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EXECUTIVE SUMMARY 
Through the three past decades the Chinese economy has experienced rapid and consistent growth 

and has become the 2
nd

 largest economy in the world. Today the Chinese economy is facing 

changing conditions and high growth rates alone is no longer viable for building up a strong 

economy in the long run. For Chinese companies this means that manufacturing is becoming less 

sustainable for long-term growth and global competitiveness. The research presented in this thesis is 

motivated by the fact that in the Western World today, very few Chinese high-tech consumer 

electronic brands are well-known or have succeeded in building a competitive brand image.  

The purpose of this study was to give insights to how Chinese companies can build up and establish 

a competitive brand image in mature markets. Certain patterns, relations and dynamics among the 

brand entry, brand awareness, and brand image have been uncovered. The research design used in 

this thesis was a multiple case study of three Chinese brands that all have entered the Western 

European market. The two main theoretical models, brand entry mode and customer-based brand 

equity pyramid, have been conceptualized to provide an initial base for the findings. 

Relations among three trade-off criteria – speed, control, and investment in brand entry modes have 

been investigated. Based on our findings, speed is most important in order to effectively build up 

brand awareness. Entering into partnerships with well-established local companies proved to help 

increase the speed of brand awareness creation. Control has been identified to influence the brand 

image positively according to the brand aims, given that it is efficient control. To achieve efficient 

control the Chinese companies need to have accumulated sufficient international knowledge and 

know-how relative to the degree of control they have. Over time when substantial brand awareness 

has been built up, the companies’ degree of control should be increased in order to build their own 

distinctive brand image, though no clear indications were found for when this is optimal to start 

doing. 

Both for creating brand awareness and brand image the findings indicate that brand acquisition of 

an established brand in the mature market were the most effective way for the Chinese companies to 

enter their brand into the Western European market.  

 

Keywords: Chinese companies, brand entry strategy, brand image, Western Europe, high-tech 

industry, globalization.  
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CHAPTER 1: INTRODUCTION 

1.1 Background   

Today the People’s Republic of China (P.R.C.) has overtaken Japan, Germany and France and is the 

world’s second largest economy and is the fastest growing major economy with an average yearly 

real growth rate in GDP of roughly 9.5% over the past three decades (IMF, 2011). The Chinese 

economy has become the world’s largest exporter and is largely characterized by the secondary 

sector of the economy where production and manufacturing industries account for nearly 50% of 

the total output (CIA World Factbook, 2012). 

With a population over 1.3bn the domestic market is a substantial and important base for the 

numerous Chinese companies. As an effect of the growing economy, over 50% of the population 

now resides in urban areas and since the Mao era ended in 1978 the urbanization rate has been 4-5% 

on average pr. year - a trend many expect to continue over the next decade or two (Chan, 2010 p. 

71).  

In the Western World today it is practically impossible to avoid Chinese products. “Made in China” 

goods are everywhere whether it is food, textile or electronics, and even though the country of 

origin (COO) label might be different, most likely some components or ingredients are Chinese 

(Bongiorni, 2005). This is one of the reasons for China being regarded as “The World’s Factory”.  

China entered the World Trade Organization (WTO) in 2001 thus liberalizing trade and investments 

which increased the competitive scope in the domestic market. Many global Western companies 

entered and China experienced a large inflow of foreign direct investments (FDI). In 2010 China 

was second to USA as recipient of FDI globally with an inflow of USD 105.76bn (UNCTAD, 

2011). This in part forced Chinese multinational companies (MNCs) to revise their business 

strategies in order to stay competitive both in the domestic market and internationally. In recent 

years, more and more Chinese companies have gone international or intended to do so – a tendency 

that most likely will continue in the near future (YEUNG et al., 2011 p. 2). But despite this rapid 

growth of the economy and international expansions there is still a lack of well-known international 

Chinese brands. 
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1.2 Motivations for Chinese MNCs to go international  

The Chinese companies spur to overcome the negative country image and “made in China” label for 

high-tech products and move towards “designed in China” or “innovated in China”, particularly in 

the mature market (YEUNG et al., 2011 p. 32). Western Europe (WE) is the main geographical 

focus market in this paper, as this market has been leading in world high-tech industry for many 

years. In a recent report by Ernst & Young (2012) 32% of Chinese companies regard WE to have 

the best opportunities, compared to 22% answering USA and Canada.  WE countries attract many 

Chinese firms to invest strategically, targeting knowledge intensive and high technology industries 

(Aureli, et al., 2010). According to MOFCOM (Nicolas, et al., 2008 p. 17) Chinese outwards 

foreign direct investments (OFDI) into Europe had significant increase in recent years. In 2007, the 

amount of Chinese OFDI stocks in Western EU countries had risen to over five times the level of 

just four years earlier, in particular in R&D and other high technology investments. 

 

Figure 1 - Chinese ODFI stock into the EU, 2003 – 2007 (Nicolas, et al., 2008) 

1.2.1 External motivations 
Similar to what Abbey (1991 p. 183) wrote: “Growth for the sake of growth is the ideology of the 

cancer cell,” the Chinese economy is facing changing conditions where high growth rates alone are 

not viable for building up a strong economy in the long run. Factor conditions and environmental 

considerations are some of the important elements in building comparative advantages for 
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competing internationally. Manufacturing and pushing high-volume products into the market as 

original equipment manufacturer (OEM) is the least value-adding activity in the value-chain and 

less sustainable for long-term growth and competitiveness (YEUNG et al., 2011 p. 7). Therefore, 

the Chinese government has revised their growth ambitions, recognizing the need for a more 

sustainable growth strategy (Einhorn, 2012). Some of the key policies and objectives include 

reducing the target rate for the economic growth to 7%; increasing minimum wages to increase 

incomes and consequently boosting consumption; improving and accelerating the development of 

the healthcare-, energy-, and technology sector; reducing import tariffs to lower input-costs; 

spending 2.2% of GDP on R&D; and maintaining the population under 1.39 billion by 2015 

(Foster, 2011). 

1.2.2 Internal motivations 
Despite the impulsion from the external factors, strong wishes of self-development also drive the 

Chinese firms going international. According to YEUNG (2011 p. 26), there are eight major 

elements that stimulate Chinese enterprises to go international (figure 2): new market, technology & 

management, fierce domestic competition, risk diversification, production resource, adapting to 

trends, and overseas capital. Seeking for new market, technology & management, and avoiding 

intensive domestic competition are the most important reasons for Chinese companies expanding 

overseas.   

 

Figure 2 - Motivations for Chinese firms going international (YEUNG et al., 2011) 

It is clear that more and more Chinese enterprises are no longer satisfied with a small domestic 

market share, and only work as manufacturers with lowest value-adding input for foreign brands. 
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They begin to actively seek for new markets and new opportunities to move to the upsides of the 

smile curve (figure 4, ch. 2.1.4), and to create well-known global brands as they recognized that 

selling brands is much more beneficial than selling their production (Merriam Associates, 2011). In 

the light of the research by Nicolas & Thomsen (2008) and Buckley et. al (2008), Chinese investors 

are more motivated by seeking strategic assets (technology, knowledge, brand etc.) in Western 

Europe and North America (NA) than in Africa or Latin America. Chinese companies believe that 

investing in WE will let them gain knowledge and know-how, new skills of technology, design, 

managerial skills, as well as re-associate their brands with positive images such as knowledge 

intensive, delicate design, quality and reliable, to gradually eliminate cheap, poor quality & design, 

mass-produced and imitation which are the stereotype perceptions of “made in China”. 

1.3 Problem identification 

As the Chinese economy has become the world’s second largest, more and more Chinese MNCs 

rise to become major players in terms of market shares and generated revenues on a global level. 

One of the factors enabling them to do so is a substantial home market. 

Industrialization and the gradual development of emerging countries have changed the 

circumstances for production, which is becoming a less value-adding activity as high-quality 

products can be produced anywhere (Birnik, et al., 2010). As China over the past decades has 

become the world’s factory, Chinese MNCs face the obstacles of shifting from imitation based 

strategies to innovation- and creation based ones (Xie, et al., 2006). 

But due to a historical lack of own R&D, design and innovation, intellectual property rights (IPR), 

international experience and know-how (Buckley, et al., 2008), a challenge for Chinese MNCs is to 

emerge from the “shadow” of being OEM (least value-adding activity on the smile curve). An 

approach to face this challenge is to move towards becoming original brand manufacturer (OBM) 

instead and building up a strong global brand (Brand Channel, 2006) which will help generate 

higher revenues from price premiums than merely what volume premiums can generate alone. Most 

companies target either price premium (e.g. luxury brands) or volume premium (e.g. fast moving 

consumer goods). In general, a strong brand will give the benefit of both price and volume premium. 

Given that the Chinese MNCs already sell a large quantity of products, their main focus is to 

capture a larger margin on their products i.e. price-premium. 
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For durable electronic consumer goods in the high-tech industries the degree of involvement in the 

decision-making process is relatively high when deciding to make a purchase. This means that the 

customer includes numerous different variables in the evaluation of a brand and the alternatives 

(Jobber, 2007 p. 123). Thus substantial awareness and a competitive brand image are important for 

the customer to actually take a given brand into consideration. Furthermore, in the case for Chinese 

MNCs, they want to avoid the brand automatically being associated to the stereotyped “made in 

China” products typically associated with low quality and low cost. 

1.3.1 Problem statement 
Following the introduction and problem identification above the main research problem of this 

thesis is formulated as follows: 

How can Chinese companies most effectively establish a competitive brand image when 

entering a mature market in which high-tech products are widely available? 

To answer the problem statement, an exploratory multiple case study is used to investigate how the 

different brand entry strategies (Barwise, et al., 1992) influence the brand image (Keller, 1993) 

when building a global brand. As discussed in the following theoretical framework, the brand entry 

modes are indirectly linked to the brand image through the brand awareness. 

The following briefly presents an overview of the content of this thesis that will be handled in more 

details in the subsequent chapters. 

Three main segments have been chosen to represent the high-tech industries, namely PC/laptops, 

ICT equipment, and white goods, respectively represented by the Chinese case companies Lenovo, 

Haier and Huawei. 

When developing a global brand three dominant brand entry strategies have been identified by 

Barwise & Robertson (1992) – geographical extension, brand acquisition, and brand alliance – each 

of which has a set of trade-off criteria in terms of speed, control and investment. 

The customer-based brand equity (CBBE) model by Keller (2003) is introduced in this paper to 

determine whether the actual brand image in the end consumers’ mind is competitive or not. In 

Keller’s brand equity pyramid, are the four following steps to reach the highest commitment 

between consumer and brand: brand identity (awareness), brand meaning (image), brand response 

and brand relationship. 
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Many economic theories, articles and scientific papers about doing business in China or with 

Chinese companies are written by Western world scholars. Much of the literature discusses matters 

seen from a Western point of view and up until China’s entry to WTO in 2001 the trend has been 

outsourcing to and FDIs into China rather than Chinese international expansions. This includes the 

work about how to make the joint venture investment in China (Beamish, et al., 1989 pp. 57-64), 

cultural influence on brand building in China (Melewar, et al., 2004), and Chinese business ethics 

issues (SU, et al., 2001 pp. 303-312). 

This thesis will in part deal with Chinese outward foreign direct investments (OFDIs) and what 

conditions and obstacles apply when Chinese companies go global. One of the contributions we 

intend to make with this exploratory study based on a multiple case study and existing branding 

literature, is to present a conceptual framework for how Chinese companies can build a competitive 

global brand image, applicable for both other scholars and managers in Chinese companies. 

To explain the general issue in the problem statement of establishing brand awareness and brand 

image in a new market, we present the following analogy: 

A new person enters a social club. His goal is to establish a personal image and network in this 

social club. He has two ways to enter the group. One option is to go there on own initiative and 

establish an image and network from scratch. Since he neither knows anyone there nor has any 

initial knowledge of this social club, this way is very uncertain and time consuming for establishing 

a network. 

Another option is that this new person gets to know A, a senior member of the social group, and let 

A introduce the new person to one of social club events. Through A’s network, the new person has 

the opportunity to easily and quickly meet and talk with different people (personal awareness 

creation process). The members of the social club refer to the new person as a friend of A. As A is 

a senior member and has a good reputation in the social group, other members will consider his 

friend as a competent and maybe even trustworthy person. The members of the social club know 

person A’s motivation and basis for introducing this new person (in that sense that A would not do 

so if he believed the new person could not contribute to anything). Therefore they find an interest in 

the new person and will like to meet and talk to him. 

Following the introduction to the members of the social group, the new person joins another event 

organized by the same social club. This time the new person attends by himself and tries to talk 
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with the members he has already met. The initial contact is already established so during this event 

members get to know more about the new person and start forming a deeper opinion of him 

(personal image building process). 

In this multiple case study, Haier chose to expand in the WE market by themselves, whereas 

Lenovo and Huawei chose to enter the new market with the help from local partners. 

1.4 Delimitations 

This project is delimited in terms of theory, geography, time and industry. Based on the problem 

statement, branding literature and models are the theoretical basis of this paper. The geographical 

scope covers WE and mainland China. The high-tech industries are in focus. The timeline of the 

project is spanning from late 1990s and onwards. 

Theoretical delimitations 

According to the main research question the project is solely based in the branding strategy 

literature with particular focus on how to create a competitive brand image by employing different 

brand entry modes at a corporate level. Though the brand image is perceived by the end-consumer 

or user, B2B will be mentioned in this paper as well when necessary, as the chosen case companies 

are involved in both B2B and B2C. 

Geographical delimitations 

The geographical scope in this thesis is China and Western Europe.  Furthermore, the primary data 

from the consumers in the WE market will be collected from four representative countries, namely 

Germany (DE), France (FR), Denmark (DK) and Sweden (SE).  

First of all, in this thesis China will be used to denote People’s Republic of China (PRC), not 

including the two special administrative regions Hong Kong and Macau, and Taiwan (Republic of 

China). 

Secondly, WE in this paper is defined as the countries that: “capitalize in a historical context when 

referring to the political entity of non-communist Europe after World War II. Geographically that 

region is western and part of central Europe” (National Geographic, 2012). 

Germany, France, Denmark and Sweden are chosen as four representative countries for WE to 

investigate in this project are because: 
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1) This paper is an exploratory-based study which allows researchers to operate a small scale 

empirical study, instead of doing a full scale investigation. Furthermore, due to time and economic 

constraints, it is impossible to carry on a full scale research across all the WE countries.  

2) Germany, France, Denmark and Sweden are considered as four typical high-tech societies in WE, 

since it is common for citizens in these countries to have access to technology that is currently high-

tech and cutting edge. According to the data collected by EuroStat (2011) Germany and France had 

generated the highest turnovers from the high-tech manufacturing business in 2008 (DE: EUR 

128,409m; FR: EUR 76,202m) among all the European countries. Denmark and Sweden also 

performed very well, and when considering the size of the countries
1
 they have relatively high 

numbers of high-tech knowledge intensive service enterprises – 11,299 in Denmark and 44,168 in 

Sweden in 2008. 

Germany and France are the two largest economies in WE, whereas Denmark and Sweden are two 

relatively small economies (IMF, 2012). Therefore, Germany and France were selected as large size 

high-tech countries representatives, whereas Denmark and Sweden are chosen to represent small 

size high-tech counties to investigate.  

Timeline 

Though perspectives are included from the when the case companies were founded in the 1980s, the 

timeline in the thesis primarily focus on the globalization process spanning from late 1990s till 

today. In this thesis the period in focus is considered as the “brand introduction stage”, since the 

selected case companies have been or still are heavily involved in the B2B field in WE market. 

Therefore it is expected that brand awareness and brand image are not (yet) completely clear for the 

local end consumers. 

  

                                                 
1
 DK with a population of 5.5m people (Statistics Denmark, 2012) and SE 9.4m people (Statistics Sweden, 2012) 
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Industry delimitations 

The industries in question in this thesis are delimited to the high-tech industries. According to the 

Organization for Economic Co-operation and Development (OECD), the following industries are 

categorized into high-tech and medium-high tech based on the average R&D intensities, which is a 

calculation dividing the industry R&D investments by the industry revenues. However, in this thesis 

there will not be made any distinction between high-tech and medium-high tech. The industries as 

shown in table 1 will in this thesis be regarded altogether as the “high-tech” industries. This is in 

part due to the limited no. of Chinese global consumer electronic brands that actually have entered 

the WE market already. For this study a great importance is put on selecting three case companies 

that each represents one of the dominant entry strategies. 

Industry name 
Total R&D-

intensity (1999, 
in %) 

Case companies 
(position) 

High-tech industries 
  

Biotechnology and Pharmaceuticals 10.46   

Aircraft & spacecraft 10.29   

Medical, precision & optical instruments 9.69   

Radio, television & communication 
equipment 

7.48 Haier, Huawei 

Office, accounting & computing machinery 7.21 Lenovo 

Medium-high technologies 
  

Electrical machinery & apparatus 3.6 Haier  

Motor vehicles, trailers & semi-trailers 3.51   

Railroad & transport equipment 3.11   

Chemical & chemical products 2.85   

Machinery & equipment 2.2   

Table 1 – High-tech industries (Source: OECD, 1999) 
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1.5 Structure of the thesis  

 

Figure 3 – Structure of the thesis 

  

CHAPTER 1: Introduction and Research Questions 

Rapid growth of the Chinese economy leads Chinese companies to expand globally and find new 

opportunities e.g. by creating competitive brands in a mature market. 

 

CHAPTER 4: Empirical Case Studies 

The case of each company is investigated and presented, pointing out the key elements of their brand entry 

strategy, brand aims, and actual brand image. This is to give insights to what the companies did. 

  

 

 
LENOVO 

 

HUAWEI 

 

HAIER 

 

CHAPTER 2: Theoretical Framework 

The two main theories brand entry modes and customer-based brand equity are presented and discussed in 

relation to the research issues.  

CHAPTER 3: Methodology 

Research strategy and research design is presented. An exploratory multiple case study I used, and data is 

gathered through interviews, survey, and external secondary sources.  

CHAPTER 5: Cross-case Analysis and Findings 

A cross-case analysis is done to identify certain patterns in the strategies and measures used by the case 

companies – what worked and what did not? The findings form the basis for our conceptual framework. 

CHAPTER 6: Conclusion and Future Research 

The degree of control is one of the key elements both for establishing brand awareness and a competitive 

brand image in Western Europe. Our findings are formulated into propositions that need further attention. 
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CHAPTER 2: THEORETICAL FRAMEWORK 

In the light of the problem statement: “How can Chinese companies most effectively establish a 

competitive brand image when entering a mature market in which high-tech products are widely 

available?” the theoretical foundation is based in the branding strategy literature. The intent of this 

paper is to explore the relationship between the brand entry strategies and the brand image. As 

being an exploratory study this research strives to provide significant indicators that can give 

insights to the dynamics and key factors in the brand image creation through brand awareness. This 

theoretical framework is the base for these insights, which formulated into propositions, will 

constitute a ground work for future research and full scale empirical testing. 

The chosen branding theories and models used in this paper are in correlation with being well-

structured models or generic theories about international branding strategy. The model should allow 

the researchers to uncover how companies introduce and establish their brand into a new market. 

Prior to providing an in-depth interpretation of the model by which the research is structured in the 

analysis, it is briefly depicted what the different theories entail in general terms – that is, a depiction 

of the application of the chosen theories. 

Customer-based brand equity (CBBE) states that a brand can have positive (negative) brand equity 

when the reaction from customers is more favourable (unfavourable) to the products. The CBBE-

pyramid considers the brand equity in terms of consumers’ perspective. The basic premise of the 

CBBE model is that the power of a brand lies in what kind of brand knowledge resides in 

consumers’ minds. This is both relative to product related associations and non-product related 

ones, which implies that this model also emphasises on subjective and emotional factors from 

consumers’ perspective of the brand such as feeling, sense, judgement etc. Another premise of this 

pyramid is that it is necessary to build up a solid foundation in terms of brand awareness, in order to 

move to the next stage of building brand image (Keller, 2003). 

The brand entry strategies are different ways to create a global brand or to expand a brand into 

other markets. The brand entry strategies have their stem in the brand portfolio theories, which 

states that “a brand may be worth more as part of a wider portfolio than standing alone.” (Barwise, 

et al., 1992 p. 278). In connection with brand portfolios Barwise & Robertson (1992) identified 4 

key objectives for building a strong portfolio: 1) to develop global brands, 2) to pursue multiple 

market segments, 3) to respond to the changing power equation in channels of distribution, and 4) 
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to take advantage of scale economies in advertising, sales, merchandising, and physical 

distribution. Given the historical development of the Chinese businesses the main challenge is 

building a brand (entering and establishing a brand into a new market) and relative to the problem 

statement the focus in this thesis is based around the first of these objectives. To reach this objective 

the three dominant strategies are identified as geographical extension, brand acquisition, and brand 

alliance. Whereas the purest form of geographical extension represents one extreme, the purest 

form of brand acquisition represents the other. 

In this case brand entry strategies should be distinguished from the traditional institutional or 

market entry modes (Hollensen, 2007 p. 293). Numerous factors regarding all aspects of the 

business affects the decision of the foreign market entry mode. Thus to make scope of the thesis 

more precise the focus will primarily be on the brand entry strategy and those aspects relating to 

building a global brand. The institutional entry modes are closely related to the degree of 

internationalization of a firm and how it distributes its products in a given market, but not with a 

specific focus on the equity of brands. Though a distinction should be made between the two forms 

of entry modes, the reasoning for partially including the institutional entry modes is that the initial 

international experiences for most Chinese companies are as original equipment manufacturer 

(OEM) (Goa, et al., 2003), and that brand entry strategies still is an institutional entry mode on a 

more specific level. 

2.1 Brand entry strategy 

As mentioned above the relevance for this paper is mainly the first objective of brand portfolios. 

Thus for the purpose of this paper the choice of brand entry strategy is regarded as an approach by 

which a company can introduce a brand into new markets to build a global brand. The brand entry 

is regarded for the mother brand into a new market as a whole, rather than for the specific 

architecture of the brand, sub-brands etc. Brand entry strategy and brand entry mode will be used 

synonymously throughout the thesis. 

2.1.1 The meaning and trade-offs for the three criteria 
Each brand entry strategy is characterized by a set of trade-off criteria that has both advantages and 

disadvantages for the company. The three criteria for evaluation are identified by Barwise & 

Robertson (1992) as speed, control, and investment.  
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Each criterion is regarded in a relative scope. Denoting them in quantitative measures is a difficult 

if not impossible task to do in a general perspective. Accordingly, in this thesis the three trade-off 

criteria are denoted in qualitative measures relative among the three strategies as seen in table 3. 

In the scope of this thesis the three trade-off criteria are defined as follows: 

- Speed is defined in terms of market penetration, meaning the time it takes to build up certain 

brand awareness. Speed can be a crucial factor in a competitive perspective. Being 

overtaken by competitors in the entry to the target market can reduce the market potential 

considerably. An indicator for speed is brand awareness from when entering the new market 

till today relative to the time in the market. 

- Control is the degree of control the company has over the branding elements and brand-

related activities in the new market. Control can be important to avoid the values and aims 

of the entering brand being distorted by external factors, strategic partners, or third parties. 

Indicators for the degree of control are no. of business partners relative to their power. This 

being e.g. share distribution in JVs or bargaining power in the distribution network. 

- Investment is the financial commitment or spending required for the chosen strategy. This 

being the accumulated investments necessary in each link of the value-chain. That is, 

acquiring a brand can be an investment in the whole value-chain, whereas a JV or 

partnership can focus only on e.g. R&D or distribution and sales. 

For each of the brand entry strategy there is a trade-off between the three criteria. In the way 

Barwise & Robertson (1992) present the trade-offs, they varying from case to case, and there are no 

clear indications for them being linear or perfect. Table 2 shows the relative relation between the 

three criteria and each brand entry strategy. 

Strategy Geographical 

extension 

Brand acquisition Brand alliance 

Speed - Slow - Fast - Moderate 

Control - High - Medium - Low 

Investment - Medium - High - Low 

Table 2 - Criteria for evaluation: the trade-offs (Barwise, et al., 1992 p. 279) 
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The “perfect model” for companies is to achieve their goals by having fast speed, high degree of 

control, but only having to make a low investment. Thus under the premise that more is better it is 

obvious that the more money you spend, the greater effect you can achieve. At the same time high 

investments potentially lead to higher market commitment consequently higher risks. 

2.1.2 Three brand entry strategies 
To achieve the objective of developing global brands there are three dominant strategies for 

establishing a global brand presence in a new market. These strategies are presented below with the 

various advantages and disadvantages for the company in their given situation. 

Geographical extension is the approach where the firm expands its existing brand into a new market 

on its own. The firm is itself responsible for creating awareness about the brand and to establish its 

own distribution network. This strategy gives the company the highest control over its brand which 

is the key in this strategy. In the purest form there are no requirements from partners for certain 

features so the company can adapt the brand to fit their targets as they wish. Besides the consumers 

an important stakeholder is the distribution channels who have a relatively high bargaining power 

over new entrants and might set up certain conditions for them to take in the brand. Though control 

of the brand remains high a drawback for this strategy is the slow speed to the market. Penetration 

in the market is dependent on the ability to distribute the products in the market, the resources 

available for building up awareness for the brand, and the expertise and know-how the company has 

built up of how to do this. Lastly the investment needed is assumed to be medium. 

Brand acquisition is the opposite extreme of how to enter a brand into a new market, by acquiring a 

brand or a sub-brand that already exists in the market and integrating it into its own. This is possible 

both as using the acquired brand as umbrella (mother) brand or as the more common way by 

absorbing the acquired brand into an existing brand portfolio. For this purpose focus will be on the 

latter. Brand acquisition gives the acquirer medium control over the brand. The acquired brand has 

already an identity and existing customers have already formed a perceived image of the brand in 

their minds. As Barwise & Robertson (1992 p. 280) describes: “many brand acquisitions prove 

hard to integrate or the brands lose momentum after being acquired,” the acquirer cannot expect to 

instantly or fully transfer its own values to it and vice versa. 

For this strategy, speed is the key criterion. The brand is already in the market and known to the 

customers and the distribution network which furthermore can make it easier for the company to 

push other of their sub-brands into the market. The acquirer also gains valuable R&D and know-
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how behind the brand much faster than on its own. The investment necessary is assumed to be high. 

The valuation of a brand is not easy and furthermore if there are several actors to make a bid for the 

brand the closing price might end up overvalued. 

Brand alliance is the intermediate strategy. This strategy is based on building and leveraging the 

company’s brand through different forms of alliances with one or several other actors. The alliances 

can involve sharing of resources, e.g. such as local distribution networks, R&D facilities, know-how 

and expertise - both in manufacturing and in marketing, and is in general also regarded as co-

branding. A way of setting up a distribution network in the new market is by using a local partner’s 

channels in return for helping the partner establishing their brand through own domestic distribution 

channels. Other examples are companies that form joint-ventures (JV) with the purpose of 

combining IPR, market insights and manufacturing skills to create a new common product line 

under a combined name. Speed to the market is relatively moderate, but can be fast in part 

depending on the strategic fit of the partner. For developing a global brand, brand alliances give the 

company low control. Decisions are made in cooperation in the alliance thus this is the form of least 

direct control. While the consumers make associations between the brands in the alliance, the 

partner brand cannot be controlled. An implication for this strategy is to find strategic fit partners 

and enter into the right alliances. 

The alliances can be built upon equity joint ventures or non-equity strategic alliances thus the 

committed investment can vary, but relative to the two other brand entry strategy the investment is 

low. According to Hollensen (2007 pp. 445-446) and Rodrigue, et al (2004), brand alliances consist 

of two types: co-branding and ingredient branding. Co-branding, also called brand partnership, is 

when two companies form an alliance to work together, creating a wide range of marketing 

synergies in one or a set of products. The typical co-branding agreement involves two or more 

companies acting in cooperation with logos, colours schemes, or brand identifiers to a specific 

product that is contractually designated for this purpose. Companies usually use such brand strategy 

to create more value than they would expect to be generated on their own (CHANG, 2009). As to 

ingredient branding, it is often dealt between manufacturers and their ingredient suppliers. 

Manufactures wanted to create brand awareness and preference of the final product, and thus they 

promote a recognized ingredient brand supplied to the final product. A good example of this is PC 

vendors promoting the use Intel chips to deliver a quality image to the consumers. 
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2.1.3 Institutional Entry Modes 
Many Chinese companies act as OEMs. A company can operate as OEM through different entry 

modes, but the exporting is: “the most common mode for initial entry into international markets” 

(Hollensen, 2007 p. 310). 

Institutional entry modes are the corporate level structures through which a company can enter a 

foreign market. The entry modes mainly regard the four value chain links R&D, production, 

marketing, and sales and services. Many factors affect the decision for the foreign market entry 

mode which generally can be categorized as internal, desired mode characteristics, transaction-

specific, and external. Examples of these are the company structure, product characteristics, 

financial performance, cultural differences, and industry and market characteristics, each of which 

affects the decision for increasing or decreasing level of internalization. 

2.1.3.1 Three types of market entry modes 

The export modes are the least market committed ways of internationalization of a company. 

Through these modes the company is most externalized and has none or very little commitment to 

the foreign market, e.g. production is located in the domestic market. The three main types of export 

modes are indirect export, direct export, and cooperative export marketing groups. The company 

sells their products to an independent intermediate either in the home country, foreign target market, 

or third market, who then sells and distributes the product to the customers. 

Intermediate modes can be formed through contractual manufacturing, strategic alliances
2
 or joint 

ventures. The foreign market is not necessarily supplied from a domestic production, but can be 

supplied by a partners’ production in the foreign market. The essence of these modes is transfer of 

knowledge, skills and know-how about the products rather than the physical products themselves, 

so to enable the partner to produce the goods and sell them to customers. The company has no full 

ownership, but will typically have shared ownership and control with their partner.  

Hierarchical modes are the cases where the company has ownership of all the value chain. Each of 

the links can be located in the domestic country, foreign market or both, and can be established 

through acquisitions or Greenfield investment. 

Both the intermediate and the hierarchical modes are forms of foreign direct investments (FDIs), 

where hierarchical modes in general require higher level of investments. 

                                                 
2
 By strategic alliances OEM is not included. 
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2.1.3.2 Original equipment manufacturer (OEM) 

As mentioned, many Chinese companies have their main international experience through 

operations as OEM, experiences the companies can benefit from when developing a global brand. 

OEM is an effective way of selling high volume products into the world market, but without getting 

the benefits of having your own brand. Also, though experience is build up, it does so very slowly. 

In terms of entry mode, OEM is not regarded as brand entry, however, it does add to the internal 

strength and the degree of internationalization of the firm, both of which are positive in preparation 

for building an international brand. 

2.1.4 Brand vs. no-brand – the smile curve  
OEM is mainly focused on effectiveness and efficiency in the production. The standards the 

manufacturer have to meet are set by the buyers and are first and foremost regarding the product-

related features such as functionality and performance, where quality-related measures are the main 

drivers. On Stan Shih’s smile curve (YEUNG et al., 2011 p. 7) OEM is placed as the least value-

adding link as manufacturing at the very bottom.  

