchange market adviser, on Le Petit Journal TV. During the interview Vladimir discussed his 

experience in the Chinese marketplace the expertise of Labbrand in brand innovation.

Labbrand would like to announce the release of Bureau Veritas Chinese brand name, 必维 [bì wéi], our latest piece of 

verbal art. Labbrand assisted Bureau Veritas creating a simple, memorable, and engaging name that communicated 

back to the stakeholders. 必维 [bì wéi] seamlessly combines the concepts of competence (必), security (必) and 

protection (维) in a prestigious and phonetically pleasant Chinese brand name that closely resembles the original one.

Want to know more about our branding expertise? Concerned about your brand during a time of global change?

Contact us at: info@labbrand.com to see how Labbrand can help you increase your brand value.

Coming soon- new Labbrand website!
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Labbrand is an innovative agency that provides market and consumer research, 
brand strategy, and creative services for brand equity enhancement.

Located in Shanghai M50 Creative Industries Park and endowed with an 
international team of branding experts, Labbrand provides integrated branding 
solutions to prestigious multinationals, as well as vigorous small and medium- 
sized companies both in China and on a global scale.

Our unique strength is that we put research, strategy, innovations and 
creativity under the same roof. The result? Sound market understanding 
translated in strategic thinking, expressed in creative design, and resulting in 
valuable identity building that effectively strengthen your brand equity.

T 86 21 6298 8956 
F 86 21 6298 0775 
 www.labbrand.com 
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