 

Figure 4 – Smile curve (YEUNG et al., 2011)  

Conversely, building a brand is a way to move up the smile curve. Many more branding elements 

have to be formed and controlled thus both performance- and imagery-related elements must be 

taken into consideration. In this sense also non-product related parameters are value-drivers. A 

substantial percentage of the revenues are invested in R&D in the high-tech industries, which 

indicates that upstream activities such as R&D, patents and technology, are particularly important 

for these brands. Consequently the company can build up the potential to capture more of the price-

premium rather than merely selling higher volumes. In terms of the smile curve this means a move 

up either in the upstream- and/or downstream activities. 
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2.1.5 The distinction between institutional and brand entry strategy 
Institutional entry mode is with the respect to the firm’s degree of involvement in overseas 

production, but brand entry strategy discusses a more brand-related degree of involvement in 

overseas market. When a company enters a new market it does so through a certain mode of 

institutional entry, but it does not necessary strive to create a brand. On the contrary, when entering 

a brand to a new market, some form of institutional market entry mode has necessarily been used 

and the firm’s degree of internationalization increases. But this project is primarily emphasising on 

the brand-related entry. 

2.2 Customer-based brand equity model (CBBE) 

The customer-based brand equity (CBBE) is designed to approach brand equity from the customer’s 

perspective whether it be an individual or an organization. The basic premise of the CBBE model is 

that the brand image of a particular organization resides in the minds of consumers based on their 

experiences, knowledge and interactions with the brand (Keller, 2003). Strong, favourable and 

positive consumer-brand affinity occurs as customers move up the pyramid. As illustrated in figure 

5 there are four steps for building a strong brand. In this branding pyramid each step is dependent 

on successfully achieving the previous - from brand identity (awareness) to brand meaning, brand 

responses and finally, to brand relationships. These steps consist of six brand building blocks: 

salience, performance, imagery, judgments, feelings and resonance. Examples of dimensions in 

each of these blocks are shown in figure 6. The ultimate goal is to reach the top of the CBBE 

pyramid where we find resonance, indicating a completely harmonious relationship between 

customers and the brand (Keller, 2003 pp. 76-77). 

The decision for the customer to make a purchase involves a larger set of criteria for evaluation for 

high-tech durable goods than normal consumer goods. The expenditure and risk for the customer is 

relatively higher thus customers are more prone to evaluate alternatives rather than testing the 

products through a trial-purchase. Therefore, merely awareness of a brand does not necessarily lead 

the customer to a purchase, whereas a deeper set of associations to the brand more likely will. 
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Figure 5 – CBBE Pyramid (Keller, 2003) 

 

Figure 6 – Dimensions of CBBE Pyramid (Keller, 2003) 

2.2.1 Step 1: Brand identity (awareness) - Who are you? 
This step in building a strong brand is to create substantial degree of brand awareness (Kuhn, et al., 

2010). 

Brand salience: Keller’s brand identity (brand salience) interprets: “breadth and depth of brand 

awareness,” from the consumers points of view (Keller, 2003 p. 77). Hence, in order to reduce the 

confusion, brand awareness is used to denote this step when interpreting CBBE model. Brand 

awareness can be considered as the basic level of brand association, for example, recalling or 

recognizing a brand name, symbol, logo etc., and at this level, customers start to recognize and 

recall the brand names in particular product/service categories. Brand recall is about to which extent 

a consumer can recall a brand and its basic characteristics from memory. Recall can be either aided 
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through mentioning or showing the brand name, logo, product etc. or unaided where only the 

product/service category or industry is mentioned. Brand recognition is a simpler form where a 

consumer can recognize the brand among others when the actual name of the brand is mentioned. In 

some cases, brand recognition is regarded as aided brand recall.  

2.2.2 Step 2: Brand meaning – What are you? 
Brand meaning is established by linking tangible and intangible brand associations (Kuhn, et al., 

2010). Keller (2003 p. 76) interpreted brand meaning categorized in either functional (brand 

performance) or abstract (imagery) associations. 

– Brand performance: It is the heart of the brand equity, as it is about what the consumers 

experience with a brand, what they hear about the brand from others, and what the companies 

can communicate with the customers about the brand. Brand performance is related to the way 

where the product/service attempts to fulfil the customers more functional–related needs (Keller, 

2003 p. 82). Performance deals with the tangible properties of the brand (Keller, 2003). There 

are five types of attributes and benefits that underlie the brand performance.  

i. Primary ingredients and supplementary features 

ii. Product reliability, durability and serviceability 

iii. Service effectiveness, efficiency and empathy 

iv. Style and design 

v. Price  

The more performance advantages involved in the dimensions, the stronger brand identity is. 

However, it rarely happens that a brand can gain full control over all the performance dimensions. 

Brand imagery: It indicates the ways through which a brand attempts to meet customers’ 

psychological or social needs. Brand imagery is how people consider a brand abstractly rather than 

what they think the product/service actually does. Essentially, this is in relation to the intangible 

aspects of the brand. There are four categories of intangibles linked to a brand which are 

highlighted in the theory:  

i. User profiles (e.g.: gender, age, income, etc) 

ii. Purchase and usage situation (e.g. types of buying channels, time period, etc.) 

iii. Personality and values (e.g. lovely, exotic, modern, professional) 

iv. History, heritage and experience (Keller, 2003).  
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In general, brand associations can be formed directly through the customers’ own experiences either 

through contact with or usage of the brand, formed indirectly through the brand advertisement, or 

formed by other commercial sources, for instance word-of-mouth (Keller, 1993 p. 10). 

2.2.3 Step 3: Brand response – What about you? 
This step focuses on opinions and evaluations of the brand based on a combination of associations 

identified in brand meaning (Kuhn, et al., 2010). 

Brand Judgment: It emphasis on customers’ personal opinions and evaluations in regard to the 

brand. In terms of creating a strong brand it is recommended to look into four types of brand 

judgments described below (Keller, 2003): 

 Quality: brand attitudes are the customer’s overall evaluation of a brand. The most important 

aspects of these are in relation to different ways the customer perceives quality of a brand. 

 Credibility: when judging brand credibility levels three dimensions are involved: perceived 

expertise, trustworthiness and likeability.  

 Consideration: whether customers seriously consider the brand for possible purchase or 

usage.  

 Superiority: this relates to the extent to which customers view the brand as being unique and 

better than other brands.  

Brand Feelings: These are the emotional responses and reactions evoked in the customers’ minds 

from the brand. There are six key types of brand feelings: warmth, fun, excitement, security, social 

approval and self-respect (Keller, 2003). 

2.2.4 Step 4: Relationships – What about you and me? 
Brand response is converted to create an intense, active and loyal relationship between customers 

and the brand (Kuhn, et al., 2010). 

Brand Resonance: It exposes the nature of the relationship that customers have with the brand and 

the extent to which customers feel they are ‘in sync’ with the brand. It is determined by the intensity 

or depth of the psychological bond between customers and the brand as well as the degree of brand 

loyalty engagement. Brand resonance can be divided into four categories, namely: Behavioural 

loyalty, attitudinal attachment, sense of community and active engagement (Keller, 2003). 
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2.3 The initial conceptual model 

Initially a conceptual model has been formed on the base of the two main theoretical foundations. 

Through inspiration of the brand entry mode framework by Barwise & Robertson (1992) and the 

customer-based brand equity framework by Keller (2003) the conceptual model for this research is 

formed as illustrated in figure 7. The model is dealing with three key elements: The trade-off 

criteria of brand entry mode (speed, control and investment), brand awareness and brand image. 

The purpose of the model is to discover the potential relations among these elements above.  

As literature presents, to achieve ideal brand image, a certain degree of brand awareness should first 

be established. Brand entry mode, as the companies’ initial branding decision to the new market, 

has direct influence on the brand awareness. However, initially we suggest that establishing brand 

awareness and brand image can be considered as a continuous process, and maybe even 

simultaneous. Thus to some extent the brand entry decisions could also impact on the brand image. 

In order to unpack this complex problem, the conceptual model will be analysed in terms of two 

paths. One path from the brand entry to brand awareness establishment, and one path from the 

brand entry to brand image creation. Both with the purpose of identifying the key elements and 

dynamics which influence on the brand awareness and the brand image building respectively. 

The model should simplify this research and eventually help lead to a better understanding of the 

different mechanisms and dynamics between brand entry mode, brand awareness and brand image. 

The model provides an overview of the main pattern for the analysis which leads to propositions 

being suggested in the end with the finding plotted into a clear and well-structured table. These are 

subjects to full-scale empirical testing by others. 

This should help the high-tech companies from emerging markets to enter the mature markets by 

identifying the potential risks and challenges of each brand entry strategy, as well as the projected 

outcome – the actual brand awareness and image perceived by local consumers. 
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Figure 7 – Initial conceptual model (own illustration) 

2.3.1 Trade-off criteria of brand entry strategy 
For the purpose of this paper the use of this model is to explain how the choice of each brand entry 

mode eventually affects the building of brand image. As the model shows the issue has been broken 

down to provide a more clear view of the framework thus the choice of brand entry mode has an 

influence on brand awareness and brand image respectively. The process in the conceptual model 

can be divided into two stages of brand building. The first being the creation of brand awareness 

and the second being the creation of the perceived brand image. This distinction is made to break 

the process down and present a more nuanced view of the brand creation. 

Each strategy has advantages and disadvantages in terms of the three criteria that will influence how 

effectively the company build up brand awareness and perceived brand image in the minds of the 

customers, and consequently can help Chinese companies build up a competitive brand image when 

entering the WE market. 

Though Barwise & Robertson (1992) identify three ways of entering a brand into a new market, it is 

important to recognise that these are in their pure form and that this is rarely the case in reality. The 

strategies used for a company (or a brand) might be hybrids. For the aptitude for generalization of 

our findings one dominant strategy is identified for each of the case companies. 

A limitation when applying this model of brand entry modes is that it’s only focusing on the 

branding aspects of the brand building, and not the corporate decisions of going-international. 
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2.3.2 CBBE model 
The CBBE model is perceived as a clear and easy-understandable model, providing both a generic 

picture of brand equity and a detailed view of each step in the brand building process. The CBBE 

model is applied in this paper to show the general building blocks of creating a brand, and for 

discovering how the brand images of the case companies - Haier, Lenovo and Huawei – are 

perceived from the customers’ perspective. Looking at how other authors have defined brand image 

in different ways from very general and broad to more specific and detailed, they identify brand 

image as associations to the customer connected with the brand. The associations are functional-

related, psychological-related or both. Martineau (1958) states brand image is a combination of 

functional qualities and psychological attributes to consumers. In Levy and Glick’s (1973) points of 

view brand image implies that consumers buy brands for their physical functions and attributes and 

the meanings associated with the brands. Keller (1993 p. 3) considers brand image as the customer 

perception about: “a brand as reflected by the brand associations.” Positive brand image often 

links with strong, favourable, and unique brand associations. Brand image is created either by 

customers’ direct using experience or from indirect sources such as reference groups or publicity.  

Among the four steps of brand equity creation, the second step of the CBBE model, the brand 

meaning is the one particularly paying attention to the tangible and intangible brand association 

building in customers’ mind. Tangible associations imply customers’ perceptions of functional-

related features (performance), and intangible associations imply psychological and social elements 

(imagery) (Aaker, 1996 pp. 81-88). Brand meaning provides a well-illustrated theory of brand 

image and it describes the links between the brand and consumer deeply and clearly.  

Also, taking into account the characteristics of Chinese MNCs – comparatively short company 

history and even shorter time present in WE market, Chinese MNCs lack sufficient knowledge and 

experience in international market. Together with negative stereotype image of COO in local 

customers’ minds, most Chinese MNCs have a hard time creating a well-represented brand in the 

WE market. Thus despite the model’s focus on the entire brand equity building, this research is 

looking closely at beginning stages of brand equity building of the case MNCs. 

Brand meaning is applied in this paper to determine brand image of three MNCs in the consumers 

mind and a customer-based survey is constructed according to brand meaning theory in CBBE 

model, which will be elaborated further in the next chapter.  
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Furthermore, brand awareness, the foundation of the CBBE model, is also applied in this paper. 

Brand awareness is prerequisite for creating brand image. It is highly relevant both in terms of the 

theoretical model and the data collection which will be discussed in methodology. Brand awareness 

(salience) consists of brand recall and recognition and is related to: “the strength of the brand node 

or trace in memory” (Keller, 1993 p. 3). However, there is not a clear distinction between the two 

and in many cases brand recognition is categorized as an “unaided brand recall”. In this research no 

particular distinction is made. The brand awareness theory applied in the thesis has the purpose of 

linking the choice of brand entry mode to brand image. To create awareness is essential in terms of 

making a strong brand and is in any case always the first step, though high brand awareness does 

not necessarily guarantee a richer brand image (strong associations).  

One of the limitations to the CBBE model is that it has been widely applied into B2C context, not 

B2B (Kuhn, et al., 2004). Even though the major research field is B2C, all three case companies 

have been or still are heavily involved in B2B. In that sense, the CBBE model cannot well indicate 

how to establish the business-based brand equity. Another is that although brand awareness 

involves the basic associations of the brand, and brand image contains richer and deeper brand 

associations, these are not very clearly distinct (Pappu, et al., 2005). Thus in the interpretation of 

data hereon, researches can be compelled to apply a certain degree of subjective judgement.  
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CHAPTER 3: METHODOLOGY  

3.1. Research strategy  

3.1.1. Case study 
As one of social science research strategies, a case study can be applied in many circumstances for: 

“analyses of persons, events, decisions, periods, projects, policies, institutions, or other systems 

that are studied holistically by one or more method.” (Thomas, 2011 p. 17). In general, “case study 

arises out of the desire to understand complex social phenomena” (Yin, 2003 p. 6) and it is a 

preferred strategy under three conditions. First, the research questions usually start with “how” or 

“why” (Yin, 2003 p. 6). Second, the focus of the research is: “a contemporary phenomenon within 

a real-life context” (Patton, et al., 2003 p. 60). Third, “investigators have little or no control” over 

behavioural events. (Yin, 2003 p. 6). 

The criticism of the case study as a research strategy is often related to the validity – objectivity, 

rigor and precision (Patton, et al., 2003). Miles (1979 p. 540) pointed out that process and result of 

case study research are easily to be manipulated by investigators because it is “unlike quantitative 

research”, and there are “...few conventions the researcher can rely upon to defend him/her self 

against self-delusion or the presentation of 'unreliable' or 'invalid' conclusions”. However, Yin 

(2003 p. 10) states that case study research is made to theory “not to populations or universe.” As 

long as the case study is well designed and executed, it is a qualified research method of science 

(Westgren, et al., 1998 pp. 415-424).  

3.1.2 Why case studies?  
Many scholars (Saunders, et al., 2003) believe case study can achieve a more in-depth 

understanding of an organization and its underlying relations. On the basis of the case study 

definition and the aim of the project, the case study approach is chosen to be applied in this project. 

First of all, the primary research question is dealing with a recent phenomenon within a real-life 

context: The relations between strategic brand entry mode and international brand image of Chinese 

MNCs in high-technology industries in WE.  

Secondly, the research question is formed as a “how” question, which tries to solve the problem has 

not been clearly defined, hence exploratory characteristics are presented in the thesis. Exploratory 

study allows researchers to have a small-scale empirical study. For given situations an exploratory 

study can help give significant insights into the matter, and though the outcome of this type of 
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research is not always directly useful for decision-making, it is often subject to further full-scale 

study. Meanwhile explanatory and descriptive approaches are also applied in this project. 

Explanatory research guides the researchers to seek causal links to explain how events happened or 

correlated with each other, and descriptive approach is to provide a profound interpretation of case 

context and relevant facts.  

Thirdly, case study is also an appropriate research strategy when researchers have limited 

control of the research, in other words, “the relevant behaviour cannot be manipulated” (Yin, 

2003 p. 7). However, as mentioned, the case study research is related to contemporary events, not 

historical issues; therefore it can be difficult to completely prevent the manipulations of 

investigators’ behaviours in the research process. A positive side to the case study method is that it 

is able to deal with a “combination of different sources of evidence,” which includes “interview, 

documents and archives, and observation” (Blumberg, et al., 2005 p. 193). This makes it possible 

to still maintain a comparatively high precision and validity of the information/data gathering, given 

the research is well designed and executed. 

3.1.3 Multiple case study 
Case study research can be formed as a single case study or a multiple case study (Blumberg, et al., 

2005 p. 192). A single case study only focuses on one unitary unit (i.e. one specific 

group/organisation), whereas a multiple case study is investigating more than one unit (Saunders, et 

al., 2003). The multiple case study design must follow “[r]eplication, not sampling logic,” which 

means the findings from a single experiment are able to be replicated into a second, third, or more 

experiments. It is expected the “same phenomenon occurs in the same circumstances or that the 

phenomenon differs if the circumstances change” (Blumberg, et al., 2005 p. 377). 

The multiple case study method is chosen because it can reach higher validity and analytical 

benefits than the single case study. Apparently, the data and evidences generated from several 

comparable cases are much more compelling, powerful and sustainable than those from a single 

case study (Yin, 2003 p. 53). In this project, Lenovo, Haier, and Huawei are studied individually by 

the same factors such as company background, brand entry strategies, brand aims, and consumers’ 

perceptions of the brand image. Later, a cross case analysis is presented, where the three cases are 

assessed, compared and discussed among each other based on the same measurements, in order to 

generate  potent and powerful findings. However, shortcoming can be lack of focus on each single 

unit, and thus might lead to the outcome that each case is insufficient indicated (Yin, 2003 p. 46). 
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3.1.4 Case selection 
In this thesis, three Chinese MNCs – Lenovo, Haier, and Huawei - are selected as the multiple cases 

research. The key chosen criteria is in accordance with the major research question and theoretical 

framework, as it is intended to follow the logic of “theoretical replication” which is “not select the 

similar cases but explicitly selects cases that differ from each other on theoretically important 

dimensions” (Blumberg, et al., 2005 p. 193). 

According to the research question: “How can Chinese companies most effectively establish a 

competitive brand image when entering a mature market in which high-tech products are widely 

available?”, it is clear to identify several common characteristics of ideal cases: They are Chinese 

companies; they operate in a high-tech industry; they aspire to create a competitive brand in a 

mature market where high–tech products are widely available – in this case is WE
3
; and they have 

already introduced the brand to the market. It is worth mentioning that we choose three cases 

companies that have already introduced their brands in the international market, in order to get 

impressions of what worked and what did not. This will then be generalised to the extent possible, 

in order to make our findings applicable (our model) to other Chinese companies. 

According to Top 500 Most Valuable Global Brands 2011 ranked by World Brand Lab (World 

Brand Lab, 2011), there are twenty-one Chinese brands on the list which are evaluated in terms of 

brand influence, share of market, brand loyalty and global leadership. Lenovo is no.121 (brand age: 

27 years), Haier is ranked no. 127 (brand age: 27 years), and Huawei is no. 275 (brand age: 23 

years). Secondly, according to the OECD classification of high-tech industry (OECD, 2009), 

Lenovo (PCs), Haier (electronic household appliances), and Huawei (ICT equipment) belong to a 

high-tech industry sector. Furthermore, the case companies are also chosen in the light of the 

applied literatures – brand entry strategies and customer-based brand equity theory. As described in 

chapter two “Theoretical Framework” there are three modes of brand entry: Brand acquisition, 

geographical extension, and brand alliance (Barwise, et al., 1992 p. 279), thus three representative 

types of Chinese MNCs are selected accordingly - Lenovo (brand acquisition), Haier (geographical 

extension), and Huawei (brand alliance). The three brands entered the WE market and launched 

their brands successively
4
 - Haier in 1998, Huawei in 2000, and Lenovo in 2005. 

                                                 
3
 As it described in delimitation in chapter 1 

4
 See details in chapter 4 “Empirical Case Studies” 
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3.2 Research design  

Research design is about making a plan or framework of the data collection and analysis. There are 

three basic designs of a case study - explanatory, exploratory and descriptive (Yin, 2003 p. 3). Even 

though the case study method is apt to be explanatory by nature, it still can be: “complemented by 

two other types: exploratory and descriptive cases studies” (Yin, 2003 p. 1).  

Exploratory case studies are often considered as a prelude to social research, and “what” and “how” 

questions are normally addressed in the research problem. Furthermore, according to Kotler, P. & 

Armstrong, G. (2006 p. 122) “the objective of exploratory research is to gather preliminary 

information that will help define problems and suggest hypotheses.” Explanatory case studies are 

likely to be used for seeking causation in order to find underlying facts, and it is often done by 

raising “how” or “why” questions. Descriptive cases are usually conducted by using “what” and 

“where” in the questions to analyze archival records or other survey strategies to describe an 

incidence or prevalence of a phenomenon, or when it is to be predictive about certain outcomes. A 

case study design can be applied for all three purposes – exploratory, descriptive or explanatory 

(Yin, 2003 p. 3), and some of the best case studies can even combined with either exploratory and 

descriptive or descriptive and explanatory (Schell, 1992 p. 5). 

This paper is predominantly an exploratory study, combined with explanatory and descriptive 

characteristics. In terms of the formulation of the primary research question “how can companies in 

emerging markets most effectively establish competitive brand image for entry to mature markets in 

which high-tech products are widely available?”, it is exploratory as the research solely focuses on 

the branding strategies in three cases companies, which apparently is not a full-scale investigation 

but an empirical case study within a small scale. A conceptual framework/model is generated in the 

end by exploratory study. The explanatory research characteristics are also indicated in the paper as 

it seeks for the causality between elements to identify the underlying issues relations between 

Chinese MNCs’ brand entry mode in the market, and their perceived brand image. Ideally the 

crucial but implicit evidences that have significant influences on both will be proposed in the end of 

the project. Furthermore, the research also represents descriptive characteristics, since there is an 

extent of description of the areas such as background information, case narratives, WE market 

situations, customers’ perceptions of the brands, etc. 
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3.2.1 Qualitative vs. quantitative data 
The choice of philosophy and case study design impact on the use of research methods, and they 

lead to both quantitative and qualitative researches. Positivism is usually connected with 

quantitative data since the aim is to measure or to find relationships between issues. Interpretivism, 

on the contrary, uses qualitative methods in order to obtain a deeper understanding of a problem, 

which is the case here too (Blumberg, et al., 2005). 

Quantitative research deals with numbers, figures and statistics, and it “tries to quantify the problem 

and understand how prevalent it is by looking for projectable results to a larger population” 

(Mora, 2010). A finding or a result is more likely to be accepted as a fact if it is quantified 

(expressed in numbers) than if it is not (Black, 1994 pp. 425-426).  The quantitative data collection 

will be applied in the research regarding the Chinese MNCs’ brand market entry strategies and the 

customers’ perception of the brands, such as market share, Chinese MNCs’ growth rate in target 

market, evaluation of the degree of brand awareness and brand image dimensions etc.  

Qualitative research is used to gain insight in people's attitudes, behaviour, value systems, concerns, 

motivations, aspirations, culture or lifestyle. In this project, it is desired to understand personal 

opinions regarding brand strategies from the companies’ management staff, as well as the perceived 

brand image by the end consumers, which involves subjective information, and thus qualitative 

research e.g. interviews and partly questionnaire is useful as well. 

3.2.2 Source of evidence 
The main advantage of case studies is that it maintains “the richness of evidence sources”, which is 

distinguished roughly into: Interviews, Documentation & archival records, and observations 

(Blumberg, et al., 2005 p. 193). 

Before choosing a data collection method two considerations have to be made. The first one is the 

type of information needed. As described previously, it is in the interest to collect information in 

two major areas and identify their correlations, case companies’ brand entry strategies in the WE 

market, as well as the perceptions of the target brands’ awareness and image from both end-

consumers and company managers. The information required in the project is relatively extensive 

including both objective phenomenon and subjective opinions. As to the second issue – practical 

circumstances, it is crucial for researchers to be aware of the cost of the analysis and control that 

they do not exceed the benefits. For instance, the price of interviews can be cheap or expensive, 
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depending on the type of interview, the number of participants needed, the geographic location of 

the participants, and their availability. 

Interview  

Interview is the most widely used source for information collecting (Blumberg, et al., 2005 p. 193). 

The interview in case study research can be categorized in three types: open-ended interview, 

focused interview (semi-structure interview), and survey (Yin, 2003 pp. 89-92). 

For this project focused interviews and a consumer survey are used to understand the thoughts and 

perceptions regarding brand awareness and image from the perspectives of both the company and 

the end-consumers. As researchers, we would like to know the information on issues, but we also 

want to uncover whether the interviewees can confirm the information we already hold. Focused 

interviews and survey normally are less time consuming, and it allows researchers to follow a 

particular structure (i.e. theoretical framework). Open–ended interview will not be considered in 

this research, because it is unstructured, more time consuming to accomplish, and higher risk that 

researchers might become too dependent on interviewee since the role of interviewee taken in this 

situation may be regarded as “an informant rather than a respondent” (Yin, 2003 p. 90). 

The in-depth focused interviews with marketing managers of Lenovo, Haier, and Huawei in China 

is applied here as it is the most effective way to reach the interviewees and conduct an in-depth 

interview for this purpose. It is interesting to understand how the companies consider their own 

brand in the WE market. An outline of the interview is prepared in advance (see appendix 1-3), and 

open-ended questions are designed in order to get a comprehensive understanding of the 

interviewees’ opinions and thoughts. Meanwhile, an online survey will mainly be used in gathering 

information on brand awareness and brand image from the end consumers’ perspective. As the 

budget for conducting the research is limited, and the survey has to involve participants from four 

different countries, it is very difficult to conduct interviews in forms of face-to-face or focus group 

in all four markets. Therefore, an online survey is the best option to approach a large amount of 

population in a wide geographic scope. 

Documents and archived record 

Documents including archived records are the essential source of evidence. It is published in print 

and electronic versions. Letter, memo, report, newspaper article, internal record, survey data, 
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agenda, etc. are the general forms (Blumberg, et al., 2008 p. 194). Information/data approached by 

this mean is relatively “stable, unobtrusive, exact, board coverage”, and also “precise and 

quantitative” (especially from archived record) (Yin, 2003 p. 86). Moreover, “documents and 

interviews complement each other”, thus it is always useful to use documents (report, articles) to 

prepare an outline of the interview and identify the issues related to the case. Conversely, 

interviewees can also lead the investigators “to the documents that will corroborate information 

obtained in an interview” (Blumberg, et al., 2005 p. 194). 

Documents and achieved records are used to describe the background information, case narratives 

and the companies’ brand entry strategies. Since the timeline of this section endures over 30 years 

(1980 – now) much secondary information/data is required. The information is attempted to be 

collected through relevant scientific reports and articles, books, online resources & databases (case 

companies’ homepage, internal company record, OECD). Furthermore, with the help of documents 

including archived records (i.e. theories and relevant data), outlines will be prepared for 

interviewing the management staff from case companies (how management staff expect their brand 

image to be perceived) and end-consumers (how end-consumers perceive the brand image). All 

documents and archived resources are listed in the sections “bibliography” and “appendices”. 

However, we are aware of the pitfall of this method. Even though most documents are recorded in 

written forms and seem trustful and objective, the documents can be written for specific purposes 

and certain target audiences. In this sense, there is a possibility that researchers can be misled by 

any bias of the author of the publications (Yin, 2003 p. 87).  

Observation 

Observation includes a full range of monitoring behavioural and non-behavioural research 

activities, “besides collecting the data visually, observation involves listening, reading, smelling 

and touching” (Blumberg, et al., 2008 p. 345). The behavioural activities are defined as non-verbal 

analysis, linguistic analysis, extra linguistic analysis and spatial analysis, whereas non-behavioural 

activities regarding the historical statistic data observation, physical condition and activity analysis.  

Direct observation is rejected in this paper, as the data needs to be gathered from four different 

countries, and that it is very time consuming and costly to do in each country. 
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3.2.3 The focused interview  
Aim of the focused interview 

Focused interview allows us to ask the key respondents about the fact of the matters and also their 

opinions and own insights regarding their brand entry strategy, what actually happened, and what 

they believed worked and what did not. Researchers may even ask into more details on the 

respondents’ views on particular issues or assumed occurrences (Yin, 2003).  Thus, focused 

interviews will provide to the thesis a profound overview and in-depth understanding about the case 

companies’ brand entry strategies from the management’s points of view. 

Structure of the focused interview  

The interview is mainly divided into five parts: 1) introduction by both interviewer and 

interviewees, where a brief introduction of the project, the managers’ profile and job title in the 

company is presented, 2) company background including motivation of going international and 

aims of international branding, where a general overview of the company before going 

international is drawn, 3) brand entry strategies, where the managers are asked about how and why 

they used their respective brand entry strategies to launch the brand in WE according to theory, and 

which pros and cons they have experienced, 4) scenario, is to ask the managers what they would 

have done differently if they were to do it over again and what they would recommend other 

Chinese companies to do or be aware of when going international, 5) conclusion, is to sum-up the 

interview, to make sure that the managers do not have anything to add, and to thank the managers 

for their time and willingness to participate. 

Formulating the questions 

As mentioned, the focused interview is designed as semi-structured. Most questions are open-ended 

to let the respondents tell their own opinions and ideas, e.g. “What were the biggest challenges your 

company faced when first entering the brand into the WE market?” However, the whole process is 

guided by the interviewer. Keywords may be prompted in order to maintain the level of relevance to 

the research issues, and follow-up questions can be asked e.g. “What did you do to overcome these 

challenges, and how well did it work?” The respondent in the interview can speak freely, though 

he/she is not playing the role of an “informant”, but more as a respondent who can provide deeper 

insights to the global brand building process. Furthermore, as the respondents are Chinese, the 

interview is translated and conducted in Mandarin Chinese. 
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Pretesting 

In order to ensure the interview design is proper, pretesting is first carried out between the 

researchers, and later tested on a third person who is native Chinese.   

Respondent 

The respondents are the management staff from the case companies.  

We got in contact with the interviewees through friends’ network in the relevant industries in China. 

We first sent them an introductory email regarding the interview and the thesis, and later set up and 

conducted three interviews, one face-to-face, one on Skype, and one on telephone. The duration of 

each interview was 30-60 minutes. 

3.2.4 Online survey 
The online survey takes standpoint in describing characteristics associated with a subject 

population, and serve the objective of finding out the who, what, when, where and how of the 

research question’s topic (Blumberg, et al., 2008 p. 197). The survey is being conducted as 

questionnaire containing both closed- and open ended questions. 

Aim of survey 

The aim of the survey is to uncover consumers’ degree of awareness of the brand and their 

perception of the brand image according to the theoretical frame of reference. The intended use of 

this data is first and foremost to have a set of output variables for each case in order to assess and 

evaluate in the analysis how and where each of the trade-off criteria influences the creation of brand 

awareness and building of brand image and brand-related associations. Further on, the data is used 

(indirectly) for comparison with the companies’ own thoughts and aspirations for their brands. 

Structure of the questionnaire 

The questions are separated into four different parts as seen in table 4 (see appendix 4 for full 

questionnaire as seen online by the respondents). First the respondent is asked to select the current 

location of residence. This is done to make sure that the respondents are within the target group 

before they proceed to the next set of questions. This is followed by two profile questions on age 

and gender. Secondly, there is a set of six questions regarding the degree of brand awareness the 

respondent has. Thirdly, there is a set of thirteen questions regarding the respondents’ opinions and 
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thoughts on the key dimensions which altogether constitute the perception of the brand image. At 

the end of these thirteen questions the respondents are asked to give their overall liking of each 

brand. Lastly, additional four questions are asked about the brand image in order to get more 

detailed and maybe abstract points of view. 

Purpose Question no. in the 

survey  

Respondent 

Profile 

 Location 

 Gender 

 Age 

#1 

#2 

#3 

Brand 

Awareness 

 Brand recall and brand recognition #4-9 

Brand Image   Performance-related association  

 Imagery-related association 

 Overall affect rating 

#10-11,13-14,16,18-22 

#12-17 

#23 

Detailed Brand 

Image 

 Open-ended questions 

 

#24-27 

Table 3 – Questionnaire design 

It is noted that a couple of questions are overlapping for both sets of associations i.e. questions #13-

14 and #16 which is due to unclear distinction between the two, and so the data from these 

questions are applied twice in calculation of the mean of performance- and imagery-related 

associations. 

Formulating the questions  

The questions are formulated and chosen to be in line to the aims of the survey and in accordance 

with the theoretical framework used in this thesis. Thus Keller’s (2008 p. Check book) CBBE-

pyramid is the base for which dimensions (features) to uncover. The brand awareness (salience) 

consists of the degree to which a consumer can recognize and recall the brand. The brand image 

(meaning) consists of two sets of dimensions; performance related one (product related/rational) 

and imagery related one (non-product related/emotional). For the questions regarding brand 

awareness and (simple) brand image, published articles and prior research have been used to ensure 

the quality and effectiveness. 
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For brand awareness the work of Yoo et al. (2000 pp. 195-211), which has been widely cited by 

other scholars, is used. In their article on marketing mix elements and brand equity, brand 

awareness was one of the elements investigated. For their purpose they developed a 6-item scale of 

statements that the respondent is asked to evaluate to gather the data needed to sufficiently describe 

one of the steps of the creation of brand equity (image), that is, brand associations with brand 

awareness. They explain that “brand associations are a much richer concept than mere awareness 

because the number of exposures does not guarantee more brand associations.” 

As the same premise for the item-scale for brand awareness, the work of Johansson and Nebenzahl 

(1986 pp. 101-126) has been used for brand image. In their research they uncover the consumers’ 

perception of automobile brands and how the forming of these perceptions is tied to the country 

where the company is located. For identifying the brand image they use a set of image items 

expressed by thirteen different attributes. 

As the majority of the questionnaire is regarding attitudes toward brands, the survey is more 

extensive than if merely behavioural questions were asked (Brace, 2004 p. 78). 

Options and scales used 

The profile questions are all closed ones with the options of answering “Location” with either one 

of the target markets in order to continue, “Gender” with either male or female and “Age” with the 

corresponding 5-year age interval. 

For the 6-item scale regarding brand awareness all questions are closed. The scale used is a 5-point 

Likert scale (Blumberg, et al., 2008 p. 466) ranging from “strongly disagree” (1) to “strongly agree” 

(5). Thus the scale is a bipolar scaling method expressing the respondents’ either positive or 

negative response to one of the given statements. An uneven scale is used to give the respondent a 

neutral option (3) of neither agreeing nor disagreeing. 

For the 13-item scale regarding brand image all questions are also closed. The scale used is a 7-

point semantic-differential scale (Blumberg, et al., 2008 pp. 466,480). This is also a bipolar scaling 

method with the purpose of measuring the respondents’ perceptions of evaluation dimensions of 

brand image. For each question two contrary characteristics are prompted and the respondents are 

asked to rate the degree to which they believe one or another characterizes the brand. For each 

question the respondents can choose between an equal number of options in favour of either 



44 

 

characteristic (1-3 and 5-7) and a neutral rating (4) meaning no particular perception towards one or 

the other. The ratings in both sets of closed-ended questions are very arbitrary. 

Three of the additional questions regarding the ‘detailed’ brand image are open-ended. The 

respondents are asked to elaborate on their perception of the brand image using their own words, 

either by mentioning key-words or in more detailed comments. The last of these four is a semi-open 

question – three chosen personality characteristics – “professional”, innovative” and “successful” 

– are given as options with a fourth option prompted open as “other” if respondents may have a 

more suitable concept on the top of their heads. Whereas the respondents are required to provide 

answers to the closed-ended questions, leaving the 4 extra questions optional will lead to less 

answers to questions #24-27, but more completed responses overall. 

Both the work by Yoo et al. (2000) and Johansson & Nebenzahl (1986) have been well designed, 

tested and used by many other scholars in relation to Keller’s (2008) brand awareness and brand 

image literature. Since the survey regarding perceived brand image is distributed to around 200 

people, closed ended questionnaires will provide quantitative data which is easier to compare and 

analyse than qualitative. However, for the purpose of this study, in-depth and richer information is 

also needed, thus the four open questions regarding detailed views on the brand image are added. 

The industry average used in the presentation and analysis of the data is based on the average of the 

three companies from each industry included in the survey. Thus the intention of this measure is not 

to portray an average score for all brands in the industry, but solely the three brands regarded as top 

3 in the industry
5
. For comparison this average still supports the purpose of measuring the 

performance of each company relative to each other – both in relation to competing brands and in 

relation to the other two Chinese brands. 

Unless explicitly mentioned the data for each dimension/question pr. company represents the 

average score from all respondents. Thus any averages mentioned are denoted by either industry, 

brand awareness, imagery-related associations etc. Any presentation of scores from one particular 

individual is explicitly mentioned. 

  

                                                 
5
 The Chinese brand and two closest competitors. 
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Pretesting 

In order to ensure that the final questionnaire contains the desired brand image dimensions and 

captures the essential information needed to map the level of brand awareness and perceived brand 

image, a pre-testing of the questionnaire is done. Our pretesting mainly focus on the questions 

regarding a more detailed view of the brand image, which resulted in reformulation of both the 

questions asked and the options provided. This helped reduce bias in the formulations and changed 

the options to open-ended (qualitative) rather than given alternatives. 

Distribution and respondents 

The target group is existing or potential customers living in France, Germany, Sweden or Denmark. 

When conducting the survey 148 respondents participated of which 39 were incomplete or in other 

ways invalid leaving a sample of 109 fully completed responses, which could suggest that the 

questionnaire is either too long and/or too complicated. Of these 109 respondents 28 (26%) are 

located in Germany, 24 (22%) are located in France, 35 (32%) are located in Denmark, and 22 

(20%) are located in Sweden. The sample consists of 50 (46%) males and 59 (54%) females. 

The three largest age groups in the sample are 20-24, 25-29, and 30-34. These account for 33 

(30%), 45 (41%), and 23 (21%) respondents respectively, and altogether for 92% of the sample. 4 

respondents are within 35-39, and the groupings 40-44, 45-49, 55-59, and 60-64 have 1 respondent 

each. No participants where <20 years old or within 50-54. 

A clear limitation to this sample is the width of the sample. As there is a relatively low budget for 

this survey the questionnaire is mainly distributed to our own networks and partially secondary 

networks through the help of friends – primarily students or recently graduated – and so by large it 

represents people in our age segments. So altogether the age distribution in the survey is not 

representative for the total population. Nevertheless, it gives impressions as to how the degree of 

brand awareness and how the brand image is perceived by consumers. 

The questionnaire is distributed to roughly 200 persons through a link sent out by means of e-mails, 

instant messaging such as Skype and Messenger, and social media such as Facebook. After the pre-

testing of the questionnaire, the survey was active for data collection during 3 weeks. 

The same questionnaire is used for all four countries. This is done to ensure a higher degree of 

comparison across the markets in the analysis and at the same time to strengthen the findings. The 
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survey is conducted in English across the markets, mainly as it can be assumed that the people 

asked to participate know a sufficient level of English, but also to avoid any distortion or bias 

through translation of the questionnaire into either one of the national (local) languages. 

3.2.5 Data collection 
Primary data and secondary data are applied in this project (see figure 8). The primary data is 

mainly gathered from focused interview and online survey, whereas the secondary data is collected 

from both company internal record and database and external resource, such as internet, book, 

articles, etc. 

 

Figure 8 – Types of data used 

3.3 Validity and reliability 

This section deals with the quality of the research results and how well it reflects the reality. Thus, 

the quality of a study should be tested. Yin (2003 p. 34) suggests judging the quality of a case 

research design by four tests: construct validity, internal validity, external validity and reliability.  

3.3.1 Validity 
Construct validity is the first test which requires a sufficient development of the measures according 

to the multiple sources of evidence in the data collection process. Yin (2003 pp. 97-106) 

emphasizes the importance of using multiple sources of evidence and establishing a chain of 

evidence as well as having key informants review draft case study reports. In order to meet the 

requirements of construct validity multiple sources of evidence are applied in the study of the 

research topic in this thesis. 

Internal validity is creating a causal links between relevant conditions. It is primarily used in 

research design. For the internal validity test, Yin (2003) suggests some procedures such as doing 

pattern-matching and explanation-building, addressing rival explanations and using logic models. 

Primary data 

• Focused interviews 

• Online survey 

Secondary data 

• Internal data 

• External data 
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External validity establishes the domain where a study’s findings can be generated. The main 

criterion of external validity is the process of generalization meaning that the higher external 

validity the study has, the higher the level of generalization is (Yin, 2003).  

When conducting a focused interview or questionnaire it is important to be aware of the power that 

lies within the design of the research. The researchers have the possibility of manipulating variables 

and thereby influencing the answers of the respondents. Such biases can completely alter the sense 

which can compromise the validity of the research. It is therefore essential that the questions do not 

favour any of the answers by asking leading questions and using biased wording. 

In the focused interview, the background of the key respondents needs to be taken into the 

consideration in advance. Ideally the respondent is marketing, sales or brand managers in WE 

market and has worked in the case companies for over 15 years. However, in reality, it could be 

very difficult for researchers to find or even get in touch with the perfect candidate, thus chosen 

someone with less year’s experiences or works in other mature markets becomes the second option, 

and that will certainly create a certain level of bias. During the interview, most questions are 

designed as open-ended in order to let the respondents speak freely within the scope. For the 

interviewer, on one hand, it is important to be aware of not letting the respondents lead the 

interview, to ensure that the data gathered maintain a sufficient level of relevance to the research. 

On the other hand, having too much control over the interview can cause bias by domination and 

manipulation. 

When designing the online survey, we have strived to design the research as close to an ex-post 

facto design (Blumberg, et al., 2008 p. 197) as possible, leaving us no or very little control over the 

variables. We have done so by using the dimensions and scales used previously by other scholars. 

This is done to maintain the highest level of objectivity in the formulation of the questions thus 

giving the respondents the opportunity to let their answers reflect their personal opinions without 

any influence or bias from the researchers’ side. In this sense the outcome of the survey should 

reflect the current situation or at least the reality as perceived by the respondents at that given time. 

The respondents are participating on a volunteer basis and have no direct or personal investments in 

the research. The purpose of the research is briefly been explained in the introduction page (see 

appendix 4). Thus there are no costs or risks for the respondents in participating except for 10-15 
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minutes of their time, and all responses logged are anonymous in accordance with suitable ethical 

treatment of the participants. 

3.3.2 Reliability 
Reliability is indicating that the operations of the research are able to be repeated with a same result. 

For case studies, the researchers always need to make as many steps as possible to perform a 

reliability check throughout the subsequent conduct of the case study (Yin, 2003). Much of the 

primary data gathered through the interviews has been supported by secondary data which 

strengthen the reliability. However, some of the questions are targeting more critical subjective in-

depth information, which is less available through secondary sources.  
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CHAPTER 4: EMPIRICAL CASE STUDIES 

4.1 General introduction  

Three case studies of Chinese MNCs in high-tech industry have been chosen as the research object 

in this paper, namely Lenovo, Haier and Huawei. The cases are presented both from the perspective 

of the case companies (company aims of international branding, brand entry strategy) and from the 

end consumers (brand awareness and brand image). The data for the brand awareness and brand 

image handled and presented in the case studies origins from the survey sample. 

Each individual case is interpreted in how well they have performed. First in terms of creating 

sufficient brand awareness given their mode of brand entry, secondly, in terms of how their brand 

strategies have helped them create a brand image according to their brand aims. 

4.2 Case study 1: Lenovo Group Ltd. 

4.2.1 Company overview 

Today Lenovo is a Chinese-based multinational computer technology 

company co-headquartered in Beijing, Singapore and Morrisville, North 

Carolina in US. Lenovo is one of the top three PC vendors (together with Hewlett-Packard and Dell) 

and markets the ThinkPad and IdeaPad series of notebook computers and the ThinkCentre and 

IdeaCentre series of desktop computers (Fletcher, 2011). 

Lenovo Group predecessor Legend (Chinese name: 联想- Lian Xiang, meaning “association” or 

“connected thinking” in Chinese) was established in Beijing by a group of local technologists and 

scientists in 1984. Legend started as a small distributor of foreign-branded computers and the initial 

investment was USD 250,000. During 1988-89, Legend Hong Kong and Legend Beijing were 

incorporated one after another. In 1990, Legend started to produce their own branded desktops and 

gradually became one of the top computer brands in China. Legend has been listed on Hong Kong 

Stock Exchange (SEHK) since 1994 and became the best selling PC brand in China with 

approximately 30% market share in 2003 according to International Data Corporation (Biediger, et 

al., 2005). 

In the end of 2003, the management team of Legend agreed that internationalization was the future 

direction. Same year Legend changed name to Lenovo. In 2005, Lenovo acquired IBM Personal 
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Computing Division (PC division) for USD 1.75bn, including the renowned brands ThinkPad 

(laptops) and ThinkCentre (desktops). Lenovo thereafter had the third largest market share in global 

PC industry (Lenovo, 2010). 

4.2.2 Aims of international brand building 

In early 1980s when Legend was a small computer distributor they had already set up an initial 

brand aim which was: “to develop, manufacture and market its own computer system” (DONG, 

2012). In 2003, Legend decided to go international. They decided to change their brand name from 

Legend to Lenovo, since Legend brand was already registered. The brand name Lenovo contains 

“Le” which implies Legend, and “Novo” which in Latin means innovative and creative. It was 

decided that “Lenovo” should be marketed as the cooperation’s umbrella brand. 

Based on their core competence, the PC business, Lenovo intended to deliver an innovative, 

convenient, and digital lifestyle to their clients (DONG, 2012). They regarded themselves by the 

terms: “serving customers, trust and integrity, teamwork across cultures and as having an 

innovative and entrepreneurial spirit” (Lenovo, 2010). 

In 2000, Yuanqing YANG, the CEO of Legend, laid down a plan that Legend aimed at reaching 

USD 100bn in sales revenue within the next five years. The competition in the domestic PC market 

was intensive in that period, and in addition China was about to join WTO in 2001. So how could 

Legend take on the challenge, achieve their goals and also increase their global competitiveness? 

There were two ways placed in front of YANG. One was to expand into foreign markets and 

international business; another was to continue the diversification strategies in order to confront the 

increasingly fierce competition in the Chinese PC market. YANG explained he had chosen the latter 

based on the conviction that “the domestic market was easy to control”. Thus Legend diversified 

their product portfolio into several different areas such as mobile internet, online education, real 

estate etc. However, the diversification strategy was not very successful. In 2003, the business was 

not going well and their growth rate had dropped year over year. At the same time their core 

business, the PC division, met even stronger competition in the domestic market from Dell, HP, and 

IBM. 

In the end of 2003, the management of Legend abandoned the diversification strategy and decided 

to speed up the internationalization process and strengthen their focus on the PC business instead. In 

the same year, Legend officially changed its English name to Lenovo but remained Lian Xiang 



 

51 

 

(联想) as the Chinese name. Lenovo knew it was urgent to establish a well-represented first-class 

international brand with a distinctive image right from the beginning. In general it has been very 

difficult for an unknown Chinese technology-based company to be associated with a trustful, 

innovative and internationalized image in mature markets, and once a brand first is labelled with the 

stereotype “made in China” image in the consumers’ minds, it is difficult and time consuming to 

change (DONG, 2012). 

4.2.3 Brand entry mode 
Lenovo’s internationalization process can be generalized into two key periods: Brand preparation 

period (1993-2004), and brand acquisition period (2005- now).  

Brand preparation period (1993-2004) 

Lenovo started to get in touch with foreign markets already up through the 1980s. In 1988 they 

chose Hong Kong as base for their operations. Hong Kong, the major financial centre in Asia, had 

been a British colony since the 19
th

 century and many multinationals used Hong Kong between 

1980s and 1990s as a diving board to access Mainland China (CHEN, et al., 2001). In 1988, the 

predecessor Legend formed an equity joint venture with a local Hong Kong trading firm named 

Daw and formed Legend Hong Kong Technology Inc. In this venture Legend took the advantages 

of Daw’s great international market experiences and fluent English, and Daw got the great R&D 

capabilities and technical support from Legend. The same year, Lenovo acquired the small local 

company QDI Technology
6
 to manufacture and sell computer motherboards branded as QDI. In 

1990, they also formed a local Legend R&D centre in Hong Kong. The Legend HK has been listed 

on the Hong Kong Stock Exchange since 1994. During the 1990s Legend’s main focus was the 

domestic market, but they started to expand into other markets. In 1993, another Legend R&D 

centre was established in Silicon Valley in US (PAN, 2005), and up until 1997 Legend had built up 

21 sales offices in 14 countries in ASEAN market by Greenfield investments. During the early stage 

of internationalization, sales was the key driver since their primary target markets were the 

emerging countries where products with lower price yet decent quality were more attractive than 

those of cutting edge technology and world famous brands in higher price segments. Even though 

branding and R&D were not the main focuses, Legend still chose to sell the products labelled with 

their own brand name in emerging countries either as Legend or QDI (acquired brand). This 

                                                 
6
 Quantum Design International Technology Co. Ltd 
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strategy led Legend to become 5
th

 largest PC vendor in the ASEAN region in 1998. In 1999, 

Legend became the leading PC vendor in the Asian Pacific region (DONG, 2012). 

In 2003, after the failure of the diversification in the Chinese market, they decided to go for the 

“real” internationalization.  

This period is considered as a preparation stage of brand internationalization. On one hand, Lenovo 

had reached the leading position in the Chinese PC market, and thus generated large sales revenue 

and cash flow, which then later became a strong financial foundation for accomplishing the M&A 

deal with IBM. On the other hand, they started to gain more market shares and international 

experiences in emerging countries and also establish the initial brand awareness overseas. Even 

though the preparation period took Lenovo nearly 10 years and barely gave them any experience in 

mature markets, it has paved the way for what Lenovo has achieved up until today. 

Brand acquisition period (2005- now)  

The brand acquisition period can be further divided into 2 stages, namely Lenovo-IBM co-branding 

stage (2005- end of 2006) and post-IBM stage (2007- now). 

The Lenovo-IBM co-branding started in the late 2004 already when Lenovo and IBM announced 

that Lenovo would acquire IBM’s PC division. For IBM it was a good chance to sell off the 

unprofitable PC division and concentrate on their core competences, business consulting and 

software- and service solutions. IBM first approached Lenovo by a chance when Lenovo was eager 

to go international. This coincidence brought both parties into the acquisition. In the beginning of 

2005 Lenovo paid USD 1.25bn and took over approximately USD 500m of IBM’s balance sheet 

liabilities for the acquisition of the PC division (DONG, 2012). 

As agreed IBM got ownership of 19% shares of the new established Lenovo Group, 46% was 

owned by the Chinese government, and 35% by private and public investors. Less than a year after 

IBM sold shares to other investors and remained 13.2%. In the acquisition, Lenovo also bought the 

“ThinkPad” and “ThinkCentre” brands and furthermore the right to use the IBM logo on “Think”-

products for up to five years. Lenovo was not allowed to change basic brand specific elements e.g. 

brand name, basic design, brand positioning etc. By acquiring the PC division, Lenovo also took 

over the “Think” R&D centres in North Carolina and Japan as well as the ThinkPad factory in 

Shenzhen, China, and with these they also got roughly 1500 patents (DONG, 2012). Moreover, 
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Lenovo had access to the “Think” sales team, customer support and channel management programs. 

In return, Lenovo allowed IBM to continue to provide global business service and consulting to 

Lenovo’s clients during the first five years and Lenovo would not compete with IBM in these areas. 

(Rifkin , et al., 2006). 

The new established Lenovo was run primarily by former IBM employees. Approximately 10,000 

of the employees were coming from IBM, which accounted for over half of the total number of 

employees (19,000). Of those former IBM employees 40% were stationed in China and 25% in the 

United States. In order to get the full knowledge transferred, Lenovo sent several groups of Lenovo 

and Think engineers to do research on the 1500 patents that Lenovo bought, exchange know how, 

and apply it into Lenovo’s product quality maintain and development.  

Lenovo established new headquarters in Morrisville, North Carolina, US, which was nearby IBM’s 

headquarters (Lenovo, 2010), and recruited the former management teams of IBM PC division. 

They encouraged the employees to make teamwork across the culture (Lenovo, 2010), and to keep 

open-mind and innovative to create one common corporate culture (DONG, 2012). 

Lenovo started to make mass marketing campaign and spend over USD 2bn dollars, including 

sponsorships in the Olympic Games, NBA and F1. In the first years Lenovo kept the Think division 

separate from other Lenovo product divisions, and in 2010, the Think division was integrated with 

the Lenovo PC division (DONG, 2012). 

Apparently, for Lenovo, acquiring IBM’s PC division was evaluated to be the most efficient way of 

establishing the Lenovo brand from nobody to somebody within a short time - a shortcut of 

establishing Lenovo’s international brand. After the acquisition in 2005, Lenovo suddenly jumped 

to be the third largest PC maker in the world, next to HP and Dell.  

However, brand acquisition can bring both benefits and risks. The main issue was to deal with how 

to transfer the value from IBM’s brand to the Lenovo brand. It is interesting why the company's 

advertising and marketing campaigns have excluded the IBM-brand almost entirely since end of 

2006. The four TV commercials that Lenovo ran during the Torino Winter Olympics in 2006 did 

not mention IBM at all. In fact, the only connection to the iconic brand (ThinkPad) is the IBM logo 

and classic design. The IBM logo was on Lenovo's ThinkPad laptops the first two contract years (of 

the full five-year contract). The post-IBM stage started. Lenovo’s chief marketing officer (CMO) 

Deepak Advani explained: “in our industry, there is a tight association between the company and 
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the product, so we have to make sure it is clear that it is really Lenovo selling it to you and not IBM” 

(Rifkin , et al., 2006). 

The historical data reveals that in 2007, the year that Lenovo removed IBM logo from Think 

computers, the growth rate of Lenovo Think sales units dropped 0.1% compared to 2006, whereas 

the yearly growth rate 2005 and 2006 had been two digits. In Q1 of 2008, both HP and Dell 

increased their sales units by approximately 20% relative to same period the previous year, whereas 

Lenovo’s sales only increased by 0.1%. Lenovo’s market share had even dropped from no. 3 in the 

world to no.4 (hc360.com, 2008). The slow growth of Lenovo PC business ended in the beginning 

of 2009 when Lenovo changed their focus from the mature market to the emerging market.  

Although Lenovo intended to distinct their brand from IBM, they realized that they still needed 

IBM’s help as they were not yet mature enough to play alone in the global PC industry. Lenovo and 

IBM signed an extension of their global partnership contract in 2007. Lenovo’s PC business and 

IBM Global Business Services (GBS) & technical support jointly delivered products and services to 

large enterprises, small and mid-size businesses (SMB) and individuals. The Lenovo PCs 

distributed and sold by IBM GBS were market with “Delivered by IBM” (Lenovo, 2007). 

Finally, in 2011 Lenovo even overtook Dell and became the world’s second largest PC vendor. 

Yuanqing YANG, the CEO of Lenovo, said that Lenovo would continue to fully leverage the 

acquisition to boost growth (Fletcher, 2011). “We did meet many problems and issues both before 

and after the acquisition, but we have always kept an open and creative mind and tried to respect 

and understand each other. Therefore Lenovo could reach the success they have today” (DONG, 

2012). 

In August 2011, Lenovo acquired Medion AG, a German consumer electronics company. The deal 

was valued at EUR 629.4m. As a popular discount brand, Medion’s large distribution network in 

WE was discount retail chains such as Aldi and Woolworths. Lenovo expected to enter the low-end 

PC market, to further increase their market shares, and to strengthen their position in the WE market 

after the acquired Medion (Hille, et al., 2011). 

4.2.4 Brand awareness and brand image 

The two closest competitors to Lenovo in the PC industry are identified as Dell and Hewlett-

Packard (HP). All 109 responses are included in the brand awareness score. For Lenovo 13 

respondents in the sample replied 1 - “strongly disagree” to screening question #6 “I am aware of 
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the brand”, thus Lenovo’s brand image score is based on the remaining 96 people in the sample. By 

comparisons 4 respondents have never heard about Dell, and all respondents know HP. 

Brand awareness 

The following part is to study brand acquisition as the dominant brand entry strategy of Lenovo in 

terms of the three trade-off criteria (speed, control, investment) and highlight strengths and 

weaknesses, as well as their relation with brand awareness. 

Based on the survey, Lenovo scores on average 3.72 out of 5.00 in brand awareness whereas the 

average score of the awareness in the PC industry is 4.17 for the four selected countries. Compared 

to the key competitors HP and Dell, who score 4.36 and 4.43 respectively, Lenovo obtains a slightly 

lower score. 

Lenovo has the highest score in question #6: “I am aware of the brand” (3.98) and lowest score in 

question #9: “I have no difficulties in imaging the brand in my mind” (3.51).  

Compared to the key competitors HP and Dell, Lenovo has less awareness. They first launched the 

Lenovo brand on the ThinkPad products 7 years ago and today the brand has achieved 88% of 

brand awareness based on the respondents from the four countries. 

Brand entry mode and brand awareness  

Based on the collected data on brand awareness, the trade-off criteria speed, control and investment, 

are examined in the following: 

Speed 

In term of the speed Lenovo has reached good brand awareness within seven years. In fact, since 

the initiation of the M&A, Lenovo had already attracted the attention of Western mainstream 

media’s - a fast growing unknown Chinese company acquiring the entire PC division from the 

global IT giant IBM. This was huge and unprecedented. Even though the media was questioning 

Lenovo’s abilities it helped Lenovo to promote their brand widely, especially in the mature markets. 

After the acquisition Lenovo started a two-year co-branding with IBM. Lenovo kept the IBM logo 

prominently on “Think” products and in advertisement, as well as continued to provide IBM 

technical support to the clients. As Lenovo realized that having IBM logo and support could bring 

assurance and comfort to the customers, this strategy was to avoid losing the existing Think brand 
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clients, and leverage the Lenovo brand accordingly. After the brand acquisition, Lenovo PC’s 

global sales revenue increased dramatically from USD 26.1bn (2005) to USD 126.9bn (2006) 

(nbd.com.cn, 2012), thus Lenovo suddenly jumped to the position of the world third largest PC 

vendor. 

Investment 

Investment is related to the spending required for the chosen strategy. In the M&A deal Lenovo paid 

USD 1.75bn to IBM initially, including USD 500m of IBM PC division liabilities. So Lenovo 

permanently got ownership of the value chain of the famous IBM PC brand “Think”, including 

“ThinkPad” and “ThinkCentre”, and has the option of doing co-branding with IBM on the “Think” 

series for up to five years. 

Lenovo invested further in different projects to transfer and leverage the brand value from IBM. 

They established new headquarters in US, recruited former general manager of IBM PC division 

William J. Amelio as new CEO of Lenovo, and invested in mass marketing campaigns and 

sponsorships. 

It is hard to give a precise amount of the total investments regarding Lenovo’s branding strategies 

over the past seven years in addition to the acquisition. The estimated figure is between USD 2bn 

and 3bn (Interview). Though it was a high investment, the outcome seems quite positive. In 2011, 

Lenovo became the world 2
nd

 largest PC manufacturer, and in the survey they gained a brand 

awareness of 88%. 

Control 

The degree of the control measures the company’s decision-making power in the branding related 

strategies.  

From 2005 to the end of 2006 is referred to as: “the Lenovo-IBM co-branding stage”. Lenovo 

started to build up the foundation of their brand – the brand awareness – in the international market. 

As a part of the M&A deal in 2005 Lenovo signed a five years contract with IBM. As agreed IBM 

got ownership of 19% shares of the Lenovo Group, with the remaining held by the Chinese 

government and private investors respectively. In the agreement the Think brand is permanently 

authorized to Lenovo, together with the PC related advanced technology (R&D centres, 1500 

patents), skilled managerial and technical employees from the former IBM PC division. However, 
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Lenovo was restricted by IBM. Although Lenovo had ownership of the Think brand, they were still 

not allowed to change essential brand characteristics in the first five years including some branding 

elements e.g. brand positioning, distribution, Think product categories and classic design. 

During this period Lenovo appeared to be heavily depending on IBM. IBM made guarantees to old 

clients that they would continue to provide global business services, technical and customer support 

to Think clients, and Lenovo promised not to compete with IBM in these areas. Although the 

control was limited this strategy brought a lot of benefits to Lenovo. It reduced the risk of losing the 

old IBM PC clients and maintained existing brand value of Think, since IBM has a highly trustful 

and professional brand reputation, whereas Lenovo had just entered the market as an unknown 

Chinese PC manufacturer. Once the IBM logo is present on the Lenovo products, it brings 

assurance and comfort to the customers, and indicates that Lenovo’s qualifications are verified by 

IBM. Therefore, it is no surprise to see that Lenovo today receive nearly the same brand awareness 

in our survey as HP and Dell. 

After the five-year contract period, Lenovo’s degree of control increased. There is no doubt that 

collaborating with IBM helped Lenovo established the relatively high brand awareness within a 

relatively short period. However, it could also cause problems in long term that end consumers may 

only recognize IBM and neglect the Lenovo brand, or consider Lenovo a sub brand of IBM PC. 

Brand image 

The research result reveals that the Lenovo brand is perceived with a comparatively positive image. 

Lenovo score 4.85 out of 7.00 points (with the scores 1 and 7 representing each extreme) that is 

higher than the average score of brand image in the PC industry (4.58) and also surpasses HP and 

Dell by +0.15 points and +0.65 points respectively. 

According to the theory the brand image consists of two parts – performance-related associations 

and imagery-related associations. Lenovo reaches a score of 4.92 in the performance-related 

associations, and 4.57 in the imagery-related ones. 

The Lenovo brand is ranked in top grades in regards to “performance” (5.47), “durability” (5.46), 

“quality” (5.46), and “something I like” (5.29). Compared to the industry average Lenovo is 

evaluated to be highly apt to “exclusive products”, “higher quality”, “durable” and “something I 

like”. Moreover, Lenovo performs fairly competitively in terms of “reliability” (5.60), 
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“workmanship” (5.00), “innovation” (4.75), “pride of ownership” (4.70), “style” (4.28), and 

“service cost” (4.13).  

However, with respect to “price” and “operational cost” Lenovo scores lower relative to the 

industry average where HP scores the highest score of 4.97 and 4.28 accordingly. Lenovo is 

considered as a brand primarily targeted to slightly more mature users (4.35) whereas HP (3.96) and 

Dell (3.72) is evaluated to be marginally more focused on younger people. 

Detailed brand image (qualitative data) 

In terms of the four open questions regarding brand image, the characteristics of Lenovo on the top 

of the respondents’ minds (question #24) are “good quality, solid functionality, providing trustful 

and reliable product/service, user-friendly, innovation, professional, reasonable price, fine design 

and IBM support”, and “solid functionality” as the most mentioned characteristic. 22 respondents 

have contributed with an answer to this question. 

20 respondents answered question #25 about competitive advantages/unique characteristics of 

Lenovo and 2 respondents had no comments. Most respondents consider that “classic design” and 

“good quality” are the keys that enable Lenovo to be distinguishable in the market. It is notable that 

regarding “classic design” one respondent underlines the classic look of ThinkPad - “red spot build 

in the laptop – old IBM PC look”. Moreover, “solid functionality, innovative technology, and 

professional in business segments” are regarded as their strengths. Two respondents think Lenovo’s 

competitiveness is based on its brand reliability. It is also interesting to see the comments about the 

price, as one respondent perceives Lenovo’s price to be competitive being relatively cheap and 

providing “good value for money” to the clients. Another believes that the “expensive” price level 

leads Lenovo to be more competitive and recognizable. 

Among the 25 respondents answering question #26 about the most appropriate personality 

characteristic in the brand, 18 respondents regard Lenovo as “professional”, 3 perceive it as 

“successful”, 2 think it is “innovative”, and 2 choose “others”, but without specifying which other 

personality characteristics they find more appropriate. 

The last question is the personal perception and opinion about whether people in these four 

countries have purchased or will purchase this brand or not. 20 respondents give predominantly 

positive answers that people have bought or are willing to buy Lenovo products due to: “good 

quality, IBM support, trustful and reliable brand reputation, nice design/style, useable and robust 
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functionality, reasonable price, business focused, easily reachable in the market, and advanced 

technology”. Among these, “trustful and reliable brand reputation” is the mostly mentioned reason. 

There is also two negative statements that they do not perceive Lenovo as a brand that people have 

commonly bought because the brand is “not so well known (yet)”, but one of them does confirm 

that the Lenovo’s product: “is really good quality and has a different style than the majority of 

comparable products from different brands” as the respondent has purchased one already. 

Building brand image 

Quality assurance, innovation, customer-centred and distinctive characteristics are the brand image 

that Lenovo aim to have. In the light of the data collected from the survey, Lenovo’s brand image 

(4.85) is portrayed slightly better compared to HP (4.70) and Dell (4.25). 

Lenovo has better association in the performance-related image (4.92) than in the imagery-related 

image (4.57), which reveals that the performance-related features are the key element in the Lenovo 

brand. In the survey, respondents give relatively higher score to the Lenovo brand’s solid quality, 

classic design, innovative technology, and reasonable price, since the functionality and 

technicalities are most important in the high-tech industry. As to the imagery-related associations, 

the Lenovo brand tends to contain professional, innovative, and business-minded personal 

characteristics, and the respondents consider the users of the Lenovo brand to be relatively more 

mature compared to the users of HP and Dell. In general, Lenovo is identified with a very positive 

and competitive image by the respondents. Although Lenovo only has been present in WE for seven 

years, the survey data shows that they have already become a noticeable competitive brand against 

HP and Dell who both have been present in WE for over 20 years. 

As mentioned, in the beginning IBM for the most part helped Lenovo to boost their brand 

awareness quickly (“Lenovo-IBM co-branding stage”). Later building a distinctive brand image 

and to interlink Think to Lenovo seemed more crucial for Lenovo. They wanted to promote their 

own brand. Thus since the end of 2006, Lenovo entered the “Post-IBM period”. They began to 

increase the Lenovo brand’s appearance on their Think products and in their advertisements, 

meanwhile reducing IBM’s visibility. Lenovo started to avoid mentioning IBM in their marketing 

campaign. Interestingly Lenovo removed IBM logo from Think products in 2007, three years earlier 

than the agreed deadline, and underlined “ThinkPad/ThinkCentre by Lenovo”. In 2008, Lenovo also 

launched their end consumers PC brand series “IdeaPad” and “IdeaCentre”. The Idea-series was 
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developed entirely by Lenovo. In 2010 the Think department was integrated into Lenovo’s PC 

division and no longer existing as an independent department. 

The results from the market research tell that IBM still is partially associated with the Lenovo brand. 

In the survey “IBM” is mentioned a couple of times in the open-ended questions section. When the 

respondents were asked to describe Lenovo on top of their mind (question #24) one mentioned: 

“got IBM support, innovative”, and in another question regarding Lenovo’s distinctive 

characteristics among other competitive brands, one writes: “red spot build in the laptop - old IBM 

PC look”. It seems IBM still keeps some positive correlations to Lenovo in certain perspectives, 

such as innovation, design and customer service. 

However, there are many arguments for whether Lenovo was too fast in ending the co-branding 

with IBM 3 years before their contract ended and it was certainly a risky decision to remove the 

IBM logo. The historical data indicates that both growth rate of Think sold units and market share 

dropped right after Lenovo removed the IBM logo, but that it improved in 2009 when Lenovo 

changed the focus from mature markets to emerging markets. In 2011, Lenovo acquired the German 

PC brand Medion with the intention of entering the low-end PC market in WE. In the same year 

Lenovo became the world’s second largest PC manufacturer. 

Sum-up 

The Lenovo case has been presented individually in this part, in order to illustrate a general picture 

of Lenovo’s international branding and compare with two other cases later. Lenovo chose to enter 

the WE market by acquiring a famous and well-established global brand “Think” from IBM. The 

data from the survey indicates that Lenovo has been doing well compared to their closest 

competitors, and are perceived as a strong international brand in terms of quality and technology.  

4.3 Case study 2: Haier Group  

4.3.1 Company overview 

Haier Group (海尔) was founded in Qingdao, P.R.C., in 1984. After doing a 

joint venture with the German refrigeration company Liebherr in 1984, Haier 

advanced their technology in manufacturing refrigeration, which quickly increased the domestic 

sales revenue. Today, as the world’s fourth largest white goods manufacturer including OEM, Haier 

has established 64 trading companies (19 of which are located overseas), 29 manufacturing plants 
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(24 overseas), 8 design centres (5 overseas) and 16 industrial parks (4 overseas). The company 

employs more than 50,000 people around the world (China.org.cn, 2012).  

In 2008, Haier could present a strong sales network of 58,800 people which accounted for global 

revenue of RMB118bn, with a profit of RMB 2.16 bn. In 2002, Haier had the most valuable brand 

in China. Many mainstream media such as Financial Times, Forbes and the Asian Wall Street 

Journal have reported highly of Haier in recent years (China.org.cn, 2012). 

Haier has a wide product category including air conditioners, mobile phones, computers, 

microwave ovens, washing machines, refrigerators, freezers and televisions. In WE white goods 

(refrigerator, freezer, washing machine) and televisions are the primary focus. So far Haier products 

have been presented in 30 countries in Europe. The regional headquarters are located in France, a 

manufacturing plant in Italy and research-, design- and development centres in both Germany and 

Italy. 

4.3.2 Aims of international brand building 

In mid-1990s Haier was disappointed about the domestic business environment. The price war was 

commonly used as sales strategy among home appliance companies. Haier’s net profit margin 

dropped by 5.3% from 2000 to the first half year of 2002 (YI, et al., 2003 pp. 149,229). Moreover, 

China entered WTO in 2001 and Haier knew it would soon lose the low cost advantage, so they 

were seeking for a way out. Ruiming ZHANG, the CEO of Haier, pointed out: “if not developing a 

brand now, it could only become more difficult in the future”.  Thus Haier accelerated the process 

of their brand internationalization. After being asked if Haier would worry about the negative image 

of Chinese products that could influence on its internationalization, ZHANG was confident and 

answered that Haier decided to go abroad with its own brand exactly for the purpose of changing 

such negative image of “made in China” (YI, et al., 2003 p. 174).  

In mature markets, Haier tried to: “accelerate the development of high-end products, step into the 

high-end market and achieve the upgrade of overseas markets” (Haier Europe, 2012). The final 

goal of Haier’s brand is to reflect the image of higher class of “quality, innovation, design, 

performance and service” (YE, 2012). In order to manage their worldwide brand, Haier had set up 

a development strategy consisting of four successive stages: Brand building strategy (domestic 

market), Diversification strategy (domestic market), Internationalization strategy and Global brand 

strategy (Haier Strategy, 2012).   
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The first two stages are mainly focusing on the domestic market. The latter two are focusing on 

Haier’s development in the global market. Haier started the internationalization strategy in 1998 

(see figure 9), which was to “go abroad and export to create a famous brand” (Haier Strategy, 

2012). In 1994, Haier entered the United States as their first foreign market, and in 1997 they 

entered into WE. In 2005 Haier began the fourth stage of their globalization strategy and building of 

a global brand in US, and in 2009 the global branding strategy was implemented in WE (YE, 2012). 

The sales philosophy has shifted from the enterprise-centric sale of products to the user-centric sale 

of services, and they wanted to create a more localized brand image. Haier consolidated the global 

resources in R&D and manufacturing to create a localized mainstream brand and transformed from 

a unitary culture to being multi-cultural, in order to have sustainable development in the future 

(Haier Strategy, 2012).  

 

Figure 9 – Haier’s globalization strategy (Haier Strategy, 2012) 

Through the process and still today the Haier Group has kept their brand name “Haier” for the 

internationalization as it has a western sound to it – resembling the English word “higher” 

4.3.3 Brand entry mode 
Haier decided to go overseas mainly by themselves and carry forward the Haier brand all over the 

world. “Difficult first, easy later”, was the thought ZHANG had for Haier’s overseas development 

strategy. He planned for Haier to come to the developed countries first and then enter emerging 

market secondly, as he believed that once Haier established a famous brand in developed countries, 

it would be much easier to create a brand in developing countries later (YE, 2012). 

In early 1990s, Haier already had some sales experiences in mature markets by doing OEM to 

several well-known international brands. “Market first, profit second”, was the sales philosophy 

that Ruiming ZHANG first raised, which shows that Haier concentrated more about gaining market 

shares and cash flows than net profits and sales margin. 
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By chance, in 1994, Haier got an offer from the US import company Welbit Appliance that they 

could sell refrigerators in the US market with Haier’s own brand. By the end of 1994, Welbit 

Appliance had sold 164,000 Haier branded refrigerators and gained more than 10% of the market 

share. Such initial success in the US encouraged Haier to choose US market as the first foreign 

market to enter in a large scale, and a couple of years later, they entered the WE market (YI, et al., 

2003 pp. 11,104). 

With entrepreneurial spirits, Haier formulated three progressive phases for entering the US and the 

WE markets. “Phase one focuses on revenues and on starting branding activities to local sales 

agents at the same time. Phase two focuses on increasing market share and establishing own 

manufacturing plants locally. Phase three focuses on local R&D and sales centres in order to 

utilize local resources and build up a localized brand image” (YE, 2012). Haier named it “three in 

one” localization strategy, which is having R&D and design, production, and marketing and sales in 

one region as the strategy in mature markets (Haier Strategy, 2012). 

Haier launched their brand in WE in 1997, but were not as lucky this time. They did not find a local 

distributor like Welbit Appliance in the US who proactively contacted Haier for new business 

opportunities. Haier had to find the local sales agents in WE themselves. In 2000, Haier established 

“Haier European Trading” to primarily deal with distribution of Haier branded white goods in 17 

countries in WE (YI, et al., 2003 pp. 198,199). One year later they bought the Italian refrigerator 

factory from Meneghetti Equipment to produce both Haier branded goods and OEM products. 

Between 2003 and 2004, Haier opened national sales offices and trading centres
7
 in several major 

WE countries such as UK, France, Germany, Italy and Spain. They also established a head office 

for European sales, “Haier Electronics Europe” in Italy (Haier History, 2010). 

In mid-2005, Haier made a bid to take over Maytag, an American home and commercial appliance 

company. Maytag was in the white goods industry producing mainly washing machines and dryers, 

later on also kitchen appliances. In late 2005, Maytag was instead sold to Haier’s competitor 

American Whirlpool. 

Even though Haier made a big effort to strengthen the position in WE market the brand still has not 

become widely known. According to market research they conducted in France, Germany, Italy, 

UK and Spain in 2010 (YE, 2012), Haier had only gained 5 % brand awareness in France where 

                                                 
7
 Haier trading centre is for both business trading and product design.  
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Haier Europe headquarters is located. In the other regions the brand had even lower awareness of 1-

2%. Ye (2012) mentioned that Haier’s brand awareness almost was equal to zero in WE before 

2009. Thus, Haier has been struggling with low market share in WE. According to the data from an 

internal report (YE, 2012) the market share in WE before 2010 of Haier branded white goods was 

below 2% and for black goods (television) less than 1%. 

Looking back from 2010, Haier had been present in WE for 12 years. So why did they still have 

such low brand awareness and market share? Ye (2012) explained that Haier had a really hard time 

in establishing a well-represented brand from scratch in WE. First of all, Haier entered in a highly 

competitive and standardized industry segment, the market was mature and dominated by strong 

local (regional) players, such as Bosch, Siemens, Whirlpool and Electrolux. It was really tough for a 

new entrant to break through. Secondly, Haier did not have any existing network so everything had 

to be done on their own initiative. Thus it took Haier a very long time to penetrate the market and 

get people to know the brand. One of the biggest obstacles for Haier was the negative influence of 

the “made-in-China” image. Local consumers did not trust Chinese brands, especially high-tech 

durable goods developed in- and originating from China. In fact, Haier’s products and technology 

were also behind that of the local competitors. The only comparative advantage Haier had at that 

moment was low costs. Therefore Haier attempted to set their general price segment at a low level, 

but this caused an even stronger effect on the negative associations to the country of origin (YE, 

2012). 

The total investment was relatively high during Haier’s geographical extension process. “It is hard 

to say the exact number, as it includes both tangible and intangible assets,” Ye (2012) commented, 

“well, I should say it is not every enterprise that has the braveness and capability to make such 

decision. Luckily we had pretty good sales in the Chinese market, which supported the overseas 

departments a lot, as well as a great help from the Chinese government.” 

Another reason could also explain why Haier’s brand has not become well-known over such a long 

period of time. Based on the philosophy: “market first, profit second” Haier decided on doing OEM 

in the beginning as the primary activity in WE. During 2004 and 2009, Haier won several big OEM 

contracts with giant distribution chains such as ARGOS (UK), TESCO (UK), and OBI (DE). These 

contracts had a value of several billion dollars. Haier realized that their products could be sold very 

well if they had another brand label on them. In the late 2000s their technological development was 

not far behind that of their competitors, but a key issue was the negative influence of country of 
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origin. OEM generated fast cash flows and market shares for Haier in a short time, and Haier slowly 

gained more experience and knowledge of the local market. However, it was not a good strategy for 

Haier in the long run. Because there is an unwritten law that distribution chains have to change their 

OEM suppliers every two years in order to avoid corruption and underhanded activities between the 

chain purchase department and suppliers, thus under these terms Haier cannot remain OEM in the 

long run. Operating as OEM did not have a direct and positive influence on Haier’s brand building. 

Therefore, in 2009, Haier started to change the main focus from OEM to brand building (YE, 2012). 

In the WE market, Haier spent most of their budget on building the local sales facilities and 

relatively less on R&D. Haier was afraid of local prejudice against Chinese brands and Chinese 

technology. “Even though we have an equally good product and technology, local people seem to 

not really trust Haier. When we did OEM for the local distributors, the sales volume was very good, 

but when we changed the exactly same products to our own brand name sales suddenly dropped” 

Ye (2012) commented.  

Since 2009, Haier has decided to focus on brand building in WE. In order to eliminate the negative 

influence of country of origin, Haier accelerated their brand localization through R&D, design, 

manufacturing, sales, to logistics and service. In 2010, Haier invested a new R&D centre in 

Nuremberg, Germany, specializing in dishwashers. In addition, Haier labelled their branded goods 

manufactured in their Italian factory “made in Italy” and the Haier headquarters delegated more 

power to the local offices in order to have more flexible response to the local market. In each WE 

office, the number of local staff takes up averagely 80%-90%, and people from the China 

headquarters less than 10% (YE, 2012). 

Their market share had increased a bit in 2010 compared to the year before, where white goods 

were about 2%-4% and black goods were between 1.5% and 2% (YE, 2012). In 2011, Haier won 

the prestigious IF Communication Design Award for their 3D LED TV and the IFA Preview Design 

Award
8
 for the Haier Glass Design® range in 2011 (Haier Europe, 2012). 

“Even though Haier’s internationalization has been very tough, Haier always get absolute control 

over the brand and products.” YE (2012) commented and added “once the Haier brand is accepted 

and trusted by the local consumers, I believe that the high control management will show its 

outstanding advantages”. 

                                                 
8
 “Internationale Funkausstellung Berlin”. It is the industry‘s top trade event where world‘s major manufacturers 

present their innovations to the market, the media and the experts. 
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4.2.4 Brand awareness and brand image 
The two closest competitors to Haier in the white goods industry are identified as Electrolux and 

Whirlpool. All 109 responses are included in the brand awareness score. For Haier 63 people in the 

sample replied 1 – “strongly disagree” to screening question #6 “I am aware of the brand” thus 

Haier’s brand image score is based on the remaining 46 people in the sample. The score in question 

#6 based on these 46 respondents is 2.89 and the overall brand awareness score is 2.44. In 

comparison 20 respondents did not know of Electrolux and 11 did not know of Whirlpool. 

Brand awareness 

For each individual question Haier scores lowest and on average for brand awareness Haier scores 

1.64 with a difference of -1.07 to the industry. The average scores for Electrolux and Whirlpool is 

3.22 and 3.27. Haier’s highest score is in question #3 “I am aware of the brand” at 1.80 but 

comparatively this dimension is also where Haier has the biggest difference of -1.24 to the industry 

average. 

Of the 109 respondents 46 (42%) know of the Haier brand across the four markets which is the 

picture today. Having been present in the WE market since 1997, Haier has not succeeded in 

creating a significant degree of awareness. Through the consumer survey conducted the brand 

awareness score for Haier is only 1.64 compared to their two close competitors Electrolux and 

Whirlpool at 3.22 and 3.27, and an industry average of 2.71. Compared over the 4 markets 

Germany has the highest awareness at 2.02, France and Denmark 1.58 and 1.57, and lastly Sweden 

with a very low score at 1.37. France does not score higher despite the regional headquarters being 

located there. According to their own market research conducted in 2010 the brand awareness was 5% 

in the French market, whereas in our survey 11 out of 24 respondents know of the brand. Though 

Germany’s score of 2.02 is not a very high it is still decent against the industry average of 2.71. 

Despite having established a research-, design- and development centre there, Germany was also 

one of the first markets in WE that Haier gave particular attention. Haier showed an early interest in 

German companies because of their reputation of top-quality engineering. Their JV with German 

Liebherr in the late 1980s was an important step for the Haier group in order to focus on and 

improving the quality and their technology and know-how of refrigerators. Despite having been 

OEM for a number of well-known US and WE brands, taking on the world’s largest single market 

with their own brand is a bold move as Haier’s first international experience. This was stage 3 in 

their development strategy.  
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Haier chose geographic extension as their dominant brand entry strategy in the mature markets. In 

relation to brand awareness each of the trade-off criteria – speed, control and investment – are 

identified in following: 

Speed 

In terms of the speed of the brand building Haier did not develop fast. Being determined on doing 

things on their own, the approach to the new markets was a long process. 1) they wanted to hit the 

nail on the head, knowing the risk of creating a bad image could lead to another decade’s work 

trying to rebuild the image and to regain the consumers’ trust, and 2) they had full confidence that 

they could do it themselves, intending to make the Haier brand slowly change the perception of 

“made in China” rather than letting the country of origin deteriorate their brand. 

Three years after Haier started their global expansion in US through Welbit in 1994 they started a 

parallel process in WE. At this point the expansion was still on a preliminary basis. Their market 

knowledge and willingness to take on the full risk was still very low, and after having been present 

in the market 15 years Haier still has a low degree of awareness which strongly underlines the slow 

speed of Haier’s brand entry strategy. 

Control 

Haier maintained a very high degree of control over their branding decisions through their 

expansion to the WE market. Though in order to be able to react more quickly and to build a 

stronger presence in the local markets Haier delegated power to local offices. Having a more flat 

organizational structure made them more flexible to local demands. It is difficult to say yet if this 

strategy worked or not, and so far nothing indicates that it has. Nevertheless, Haier remain certain 

that if their brand becomes trusted, they will benefit from this strategy in the long run.  

Investment 

In WE the predominant investments were made with focus on marketing and sales. Haier believed 

that establishing closer relationships with the customers would help them gain trust in the brand, 

and they prioritized this higher than investments in R&D based on that their product standards at 

that time sufficiently lead to success as OEM. 
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Brand image 

The overall brand image score for Haier is 3.57, for Electrolux 4.64 and for Whirlpool 4.42, making 

the industry average 4.19. In two brand image dimensions Haier score higher than average – 

question #18 “operational costs” with +0.17 and question #20 “service costs” with +0.11, at 4.28 

and 4.00 respectively. Four performance related dimensions scoring relatively low is questions #10 

“reliability”, #14 “innovativeness”, #19 “quality”, and #21 “performance” by -0.91, -0.89, -0.88 

and -0.87, at the scores 3.63, 3.15, 3.70 and 3.76 respectively. 

Haier’s average score for the imagery related brand dimensions is 3.16 compared to Electrolux at 

4.40 and Whirlpool at 4.34. For the performance related dimensions Haier also score lowest for the 

industry at 3.71, relative to Electrolux at 4.70 and Whirlpool at 4.48. In question #23 Haier scores 

3.65 and is the least liked of the three brands in this category with Electrolux scoring highest at 5.10 

followed by Whirlpool at 4.65. 

Detailed brand image (qualitative data) 

The overall brand awareness of Haier is relatively low. This means that the qualitative responses in 

the questionnaire regarding brand image are very few and furthermore not based on deep, strong 

associations to the brand. One respondent describes the brand in question #24 as “Chinese high-

quality brand coming up” and characterized the brand as “successful” in reply to question #27. The 

brand awareness score of Haier given by this respondent is 2.83. The respondent is neutral in 

question #23 of whether the brand is something the respondent likes or not. 

Haier’s dominant strategy for their internationalization process was geographical extension with the 

intention and main priority of maintaining absolute control over their brand and products. Initially 

Haier sought for a business partner to form an alliance with, but had difficulties in finding a partner 

who was fit for Haier and at the same time could benefit from Haier’s resources. 

The main focus was on quality control as they initially strived for high-end quality. The data from 

the survey shows an average score for quality-related dimensions in questions #10, 13, 19, 21-22 of 

3.73 which indicates a lower level of perceived quality compared to the industry average of 4.58 for 

these dimensions. On the quality dimension alone in question #19 Haier scores 3.70 against 

Electrolux at 5.12 and Whirlpool at 4.92. Given the scale used, 3.70 is indicating that the perception 

is leaning slightly towards low quality rather than high quality. The quality score based on the 

respondents located in Denmark is 3.42, in France 3.73, in Germany 4.19, and in Sweden 3.00. 
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In their brand building the key strategy was the “three-in-one” localization approach. In the second 

phase of this brand strategy when Haier acquired the Italian manufacturing plant from Meneghetti 

Equipment they started to label the Haier-branded products to the WE market with “made in Italy” 

to reduce negative associations with cheap mass-produced Chinese products i.e. reduce the possible 

influence of country of origin. For phase three Haier established local sales and trading centres in 

both France and Germany with the main purpose of better adapting locally, improving marketing 

campaigns and customizing the products to the market. 

The three brand image dimensions where Haier scores highest are #11,18,20 which are all price- 

and cost-related. The average score for these three is 4.12 both for Haier and for the industry. For 

the operational- and service costs Haier scored slightly better than their competitors. On the product 

price Haier scores -0.39 lower than both competitors, but the score of 4.09 indicates that the brand 

neither is reasonable nor is unreasonable priced. One of the big mistakes Haier made in the 

beginning in the WE market was to aim at a too low price segment, since this enforced the 

associations to a cheap and low-end Chinese brand. Based on the survey the price dimensions are at 

a standard level score compared to their competitors. Though in this study no evidence is presented 

for how price correlates with other brand image dimensions. 

For the qualitative responses given in the survey Haier receives very few and in addition they 

primarily say “don’t know” or “don’t have any experience with the product”. Thus the scores for 

Haier’s brand image are not significant indicators and furthermore, the low degree of awareness and 

qualitative responses suggest that the brand image is not very strong at this moment. 

Sum up 

The individual Haier case is presented above, in terms of both the company management and 

consumers’ perspectives. Haier chose geographical extension as brand entry mode to establish a 

well-presented international brand. However, according to the results of the survey, there is still a 

big distance between Haier’s aim and actual perceived brand image in the WE market. 

4.4 Case study 3: Huawei Technologies  

4.4.1 Company overview 

Huawei Technologies Co. Ltd is a Chinese multinational information and 

communications technology (ICT) company. It was founded in Shenzhen, China 

in 1987 by Zhengfei REN. In the beginning Huawei was a sales agent of a Hong 
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Kong telephone server company. Nowadays it has become one of the world's largest 

telecommunications equipment and solution providers (Huawei, 2011). Huawei is mainly involved 

in three business areas – telecom networks building, global service, and electronic communicating 

devices. Their target market includes telecommunication service operators, enterprises and end-

consumers. 

Huawei started going international in late 1990s.  From 2008, Huawei’s business has covered more 

than 100 countries and regions, and they has established 22 regional head offices, 17 R&D centres 

and 36 training centres overseas (Baidu, 2012). According to the annual report (Huawei, 2012), the 

sales revenues rose 11.7 percent averagely to CNY 203.929bn (USD 32.396bn
9
) between 2007 and 

2011. Since 2009, Huawei has been the world second largest telecom supplier 

of telecommunications infrastructure equipment in the world after Ericsson, overtaking both 

Alcatel-Lucent and Nokia Siemens Networks (SHEN, et al., 2011). 

4.4.2 Aims of international brand building 

In the mid-1990s Huawei started to go international. Like most Chinese MNCs the initial 

motivation for going aboard was to increase market shares and sales revenues. In 1998, the Chinese 

government was trying to restructure the domestic telecommunication market. In an article Ping 

GUO, the vice president of Huawei, explains in an article: “most of our clients – service operators – 

were busy on restructuring their organizations, so we got almost no orders at all!” Due to the East 

Asian financial crisis in the late 1990s the Chinese economy was in recession, which also pushed 

Huawei to seek new markets (CFOL, 2012). Moreover, Huawei longed to prove its ability in the 

international stage and create a great Chinese high-tech brand (HUANG, 2012). 

Regardless of what other Chinese companies did, the management of Huawei did not choose a 

western sounding brand name. They kept original spelling (pinyin) of their Chinese name – Huawei 

(华为) - as the international name. In Chinese Huawei means “diligent and promising sprit of 

China”. 

In order to adapt into the international business environment Huawei has worked hard to commit 

itself to be an international organization. In 1996, Huawei began to hire international business 

consultants firms to help them in various business areas. Among others these included IBM 

                                                 
9
 Using the closing rate as at December 31, 2011 of USD1.00 = CNY6.2949 

http://en.wikipedia.org/wiki/Mobile_telephony
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Business Management Solution, Price Water House Cooper (PWC) Finance and Audit Advising, 

and FHG Quality Control Supervising (HUANG, 2007 p. 402). 

Huawei planned to bypass the developed region in the beginning of their internationalization and 

chose to enter emerging markets, such as Africa and ASEAN which had relatively lower 

technological demand and less competition. After becoming successful in the emerging markets, 

Huawei started to expand into emerged regions. To describe this HUANG (2012) quotes the 

analogy used by Chairman Mao: “the path of encircling the cities from the rural areas.” 

To Zhengfei REN, the CEO of Huawei, Huawei seemed very confident about going international. 

In a management meeting he imagined Huawei’s future - “one of the dominant vendors in global 

ICT market together with Ericsson and Cisco.” Huawei wanted to create an image which stressed 

innovation and value optimization for the customer. They promised to provide middle- to high-end 

technology and services, but at low- to mid-range prices (HUANG, 2012). 

“But it sounded a little bit naive” said Wei HUANG (2012), the former sales manager of Eastern 

China region, “high-end technology with a low price was ‘mission impossible’ for Huawei at that 

time, I think. To be honest, we did not have sufficient knowledge and know-how to produce high-end 

products or overseas business experience. Striving for that kind of image was because we knew the 

international competition was intensive. Huawei was eager to gain new market shares in short term, 

as only after attaining a good market share, we were able to build up our brand. We clearly knew 

that one of Huawei’s biggest advantages was relatively low costs, though we did not have a high 

level technology to leverage this advantage and to support our business at that moment. But we did 

believe we could learn fast and reduce the difference in technology between Huawei and the 

competitors in a short period.” 

This strategy did not seem well thought through and the implementation was not a success due to 

intensive competition in the mature market. Compared to the local brands, Huawei was weaker in 

technology, marketing and branding. Therefore they revised their strategy and decided to sell low- 

to middle-end products with relatively cheap prices during the first decade in the market. In recent 

years, Huawei has started to gradually improve their product quality and technology, and also to 

adjust the price level to mid-range accordingly (HUANG, 2012). 
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4.4.3 Brand entry mode 

After 2001, Huawei started to sell their products in WE which was considered as a very important 

step in the entire internationalization process as many top ICT brands are originally from WE, such 

as Ericsson, Alcatel-Lucent, and Nokia Siemens Network. The ICT market in WE is relatively 

mature, and market- and knowledge competition is very intensive. “If Huawei’s brand can be 

successful in the mature markets, such as WE and North America, we can say that we almost win 

the world” said Wei HUANG (2012). 

However, as an unknown Chinese brand entering an emerged market for first time, Huawei knew 

many tough challenges were waiting, even though they had already several years of international 

experiences in various emerging markets. After having done series of research in the ICT market in 

WE, Huawei realized that for customers in WE (B2B and B2C) the local brands were preferred over 

foreign brands, and that the brands from developed countries were accepted much easier than the 

brands from developing countries (HUANG, 2012). 

In 2000, the IT industry in WE was in a recession and many network equipment providers began to 

cut back on their expenditures in some low-profit projects. However, the equipment in those 

projects still needed maintenance from time to time. Huawei decided to take over these projects, 

and started to establish the relationship with local network providers. 

In order to have a fast market penetration and win the trust in WE, Huawei decided to apply a 

localization strategy through brand alliances. “Just imagine we were standing in a large forest. How 

could we avoid danger, find the right paths, and adapt into the new environment in short time? A 

trustful and experienced local guide will be our first choice.” Wei HUANG (2012) used this 

metaphor to explain why Huawei used the brand partnership strategy when entering the WE market. 

An old Chinese proverb says “in the company of three, one can always find a teacher”. Huawei was 

keen on finding a good teacher or partner to guide them in the international market. Nevertheless, 

this was not an easy task. For local companies, creating a brand alliance with an unknown Chinese 

brand like Huawei was risky. If the brand alliance was not a success, it could damage the local 

partner brands. 

Therefore, it was difficult for Huawei in the beginning of the market entry to find a right partner. 

Huawei started to look for potential partners among the ones they had already done business with in 
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China and also among those foreign companies seeking for a partner to get help in penetrating the 

Chinese market in return for help in the WE market. 

Huawei & 3COM: Joint venture 

In late 2003, Huawei made a joint venture (JV) with 3COM to expand in the data communication 

industry, such as LAN switch and router products, in mature markets. Huawei-3COM (H3C), a co-

branded firm, was mainly targeting small-medium size enterprises (SME) in network businesses.  

Before the H3C partnership Huawei was seeking for a partner who had sufficient market resources 

and experience in data communication business for SME in developed markets, specifically in WE. 

3COM was one of the world’s leading digital electronic manufacturers (i.e. switchers, routers, 

wireless access points etc.). But at that moment, 3COM was adrift and striving for reinventing, and 

also realised that the economic opportunity started to shift from west to east. As a result Huawei 

took advantage of their R&D abilities together with 3COM’s international market resources to get 

established the WE market. 

The JV was formed with Huawei having 51% of the H3C shares, and 3COM having 49%. So 

Huawei had the majority control of H3C. Both parties agreed that the share distribution could be 

discussed again after three years. During the first three years H3C had achieved a rapid sales growth. 

In 2005, the contractual value had reached USD 7.51m (H3C, 2012). In 2006, the sales in China had 

increased 56% from the previous year, and the overseas sales volume accounted for over 30% of the 

total sales. Furthermore, H3C had built up partnerships with more than 300 leading international 

service operators and agents. 

In February 2006, 3COM bought additional 2% share of H3C and gained the dominant control over 

the JV, and later in 2006 they paid USD 882m to Huawei for the remaining 49% shares (Hochmuth, 

2006). So at this moment 3COM owned 100% shares of H3C and the partnership was ended, albeit, 

the name of the company H3C has been kept and still remains today. 

There were a lot of rumours about why Huawei sold the rest of shares to 3COM. One of them was 

that Huawei realized that the primary global business of 3COM was actually going down at that 

moment according to their financial report. Especially in the mature market, Huawei was worried 

about whether 3COM was capable of helping Huawei in the future. Huawei did not want to be 

controlled in H3C after 3COM acquired the additional shares and consequently the dominant 
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control of H3C, meanwhile Huawei did not gain a large presentence in the mature markets through 

the partnership. Therefore, Huawei sold the rest of their shares of H3C to 3COM and ended their 

partnership in December 2006. Thereafter, Huawei was forbidden to compete with 3COM in other 

3COM’s markets for 18 months (Hochmuth, 2006). 

Huawei & Siemens:  Joint venture & OEM 

In 2005, the joint venture company TD Tech Ltd. was co-founded by Huawei and Siemens. They 

worked together on developing and manufacturing 3G and TD-SCDMA
10

 mobile communications 

products. TD Tech Ltd. is registered in Hong Kong with Siemens holding 51% shares and Huawei 

the remaining 49%. The total investment was approximately USD 1.0bn (C114, 2005). In TD 

Tech’s logo the tagline “A Siemens and Huawei Company” is clearly displayed at the bottom. 

TD-SCDMA is a type of 3G technology which was invented by the Chinese Academy of 

Telecommunications Technology (CATT). “This joint venture is expected to give a major boost to 

TD-SCDMA, which is catching up with Europe-backed WCDMA and US-backed CDMA 2000” (LI, 

2005). Usage of any WCDMA and CDMA 2000 technology requires an expensive license fee to be 

paid to a large number of western patent holders. Thus in order to avoid the dependence on western 

3G technologies and also to expand in the Chinese ICT market, Siemens started to research and 

develop the TD-SCDMA technology in 1997 and had already the patent rights to 11% of the basic 

TD-SCDMA technologies in the market. Meanwhile, Siemens was also looking for a trustful local 

partner to work together with to reduce the R&D costs of developing new TD-SCDMA products 

(FENG, 2004). Siemens finally chose Huawei, one of the key members of the industrial alliance of 

TD-SCDMA technology development, to form the JV with in 2004. In this JV Siemens provided 

equipment and core technologies of 3G networks, whereas Huawei contributed with technical 

support, research labs, low-cost manufacturing etc. 

At that moment Huawei was eager to gain more market shares in the Chinese telecommunication 

market, and they were also planning to enter the WE market. Therefore, the JV with Siemens gave 

Huawei a good chance to gain the advanced knowledge of 3G networks – TD-SCDMA (China-

based) and WCDMA (Europe-based). This cooperation brought great benefits to Huawei later on in 

both the domestic and the WE market. Following the initial success in the Chinese market TD Tech 
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Ltd. has started to launch a 3G network based on TD-SCDMA standards in WE in the recent 2-3 

years. 

Even with the help of Siemens many European companies did not fully trust Huawei and this 

technology, so in the beginning TD Tech Ltd. had a hard time trying to penetrate the WE market. In 

2005, when Huawei and Siemens showed the TD-SCDMA solution at the GSMA Mobile Congress 

in Cannes, France, for the first time, it received a lot of attention and interest. Unfortunately also 

doubt and query. TD-SCDMA technology is invented in China, and being partly owned by Huawei, 

TD Tech Ltd. is also related to China. “I remember at that time the French television even used the 

title of ‘China has 3G Technology?!’ to report the news of Huawei,” Wei HUANG recalled (2012). 

In order to change the image, Huawei and Siemens started to make marketing campaigns to 

promote TD-SCDMA, Huawei and China. They sent out many finely designed brochures which 

presented the current Chinese telecommunication situation, the TD-SCDMA technology 

development, and beautiful Chinese nature landscapes to potential clients. They also invited them 

on a trip to China to visit the local R&D centres and factories. Eventually this opened the market 

gradually. Even though TD-SCDMA technology is not the mainstream 3G in the WE 

telecommunication market now, there is still need for TD-SCDMA technology there. The sale has 

been increasing gradually during the past 3 years (China Daily, 2011).  

OEM 

With a strong technical support and mature distribution channels from a well-presented local ICT 

partner, Siemens, Huawei started to make further steps into the WE market. Besides the joint 

venture, Huawei and Siemens also agreed on OEM cooperation in the WE market in the sense that 

Huawei would manufacture all Siemens’ telecommunication equipment sold in the WE market.  

In return Siemens helped to promote Huawei branded products in WE in some marketing 

campaigns. For instance, in late 2004 an ICT production touring exhibition organized by Siemens 

and Huawei started in Düsseldorf, Germany. The exhibitions were held in eight different EU 

countries. At these exhibitions Huawei’s internet routers and switchers were introduced to Siemens’ 

customers as a part of Siemens’ global enterprises network solution (RONG, 2004). 

It “helped the Huawei brand to get some awareness and attention from the local customers. We 

knew most customers were interested in Siemens and their service solutions, so Huawei’s products 
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presented in cooperation with Siemens also got the benefits from Siemens’ brand”, Wei HUANG 

(2012) added. 

Cooperation with local mobile network operators 

Huawei started to search actively for partnerships among western mobile network operators who 

could use Huawei’s products and solutions in their local telecommunication service. Since 2005, 

Huawei has established partnerships with 395 mobile network operators all over the world, of 

which 31 are the top network operators in the world. Huawei offered relatively cheap yet decent 

products and technology to the regional operators and took part in different local 3G/4G network 

installation projects. Furthermore, Huawei tried to sell their consumer products such as USB 

internet sticks, smartphones, and tablets through the distribution chains of the local network 

operators, typically bundled with the local operators’ network service. The price segment of 

Huawei’s consumer products was set to relatively low (HUANG, 2012). 

In 2004, Huawei “won the first significant contract in Europe” for Dutch operator Telfort, which 

was valued at over USD 25 million (Huawei Milestones, 2011). In 2005, Huawei signed a contact 

with Vodafone, the world leading mobile telecommunications company (Vodafone, 2012). Huawei 

provided advanced 3G technology and solutions to support Vodafone in the European mobile 

network market. Meanwhile, Huawei and Vodafone established six 4G Network R&D centres 

together in Europe (Huawei, 2012).  In 2009, Huawei started to deliver to TeliaSonera, one of the 

world’s first LTE/EPC
11

 commercial networks. In May 2011, Huawei got a four year contract with 

Everything Everywhere (EE) – the largest British telecommunication network operator. EE owns 

the famous mobile network brands Orange and T-Mobile. Huawei supported EE to upgrade their 

local network by supplying Huawei Single RAN GSM network solution (Sohu IT, 2011). One 

month later, Huawei signed another five year contract with Telenor, the largest mobile network 

operator in Scandinavia. Huawei provided its Single RAN GSM solution for Telenor Global 

Service project, as well as sold Huawei branded internet access equipment via Telenor’s stores. 

(CNW, 2011). 

Although they kept their own brand name “Huawei” on their end consumer products, their product 

appearance, package, colour theme, etc. were more or less modified according to local operators’ 

brands logo and image. 
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Consequently, Huawei quickly expanded their business into more countries in WE by cooperating 

with the local mobile network operators. The cooperation attracted a lot of attention and interest 

from local mainstream media and press, and Huawei’s name started to be known by more and more 

end consumers though they mainly operate in B2B. 

Marconi:  Mutual distribution agreement 

In January 2005, Huawei and Marconi signed a strategic partnership agreement – each being sales 

agent for the other party. Their cooperation was focusing on sharing the local sales and distribution 

network resource (163.com, 2005). Marconi was a British telecommunication company (1897–

2006). The company was one of the UK’s most successful telecommunication firms as well as a 

pioneer of wireless long distance communication and mass media broadcasting (BBC, 2005). 

In 2001, Huawei had already established the first sales office in London, UK. Huawei and Marconi 

had first contact in the China-Britain Business Council (CBBC) annual awards event in 2004, in 

which Huawei was named “The best Chinese investor of the year”. After a few months later they 

signed the strategic partnership contract. Joanna Scott, the former general marketing manager of the 

Asia Pacific region in Marconi, said that for Huawei, Marconi was really attractive as Marconi had 

a reliable brand representation and long history in WE, strong relationship with local customers and 

advanced technology and service support, while Huawei was a brand new and growing Chinese 

company that was ambitious to enter the WE market. Therefore, Marconi became Huawei’s sales 

agent in WE (particularly in Great Britain) and in exchange, Huawei was the agent of Marconi in 

China and the Asian markets. On the day of the announcement of the strategic partnership between 

Huawei and Marconi the share of Marconi rose by 5.88%. 

Huawei used Marconi as the sales agent to sell most of their telecommunication equipment such as 

routers, switches, and wireless internet stick, through Marconi’s sales and distribution network in 

WE. Marconi brought two important resources to Huawei – international brand image, and sales- 

and distribution channels. Huawei started to build up good relationships with local internet 

operators. With the help of Marconi, Huawei organized several marketing campaigns to promote 

Huawei’s products and brand in several big cities in WE. The sales of Huawei products in the 

British market doubled from 2005 to 2006 (China.com.cn, 2005) 

Huawei gave a lot of support to Marconi in the sales network in the Asian markets. The sales of 

Marconi in the Asian markets increased, however it did not solve Marconi’s financial difficulties in 
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their global business. In late 2006, Marconi was acquired by Ericsson. The rumours said that 

Huawei was also highly interested in acquiring Marconi, but due to pressure from the British 

Conservative Party the plan had to be dropped. “If Marconi, a well-established old British 

telecommunication brand, was bought by an unknown Chinese company, most British people could 

not accept it emotionally,” Wei HUANG (2012) comments. 

4.2.3 Brand awareness and brand image 

The closest two competitors to Huawei in the WE ICT equipment market are identified as Ericsson 

and Cisco Systems. The presentation of the data on Huawei gathered in the survey is thus handled 

in comparison to these. Of the 109 respondents 41 replied 1 – “strongly disagree” to question #6 

thus the brand image score is based on the remaining 68 respondents. Based on this part of the 

sample Huawei has a brand awareness score of 3.10. Of the sample 3 respondents did not know of 

Ericsson and 23 respondents did not know of Cisco Systems. 

Brand awareness 

The average score for the awareness of Huawei is 2.31 which is -0.74 compared to the industry 

average of 3.05. Of the three observed brands Ericsson scores the highest degree of awareness with 

a score of 3.93 followed by Cisco Systems with 2.91. The differences across all six measures is 

relatively even with the comparatively highest difference of -0.80 in question #8 “I can quickly 

recall the symbol or logo of the brand” and the lowest being -0.65 in question #9 “I have no 

difficulties in imagining the brand in my mind”. 

In the following each of the trade-off criteria are processed in relation to their influence on the 

creation of Huawei’s brand. 

Speed 

Huawei first entered WE in Sweden in 2000 and has since then expanded gradually through various 

alliances with local mobile network operators. Thus after having been present in WE for 12 years 

Huawei has achieved 62% awareness based on the survey across the four markets. 

Compared over the four countries 20 (29.4%) respondents were located in Denmark, 11 (16.2%) in 

France, 18 (26.5%) in Germany, and 19 (27.9%) in Sweden, with the average brand awareness 

score in each country 2.97, 3.30, 3.31 and 2.91 respectively. 
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Control 

Huawei entered the JV with 3COM with a 51% share which gave them the majority control, and the 

brand name was chosen to be Huawei-3COM. Though the venture experienced rapid sales growth 

both in China and overseas markets and the co-branded Huawei products were widely distributed, 

the main benefit for Huawei was the approval of- and association with a well-established western 

company. Already after little more than 2 years over 30% of the sales were generated overseas. For 

Huawei, giving up full control over their brand has leaded to faster speed to the customers, 

particularly by taking advantage of partners’ knowledge of the local market and existing customer 

base. 

Investment 

Huawei primarily made investments in their R&D relative to the other branding activities. A 

motivation for them to prioritize this way was that promotion and distribution of their products in 

WE to a large part was done in cooperation with their strategic partners. Most of their R&D centres 

are located in China, but Huawei co-established several R&D centres with their business partners 

overseas, e.g. Vodafone. This helped reduce Huawei’s need for heavy investments in fixed assets in 

the WE market when entering their brand. 

Brand image 

The overall brand image score for Huawei is 3.67 compared to Ericsson at 4.37 and Cisco Systems 

at 4.53, and an industry average of 4.19. Only on two dimensions Huawei scored slightly higher 

than the industry average – questions #18 “operational costs” at 4.35 and #20 “service costs” at 

4.16. On these dimensions Ericsson scored 4.19 and 4.16 whereas Cisco Systems scored 3.90 and 

3.97. The biggest difference compared to the industry average is observed in the dimension in 

question #20 “reliability” with -1.06, followed by the dimensions in questions #22 “style”, #23 

“workmanship”, #25 “pride of ownership”, and #27 “quality”, where Huawei scored -0.76, -0.82, 

-0.78, and -0.79 points respectively. 

The average score for the performance related brand image dimensions of Huawei in questions #10-

11, 13-14, 18-22 is 3.89 and for the imagery related one in questions #12-17 it is 3.30. The scores 

for Ericsson is 4.53 and 4.11, and for Cisco Systems 4.56 and 4.41. The industry averages for these 

are 4.30 and 3.94. For the four different markets the scores in Denmark were 3.79/3.23, in France 

4.03/3.68, in Germany 3.94/3.31, and in Sweden 3.66/3.13. 
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In the industry Huawei is the least liked brand with a score of 3.81 exceeded by Ericsson at 4.40 

and Cisco Systems at 4.59. 

Detailed brand image (qualitative data) 

Based on the qualitative responses to question #24 Huawei is predominantly perceived as being 

cheap, low performance and imitative, but decent value for money. The products the brand is 

associated with are mobile phones and USB sticks (internet stick/dongle). 

Though one respondent thinks Huawei is innovative, the general distinction is by being cheaper 

than other products in the market, e.g. smartphones. 

Of the 13 respondents answering question #26, 6 chose “innovative” as a characteristic and 7 chose 

“other” of which 1 described Huawei as “down to the earth”, 1 as “cheap”, and 1 as “not 

innovative”. In the qualitative responses in the survey, the majority doesn’t know or have no 

comments. To question #24 the words used to describe Huawei are such as low performance, 

imitation, acceptable quality, user friendly, multifunctional, cheap, and good value for money. The 

products associated to the brand are mentioned to be mobile phones and USB internet stick.  

The tendency for how the respondents regarded Huawei’s sales potential is slightly positive. Based 

on being upcoming in the market, being innovative, and having a cheaper price 4 respondents were 

positive about the brand, whereas 3 will not buy it on the basis of being an unknown brand, having 

poor quality and poor brand image. 3 respondents answered maybe and indicated that Huawei 

should improve the quality and establish a better brand reputation. 

There is still relatively low awareness in the market, but the brand is slowly becoming more and 

more visible. The respondents’ confidence in Huawei’s competitiveness in the mobile phone market 

is low, and though competition is high, it is believed that people will buy their products (mainly 

USB sticks) if they become more visible. Also, according to the comments, it is perceived that 

people will choose Huawei on the price parameter and not quality. 

Looking at the JV with 3COM Huawei found a strategically good fit. The two companies 

complimented each other’s weak points. Entry to the WE market was the main objective using 

3COMs reputation, existing networks and international market resources. The main objective of 

entering the JV with Siemens was to further develop and manufacture products based on the 3G and 

TD-SCDMA technologies. First, the JV had focus on the Chinese market, and then second, they 

introduced the products in the WE market. Through the JV Huawei built up a strong relationship 
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with Siemens. Besides promoting the TD-SCDMA technology in WE, Siemens also helped to 

promote the Huawei brand. One particular effort made was through ICT exhibitions held throughout 

8 different EU countries. 

Building business relations and cooperating with large local mobile network operators was an 

important step towards gaining market shares, generating sales and reaching the end consumer 

market. The local network operators are Huawei’s main clients and distribution network. Many of 

Huawei branded consumer products are sold bundled with these operators’ services. They provided 

Huawei with market knowledge and experience for Huawei’s continuous local development, as well 

as helped Huawei establish the initial brand awareness and image. However, the local operators also 

sell different competitors’ products via the distribution chain, so for the consumer product segment 

Huawei aimed at the image of “value for money” by offering low price to attract consumers. 

The partnership with Marconi was primarily for exchange of access to each other’s domestic 

distribution networks, i.e. for Huawei in the UK. During their corporate ties Huawei showed interest 

in acquiring the historical British company. Though unofficially one of the issues was Huawei’s 

close relationship with the Chinese Government, these concerns seemed to originate from 

government level rather than consumer level. 

The brand decision of pursuing a low price brand strategy had a very negative effect as this 

enhanced consumers’ associations to a stereotype cheap and imitative Chinese brand. Some 

respondents commented that the quality and technology of Huawei’s products actually are decent 

and together with the low price it offered good “value for money”. Yet most of them would not 

consider buying or recommending people around them to do so, on the basis of an overall weak 

brand reputation, leading to little trust in Huawei’s products. Though Huawei actually has realized 

this problem it is difficult to change since this is the general perception of the brand (HUANG, 

2012). 

On a positive side, the various alliances and partnerships helped Huawei to enter the WE market, as 

well as to improve a certain degree of positive brand associations. For instance, Siemens introduced 

Huawei branded products to their clients in different exhibitions in WE and helped set up Huawei’s 

further cooperation with the local network operators. The local operators provide Huawei branded 

consumer goods to their consumers as a part of their service packages, which gave customers a 

chance to try the products and establish an initial image of Huawei. Occasional they also promoted 
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Huawei’s products in their advertisements etc. Through these collaborations, Huawei also attracted 

the attention from local media and press, and those who gave positive comments helped Huawei to 

be associated with a positive image. Therefore, a few respondents in the survey described the 

Huawei brand as “innovative”, “newcomer in the market”, “down to earth” and “good reputation”. 

Though these opinions are given only by a few respondents, it still gives the impression that 

Huawei has a potential to improve their brand image, in that sense that though some brand 

dimensions are perceived positively, these should be more consistency in all the dimensions to 

improve the overall image.  

Sum up 

This part focused solely on Huawei in terms of their international branding strategy and the actual 

brand perception in the WE market. Huawei entered the mature market by incorporated with 

different local strategic partners and establish brand alliances. Since Huawei focuses on B2B 

business, the brand awareness in the end consumer market is not very high, but acceptable 

compared to the industry average. According to the survey, Huawei’s brand is not perceived with 

positive, unique and favourable associations, but with a cheap, relatively low quality and imitative 

image.  
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CHAPTER 5: CROSS-CASE ANALYSIS AND FINDINGS 

This chapter is structured in two parts. In part 5.1 the three different cases are compared and 

presented in a cross-case analysis consisting of two parts – 1) the brand entry mode and brand 

awareness and 2) the brand strategy and brand image. In part 5.2 the findings and insights from the 

cross-case analysis are presented. 

5.1 Cross-case analysis 

In this section of the analysis a comparison is made across the three different cases. Similarities and 

differences in the different strategies used for brand entry and brand building are discussed to 

identify certain patterns in terms of which initiatives and measures had a positive influence on 

brand awareness and brand image, and which ones had not. What did the three companies do? How 

did they succeed? What worked and what did not work? 

First, comparisons are made for the brand entry modes and brand awareness with the focus on how 

the three trade-off criteria speed, control, and investment influence the awareness creation. 

Secondly, the global branding strategies are hold together in relation to each brand image. Lastly, 

the findings are summed up and conclusions are made as to the insights this thesis contributes. 

5.1.1 Brand entry mode and brand awareness 
 

 

Definition box A 

 Speed is defined in terms of market penetration, meaning the time it takes to build up certain brand 

awareness in order to capture market shares. Indicators for speed are brand awareness before and 

after entering the new market or the growth rate of market shares. 

 Control is the level of control the company has over the branding elements and brand-related 

activities in the new market. 

 Investment is the monetary commitment or spending required for entering the brand through a 

given strategy. This being the accumulated investments necessary in each link of the value-chain. 

That is, acquiring a brand can be an investment in the whole value-chain, whereas a JV or partnership 

can focus only on e.g. R&D or distribution and sales. 
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The individual case studies in Chapter 4 confirm how each company had a dominant brand entry 

mode and how the characteristics of each trade-off criterion corresponds as suggested by the 

literature (Barwise, et al., 1992). Table 5 below shows the trade-off for each case company. 

According to the “perfect model” Lenovo had the benefit of high speed, Haier of having a high 

degree of control, and Huawei of only having to make a low-medium investment. 

 Lenovo Haier Huawei 

Speed HIGH Slow Moderate 

Control Medium HIGH Low-medium 

Investment High Medium LOW-medium 

Table 4 – Trade-off criteria 

Speed 

The three Chinese brands have all been present in the market shorter time than their two close 

competitors. After 7 years in the market the awareness of the Lenovo brand is 88% according to the 

survey with HP and Dell at 100% and 96% in comparison. Haier has gained 32% after 15 years 

presence in the market, Electrolux and Whirlpool at 82% and 90%, and Huawei has gained 62% 

after 12 years, Ericsson and Cisco Systems at 97% and 79% respectively. 

 Lenovo Haier Huawei 

Degree of awareness 88% 32% 62% 

Time in market 7 years 15 years 12 years 

Table 5 – Brand awareness 

Over the three cases Lenovo also has the relatively highest degree of awareness with 8% and 12% 

less than their competitors. Haier has the relatively lowest with 50% and 58% less awareness than 

their competitors in the industry. In between is Huawei with 17% and 35% less than their 

competitors. 

Thus in respect to each company’s degree of awareness both in absolute and relative terms and the 

time present in the WE market, Lenovo has had the fastest speed, followed by Huawei. Last is Haier, 

who still have not built significant awareness for their brand. 
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Based on the respondents knowing of the brand
12

 the strength of the brand awareness is the highest 

for Lenovo with the score of 4.08 followed by Huawei at 3.10 and Haier at 2.44. 

Control 

Haier’s dominant entry strategy was to do it all on their own. Though Haier had various external 

influencers they should include in their branding decision they largely remained the sole decision-

taker. Initially this was a deliberate choice on the basis of maintaining a high level of control over 

their quality and brand strategy. Thus throughout the international branding process Haier had a 

high degree of control. 

During the first 5 years of their expansion into WE Lenovo was still under contractual agreement 

with IBM not to change fundamental elements in the Think brand. They were still allowed to 

introduce their other product series which they eventually did in 2008 with their Idea brand. The 

main focus was nevertheless the Think brand and the main value driver for leveraging the Lenovo 

brand. Lenovo’s degree of control in the branding process increased after the 5 year contractual 

period. Although having acquired such a strong brand limited Lenovo’s flexibility in regard to the 

risk of harming the value of the Think brand. Consequently it is regarded that Lenovo had medium 

(medium-high) degree of brand control. 

Through Huawei’s alliances their brand was influenced by many different stakeholders. When first 

entering the WE market it was essential to Huawei to find a fit partner who would help them be 

introduced to the market. Trust from the customers was an important issue. In the Huawei brand 

technology has a key role thus in term of creating awareness so Huawei had to create positive brand 

associations through a well-established brand name in the industry. In this sense Huawei relied 

heavily on the performance of their business partners, leaving Huawei with relatively low control. H 

Investment 

Lenovo bought their way into the WE market. The upfront investment for acquiring IBM’s PC 

division and the Think brand amounted to USD 1.75bn. Haier build their way in by gradually 

investing in marketing and sales-, manufacturing- and R&D facilities. Thus the main investment 

Haier had to make to create awareness for their brand was in marketing and sales activities. 

Huawei’s entry to the WE market was very dependent on their business partners, in the same way 

                                                 
12

 Those not scoring 1 in the screening question #6. 
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that their partners’ performance in the Chinese market was dependent on Huawei’s help. Thus these 

alliances were mainly based on mutual help and dependency. 

Lenovo entered through the acquisition of the famous and well-established brand ThinkPad. Lenovo 

achieved a fast speed to the market but had to make a high investment to get it. 

Haier entered on their own through a geographical extension which gave them a high degree of 

control over their brand. Though not having any established networks, very little experience and no 

new technology in WE, meant that Haier had slow speed to the market. 

Huawei entered through various strategic alliances. With the help from their partners’ experience 

and market resources Huawei introduced their brand to the market though existing distribution 

networks. By including several other actors in their brand decisions Huawei had a low degree of 

control. Nonetheless, by forming alliances Huawei had a low investment. 

Sum-up 

Of the three Chinese companies Lenovo scored highest in awareness both relative to their industry 

and in absolute terms whereas Haier scored lowest. These results indicate that the trade-off from 

entering a Chinese brand through brand acquisition of a well-establish western brand is the most 

effective way of creating brand awareness. 

By doing everything on their own Haier had a high degree of control over their brand and brand-

related activities. Nevertheless, Haier has the lowest awareness of 32% with the score of 2.44 after 

15 years in the market. Lenovo achieved 88% with the score of 4.08 after only 7 years. This 

indicates that for Chinese companies establishing their brand in the WE market the highest degree 

of control does not lead to the best outcome. In both the Lenovo and Huawei case a certain degree 

of control were given to an experienced partner in the market. Key here was the access to local 

knowledge, market resources and existing distribution network. 

For the investments made for the brand entry the three cases suggest that more is not necessarily 

better. Lenovo made the highest investment and has the highest awareness, but Huawei made the 

lowest investment and still score higher than Haier. 

Speed proved to be an important factor in creating brand awareness. For the three companies it was 

the case of the faster speed to the market, the better awareness score was build up, indicating a 
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positive correlation between speed and brand awareness. Thus to explain how well awareness can 

be build up, it is also interesting to look at which factors influence the speed. 

The immediate pattern is that speed, consequently brand awareness, is very dependent on the degree 

of control the company has over their brand and branding related activities. Whereas the highest 

degree of control results in the slowest speed, both Lenovo and Huawei compromised on their 

degree of control by cooperating with external partners. As both did benefit from having external 

partners, a factor seeming positive related to how well this cooperation is translated to brand 

awareness, is the degree to which the external partner is contributing. 

Thus, for Chinese companies entering the WE market creating awareness is more effective 

cooperating with an external (local) partner than doing it on their own, and the more the partner 

contributes the faster speed can be achieved. In this study higher investments lead to a more fit and 

involved partner. 

The strengths and weaknesses of each brand entry mode in creating brand awareness are presented 

in table 7.  

 Strengths Weaknesses 

Brand 

acquisition 

 

 

(acquiring a 

famous 

brand) 

- Since the acquired brand is 

already well-known in the 

market the immediate potential 

for building up a high level of 

awareness for the Chinese brand 

is higher in the beginning than in 

the other two types of brand 

entry. 

- Not having full control over the 

brand in the beginning is not 

necessarily considered as 

negative as the Chinese 

company did not have much 

knowledge, know-how, and 

- Very high investment necessary. 

When acquiring a brand that is 

stronger than their own, it can be 

difficult to build up associations 

to the “new” mother brand. 
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experience in the new market.  

- Having an experienced partner 

as guide is very valuable. 

Geographical 

extension 

- High control in all brand 

decisions. 

 

- No established local networks. 

New know-how and knowledge 

of the new market is built up 

relatively slow internally. 

Brand 

alliance 

- Low investment needed. 

- Fit for risk-averse companies.  

- Decrease the market uncertainty 

when entering a new market 

through a trustful partner.  

- Relatively fast speed to enter the 

market and reach the consumers. 

- Little control over the marketing 

related activities that are more 

decided by the partners. 

- Risk of revealing too much of 

own technologies and 

intellectual properties. Partners 

are still potential competitors. 

Table 6 – Strengths and weaknesses of each brand entry mode 

5.1.2 Brand strategy and brand image  
The three Chinese MNCs had similarities in their background, motivations of going international 

and brand aims. However, by choosing different brand strategies, their brand images are perceived 

differently in the WE market today. 

Aims of brand image 

Before analysing the aim of each case company in regards to their international branding, table 8 

shows a comparison of the three companies and their motivations for going international. 

 Year founded 

& location 

 Motivation for going international 

Lenovo 1984, Beijing, 

P.R.C. 

- Intensive competition in Chinese PC industry. 

- China entered WTO. 

- Failed diversification strategy in Chinese market. 



 

89 

 

- IBM initially approached Lenovo regarding M&A. 

Haier 1984, Qingdao, 

P.R.C. 

- Dissatisfied with price wars in Chinese home 

appliance market. 

- China entered WTO. 

- Received a contract offer from US distributor Welbit 

and entered US market with own brand name 

successfully. 

Huawei 1987, 

Shenzhen, 

P.R.C. 

- Sales revenue decreased in the Chinese market due to 

domestic telecommunication industry restructuring 

by the government. 

- Due to East Asian financial crisis in the late 1990s 

the Chinese economy was in recession. 

- Self-development. 

Table 7 – Motivation for going international 

In general, all three companies have relatively shorter history compared to the competing western 

MNCs. Lenovo, Haier and Huawei are all founded in the mid-1980s after the Chinese government 

pursued the economic reform policy. With government support the three companies became well-

known brands in China and had rapid growth during the late 1980s and the 1990s. Around 2000 

they all faced changes and difficulties in the Chinese market, such as financial crisis and intensive 

foreign competition after China’s accession to WTO, and thus suffered from diminishing market 

shares. At the same time they all started doing small scale business in neighbouring countries. 

Both Lenovo and Haier got the final push to expand to western markets from stimulation from the 

foreign companies who actively sought to do business and cooperate with them. Lenovo was 

initially approached by IBM for the M&A deal, and Haier received a big order of refrigerators to 

the US market by local distributor Welbit. To some extent, both Lenovo and Haier’s 

internationalization process started by coincidence. 

As to the branding aims, Lenovo, Haier and Huawei have similarities. They all wish to be portrayed 

as, and associated with “good quality”, “well-known”, “innovative”, “customer centred” (table 9). 

Furthermore, Lenovo aim to be no. 1 global PC vendor, Haier aim to be the world’s largest home 

appliance manufacturer, and Huawei aim to be in the top 3 in the global ICT industry. 
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 Brand aims 

Lenovo - “to develop, manufacture and market its own computer system" (1980) 

- "a well-represented first-class international brand with a distinctive image" 

(2003) 

- "serving customers, trust and integrity, teamwork across cultures, and as 

having an innovative and entrepreneurial spirit" (2010) 

Haier - “difficult first, easy later” (mid 1990s) 

- "market first, profit second" (mid 1990s) 

- "go abroad and export to create a famous brand" (1998)  

- "changing such negative image of Made-in-China" (late 1990s) 

- "Local appearance" 

- "higher class of quality, innovation, design, performance and service”(2011) 

Huawei - "one of dominant vendors in global ICT market together with Ericsson and 

Cisco" (1996) 

- "a brand which stresses innovation and optimization of value for the 

customer" (late 1990s) 

- "to provide middle- to high-end technology and service, but only at a low- 

to mid-range price" (late 1990s) 

Table 8 – Brand aims 

The actual perceived brand image 

The actual perceived image of each brand has been interpreted in details in Chapter 4. Based on the 

data from the survey, figure 10 shows the deviations of the brand image scores for each Chinese 

brand relative to their respective industry average image score denoted by the x-axis (y=0). On 

average Lenovo reached 0.27 higher than the PC industry, Huawei was 0.52 below the ICT industry 

average, and Haier got the lowest average score among the three Chinese companies, which was 

0.64 lower than the white goods industry in WE. 
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Figure 10 – Brand image score of Chinese brands relative to their industry average (survey data) 

As presented in chapter 4, the graphs show that Lenovo in general scored higher than the industry 

average, whereas both Haier and Huawei score lower. 

The strategies for building the brand image 

Although the brand aims are very similar the strategies for building their brand image are different 

from one to another. Efficient control over the brand related activities is essential for portraying the 

brand image according to the brand aims. In this section the brand strategy of each case is analysed 

in terms of degree of commitment from the partners, level of integration into local resources and 

the accumulated organizational knowledge. These will help to determine how much control over 

branding a company should take to be efficient in building a positive brand image. These terms are 

defined in box B. 
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Commitment from partners 

After selling their star brand “Think” and PC division to Lenovo, IBM became Lenovo’s strategic 

alliance partner. IBM helped Lenovo to maintain the Think brand value and to integrate the entire 

Think division (value chain) in order to reduce the risk in that if the Lenovo Think brand failed it 

could harm the IBM brand value. When Think becomes more associated with Lenovo, the risk for 

IBM decreases. After 5 years contract, Lenovo and IBM still decided to extend their strategic 

alliance, in which Lenovo allowed IBM to continue to provide sales/customers service and technical 

support to Lenovo PC clients. In this period, for IBM, the motivation of the commitment with 

Lenovo was apt to search the new business opportunities.  

Haier chose the path of not cooperating with any partners in WE market, since they attempted to 

have the relatively high control over their branding. Therefore the level of commitment from 

partners was non-existing. Though this was their strategy, Haier did actually consider finding a 

partnership when entering WE, but did not find any fit partners. 

Definition box B 

 Commitment from the partner (External): This is defined as the degree the partner is controlling 

the Chinese brand. The degree of commitment is determined by two things 1) the relation 

between the brands and the degree to which the partner’s brand risk being harmed (influenced) 

by the Chinese brand, and 2) the partner’s potential business opportunities that are influence by 

the success of the Chinese brand (same as for brand awareness). 

 Integration with local resources (Internal): This is defined as how much and how well the 

company integrates with local resources, this being local employees (human resources – in R&D, 

marketing, managerial skills), patents and copyrights (IPR), exiting customer databases, 

distribution networks. How much is the scope and extent of the resources the company integrates 

with. How well is how efficient the company integrates with the local resources.  

 Organisational learning: The accumulation of branding-related knowledge and know-how in R&D, 

technology, customer and market (marketing), management (business practices) etc. 

 Control: This is defined as the level of control the company has over the branding elements and 

brand-related activities in the new market (same as in the brand entry/awareness phase). Control 

can be important to avoid the values and aims of the entering brand being distorted by external 

factors, strategic partners, or third parties. 
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Huawei established several alliances and joint ventures with western companies when entering the 

WE market. In first two joint ventures, the partners’ brands were related to Huawei. The joint 

venture between Huawei and 3COM did not have a strong commitment in the very beginning, since 

3COM and Huawei were primarily exchanging marketing resources with a small contractual value 

(approx. USD 7m). The business opportunities for 3COM were to enter the Asian data 

communication market by Huawei’s local resources in order to save 3COM’s declining business in 

the global market. The partnership collapsed a couple of years later due to the mistrust between the 

two, which is considered as one of the potential risks in the partnerships. Huawei realized they did 

not benefit from JV with 3COM, from which they intended to achieve a large presence in the 

mature market, and thus Huawei sold rest of shares of H3C. Consequently, Huawei was prohibited 

to compete with 3COM in 3COM’s major markets for 18 months.  

The second joint venture TD-Tech Ltd. between Huawei and Siemens was not strongly committed 

in WE market. First, TD-Tech Ltd. was mainly focused on the developing TD-SCDMA technology 

in Chinese market which was later introduced by TD-Tech in the WE market in a small scale. 

Secondly, Huawei primarily did OEM for Siemens in WE market, thus Huawei’s brand had not 

been widely co-promoted with Siemens in the local market.  The business opportunities for Siemens 

were to expand in the Chinese 3G network market, and continue to penetrate in WE market with 

OEM from Huawei.  

The partnership with Marconi was built on the distribution agreement in each home country. Their 

brands were not related explicitly. The business opportunity for Marconi was to expand in the 

Chinese market via Huawei’s sales and distribution network. 

The commitment between Huawei and local mobile network operators was based on projects to 

build 3G/4G networks and provide technology to the local operators. The brand relation between 

Huawei and the operators was not explicit. The operators distributed Huawei branded products to 

end consumers through their chain stores. However, most of Huawei’s products were sold bundled 

with their telecom service without a prominent Huawei brand, as Huawei’s product appearance, 

logo and themes were designed according to the local operators’ brand. 

Huawei’s control mainly lies in the upstream. They mostly invested in the upstream smile curve 

activities such as R&D and manufacturing, in the downstream value they only invested in 

establishing local sales office which mainly targeted to business clients. Most downstream activities 
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are operated by Huawei’s strategic partners, for instance, B2C sales, product distribution, and 

customer services. In local network operators’ stores, many Huawei branded products are sold 

bundled with operators’ service, thus the end consumers’ purchase involvement towards Huawei’s 

products is relatively low. Although Huawei had co-branded with several strategic partners, the 

period was relatively short and the main target market was in China. Thus, the association between  

Huawei’s brand and the partners’ brands are considered to be medium to low, and the partners’ 

potential business opportunities through Huawei in the Asian market were relatively medium-high. 

The overall commitment from the partners in WE market is comparatively medium.  

Integration into local resources  

Lenovo acquired the Think department from IBM, including the entire Think brand global value: 

R&D centres, manufacturing, marketing, distribution and sales. In order to adapt to the new 

environment, Lenovo established the new headquarters in US, kept most employees from the old 

IBM PC division, changed the company language to English, and set up a new company culture to 

fit for the new merger (DONG, 2012). Lenovo also appointed the top management team from old 

IBM PC division to continue to work for Lenovo so to enhance the international company image 

and environment. Thus the degree of integration into local resources for Lenovo seems relatively 

high within 7 years.  

With respect to controlling investments, Lenovo mainly focused on R&D. They took over existing 

R&D centres, 1500 patents and many PC engineers from IBM associated to Think. They invested a 

lot to absorb and integrate the IBM and Lenovo PC technology, for example, organized several 

groups of engineers from both Lenovo and old IBM PC department to study and investigate 

together on adapting IBM patents into Lenovo product development. Oriented on customer-centred 

mind, Lenovo had a relatively high investment in R&D to develop the cutting edge technology, so 

they could maintain the price level of the branded products to capture an innovative and quality 

assured brand image.  

“Without acquiring IBM PC division, Lenovo would hardly have achieved this status today”, and 

“an open and creative mind” to local culture, new people, different thinking etc. also enhanced the 

Lenovo integration process to the local resources (DONG, 2012).  

Haier built up the local value chain on own initiative, from R&D and design institutions to factories, 

trading centres and sales network. In the beginning, Haier tried to join the local industrial 



 

95 

 

community to establish the local network, however their top management crew was mainly Chinese. 

They aimed to appear local but acted Chinese in terms of managerial style, company culture, 

business strategy etc. For instance, Haier was strongly influenced by low cost mentality – the 

traditional Chinese business philosophy, which caused that they focused too much on sales/market 

shares than R&D and branding in the first 12 years. Without a committed and experienced partner, 

Haier had a hard time, which still influenced today. They admitted that: “the speed of localisation 

was extremely slow,” which let their brand has not been significantly recognized until today (YE, 

2012). Since 2009, the management realized the problem and started to move the strategic focus to 

“branding”. Thus, they did some marketing campaigns, advertising in local media, promotion at 

industrial fairs, and sponsorships in sports. They also increased the product price segment from low 

price to medium-low price to avoid negative associations between a Chinese brand and cheap, poor 

quality image. Furthermore Haier begun to acquire more local human resources and delegated 

power to the local departments in order to present a more localized company profile. Until now, 

they have increased the percentage of local staff to 80-90% in WE. Based on this Haier did integrate 

into local resources to a certain degree, but the overall integration process to the local resources was 

not well managed. The level of local integration is low but slowly increasing.  

In the upstream smile curve activities, Huawei integrated R&D resources with several top western 

players in the ICT industry in China in order to reduce the expenses of establishing R&D centres in 

the mature market. The western players Huawei cooperated with had long experience and 

knowledge of the trends and demand in the mature market. For the downstream activities, Huawei 

established local sales offices by themselves and hired local employees to be in charge of B2B sales. 

Their end consumer products were primary sold through their agreements with large local mobile 

network operators. This indicates that Huawei’s integration to local resources was medium. 

Accumulated organizational knowledge  

Relatively high degree of integration into local resources and commitment with IBM accelerate 

Lenovo organizational learning process (evolutionary learning process), especially in the following: 

R&D: before the acquisition Lenovo had around 300 patents, after the acquisition Lenovo owned 

over 1800 patents (1500 patents bought from IBM), including R&D centres and engineers from 

IBM. Lenovo actively studied the Think patent technology and applied it into Lenovo’s product 

development. In 2008, they launched the Idea PC series, developed entirely by Lenovo. As sister 

brand of Think, Lenovo tried to leverage the Idea brand with the strong image of Think. 
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International managerial skill: recruited former management team from IBM PC division to 

improve the internationalized image. The management encouraged the employees to make 

teamwork across the culture, and to keep open-mind and innovative to create one common 

corporate culture to enhance knowledge sharing and resource integration. 

Sales and distribution: took over the existing Think customer database, distribution channels, and 

co-sales with IBM customer service and technical support.   

Haier’s organizational learning process was based on the knowledge and know-how primarily 

accumulated intra-organizational. Haier did not have a strong background knowledge and 

experience in the mature market, and in addition, the cultural and geographical differences made 

Haier’s organizational learning process comparatively slow (incremental learning process).   

Huawei gained knowledge and know-on through different short-term partnerships. The partners and 

Huawei exchanged resources and knowledge in several areas, mostly in R&D e.g. co-developed 

with Siemens on TD-SCDMA technology, and in local marketing and sales e.g. exchanged market 

resources with Marconi. In general, Huawei had limited access to the local resources based on the 

short-term contracts. Huawei used the local network operators’ networks to distribute their branded 

goods, but did not involve much into the branding and marketing in the consumer market, since 

B2C business was not yet Huawei’s focus. On one hand, Huawei had the chance to study different 

areas from several different partners, but on the other hand, the partnerships were relatively short 

and mainly based in the Asian market. Therefore in the WE market in general, Huawei’s 

accumulated knowledge level is considered as medium. 

Control 

A faster organizational learning process enables the company to control the brand related activities 

more efficiently. Efficient control plays a significant role in establishing a brand image. The control 

is namely the decision-making power, such as brand positioning, price strategy, investment, etc. 

However, when a partner commits to the brand, it takes over some brand control. Therefore the 

degree of the companies’ control is negatively correlated with the level of commitment from their 

partners. Given similar brand aims: “high quality”, “innovative” and “customer centred”, each of 

the companies tried to achieve the goal by controlling differently.  

With a well-structured value chain system and IBM support behind, Lenovo has been able to reach 

the brand image they aimed for, such as “innovative, solid functionality” (R&D), “good quality” 
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(manufacturing, customer service), “professional” and “successful” (marketing). After the five-

year contract period passed Lenovo gained more power over the branding related value chain 

activities, for instance, it removed IBM logo on the Think computers and marked the Lenovo brand 

prominently in their products and related marketing campaigns instead. On the other hand, they did 

not stop cooperating with IBM. In 2007, Lenovo signed an extended contract of strategic 

partnership with IBM, and allowed IBM to continue providing customer services and technical 

support to Lenovo PC clients. The degree of control over the brand related activities increased 

gradually. However, Lenovo believed that they could still benefit from the partnership with IBM 

after 5 years contractual period, especially in the customers service and technical resources. Lenovo 

knew it is important to identify a distinct brand image apart from IBM, but they still needed to be 

associated with IBM through Think in order to transfer the entire brand value from the IBM to the 

Lenovo brand since they were still new to the market.   

Opposite Lenovo, Haier entered the WE market on own initiatives. Haier knew the negative image 

of Chinese products in WE. Therefore, in order to have a local appearance and full control over the 

products and brand, Haier decided to establish the full value chain locally through their “three in 

one” strategy – local R&D, manufacturing, and marketing/sales. However, the competition of the 

home appliances industry in WE was more intensive than they had imagined, and in addition, they 

had large financial investments in building local facilities in the beginning. Haier decided to rather 

focus on sales than branding and R&D to first gain the market share and cash flow, thus they used 

OEM as their primary sales strategy for the first 12 years in WE. Since 2009, they have realized the 

importance of the profit margins (price premium) and started to gradually change the strategy 

towards a branding and marketing focus. Although they have been in WE for 15 years Haier has a 

very weak and unclear brand positioning and image still, and most participants from the research do 

not know of the Haier brand or have very weak associations to the brand. Haier seemed to be 

overconfident in their capabilities in the very beginning, and even wanted to change the negative 

image of Chinese high-tech products in western consumers’ minds. They kept the control over the 

entire value chain in order to ensure the product quality, technology, and customer satisfaction. 

Without an input and help from an external local partner, Haier has not been successful yet in 

building up their brand image.  

Huawei was in the situation in between Lenovo and Haier. The technology is the key driver for 

Huawei. In order to maintain the low cost, most R&D centres and manufacturing plants (upstream 
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of smile curve value chain) are based in China. Overseas they invest mostly in sales activities (B2B). 

Most strategic partnerships Huawei made with foreign firms were to access their branding and 

marketing/distribution resources (downstream of smile curve value chain) in WE. In return, Huawei 

helped them expand in the Chinese market. In terms of brand alliance, Huawei co-branded in JV 

with 3COM (Huawei-3COM), also established another JV company with Siemens (TD Tech Ltd. – 

“A Siemens and Huawei company”), and let the local operators distribute Huawei branded 

consumer goods.  

According to the results from the survey, Huawei has a clearer brand image than Haier overall. 

However, it still does not represent strong and preferred associations to the brand in comparison to 

Lenovo. Huawei is generally perceived as an imitative and cheap brand, and a few participants 

regard their quality is decent, and “good value for money”. This might be supported by Huawei not 

focusing much on branding and marketing, but rather on R&D and sales. Some might wonder why 

Huawei still is perceived as cheap copies if they actually emphasized strongly on R&D. Based on 

the case, Huawei is not yet a pioneer in the ICT industry, but definitely a close follower able to 

react quickly in terms of being fast learners (HUANG, 2012). Since Huawei mostly deal with B2B 

clients, decent quality and technology for a relatively cheap price is an attractive combination.  

Compared to Lenovo, which focused on investing in different marketing campaigns and tried to 

underline the link between Lenovo and the Think brand to be distinct from IBM, Huawei did not 

concern much about the end consumer market, delegating most of the control in the downstream 

value chain activities such as marketing/sales, distribution, and customer service to their strategic 

partners. Therefore, Huawei’s brand image is not favourable and unique in local consumer’s mind. 

Similar to Haier, Huawei also seems to prefer high, fast cash flows over the lengthy process of 

establishing a strong brand, which also leads a weak image association.  

Sum-up between brand strategies and brand image 

To determine the brand image of each case company in WE, control is identified as the key factor to 

influence the building of brand image. Due to historical reasons, most Chinese MNCs have 

relatively short history and lack international business experience. Thus, to achieve efficient control 

over their branding in mature market requires a faster organizational learning process towards the 

local knowledge and know-how. The organizational learning is accumulated from both internal and 

external factors. Internal factors are related to the company’s integration into the local resources, 

and the external factors are the commitment from the local partners, namely the external help. 
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Regarding the internal factors, Lenovo reached the highest degree of local resources integration 

since they have bought the entire “Think” value chain in the global market. Initially Lenovo’s 

branding in WE was formed as one process build upon the Think brand. They did not introduce 

their other Lenovo branded product series until 2008 but remained focused on building up the brand 

image based on the strong and positive associations to the Think brand. As partner, IBM strongly 

committed to the Lenovo brand in the first five year contractual period, as the Think brand was 

closely associated with the IBM brand. In case Lenovo failed to maintain the Think brand, it would 

definitely also harm IBM brand. Hence in the beginning IBM restricted Lenovo from changing the 

essential elements of the Think brand, such as product design, price segment, brand positioning, 

logo etc. and even co-branded with Lenovo on Think products for a couple of years. When time 

went by, the Think brand started to gain more associations with Lenovo, and IBM’s risk was 

decreased accordingly. However, later IBM signed the extended contract with Lenovo to continue 

providing service and support to Lenovo Think PC clients. In this period, IBM’s commitment 

decreased compared to the first 5 years after the acquisition, and IBM’s commitment was becoming 

more based on seeking business opportunities with Lenovo rather than managing their own brand 

risks. The more Think PC Lenovo can sell the more potential business IBM can generate from 

providing customer service and service solutions to the Think PC clients. 

Haier chose to have full control over their branding by establishing the entire local value chain 

without any local partner alliances. Haier aspired to be a recognized as a customer-centred local 

brand with local presence and used the “three-in-one” strategy to achieve this. The aim itself seems 

corresponding to that of other Chinese MNCs, that being associated with western brands and appear 

local in all their operations to avoid (or even change in the long run) strong associations to the 

stereotype “made in China” image. However, they seem to have overestimated their internal 

integration capabilities – the local integration process seemed very long and slow as they did not 

have any network or experiences in the WE market. Furthermore, they seemed to also have 

difficulties in establishing the local image without help from local actors or other external resources 

since the organizational learning process was very slow as well. Therefore many decisions Haier 

made were not smart – a fact which is also supported by WE sales manager YE (2012) that he 

would look for local partnerships if he were to do it all over again. Given the unprofitable sales the 

Haier management decided to keep a high volume focus through OEM, thus less focus on 

marketing and promotions of their brand, and less focus on R&D to radically improve their 

technology and quality. Not until 2009 their focus shifted and today averagely 80-90% of the 
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employees are local. It is difficult to tell the effect of Haier’s strategy after 2009, but overall they 

have not (yet?) had success with their strategy to build up their brand in WE. 

Huawei’s co-branding was several parallel processes, spreading out the brand ties. They did not do 

much branding activity by themselves, but focused on building good relationships with their 

primary clients the large mobile network operators (B2B focus). In this way the Huawei brand was 

promoted to the end consumers in cooperation with the local distribution partners. In terms of 

integration into the local resources, Huawei had joint R&D with several western ICT partners who 

had sufficient knowledge and know-how in the mature market. Yet most of their own R&D centres 

were not located in WE but in China due to lower costs. Huawei also acquired local human 

resources to establish B2B sales offices in WE. As to the branding, marketing, distribution, B2C 

sales and service, Huawei primarily let the local partners deal with it, and Huawei only joined into 

very limited parts. Thus, Huawei’s integration to the local recourses is between medium to low.  

With respect to the partner commitment, it is also considered as medium to low. First, most 

partnerships were short term collaboration, and only focused on certain areas, for instance, R&D or 

marketing resources exchange. Secondly, their brands have not been closely related with Huawei in 

the WE market. 3COM and Siemens formed joint ventures with Huawei successively, however, 

only a very small part of their common businesses were operating in WE, where Huawei did not 

associate with these partners’ brands explicitly. Furthermore, the local operators distributed Huawei 

branded products to the end consumer market by bundled service packages, which might help 

Huawei to create a certain level of brand awareness, but not give a significant influence on 

Huawei’s brand image building. 

The case studies suggest that Lenovo has been the most successful of the three companies in 

building a brand image according to their brand aims. Based on the research, Haier and Huawei 

have not yet reached a strong brand image.  

Through the interviews the impression is given that the managers emphasize on the importance of 

not building up negative brand associations when entering a Chinese brand into the WE market. As 

a Chinese company in WE, recovering from a negative brand image can be very difficult and time-

consuming. For these Chinese high-tech electronics companies low-priced brand strategy was not 

successful. Both Haier and Huawei followed this strategy over a period and failed, realizing that it 

enhanced consumers associations to cheap, mass-produced products and to China. Lenovo did not 
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change the pricing strategy as the Think brand already had an established network and were under 

contractual conditions within the first 5 years.  

In general, taking control over the branding elements also means that the company can diverge from 

the “made in China” image. Low price strategies seem to be one of the strongest influencers on the 

associations to a low-quality Chinese product. Increasing the level of control also enables the 

company to increase the involvement, consistency and coherency in their value chain to ensure that 

the product standards comply with the brand image. The amount of investment is not a matter, but 

how and where to invest. According to the brand aims of the case companies, increasing focus on 

building the brand image also involves increasing focus on R&D and marketing, and not only sales 

and market shares. For Chinese MNCs, creating a brand image built on innovation and quality 

requires a level of quality that is actually competitive. With a brand image in focus the Chinese 

MNCs cannot rely on the success of doing OEM and the quality standards of the products this 

success has been built on. The knowledge of the right decision making is accumulated from the 

organization learning process. With more knowledge and experience in the branding activities, 

including investment decisions, the companies are better able to reach their brand aims. 
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Integration into local resources 

 Upstream value chain Downstream value chain 

Lenovo Middle-high level 

- Co-involved with IBM for 5 

years for all the activities in 

upstream value chain 

- After 5 years, more decision-

making power  

Middle-high level 

- Co-involved with IBM for 5 

years for all the activities in 

upstream value chain 

- After 5 years, more decision-

making power 

Haier Low level 

- Slow process of integration into 

the local resources since Haier 

built up the local value chain on 

own initiative  

Low-medium level 

- Since 2009, Haier started to hire 

more local staff in Haier local 

departments.   

Huawei Medium level 

- R&D: medium-high involvement 

–mainly did R&D by their own 

based in China, and sometimes 

also JV with others in R&D 

- Manufacturing: high level: 

mainly produced in Huawei 

factory in China 

- Branding: a medium level – sell 

Huawei branded goods, but not 

involved much on brand design, 

positioning, communication, etc. 

Medium-low level 

- Only focus on B2B sales 

- The B2C sales/marketing is 

mainly operated by their local 

strategic  partners  

Table 9 – Integration into local resources 
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Commitment from the local partners 

Reasons for 

commitment 

Brand risk Business opportunities Level of 

commitment 

Lenovo IBM intended to reduce the risk 

in that if the Lenovo Think 

brand failed it could harm the 

IBM brand value (In the first 5 

years) 

IBM continued to provide 

sales/customers service and 

technical support to Lenovo PC 

clients after the 5-year contract 

period in order to gain more 

business profits. 

 M-H => M 

 

Haier N/A N/A N/A 

Huawei Limited risk for co-branded 

brands from the partners: 

Since their co-branded names 

and joint ventures were mainly 

targeted to Chinese market, in 

which Huawei had already 

established a well-known 

brand.  

In WE market, the partners’ 

brand had not been explicitly 

associated with Huawei brand.   

To Enter/expand Chinese ICT 

market 

Co-R&D with Huawei in new 

technology development. 

To penetrate  in WE market 

with Huawei’s technical 

support 

M-L => M-L 

Table 10 - Commitment from the local partners 
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5.2 Insights and original contribution 

Following the cross-case analyses in section 5.1 and 5.2 this section sum up and discuss the 

findings across the three cases. The emphasis is put on similarities and differences in the three cases 

and which patterns are found in the transition of going from creating brand awareness to building 

brand image. 

 

Figure 11 – Transition from brand awareness to brand image (own illustration) 

5.2.1 Awareness 
The trade-off of the three criteria of brand entry modes is important when creating brand awareness. 

The findings in this study confirm that in order to be better off in one, sacrifices have to be made in 

the two others. It is not established how the relations among the trade-offs exactly are, the three are 

however interdependent on one and another. In the following the impressions of their relationships 

derived from research in regards to creating brand awareness is presented. 

 

Figure 12 – Brand entry mode decision (own illustration) 

Our findings indicate that speed is positively correlated to the degree and strength of the brand 

awareness. Thus, when introducing a brand into a new market speed is a very important factor. 

The underlying variables are both control and investment. It is difficult to establish the trade-off 

relation between only speed and control or speed and investment, but indicators from the case study 

show that giving up full control will increase the speed. This was the case for both Lenovo and 

Huawei whereas Haier maintained high control and had slow speed. 
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For investment it is not about how much is spent, but how effectively it is spent. Haier’s chosen 

entry strategy required medium investment, but without giving up any control to a external partner 

they could not gain any speed. For Lenovo and Huawei the help from an external partner was 

essential in order to increase speed. Comparing the Lenovo and Huawei cases it is clear that when 

the companies give up certain control, investment becomes more efficient and important. Higher 

investments potentially lead to a greater fit and stronger commitments from the partner, thus the 

partner is more involved in increasing speed, and consequently brand awareness. 

Based on the findings, a conceptual framework regarding brand entry mode and brand awareness is 

illustrated in figure 12. The model show the relations among the three trade-off criteria and 

consequently how the choice of brand entry strategy lead to different speed for creating brand 

awareness. 

5.2.2 Image 
For the customer the purchase decision for the products in high-tech industries has a high degree of 

involvement. Thus consumers are more prone to search for information about the brand and the 

company through reviews, comments, articles etc. to make more thorough evaluations. Is the 

information reflects the brand image, the brand image influence the consumer’s decision to make a 

purchase or not. 

In the high-tech industries the three case companies operate the performance related image 

dimensions seem to have most significance, particularly the quality-, performance-, and value-for-

money (price) aspects are mentioned in the survey. 

After establishing brand awareness, it is important for Chinese MNCs to increase control over their 

brand to differ from any partner’s brand and brand associations, and to create their own distinctive 

image. Based on the cross-case analysis and findings, a conceptual framework is presented in figure 

13. 
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Figure 13 – Dynamics in creating brand image (own illustration) 

As figure 13 illustrates, control plays the key role in the brand image creation process. In order to 

reach the brand aims, taking more decision power of the branding is desirable, and making right 

strategic branding decisions requires a sufficient local knowledge from the management. The level 

of accumulated organizational knowledge depends on how much and how well a company 

integrates into local resources. How much and how well a company integrates depends on both 

organizational learning capabilities and the degree of commitment from partners. 

Commitment from the partners: The degree of commitment from the partners is positively 

influencing on how much and how well the company can integrate into the local resources, and 

thereafter impact on the organisational learning. Cooperating with a locally experienced partner 

based on resource sharing, the Chinese company is able to learn and understand how to operate in 

the mature market in terms of brand building.  As partners are more experienced and knowledgeable 

in the local market, a higher degree of commitment from the local partners can help Chinese 

companies to integrate into the local resources more efficiently.  

Integration into local resources: The degree of the integration of the local resources and the 

company’s accumulation of knowledge and know-how of the local market are positively correlated. 

Chinese companies can integrate to the local resources with the company’s local business 

operations, e.g. R&D, marketing and managerial skills sourced through local employees (human 

resources), patents and copyrights (IPR), exiting customer databases, and distribution networks. 

Due to the historical reasons, most Chinese companies have limited knowledge and know-how of 

the high-tech industry in WE market. For most Chinese companies, integration into local resources 
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is a necessary process for gaining and accumulating local knowledge. It is important the 

organizational learning capabilities, namely how fast and how well the Chinese companies are 

capable of learning by themselves. Meanwhile, in terms of external factors, how much and how 

well the external partners are able to commit to the Chinese companies and enhance their local 

integrations.  

Accumulated organizational knowledge and know-how: The accumulation of the organisational 

knowledge is influenced by the companies’ integration level into local resources. The more a 

company integrates into the local market, the better knowledge they gained. It is noted that the 

degree of local resources integration is also depending on the commitment level from the partners, 

therefore, the partners’ commitment also indirectly positively impacted on the organizational 

knowledge and learning.  

Control: When a brand is introduced to a new market, the company decides on a brand entry 

strategy which determines the initial level of control over brand related activities. Control can be 

efficient or inefficient depending on the level of accumulated organizational knowledge. Efficient 

control has the positive influence on the brand image creation. 

 

Figure 14 – Control: efficient vs. inefficient (own illustration) 

As shown in figure 14, the blue line represents the optimal control that a company could have where 

the degree of control perfectly matches the level of organizational knowledge. In another word, it is 

the moment that a strategic fit between strategy and resources is obtained. The blue line is the 

boundary between “efficient control” (green area) and “inefficient control” (red area). The model 
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suggests that when the control is ≤ accumulated organizational knowledge and know-how has 

efficient control, whereas when control > accumulated organizational knowledge and know-how 

has inefficient control. Therefore, sufficient organizational knowledge and know-how of the local 

market enable the management to make right decisions on the brand related activities. It implies that 

the Chinese company takes more control over their branding the control the partner has decreases 

correspondingly. When the partner’s control decreases their level of commitment also decreases 

which implies that the learning from the partner adds less to the accumulated knowledge. 

5.2.3 Transition – “the grey zone” 
In between the brand awareness and the brand image is the transition phase. This phase is not 

clearly defined yet seemingly important to understand how Chinese MNCs can take the next step 

from having brand awareness to building brand image. Through the cross-case analysis control is 

identified to have a central role in order to make the transition from brand awareness to brand image.  

When introducing a new brand into the market, the speed of brand entry strategy has a positive 

correlation with the degree of brand awareness. When choosing an entry strategy the speed is 

determined by the company’s decision to do it themselves or to finding a partner. To increase speed 

companies need to delegate a certain degree of branding control to the experienced local partners 

(Lenovo and Huawei), that is, in exchange for their established local market resources and network 

in order to create a broad brand awareness within a relatively short time. 

In the brand image building process, it is crucial for the company to present a distinct image to be 

competitive. Taking more control over the branding can help the company to distinct the brand in 

the market, and enhance the unique associations to the brand. To build the brand image 

corresponding to the brand aims, it is important that the degree of control reflects the organizational 

knowledge and know-how. Under this premise, more (efficient) control will lead to a more distinct 

brand image. 

Though the process of building brand image is more complex and often involves a larger and deeper 

set of associations, it begins when the initial brand awareness is created. Based on Keller’s CBBE 

model, brand awareness is a prerequisite for creating brand image. Thus, to let more people 

recognize and recall the brand is always a good starting point on which a clear and strong brand 

image can be based. It is determined that brand awareness has an a certain degree of influence on 

the brand image creation, but having brand awareness does not necessarily lead to sales, as the 

purchase decisions have a relatively high degree of involvement. 
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Thus the “transition” phase between these two depends on when a substantial level of brand 

awareness is created so the process of building brand image can accelerate. Control is continuously 

influence on both brand awareness and brand image building, but the need for and effect of control 

changes as the company creates brand awareness. For creating brand awareness having higher 

control is not essential. Thus finding a partner to increase the speed of the organizational learning 

process is desirable. As the accumulated knowledge and know-how increases, more potential 

efficient control is accessible and becomes more useful, thus a higher degree of control gradually 

becomes desirable. 

  



110 

 

  



 

111 

 

CHAPTER 6: CONCLUSION AND FUTURE RESEARCH  

To conclude our research and findings in the light of the problem statement: “How can Chinese 

companies most effectively establish a competitive brand image when entering a mature market in 

which high-tech products are widely available?”, we strongly believe that in establishing 

competitive international brands, the degree of control of brand-related activities has a key role for 

how well Chinese brand performs in the mature market of Western Europe. 

To approach the problem statement we have gathered data through interviews, consumer surveys, 

and external secondary sources in order to work through each individual case study. The main 

branding literature in the thesis by Keller and Barwise & Robertson has been applied in the cross-

case analysis to provide an initial framework for the cross-case analysis. As an exploratory study, 

the purpose has been to uncover relations and dynamics when building up brand awareness and 

brand image. Although the three cases do not give a complete picture of Chinese companies, they 

provide useful insights to what works and what does not. 

In the data from the survey we found indicators for the current performance of each of the three 

Chinese brands. Lenovo has built up highest awareness and the most competitive brand image in 

comparison to their industry standard, whereas both the Huawei and Haier brands are trailing in 

their respective industries. In addition, Lenovo entered the market latest, thus we can conclude that 

brand acquisition is the most effective way to enter a mature market, in this case Western Europe. 

Brand alliance appeared to be the second most effective – not as fast, but only requires low 

investment. 

From a management point of view the overall conclusion of brand entry modes is that Chinese 

companies do not (yet) have adequate international experience or knowledge of the local markets. 

We learned that there were more benefits than risks for the Chinese companies in giving up a 

certain degree of control to an external partner, primarily to leverage their own organizational 

learning process. Cooperating with skilled and strategically fit local partners and keeping an open 

mind to changes help the Chinese companies to accelerate the localization, and also to enhance 

accumulation of organizational knowledge and know-how. The opposite of establishing local 

partnership is to have full control over the brand, which is not considered as a very effective 

strategy for most Chinese companies, particularly in the initial stages of the brand building. 
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Following these conclusions eight proposition are presented in generalizing terms. These are based 

on the empirical data and our findings in the three case studies. While our work has resulted in these 

propositions, doing further research and testing them is not within the scope of this thesis, but rather 

meant as subjects for future research. 

Proposition 1-3 address the issues of how each of the brand entry mode criteria (speed, control and 

investment) effect on the brand awareness creation. 

Proposition 1, 2, 3  

Based on the case studies, it is evident that Lenovo has had the highest brand entry speed and 

reached the highest brand awareness, whereas Haier has had the lowest brand entry speed and 

achieved the lowest brand awareness. Therefore, to effectively create brand awareness we propose: 

P1 – Speed is an important factor that is positively correlated with brand awareness.   

In the empirical work we did not find a clear correlation between the relative degree of control and 

the speed of the brand awareness creation, though control did have an influence. According to our 

findings we established a relation between either having full or not full control, and speed. Haier 

had full control, but has slowest speed compared to both Lenovo and Huawei who did not have full 

control, which leads to the following proposition: 

P2 – Full control leads to slow speed and not full control leads to a relatively faster speed. 

Thus, it is necessary to give up some control to increase speed of brand entry.  

Investment did not seem to have any significance for Haier when having full control over brand 

related activities (no partner), whereas for Lenovo and Huawei partnerships leveraged the 

investments’ influence on the brand entry speed. Despite having a lower investment, Huawei 

reached a faster speed than Haier. 

P3 – When cooperating with a partner investment are made more effectively, leading to 

increased speed. 

From a theoretical point of view the contribution of this thesis offers insights to how existing 

literature on global brand building can be seen and applied from the perspective of Chinese 

companies. The framework developed (figure 13) presents the relations among the different factors 

we have identified as key influencers in the brand image building. Control was already defined by 

Barwise & Robertson (1992) as one of the three influencing trade-off criteria when entering a brand 
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into a new market. Our study shows that the degree of control over brand related activities is the 

key variable when building a brand image. Proposition 4-6 below address the implications of 

control as a variable in building brand image. 

Proposition 4, 5, 6 

Keller (1993) states that brand awareness is a necessity for brand image. Based on their existing 

brand awareness, the companies intend to establish a distinct and positive brand image and finally 

to achieve their brand aims in the market. We have not been able to clearly and precisely identify 

how the dynamics of brand awareness and brand image are linked together. That being said, the 

impressions given through the cases are that increasing control should gradually begin when the 

brand has reached a certain level of awareness. It is difficult to determine exactly what this level is 

and it depends on numerous variables. 

Initially Lenovo was most successful in creating brand awareness. Furthermore, Lenovo’s degree of 

control has gradually increased since their brand entry, whereas Haier and Huawei have maintained 

their degree of control through most of the process. Thus, we propose: 

P4 – Control has a more direct and significant influence on the brand image building 

than on the brand awareness. 

Paradoxically, today both Lenovo and Haier have a relatively high degree of control, and at the 

same time they represent the best case and worst case respectively in building brand image. We 

have identified the accumulated organizational knowledge and know-how as determinant for the 

degree of control the Chinese company should have (figure 14). Thus, a high degree of control is 

not favourable and efficient if the is too many discrepancies between the two. This leads us to the 

following two propositions: 

P5 – Efficient control is important to create a distinct brand image in accordance to the 

company’s brand aims, and 

 

P6 – Efficient control is achieved when the accumulated organizational knowledge and 

know-how is equal to or greater than the degree of control. 

Two main variables have been identified to influence the accumulation of organizational knowledge 

and know-how: an internal in term of integration into local resources, and an external in terms of 

commitment from partners. Proposition 7-8 address these two relations. 
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Proposition 7, 8 

Given P6, increasing the accumulated organizational knowledge and know-how allows the 

company to increase their degree of efficient control. Lenovo integrated a whole value-chain and 

had a knowledgeable, experienced and very committed partner to help optimize the process. Haier 

did not have a partner to learn from and though they established R&D, manufacturing, and 

marketing and sales locally, they only began increasing their integration of local employees in 2009, 

thus only slowly increasing their learning. Huawei had the benefit of many partners to help them 

with the downstream activities in the WE market, while they focused more on integrating 

downstream activities. The partnerships were based on relatively short periods, and consequently 

commitment from Huawei’s partners was not as high as IBM’s to Lenovo. Following these 

indicators, we propose two relations: 

P7 – The degree of integration into local resources has a positive influence on the 

accumulation of knowledge and know-how. 

 

P8 – The level of commitment from the partners has a positive influence on how much 

and how well the company can integrate into local resources. 

 

This exploratory study has been conducted based on the current situation and tendencies. We regard 

our findings relevant for how Chinese companies operate today in their internationalization. As it is 

not within the scope of our thesis, we have not tried to define when the Chinese multinationals will 

continue beyond the “brand introduction stage”.  

In relation to the problem statement, we have investigated and discussed relevant branding issues 

for Chinese companies from both a theoretical and a managerial point of view. We regard the 

research and finding as a valuable foundation for full scale empirical testing and research in future 

studies that could provide a deeper and more precise understanding of the key factors in the brand 

building for Chinese companies. And furthermore, a good framework to provide insights to Chinese 

companies who aspire to build up a competitive brand in a mature market.  
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Appendix 1 

LENOVO – Interview guide 

My name is Ye Zi and I am a Master student from Copenhagen Business School in Denmark. 

Together with my partner Morten I am currently working on our Master’s thesis regarding 

international branding of Chinese MNCs. We think this is a very interesting topic since more and 

more Chinese MNCs intend to rise to become major players on a global level in terms of market 

shares and generated revenues. Building up a good brand becomes an important issue for them to 

enter the international market especially in developed countries. However, there are only a few 

Chinese brands that have been successful so far, Lenovo being one of them.  

Interviewee contact info: 

E-mail: dongzhe@lenovo.com 

Phone no.: +86 10-58838141 

Mobile no.: +86 158-01654150 

 

1) Introduction of interviewee 

Could you please give me a brief introduction of yourself, your title and function in the company, 

and how long you have been working here? 

My name is Zhe DONG. I have worked in Lenovo for 6 six years. Now I am sales representative in 

East China region.   

2) Brand identity 

Being a Chinese MNC what kind of brand image of Lenovo do you expect to build in the WE 

market? 

Good quality, Professional, innovative, customer centred, TOP 1 PC vendor in the global world. In 

the beginning when the company was established, our aim was to develop and market our own 

computer system. 

3) Internationalization process 

Could you please tell about Lenovo’s internationalization process? For instance the motivation, 

market share, key selling product (WE), competitors, customers 

- This question was skipped since there was a more natural flow in continuing onto Q4. 

 

4) Brand entry mode 

According to the information we have collected so far Lenovo acquired IBM PC division, and chose 

this way to build their brand. 

mailto:dongzhe@lenovo.com


 

 

 

a. Decision to do geographical extension 

Can you talk about why Lenovo chose geographical extension to create its global brand and which 

pros and cons the company have taken into consideration by doing it this way? 

(Speed, Control, Investment) (Negative COO? Easy to gain trust?) 

We wanted to create a first class global brand, but also understood how difficult it can be for 

Chinese companies, because of the negative COO image in the Western market.  We were really 

careful because once the poor image is established, and it is very hard to change it afterwards. 

Before establishing the global brand, Lenovo had already gained some international experience in 

neighbouring regions. In 1999, we were one of the top PC manufacturers in Asia Pacific region. 

Actually, for Lenovo, acquiring IBM PC department was a coincidence. It was IBM who first 

contacted us. IBM PC business had been unprofitable for a long time. They would like to remove 

the PC division and concentrate on their core competences – business consulting, software and 

hardware solutions, whereas Lenovo was eager to go international. But Lenovo did not have a first-

class technology and good brand to go international. Thus mutual-benefits drove us to such M&A 

agreement. 

In the agreement, IBM got 19% shares of the new company, 46% was owned by the Chinese 

government and 35% by public investors. Less than a year later, IBM sold some shares to private 

investors and kept 13.2%. In this deal, Lenovo also bought the “ThinkPad” and “ThinkCentre” 

brands permanently, and even the right to use the “IBM” logo on “Think” products for up to five 

years.  

Advantages and disadvantages 

- Innovation level increased very fast. Lenovo also took over IBM R&D centres in North 

Carolina and Japan, as well as the ThinkPad factory in Shenzhen, China. We got 1500 patents 

from IBM, and together with 300 existing patents that Lenovo had in 2006, we suddenly had 

over 1800 patents. We also invested 25bn RMB to transform technology from the IBM Patents 

to Lenovo its own technology. Without IBM, I cannot imagine that Lenovo could reach the high 

level of innovation and technology in such a short time. 

 

- Take over IBM PC customers: Lenovo also had access to IBM sales team, customer support 

and channel management programs. IBM continued to provide global business service and 

consulting for Lenovo’s clients during first five years, so the old IBM customers could be 

retained. 

 

- Market share and brand awareness increased: suddenly from being nobody in a global 

perspective Lenovo became the world third largest PC vendor, and got quite high brand 

awareness according to our research last year. 

 



 

 

- The investment was very huge, especially in the beginning of acquisition. Lenovo paid 1.75 

billion US dollars for the acquisition including around 500 million US dollars of IBM PC 

division’s liabilities. After the acquisition, we also invested a lot to strengthen Lenovo Think 

brand. I cannot tell you the exactly figure, but roughly around USD 2-3bn. Well, if we failed, it 

would be a big loss, but luckily we didn’t. Furthermore, we got a lot of support from IBM. They 

were a really great strategic partner for Lenovo. If it was not IBM, I really doubt if Lenovo 

could achieve today’s success. 

 

- Control: After the acquisition, the new established Lenovo was run primarily by former IBM 

executives. Around 10,000 of employees were coming from IBM, which was over half of total 

number of staff (19,000). Of those 10,000, 40% was based in China and 25% in the United 

States.   

Lenovo created a THINK Division, which was operated separately from other Lenovo product 

divisions in the first two years. Later the Think Division has been categorized under Lenovo 

product division. However, in the first 5-year contract period we were not able to check the 

essentials of the Think brand. 

Lenovo let IBM continue to provide global business service and consulting for Lenovo 

computers during first five years and agreed not to compete with IBM in these areas 

 

- Brand awareness of Lenovo was not very good in the beginning. We made a research, and 

found out that most people still connected Think with IBM, and not Lenovo. Someone even 

though Lenovo was an American company. Therefore we decided to remove the IBM logo from 

the Think products in 3
rd

 year after acquisition. In 2005, Lenovo became sponsor of Torino 

Winter Olympics, and it had not prominently mentioned IBM. 

 

b. Challenges when entering 

What were the biggest challenges Lenovo faced when first entering the brand into the WE market? 

How did you overcome it? 

(Negative COO? Lack of experience?  Culture clash?) 

After acquisition, there were many doubts and queries in the press if Lenovo was capable to run 

IBM PC division or not. We were also worried about losing customers after people knew we are the 

Chinese company. Therefore Lenovo decided to keep the Think PC division as an individual part 

and kept the most of the old employees from IBM, established the HQ in USA, and change the 

company language into English, and setup new company culture in order to fit for the new 

environment, etc . We did meet many problems and issues both before and after the acquisition, but 

we have always kept an open and creative mind and tried to respect and understand each other. 

Therefore Lenovo could reach the success they have today. 

c. Market share and changes after entering the market 



 

 

 

Which changes did Lenovo experience 1-2 years after they entered the WE market? How has it 

changed today? (Market shares, brand awareness, more partners willing to work with you??)  

The 1
st
 year after the M&A, Lenovo became world third largest PC vendor, together with Dell and 

HP. In 2011, Lenovo became second largest PC vendor, just after HP. 

d. A set up scenario 

If you were to start over and could do something differently, what would that be? 

I would say brand acquisition is the best way for Lenovo. But it is also such luck for both Lenovo 

and IBM. It is so called prefect conjunction of timing, location and human relationships in Chinese 

proverb (天时地利人和). Without acquired IBM PC division, Lenovo would hardly achieve this 

status today. Looking back, it was a bit risky in the beginning because we need to invest a lot of 

money, but now it is all worth it! 

PC is Lenovo’s core competence and we enhanced our core competence after acquired IBM PC 

division. If without the help from IBM, it would be impossible for Lenovo to own/develop so much 

advanced technology in such a short time. If we did not have a high technology, Western consumers 

would definitely consider our product as stereotype “made in China” - cheap and poor. If no one 

wants to buy it, the brand could not even been well presented.  

Looking back could you please identify 1-3 strategies that seem to have contributed positively to 

brand awareness for the company in WE? 

1) Find a trustful partner to help you in the beginning  

2) Always remember to create your own brand. 

 

Looking back could you please identify 1-3 strategies that seem to have contributed positively to 

brand image for the company in WE? 

1) Focus on your core competence 

2) Ensure the quality 

3) Innovation is the key 

4) Good relationship with customers 

 

Looking back could you please identify 1-3 strategies that seem to have contributed negatively 

to brand image for the company in WE? 

1) Always Copy other people’s ideas 

2) Poor quality 

3) Poor relationship with customers 

 

If you had to make three recommendations to an up-and-coming Chinese company planning 

to enter WE in terms of its brand image, what would they be? 



 

 

Trust is the key. Build up the trust between your company and customers, and keep an open mind 

for change. 

If you were to set up a new business in China that was to be a born global (go international 

before establishing a national presence in China), what are the key strategies that you would 

follow? 

- There was no time for this question in the end of the interview. 

 

5) Any relevant data they might have + anything else they might want to add 

  



 

 

 

Appendix 2 

HAIER – Interview guide 

My name is Ye Zi and I am a Master student from Copenhagen Business School in Denmark. 

Together with my partner Morten I am currently working on our Master’s thesis regarding 

international branding of Chinese MNCs. We think this is a very interesting topic since more and 

more Chinese MNCs intend to rise to become major players on a global level in terms of market 

shares and generated revenues. Building up a good brand becomes an important issue for them to 

enter the international market especially in developed countries. However, there are only a few 

Chinese brands that have been successful so far, Haier being one of them.  

As the world's largest white goods manufacturer and one of the most valuable Chinese brands, we 

are very interested in Haier’s international branding process, thus we are very pleased that you have 

agreed to do this interview. Our research will emphasize on the brand entry strategy in regards to 

the B2C market in Western Europe. So as a part of this we would like to know how Haier portrays 

itself as a brand in WE. 

Interviewee contact info:    

Skype name: figoycm  

Phone no.: +86 532-88937564 

Mobile no.: +86 151-54271283 

 

1) Introduction of interviewee 

Could you please give me a brief introduction of yourself, your title and function in the company, 

and how long you have been working here? 

- Chunming Ye, Product Manager (TV) in WE. 

 

2) Brand identity 

Being a Chinese MNC what kind of brand image of Haier do you expect to build in the WE market? 

- I think Electrolux, Whirlpool and Siemens are the key competitors. In the long run, we 

wanted to make an A-class product brand, and brand image to be portrayed as quality, 

innovation, design, performance and service. But in the short run Haier aimed to be a B-

class product because of strong negative influence of COO image and strong local 

competition, which makes it really hard to get the WE consumers to accept and trust our 

brand. Haier’s product price in WE used to be in low-medium level but now it has increased 

in recent years (since 2009). 

 

3) Internationalization process 



 

 

Could you please tell about Haier’s internationalization process? For instance the motivation, 

market share, key selling product (WE), competitors, customers. 

- “Hard first, easy second” which was concluded by Ruiming Zhang, the CEO of Haier. It 

means Haier would choose developed market first, and then come to emerging market, as 

Haier believe that once we can create a good brand in the developed market, the emerging 

markets will be much easier to enter. Meanwhile the Chinese government also gave the 

support and motivated us to go international. 

 

- In general, Haier’s strategy for entering the Western markets can be divided into four stages. 

The two first in the domestic market: brand building strategy and diversification strategy. 

The two last focused on the development in the global market: internationalization strategy 

and global brand strategy. 

 

- In 1994, Haier first entered the United States, and in 3 years later, it entered into WE. It 

took nearly 10 years for Haier to build up the local sales office, factories, research and 

design centres. In 2005, Haier started to focus on Branding and begun to implement of 

Global branding strategy in US. In 2009, the global branding stage has been officially 

implemented in WE. 

 

4) Brand entry mode 

According to the materials we have collected so far, Haier entered US market in 1999, established 

the Haier European Center in 2000, and altogether Haier chose to do geographical extension to 

develop its brand. 

a. Decision to do geographical extension 

Can you talk about why Haier chose geographical extension to create a global brand and which pros 

and cons the company have taken into consideration by doing it this way? 

(Speed, Control, Investment) (Negative COO? Easy to gain the trust?) 

- Haier chose to go aboard by its own it was not only because of “Hard first, easy second” 

philosophy, but also because we actually wanted to avoid negative COO, so we chose to go 

international by building up the local factories and sales offices in developed regions. We 

wanted to let Haier integrate easier into the local industry and the market, and tried to act 

same as the local companies. 

 

- We also thought about having some partners to cooperate when entering a new market, but 

it was hard to find a partner – we did not know anyone in the new market. Also localised 

production and sales let Haier avoid restriction of tax tariff in the developed region. 

 



 

 

 

- Therefore, in WE, Haier first chose Germany as the entry market as Germany is the country 

which is famous for its white goods and high tech industry. We knew it is a hard way of 

entry, but if we can succeed in German market in the beginning and establish the Haier 

brand well, everything later will be easier.  

 

- We had three phases to enter the developed market. Phases one, focus on revenues, and also 

start branding activities to local sales agent. Phases two, continue to increase market share 

and establish the own manufacturing plants locally.  Phases three, facilitate local sales and 

R&D centres, in order to utilize local resources and build up a localized brand image 

Control: Even though Haier’s internationalization was very tough, Haier has always wanted to 

have an absolutely control of the brand and products in overseas, e.g. brand, product development, 

market position. In order to understand the market, we applied the localisation strategy and built 

up the local office, and 80-90% is the local staff.  There will be 10% people from China, they are 

trying to communicate between local staff and Haier headquarter. The local sales, R&D and 

factories need to report to Haier headquarter monthly. Once the Haier brand is accepted and 

trusted by the local consumers, I believe that the high control management will show its 

outstanding advantages. 

Speed: That is a disadvantage. Haier has been in WE since 1997, but Haier brand still has not been 

widely recognized in WE. Actually before 2009, except in France, Haier was mainly doing OEM in 

most WE countries.  For instance in UK and Germany, Haier had signed some OEM contracts with 

some local retailer chains one after another, such as ARGOS, TESCO, and OBI, which valued for 

several billion dollars in total. The market share wasn’t very bad due to the OEM strategy (I cannot 

give you the specific number of the market share, because we did sell very well in 2005-2007). But 

the only problem is these retail chains contract only last for 2 years and after 2 years, they will look 

for new OEM partners in order to avoid the corruption between the supplier and purchaser. So in 

some years, we can get very good sales some years we don’t…  Since 2009, we changed our 

strategy to focus more on brand building than OEM, because OEM cannot give us the long run 

benefit that a good brand can. 

We focus on localisation; we hired the local staff in order to push the speed of local market 

penetration. But in the beginning when we entered the market, it was slow to establish everything 

from the scratch, because we did not know anyone, and the technology was not that advanced, we 

did do some outsourcing of R&D to local companies. 

Investment:  The investment is high which is obvious. But it is hard to say the exact number, as it 

includes both tangible and intangible assets. Well I should say it is not every enterprise has such 

brave and ability to make such decision. Luckily we had pretty good sales in the domestic market, 

which supported the overseas departments a lot, as well as some help from the Chinese government.  

In WE, Haier spent most money on the building up the overseas facilities, especially on sales. But 

did not spend too much on R&D. because we feel people do not trust Chinese brand, even though 

we have an equally good technology, local people will not trust it. When we did OEM, the sales 



 

 

were pretty good, but when we sold the products under our own brand, exactly same product, the 

sales wasn’t very good. 

b. Challenges when entering 

What were the biggest challenges Haier faced when first entering the brand into the WE market? 

How did you overcome it? 

(Negative COO? Lack of experience?  Culture clash?) 

Yes, production in developed region is too expensive! We did not know anyone so everything had to 

start from scratch. WE has intensive competition. 

Negative COO. Therefore we did OEM in the beginning, but we figured out it could last long. 

How did we overcome? 

1) localisation- from design, manufacturing, sales, logistics, service  

2) To avoid “Chinese element” in the brand, only promote Haier in a local image, for instance, 

Haier UK, Haier France. And the homepage are all written in the local language  

3) By local OEM or outsourcing—even though it did not help Haier to build up the brand, but it 

helps us accumulate the local knowledge 

c. Market share and changes after entering the market 

Which changes did Haier experience 1-2 years after they entered the WE market? How has it 

changed today? (Market shares, brand awareness, more partners willing to work with you??)  

In 2010, we made a research about Haier brand. Brand awareness was 1%-2% in UK, GE, IT and 

Spain, and 5% in France. And before 2009, the brand awareness in WE was almost 0%. 

The market share was hard to measure.  The products are sold under Haier band in WE in 2010, 

White goods: 2%-4%, TV: 1.5%- 2.0%  

Before 2010, the market share of white goods was below 2% and black goods (TV) was below1%. 

d. A set up scenario 

If you were to start over and could do something differently, what would that be? 

I will choose brand alliances instead. Because in the beginning (2000), the core competence of 

Haier was in the manufacturing – low cost, and we should use this advantages to cooperate with 

overseas sales agent or partners to open the WE market. If Haier was a white good giant, such as 

Electrolux, I could understand it did not want to lose its quality, innovation and brand so it wants to 

have a fully control of everything, but that moment  Haier did not have these. GE made Haier had a 

very hard time in internationalisation and the speed of localisation was extremely slow. It wanted to 



 

 

 

be a 1
st
 class brand, but in the end, due to the strong competition and stereotype of Chinese brand, 

it had to cut down price, and spent most of the money in Sales, did OEM as the major sales activity, 

and did not focus on brand building and R&D.  But luckily it has realized it since 2009, since the 

speed of localisation was extremely slow. 

Looking back could you please identify 1-3 strategies that seem to have contributed positively to 

brand awareness for the company in WE? 

1) Joining and show more in industry exhibitions and attracted newspaper to report  

2) Have a local partner to help Haier to fast access to the local sales and distribution channels  

3) In the beginning, avoid Chinese elements to show in the brand.  

Looking back could you please identify 1-3 strategies that seem to have contributed positively to 

brand image for the company in WE? 

1) Technology and quality are the basis 

2) Good and Effective Customer service  

3) More localised brand image  

Looking back could you please identify 1-3 strategies that seem to have contributed negatively 

to brand image for the company in WE? 

1) Low price strategy  

2) not adapt well into the local environment  

3) Poor communication between consumers and the company 

4) Only doing OEM 

If you had to make three recommendations to an up-and-coming Chinese company planning 

to enter WE in terms of its brand image, what would they be? 

Innovative strategy and branding strategy are the keys when plan to go international. 

If you were to set up a new business in China that was to be a born global (go international 

before establishing a national presence in China), what are the key strategies that you would 

follow? 

An international standard brand image, quality and innovation are always the key. As well as a 

great international team work. 

5) Any relevant data they might have + anything else they might want to add. 

  



 

 

Appendix 3 

HUAWEI – Interview guide 

My name is Ye Zi and I am a Master student from Copenhagen Business School in Denmark. 

Together with my partner Morten I am currently working on our Master’s thesis regarding 

international branding of Chinese MNCs. We think this is a very interesting topic since more and 

more Chinese MNCs intend to rise to become major players on a global level in terms of market 

shares and generated revenues. Building up a good brand becomes an important issue for them to 

enter the international market especially in developed countries. However, there are only a few 

Chinese brands that have been successful so far, Huawei being one of them.  

As a leading global information and communications technology (ICT) solutions provider, we are 

very interested in Huawei’s international branding process, thus we are very pleased that you have 

agreed to do this interview. Our research will emphasize on the brand entry strategy in regards to 

the B2C market in Western Europe. So as a part of this we would like to know how Huawei 

portrays itself as a brand in WE. 

Interviewee contact info: 

E-mail: richard.huang.nj@gmail.com 

Mobile no.: +86 139-1598279 

 

1) Introduction of interviewee 

Could you please give me a brief introduction of yourself, your title and function in the company, 

and how long you have been working here? 

Wei Huang, the sales manager for Enterprises clients in East China region between 2004 and 2011. 

2) Brand identity 

Being a Chinese MNC what kind of brand image of Huawei do you expect to build in the WE 

market? 

Target: provide middle – high end technology & quality, but offer middle-low price. It is expected 

to be a leading global ICT solutions provider. Customer first, localised service.  

In 2001, Renzheng Fei, the CEO of Huawei, told his employees “In the future telecommunication 

market, Huawei must be one of the dominant vendors in global ICT market together with Ericsson 

and Cisco.” 

But it sounded a little bit naïve, as high-end technology with a low price was ‘mission impossible’ 

for Huawei at that time, I think. To be honest, we did not have sufficient knowledge and know-how 

to produce high-end products or overseas business experience. Striving for that kind of image was 

because we knew the international competition was intensive. Huawei was eager to gain new 

mailto:richard.huang.nj@gmail.com


 

 

 

market shares in short term, as only after attaining a good market share, we were able to build up 

our brand. We clearly knew that one of Huawei’s biggest advantages was relatively low costs, 

though we did not have a high level technology to leverage this advantage and to support our 

business at that moment. But we did believe we could learn fast and reduce the difference in 

technology between Huawei and the competitors in a short period. 

However, due to the fierce competition in WE, Huawei had to adjust their brand aim. It was 

decided to sell low-medium ended products with cheap price. In recent years, Huawei has improved 

gradually the product quality and technology, and adjust the price level to mid-range in order to 

build up a better brand image.  

3) Internationalization process 

Could you please tell about Huawei’s internationalization process? 

(Motivation, market share, key selling product (WE), competitors, customers) 

Motivation: to increase the market share and create an international brand. 

For Huawei, first step is to gain the market share, and then is to build a brand. 

Process:  The strategy is the path of encircling the cities from the rural areas. 

First entering emerging market (e.g. Africa) then came to developed region. 

In developed region, Huawei aimed to open the high-end market in order to prove and show its 

international competitiveness. If Huawei’s brand can be successful in the mature markets, such as 

WE and North America, we can say that we almost win the world. 

Target Customers: Service Provider (B2B and B2B2C), Enterprises (B2B), consumers (B2C) 

4) Brand entry mode 

According to the materials we have collected, since 2003, Huawei tried to established strategic 

partnership in Europe with several local telecommunication giants, such as Marconi and 3COM. 

Huawei tried to do band alliances to create its international brand e.g. Huawei and 3COM formed 

the JV Huawei-3COM (H3C). Huawei made a mutual distribution agreement with Marconi to help 

Huawei be developed in WE and Marconi in Chinese market.  

a. Decision to do alliances 

Can you talk about why Huawei chose alliances to create its global brand and which pros and cons 

the company have taken into consideration by doing it this way? 

(Speed, Control, Investment) (Negative COO? Easy to gain the trust?) 

Brand alliance is the fastest way to let the consumers to know and buy the unfamiliar products. In 

the beginning, local consumer did not know who Huawei is, and Huawei did not know the market 



 

 

and local consumers either. Just imagine we were standing in a large forest. How could we avoid 

danger, find the right paths, and adapt into the new environment in short time? A trustful and 

experienced local guide will be our first choice.  Huawei is also learning very fast from the partners. 

Huawei is not yet a pioneer in ICT industry in WE, but it is believed it will be one day.  

Normally the WE consumers prefer to buy the products from either WE or NA, made in china is not 

a good option for them. 

So a trustful partner will be a great help that can introduce Huawei to the market, e.g. Huawei 

cooperated with local telecom giant 3COM and created “Huawei-3com” brand to open the 

European market. Business partners and end consumers knew 3com, and based on the trust of 3com 

brand, they would also give a try on Huawei brand. Same to the joint venture between Huawei and 

Siemens, that helped the Huawei brand to get some awareness and attention from the local 

customers. We knew most customers were interested in Siemens and their service solutions, so 

Huawei’s products presented in cooperation with Siemens also got the benefits from Siemens. 

However, we also realized that it is also difficult to find the right partners, e.g. the cooperation with 

Marconi. Huawei had one year collaboration with Marconi on marketing resources exchanging, 

and then Marconi was acquired by Ericsson. There was a rumour saying that Huawei actually had 

intention to acquire Marconi, but it was stopped by the British conservative party. If Marconi, a 

well-established old British telecommunication brand, was bought by an unknown Chinese 

company, most British people would not accept it emotionally. 

Furthermore, the investment is also relative low, because the local partner has lots of experiences 

in the local market (4Ps) and they also maintained a big database of existing consumers.   

Control: Take the example of Huawei-3com strategic partnership. In the agreement, Huawei owns 

51% shares and 3com 49%, and it was possible to change after 2 years (but he did not know what 

happened in 2 years). Therefore Huawei had the dominate right of decision making in the 

partnership. Also in the partnerships with local network operators, we sold Huawei branded 

consumers products through their distribution chain, where Huawei products were mainly sold 

bundled sold with operator’s network service. Thus we did not have dominated control over the 

promotion, end customer sales and service. 

Of course, brand alliance also had some risks –Huawei needed to cope with the partners who have 

different business culture, language, and goals. And these partners would also be the future 

competitors of Huawei. Huawei needs to avoid over sharing core competence to the partners. 

However, brand alliance is not Huawei’s goal, and Huawei always wanted to create own brand. 

b. Challenges when entering 

What were the biggest challenges HAIER faced when first entering the brand into the WE market? 

(Negative COO? Lack of experience? Culture clash?) 

- Not so easy to integrate into the local business.  



 

 

 

1) internal 

Huawei’s culture is a “Wolf culture” – everyone is aggressive, hardworking and team working. 

For Huawei’ers, living is working. In my office, everyone had a sleeping bag in their closet; we 

sometime worked until very late and slept together in the office during the night. Of course the 

payment was also very good. But such company culture cannot work in Europe or NA at all. So 

Huawei had to change into a more gentle way to let the partners and local employees to accept.  

 

2) External:  

In the beginning, Huawei also had hard time to find partners in WE, because most of the local 

companies did not trust Huawei – a Chinese unknown brand. So Huawei started to contact 

some partners they had worked in China before, and built up the partnership based on that. 

 

- Not enough trust for Huawei brand from local consumers 

As we all know “made in China” always stands for copied products and poor quality. Before 

entering WE market, Huawei aimed to provide high-end technology & quality, but offer middle- 

low price, however, the reality is it ended up as providing middle- low technology- quality and 

price. (Even had some cases Huawei had been sued for copying Cisco technology). I remember 

at that time the French television even used the title of ‘China has 3G Technology?!’ to report 

the news of Huawei.  So in the beginning, Huawei tried to look for the partners who had worked 

with Huawei before in China or use its cost advantage to work on some fringe projects to win 

the trust in the local market. 

 

c. Market share and changes after entering the market 

Which changes did Huawei experience 1-2 years after they entered the WE market? How has it 

changed today? 

(Market shares, brand awareness, are more partners willing to work with you?) 

N/A 

d. A set up scenario 

If you were to start over and could do something differently, what would that be? 

I think I will still choose brand alliance to build up Huawei brand. But I will definitely avoid low 

price sales strategy. The WE telecommunication market is very mature and competition is very 

intensive.  Technology is the key. Low price, made in china will never create a competitive image at 

all. Huawei has already realized it and trying to change it now. I think it will be very difficult to 

change the image if you have already setup a cheap image in the very beginning. 

Looking back could you please identify 1-3 strategies that seem to have contributed positively 

to brand image for the company in WE? 

1) Avoid low price strategy 



 

 

2) Ensure the quality – strictly follow the international standard 

3) Keep the core competence – technology!! 

Looking back could you please identify 1-3 strategies that seem to have contributed negatively 

to brand image for the company in WE? 

1) Don’t have a well understanding of the local market. E.g. law, culture, consumer need 

2) Low price, poor quality and copied design  

3) No differentiate personalized feature in the brand 

If you had to make three recommendations to an up-and-coming Chinese company planning 

to enter WE in terms of its brand image, what would they be? 

1) Focus on Innovation development – don’t copy! 

2) Customised service  

3) Produce middle to high ended products 

If you were to set up a new business in China that was to be a born global (go international 

before establishing a national presence in China), what are the key strategies that you would 

follow? 

I will sell a standardized product without distinct regional feature. I hope the business environment 

is very international-oriented.  

5) Any relevant data they might have + anything else they might want to add. 

  



 

Appendix 4 

Questionnaire as seen on SurveyXact: 

Introduction page: 

We are doing a Master's thesis on durable goods in Western Europe and for this we would 

like to investigate consumers' perceptions of different brands and their competitors. The 

target group for this survey is potential and existing customers living in France, 

Germany, Sweden or Denmark. 

This survey will be open until August 31th 2012. Many thanks for participating, your 

response is highly appreciated.   

1. Location 

(1)  France 

(2)  Germany 

(3)  Denmark 

(4)  Sweden 

 

Profile Questions page 

2. Gender 

(1)  Male 

(2)  Female 

3. Age: 

(1)  -19 

(2)  20-24 

(3)  25-29 

(4)  30-34 

(5)  35-39 

(6)  40-44 



 

 

(7)  45-49 

(8)  50-54 

(9)  55-59 

(10)  60-64 

(11)  65- 

 

Brand Awareness page: 

Please evaluate the following six statements: 

4. I know what the brand looks like: 

 [1] strongly disagree - [5] strongly agree 

 1 2 3 4 5 

HP (Hewlett-Packard) (1)  (2)  (3)  (4)  (5)  

Lenovo (1)  (2)  (3)  (4)  (5)  

DELL (1)  (2)  (3)  (4)  (5)  

Electrolux (1)  (2)  (3)  (4)  (5)  

Haier (1)  (2)  (3)  (4)  (5)  

Whirlpool (1)  (2)  (3)  (4)  (5)  

Ericsson (1)  (2)  (3)  (4)  (5)  

Huawei (1)  (2)  (3)  (4)  (5)  

Cisco Systems (1)  (2)  (3)  (4)  (5)  

5. I can recognize the brand among other competing brands: 

 [1] strongly disagree - [5] strongly agree 

 1 2 3 4 5 

HP (Hewlett-Packard) (1)  (2)  (3)  (4)  (5)  



 

 

 

 [1] strongly disagree - [5] strongly agree 

 1 2 3 4 5 

Lenovo (1)  (2)  (3)  (4)  (5)  

DELL (1)  (2)  (3)  (4)  (5)  

Electrolux (1)  (2)  (3)  (4)  (5)  

Haier (1)  (2)  (3)  (4)  (5)  

Whirlpool (1)  (2)  (3)  (4)  (5)  

Ericsson (1)  (2)  (3)  (4)  (5)  

Huawei (1)  (2)  (3)  (4)  (5)  

Cisco Systems (1)  (2)  (3)  (4)  (5)  

6. I am aware of the brand: 

 [1] strongly disagree - [5] strongly agree 

 1 2 3 4 5 

HP (Hewlett-Packard) (1)  (2)  (3)  (4)  (5)  

Lenovo (1)  (2)  (3)  (4)  (5)  

DELL (1)  (2)  (3)  (4)  (5)  

Electrolux (1)  (2)  (3)  (4)  (5)  

Haier (1)  (2)  (3)  (4)  (5)  

Whirlpool (1)  (2)  (3)  (4)  (5)  

Ericsson (1)  (2)  (3)  (4)  (5)  

Huawei (1)  (2)  (3)  (4)  (5)  

Cisco Systems (1)  (2)  (3)  (4)  (5)  

7. Some characteristics of the brand come to my mind quickly: 

 [1] strongly disagree - [5] strongly agree 



 

 

 1 2 3 4 5 

HP (Hewlett-Packard) (1)  (2)  (3)  (4)  (5)  

Lenovo (1)  (2)  (3)  (4)  (5)  

DELL (1)  (2)  (3)  (4)  (5)  

Electrolux (1)  (2)  (3)  (4)  (5)  

Haier (1)  (2)  (3)  (4)  (5)  

Whirlpool (1)  (2)  (3)  (4)  (5)  

Ericsson (1)  (2)  (3)  (4)  (5)  

Huawei (1)  (2)  (3)  (4)  (5)  

Cisco Systems (1)  (2)  (3)  (4)  (5)  

8. I can quickly recall the symbol or logo of the brand: 

 [1] strongly disagree - [5] strongly agree 

 1 2 3 4 5 

HP (Hewlett-Packard) (1)  (2)  (3)  (4)  (5)  

Lenovo (1)  (2)  (3)  (4)  (5)  

DELL (1)  (2)  (3)  (4)  (5)  

Electrolux (1)  (2)  (3)  (4)  (5)  

Haier (1)  (2)  (3)  (4)  (5)  

Whirlpool (1)  (2)  (3)  (4)  (5)  

Ericsson (1)  (2)  (3)  (4)  (5)  

Huawei (1)  (2)  (3)  (4)  (5)  

Cisco Systems (1)  (2)  (3)  (4)  (5)  

9. I have no difficulties in imagining the brand in my mind: 

 [1] strongly disagree - [5] strongly agree 



 

 

 

 1 2 3 4 5 

HP (Hewlett-Packard) (1)  (2)  (3)  (4)  (5)  

Lenovo (1)  (2)  (3)  (4)  (5)  

DELL (1)  (2)  (3)  (4)  (5)  

Electrolux (1)  (2)  (3)  (4)  (5)  

Haier (1)  (2)  (3)  (4)  (5)  

Whirlpool (1)  (2)  (3)  (4)  (5)  

Ericsson (1)  (2)  (3)  (4)  (5)  

Huawei (1)  (2)  (3)  (4)  (5)  

Cisco Systems (1)  (2)  (3)  (4)  (5)  

 

Brand Image page 1:  

Please note that there are no correct or incorrect answers. The answers should reflect your 

personal opinions or thoughts on the brand. 

10. You regard the brand as: [1] Unreliable - Reliable [7] 

 1 2 3 4 5 6 7 

HP (Hewlett-Packard) (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Lenovo (1)  (2)  (3)  (4)  (5)  (6)  (7)  

DELL (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Electrolux (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Haier (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Whirlpool (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Ericsson (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Huawei (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Cisco Systems (1)  (2)  (3)  (4)  (5)  (6)  (7)  



 

 

11. You regard the brand as: [1] Unreasonable priced - Reasonable priced [7] 

 1 2 3 4 5 6 7 

HP (Hewlett-Packard) (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Lenovo (1)  (2)  (3)  (4)  (5)  (6)  (7)  

DELL (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Electrolux (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Haier (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Whirlpool (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Ericsson (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Huawei (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Cisco Systems (1)  (2)  (3)  (4)  (5)  (6)  (7)  

12. You regard the brand as: [1] Common - Exclusive [7] 

 1 2 3 4 5 6 7 

HP (Hewlett-Packard) (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Lenovo (1)  (2)  (3)  (4)  (5)  (6)  (7)  

DELL (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Electrolux (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Haier (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Whirlpool (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Ericsson (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Huawei (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Cisco Systems (1)  (2)  (3)  (4)  (5)  (6)  (7)  

13. You regard the brand as: [1] Not so careful workmanship - Careful workmanship [7] 

 1 2 3 4 5 6 7 

HP (Hewlett-Packard) (1)  (2)  (3)  (4)  (5)  (6)  (7)  



 

 

 

 1 2 3 4 5 6 7 

Lenovo (1)  (2)  (3)  (4)  (5)  (6)  (7)  

DELL (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Electrolux (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Haier (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Whirlpool (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Ericsson (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Huawei (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Cisco Systems (1)  (2)  (3)  (4)  (5)  (6)  (7)  

14. You regard the brand as: [1] Imitative - Innovative [7] 

 1 2 3 4 5 6 7 

HP (Hewlett-Packard) (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Lenovo (1)  (2)  (3)  (4)  (5)  (6)  (7)  

DELL (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Electrolux (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Haier (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Whirlpool (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Ericsson (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Huawei (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Cisco Systems (1)  (2)  (3)  (4)  (5)  (6)  (7)  

15. You regard the brand as: [1] No pride of ownership - Pride of ownership [7] 

 1 2 3 4 5 6 7 

HP (Hewlett-Packard) (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Lenovo (1)  (2)  (3)  (4)  (5)  (6)  (7)  

DELL (1)  (2)  (3)  (4)  (5)  (6)  (7)  



 

 

 1 2 3 4 5 6 7 

Electrolux (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Haier (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Whirlpool (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Ericsson (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Huawei (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Cisco Systems (1)  (2)  (3)  (4)  (5)  (6)  (7)  

16. You regard the brand as: [1] Conventional - Stylish [7] 

 1 2 3 4 5 6 7 

HP (Hewlett-Packard) (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Lenovo (1)  (2)  (3)  (4)  (5)  (6)  (7)  

DELL (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Electrolux (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Haier (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Whirlpool (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Ericsson (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Huawei (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Cisco Systems (1)  (2)  (3)  (4)  (5)  (6)  (7)  

 

Brand Image page 2:  

Continued 

17. You regard the brand as: [1] For young people - Not for young people [7] 

 1 2 3 4 5 6 7 

HP (Hewlett-Packard) (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Lenovo (1)  (2)  (3)  (4)  (5)  (6)  (7)  



 

 

 

 1 2 3 4 5 6 7 

DELL (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Electrolux (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Haier (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Whirlpool (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Ericsson (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Huawei (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Cisco Systems (1)  (2)  (3)  (4)  (5)  (6)  (7)  

18. You regard the brand as: [1] Costly to run - Economical to run [7] 

 1 2 3 4 5 6 7 

HP (Hewlett-Packard) (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Lenovo (1)  (2)  (3)  (4)  (5)  (6)  (7)  

DELL (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Electrolux (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Haier (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Whirlpool (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Ericsson (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Huawei (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Cisco Systems (1)  (2)  (3)  (4)  (5)  (6)  (7)  

19. You regard the brand as: [1] Low quality - High quality [7] 

 1 2 3 4 5 6 7 

HP (Hewlett-Packard) (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Lenovo (1)  (2)  (3)  (4)  (5)  (6)  (7)  

DELL (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Electrolux (1)  (2)  (3)  (4)  (5)  (6)  (7)  



 

 

 1 2 3 4 5 6 7 

Haier (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Whirlpool (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Ericsson (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Huawei (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Cisco Systems (1)  (2)  (3)  (4)  (5)  (6)  (7)  

20. You regard the brand as: [1] High service costs - Low service costs [7] 

 1 2 3 4 5 6 7 

HP (Hewlett-Packard) (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Lenovo (1)  (2)  (3)  (4)  (5)  (6)  (7)  

DELL (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Electrolux (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Haier (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Whirlpool (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Ericsson (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Huawei (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Cisco Systems (1)  (2)  (3)  (4)  (5)  (6)  (7)  

21. You regard the brand as: [1] Low performance - High performance [7] 

 1 2 3 4 5 6 7 

HP (Hewlett-Packard) (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Lenovo (1)  (2)  (3)  (4)  (5)  (6)  (7)  

DELL (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Electrolux (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Haier (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Whirlpool (1)  (2)  (3)  (4)  (5)  (6)  (7)  



 

 

 

 1 2 3 4 5 6 7 

Ericsson (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Huawei (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Cisco Systems (1)  (2)  (3)  (4)  (5)  (6)  (7)  

22. You regard the brand as: [1] Not durable - Durable [7] 

 1 2 3 4 5 6 7 

HP (Hewlett-Packard) (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Lenovo (1)  (2)  (3)  (4)  (5)  (6)  (7)  

DELL (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Electrolux (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Haier (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Whirlpool (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Ericsson (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Huawei (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Cisco Systems (1)  (2)  (3)  (4)  (5)  (6)  (7)  

23. You regard the brand as: [1] Something I don't like - Something I like [7] 

 1 2 3 4 5 6 7 

HP (Hewlett-Packard) (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Lenovo (1)  (2)  (3)  (4)  (5)  (6)  (7)  

DELL (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Electrolux (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Haier (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Whirlpool (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Ericsson (1)  (2)  (3)  (4)  (5)  (6)  (7)  

Huawei (1)  (2)  (3)  (4)  (5)  (6)  (7)  



 

 

 1 2 3 4 5 6 7 

Cisco Systems (1)  (2)  (3)  (4)  (5)  (6)  (7)  

 

Detailed Image page:  

We would really value your detailed views on the following four short questions.   

24. Of the top of your head, which words would you use to describe the basic functions and 

performance of the products/services below? 

Lenovo ______________________________________________ 

Haier ______________________________________________ 

Huawei ______________________________________________ 

25. How do you think the brands distinguish themselves from others in their product/service 

category? 

Lenovo ______________________________________________ 

______________________________________________ 

Haier ______________________________________________ 

______________________________________________ 

Huawei ______________________________________________ 

______________________________________________ 

26. If you think of the brand as a person, which one of the following personal characteristics do you 

think best describe each brand? 

Lenovo (1)  Successful 

(2)  Professional 

(3)  Innovative 

(4)  Caring 

(5)  Other __________ 



 

 

 

Haier (1)  Successful 

(2)  Professional 

(3)  Innovative 

(4)  Caring 

(5)  Other __________ 

Huawei (1)  Successful 

(2)  Professional 

(3)  Innovative 

(4)  Caring 

(5)  Other __________ 

27. Do you think that people in your country have bought or will buy the products/services made by 

these companies? Please give a short explanation. 

Lenovo ______________________________________________ 

______________________________________________ 

Haier ______________________________________________ 

______________________________________________ 

Huawei ______________________________________________ 

______________________________________________ 

 

 

Thank you very much for participating in our survey. 

Please remember to click the 'finish' button. 

Have a nice day.  

 

 



 

Appendix 5 

 

 

 

LENOVO

Table 1. Background

Year founded Location Motivtion of going international Aim of international branding

1984 Beijing, P.R.C.

1. Intensive competition in Chinese PC 

industry.

2. China entered WTO.

3. Failed diversification strategy in 

Chinese market.

4. IBM initially approached Lenovo 

regarding M&A.

“to develop, manufacture and market its own 

computer system"  (1980)

"a well-represented first-class international 

brand with a distinctive image"  (2003)

"serving customers, trust and integrity, 

teamwork across cultures, and as having an 

innovative and entrepreneurial spirit"  (2010)

Table 2. Internationalization (focus on mature markets)

Year Place Institutional entry mode Brand entry mode Activities Target market

1993 USA Greenfield investment Own brand - Legend Established Legend Silicon Valley R&D center P.R.C.

1993-1997 ASEAN Greenfield investment Own brand - Legend Established 21 Legend Sales offices in 14 countries ASEAN

1998 Hong Kong Joint venture Own brand - Legend
JV with Daw - a local HK trading company and established 

Legend Hong Kong Ltd.

P.R.C., HK and a few 

international markets

1998 Hong Kong Merger & Acquisition Brand acquisition - QDI
Acquired QDI Technology Ltd. and sold computer motherborad 

under QDI brand.

P.R.C., HK and a few 

international markets

1999 Hong Kong Greenfield investment Own brand - Legend Established Legend Hong Kong R&D center
P.R.C., HK and a few 

international markets

2005 USA Merger & Acquisition Brand acquisition - Lenovo IBM Think series Lenovo Group Ltd. was founded, and a US HQ was established Global market

2010 Global Joint venture Own brand - Lenovo

Lenovo signed the extension of strategic partner contract with 

IBM, and let IBM contitute to provide customer services and 

technical support to Lenovo PC clients

2011 Germany Merger & Acquisition Brand acquisition - Medion Acquired Medion AG WE



 

 

 

  

HAIER

Table 1. Background

Year founded Location Motivation of going international Aim of international branding

1984 Qingdao, P.R.C.

1. Dissatisfied with price wars in 

Chinese home applicance market.

2. China entered WTO.

3. Received a contract offer from US 

distributor Welbilt and entered US 

market with own brand name 

successfully.

“difficult first, easy later” (mid 1990s)

"market first, profit second" (mid 1990s)

"go abroad and export to create a famous brand" 

(1998) 

"changing such negative image of Made-in-China" 

(late 1990s)

"higher class of quality, innovation, design, 

performance and service” (2011)

Table 2. Internationalization (focus on mature markets)

Year Place Institutional entry mode Brand entry mode Activities Target market

Early 1990s P.R.C. OEM Private label OEM for different international PC brands (HP, Dell, IBM etc.) 
P.R.C. and a few 

interational markets

1994 US Sales alliance Own brand - Haier Distributed by Welbilt Application in US US

1997 WE Sales branches Own brand - Haier Distributed via several local sales agents WE

1999 US Greenfield investment Own brand Haier America Trading was founded US

2000 WE Greenfield investment/OEM Own brand/Purchasing company's brand Haier European Trading  was founded WE

2001 US Greenfield investment Own brand Established new HQ in US US

2001 Italy Merger & Acquisition Own brand Acquired local refrigerator factory plant from Meneghetti Equipment WE

2003 Germany Strategic alliance/OEM Own brand/Private label Distributed by OBI chain Germany

2004
UK, France, Italy, Germany, 

Spain
Greenfield investment/OEM Own brand/Private label Established regional sales and trading centers WE

2004 Italy Greenfield investment/OEM Own brand/Private label Established Haier Electronics Europe - Sales HQ in WE WE

2006 ARGOS Strategic alliance/OEM Own brand/Private label Distributed by ARGOS UK

2006 TESCO Strategic alliance/OEM Own brand/Private label Distributed by TESCO UK

2010 Germany Greenfield investment Own brand Established Haier R&D center in Germany WE



 

 

 

 

HUAWEI

Table 1. Background

Year founded Location Motivation of going international Aim of international branding

1987 Shenzhen, P.R.C.

1. Sales revenue decreased in the 

Chinese market due to domestic 

telecommunication industry 

restructuring by the government.

2. Due to East Asian financial crisis in 

the late 1990s the Chinese economy 

was in recession.

3. Self development.

"one of dominant vendors in global ICT market 

together with Ericsson and Cisco"  (1996)

"a brand which stresses innovation and 

optimization of value for the customer"  (late 1990s)

"to provide middle- to high-end technology and 

service, but only at a low- to mid-range price" 

(late 1990s)

Table 2. Internationalization (first emerging markets, then mature markets)

Year Place Institutional entry mode Brand entry mode Activities Target market

1997 - 1999 Africa, India & Russia
Stratgeic partnership (with local 

operators)/Greenfield investment
Brand alliance/Own brand - Huawei

Distributed by local operators and estbalihsed: Regional HQ,  Sales offices, 

R&D centres Emerging markets

2000 Sweden Greenfield investment Own brand - Huawei Established Huawei R&D center, Sweden WE

2001 US Greenfield investment Own brand - Huawei Established Huawei R&D center, US US

2003 P.R.C. Joint venture Brand alliance - H3C Established Huawei 3 COM (H3C) P.R.C., US & WE

2004 Netherlands Strategic partnership Brand alliance - Huawei
Achieves first significant contract win in Europe valued at over USD25 

million with Dutch operator, Telfort. 
Scandinavia

2004 P.R.C. Joint venture/OEM
Brand alliance - TD Tech/ Purchasing company's 

brand

Established TD Tech Ltd. By JV

Also OEM for Siemens
P.R.C. & WE

2005 UK Strategic partnership Brand alliance - Huawei

Huawei and Marconi signed a strategic partnership contract – each being 

sales agent for the other party. Their cooperation was focusing on sharing the 

local sales and distribution network resource

WE

2005 UK Strategic partnership Brand alliance - Huawei
Supplying advanced 3G technology for Vodafone Europe 

Co-established six R&D centers in Europe 
WE

2009 Norway Strategic partnership Brand alliance - Huawei

Huawei delivered LTE/EPC commercial network to local operator 

TelisaSonera in Oslo, Norway. 

TeliaSonera also distributed Huawei mobile network products to end 

consumers in TeliaSonera stores

Scandinavia

2011 UK Greenfield investment Brand alliance - Huawei Established Huawei Cyber Security Evaluation Centre UK

2011 UK Strategic partnership Brand alliance - Huawei
Huawei supplied Single RAN GSM network solution to EE 

EE distributed  Huawei's end consumers' products in EE stores.
UK

2011 Sweden Strategic partnership Brand alliance - Huawei
Huawei supplied Single RAN GSM network solution to Telenor

Telenor distributed Huawei's end consumer products in Telemor stores
WE



 

Appendix 6 

Quantitative data from online survey: 

 

  

Table 1. Brand scores

PCs White goods ICT equipment

HP Lenovo Dell Electrolux Haier Whirlpool Ericsson Huawei Cisco

4 I know what the brand looks like 4,33              3,76              4,37              3,11              1,61              3,27              4,03              2,44              2,95              

5 I can recognize the brand among other competing brands 4,32              3,86              4,43              3,31              1,75              3,30              3,95              2,28              2,87              

6 I am aware of the brand 4,55              3,98              4,61              3,65              1,80              3,66              4,24              2,58              3,28              

7 Some characteristics of the brand come to my mind quickly 4,17              3,56              4,30              3,17              1,60              3,16              3,80              2,23              2,83              

8 I can quickly recall the symbol or logo of the brand 4,43              3,62              4,52              3,05              1,47              3,16              3,75              2,06              2,79              

9 I have no difficulties in imagining the brand in my mind 4,34              3,51              4,35              3,00              1,59              3,07              3,81              2,29              2,72              

Brand avareness average (#4-9) 4,36              3,72              4,43              3,22              1,64              3,27              3,93              2,31              2,91              

10 Unreliable - Reliable 5,68              5,60              5,30              5,20              3,63              4,86              5,19              3,53              5,05              

11 Unreasonably priced - Reasonably priced 4,97              4,83              4,77              4,48              4,09              4,48              4,81              4,22              4,30              

12 Common - Exclusive 3,84              4,33              3,22              3,72              2,93              3,65              3,37              2,60              4,13              

13 Not so careful workmanship - Careful workmanship 4,84              5,00              4,49              4,85              3,59              4,52              4,80              3,66              4,99              

14 Imitative - Innovative 4,67              4,75              3,97              4,54              3,15              4,45              4,22              3,51              4,74              

15 No pride of ownership - Pride of ownership 4,58              4,70              3,91              4,47              3,09              4,23              4,33              3,19              4,40              

16 Conventional - Stylish 4,35              4,28              3,70              4,15              2,89              3,92              4,03              3,32              3,48              

17 For young people - Not for young people 3,96              4,35              3,72              4,64              3,30              4,61              3,89              3,50              4,75              

18 Costly to run - Economical to run 4,28              4,20              4,24              4,19              4,28              3,87              4,19              4,35              3,90              

19 Low quality - High quality 5,11              5,46              4,40              5,12              3,70              4,92              4,69              3,66              5,01              

20 High service costs - Low service costs 4,05              4,13              4,03              3,85              4,00              3,81              4,16              4,16              3,97              

21 Low performance - High performance 5,21              5,47              4,57              5,19              3,76              4,93              4,56              3,85              5,06              

22 Not durable - Durable 5,18              5,46              4,43              5,38              3,98              5,05              4,61              4,01              5,07              

23 Something I don't like - Something I like 5,06              5,29              4,13              5,10              3,65              4,65              4,40              3,81              4,59              

Brand image average (#10-23) 4,70              4,85              4,21              4,64              3,57              4,42              4,37              3,67              4,53              

Table 2. Industry averages vs. Chinese brands Average based on all three brands

PCs White goods ICT equipment

Average Lenovo Diff Average Haier Diff Average Huawei Diff

4 I know what the brand looks like 4,15              3,76              -0,39 2,66              1,61              -1,05 3,14              2,44              -0,70 

5 I can recognize the brand among other competing brands 4,20              3,86              -0,34 2,79              1,75              -1,04 3,04              2,28              -0,75 

6 I am aware of the brand 4,38              3,98              -0,40 3,04              1,80              -1,24 3,36              2,58              -0,79 

7 Some characteristics of the brand come to my mind quickly 4,01              3,56              -0,45 2,64              1,60              -1,05 2,95              2,23              -0,72 

8 I can quickly recall the symbol or logo of the brand 4,19              3,62              -0,57 2,56              1,47              -1,09 2,87              2,06              -0,80 

9 I have no difficulties in imagining the brand in my mind 4,07              3,51              -0,55 2,55              1,59              -0,97 2,94              2,29              -0,65 

4,17 3,72 -0,45 2,71 1,64 -1,07 3,05 2,31 -0,73 

10 Unreliable - Reliable 5,53              5,60              0,08 4,56              3,63              -0,93 4,59              3,53              -1,06 

11 Unreasonably priced - Reasonably priced 4,86              4,83              -0,03 4,35              4,09              -0,26 4,44              4,22              -0,22 

12 Common - Exclusive 3,80              4,33              0,53 3,44              2,93              -0,50 3,37              2,60              -0,76 

13 Not so careful workmanship - Careful workmanship 4,78              5,00              0,22 4,32              3,59              -0,73 4,48              3,66              -0,82 

14 Imitative - Innovative 4,46              4,75              0,29 4,05              3,15              -0,89 4,16              3,51              -0,64 

15 No pride of ownership - Pride of ownership 4,40              4,70              0,30 3,93              3,09              -0,84 3,97              3,19              -0,78 

16 Conventional - Stylish 4,11              4,28              0,17 3,65              2,89              -0,76 3,61              3,32              -0,29 

17 For young people - Not for young people 4,01              4,35              0,34 4,19              3,30              -0,88 4,04              3,50              -0,54 

18 Costly to run - Economical to run 4,24              4,20              -0,04 4,11              4,28              0,17 4,15              4,35              0,21

19 Low quality - High quality 4,99              5,46              0,47 4,58              3,70              -0,88 4,45              3,66              -0,79 

20 High service costs - Low service costs 4,07              4,13              0,06 3,89              4,00              0,11 4,10              4,16              0,07

21 Low performance - High performance 5,09              5,47              0,39 4,63              3,76              -0,87 4,49              3,85              -0,64 

22 Not durable - Durable 5,02              5,46              0,43 4,80              3,98              -0,83 4,57              4,01              -0,55 

23 Something I don't like - Something I like 4,83              5,29              0,46 4,47              3,65              -0,82 4,26              3,81              -0,45 

Brand image average (#10-23) 4,58 4,85 0,27 4,21 3,57 -0,64 4,19 3,67 -0,52 



 

Appendix 7 

Qualitative data from online survey: 

  

QUESTION 24

Turstable & Reliability Quality Functionality Innovation Design Professional Customer centered anonymity Price

Products/

Service

Company 

history Don’t know

reliable Top quality High performance  Innovative

fast lightweight 

laptop for work business-minded User friendly anonymity

good quality at a 

reasonable price laptops

Got IBM 

Support

Got IBM support in PC. quality Functionality IBM Support not focus on style working pc Easy to use God til prisen PC

reliable durable Solid different style Suited for work High price laptops

reliable laptops powerful

Trustable High performance

focus on 

performance

Chinese high quality 

brand coming up Don’t know

Don't have any experience 

with the brand

Never used a product of 

Haier

don't know the products

Quality is acceptable, 

not the top quality. Multifunctional, Imitation cell phones Userfriendly

Good value for 

money

Produce 

mobile 

phones

New big 

company from 

asia Don't know

Low performance Cheap USB stick dont know

Low price ?

None

Dont know

None

n/a

Dont know

LE
N

O
V

O
H

A
IE

R
H

U
A

W
E

I



 

 

 

 

 

 

 

 

QUESTION 25

Turstable & Reliability Quality Functionality Innovation Design Professional Price Don’t know

Reliable PC High quality funktionalities Newthinking Classic design

Suitable as 

company/office laptop

Det virker selvom det er 

billigt Have no idea

Reliable High quality Solid High technology

Red spot build in the 

laptop-- old IBM pc 

look

more oriented towards 

the business segment Expensive /

Quality Strong PC More innovative plain an simply style Business focused No Comment

Good quality Pænt design Business minded

Style

Cheap price N/A

Dont know

No Comment

Innovative Cheaper price dont know

cheap versions of hot 

phones ?

Don't know

Dont know

n/a

No Comment

no

H
U

A
W

E
I

LE
N

O
V

O
H

A
IE

R



 

 

 

 

 

 

 

QUESTION 26

Professional Successful Innovative Other

LENOVO 18 3 2 2

HAIER 1 1 2

HUAWEI 6 7

QUESTION 27

Bought or will buy &  Why Will not buy & Why Maybe & Why Don’t know

20 2 0 1

Good Quality x4

IBM support

Trustful and reliable brand reputation x7

Business focused x4

Nice design/Style

Useable and robust functionality

Reasonable price

Easily reacheable in the market

Advanced technology

Thinkpad series of laptops is well known 

1 0 1 2

Will buy because of good brand reutation

Maybe buy but never really 

saw them at a store

4 3 3 1

Newcommer in the market, and can be seen 

more and more Poor Quality 

If they can establish a better 

brand reputation

Innovative 

Cheaper brand 

image

If they can improve the 

quality

Cheaper price Unknown brand

H
U

A
W

EI
H

A
IE

R
LE

N
O

V
O


