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Abstract

Abstract

With the popularization of Internet applications, E-commerce has been in rapid
development. Nowadays, online shopping has become increasingly important in our
daily life. As an important link in e-commerce, online marketing (or E-marketing),
to a large extent, has changed the traditional marketing forms, not only helping
enterprises increase efficiency, reduce costs, expand market, but also helping
enterprises gain social and economic benefits. Furthermore, comparing to traditional
marketing, online merchandising has the advantage of internationalization and
information integration, has become an important portion of enterprise’s overall
marketing strategy. Online merchandising is the future trend. How to effectively
conduct on-line merchandising, has been receiving more and more attentions from
both the internet-based business and traditional enterprises.

Company A is one of the biggest transnational enterprises who started online
business since the 90’s of 20" century. Company A applies standard platform in its
global websites, provides semblable page design, similar product lines and
analogous purchase process, but the performance of online business are different
from region to region. This article is intended to investigate the online
merchandising between company A’s U.S. Web site as the representative of the
mature markets and its mainland China website as the representative of the emerging
markets, to identify the different online-merchandising strategy applied in these two
regions, as well as to evaluate other factors of influence . This article also discusses
the in the business environment in China, what are the differences between company
A and the other well-known PC manufactures conducting online merchandising.
This study aims to address the challenges and opportunities for company A

developing its online business in China and exploring possible solutions.
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F %

H &

BB LEID e s as s sassas e sassaes 1
R IR L T 1
<o TR 7= ) B A 5
0 TR 7 Sy BT 4 L 6

FTE MEEHEBRRIAEIEIL coveererernrnenenerereeeesesesssesisssesssssssssssens 8
Rl T kT B T 8
=g e = o T 9
E=F EMREEHEEIREEE ..o e 10
EY R EES I R A s 11

FZT ADFIEEHEEITL coeeeereercreiiereaseesesesesesesesessssssssssssesssesesens 14
E—F ALRABCUEBIREMEEEEZRAE .o, 14
T WMEEHELARALSERPHGEBEMAL ..o, 15
E=T MEEHENBTIIPEEARTRE. ..o, 15
HEMF B EHEETLTIBPAIER e see s 16
ERY P EEIIETERE ..o n s 16
ERT MBS EREEHRIER e 18

EME A QARERATIEEHHTIAMEEEZ L vvcrcnncinnes 19
o el T 19
EZT FNEEHENENERNIREEARD o 27
F=F ARTAECEMEEHENEEER 35
21 R 40

EFRE AAREPERMEMEEHRIEERIEZED oovereercncrcncnrennees 42
F—1 ARXTEDEKRMERBEETE SWOT ST oeeeeeeerererereeeeeeeeeenes 42
FoH A QAP EMEE AR ICE ST oo 46
F=F WALADEKRFEMEE AP FEELHEIE W - eeeeeereeererereerrerenenns 48



A FILE AT I AIE % T 1 R 14 238 2 0 SRS IE 5T

TBTNEE 28 T8 eevcececceceeseecssessesssesssessessssssesnsessessssssssnsesssessessssssssnsesnssnnens 52
i R o = b R RTRRR 52
e R o R TRTRRRT 53



Context

Context

Charpter 1 Preface.... i ceeeeiccnscsnniccssssnniccsssssnssssssssssssssssssssssssssssssssssssns 1

1.1 Research Background............ccceeeiicnisnriccissnnnicsssnsncssssnssncsssssnecsssssssssssssssssans 1

1.2 ReSeArCh PUIFPOSE....uuciiiueiiiiniiinniiissnnicssnnicssnncssssnesssnesssssessssnessssscsssssssssssssssssses 5

1.3 Research Methodology ........ccceiieisricssnnicssnncsssnncssesssssessssssssssssssssssscsssssssnssses 6

Charpter 2 Introduction of Online Marketing and Reference............... 8

2.1 Online Marketing Basic CONCEPL ....ccueevvreererssuensnnssninsinissseissnesssessnsssansssacesns 8

2.2 Online Marketing Main Content.........c..ccovveecssserccocisosinscsssnssssassssasssssassssssses 9

2.3 Environmental Factors to Impact Online Marketing........coeceeevueesueesneennees 10

2.4 REfereNCe...uuucnenneniinenriiiesnennessnnsnennesiessiissasssnssissssessasssessassssssasssaessassassassaes 11

Charpter 3 Brief of Online Marketing of Company A...........cccccceeerennee 14

3.1 Introduction of COMPANY ....ccccerneiissiinsrnnsnnsssesssnsssresssnssssesssasssssssssssssssssasssses 14

3.2 Strategic Position of Online Marketing..........ccceeeecesnicssnnicssenscssansssssssssasenes 15

3.3 Online Marketing Status in the Matured Markets .........cccoceeeeveeecsceeccsnnneene 15

3.4 Online Marketing Status in the Emerging Markets 16

3.5 Online Marketing Basic Strategies.......ccueerreeerenssnessecsssensansssaesssecsssessansssaens 16

3.6 Key Metrics for Performance Measurement..........ccccceeeercssnnrcssanscssssscssnseces 18
Charpter 4 Online Marketing Strategy Comparison between

Matured Markets and Emerging Markets ..................... 19

4.1 Online Marketing Strategies .......ccoccveruerseessrenssnnssaenssnesssecssnecsasesncsssnssssesanses 19

4.2 Impact of the Macro-environmental FACtOrs ......ccccccevvuricrvurccsrercssnrcscercsnes 28

4.3 Experience of Online Marketing in Brazil............cceoeevvueeseensnensecssneesnecnnees 36

4.4 SUINIATY ccvveierraressssrcsssarsssssssssssssssssssssasssssasssssassssssssssssssssssssssssssssssssssasssssassssnss 41

Charpter S Proposals of Optimizing Online Marketing Strategies in
CRINA cocceeniiiiintincnitencineennteecssstesssssecsssseesssssessssssssssssassssns 43
5.1 SWOT ADALYSIS ceecuerrnensuenssnensunnssnessannsssesssnssssesssnssssssssassssssssssssasssssssssssssssssasss 43



A R AE ST S RIUHT S 1 3 1) W) 2675 B SRS T 5T

5.2 Strategic match analysis .....cocccevveecirnccssnncsssnncsssnrssssnnssssnsssssssssssssssssssssssssssnes 47
5.3 PropPosals ...ceceuirnecnseniinensenssnensncssnncsesssscsssncsssessssssssssssnsssssssasssssssssasssssssases 49
Charpter 6 CoOnCIUSIONS ......ueeiieeiirrnnrecsssssanrecssssssssessssssssessssssssssssssssssssssses 52
6.1 Learnings from the Research..........icceiinveiinsvnrcnsnicnsercssencssnncssnnscsssnssnes 52
0.2 PrOSPECLES cueeeierericssnrinssnncssnncsssnncsssnecsssnecssssessssesssssesssssesssssssssssssssssssssssssssnsssnss 53
RECIENCE...cccueeiiiirerinittiiiitticnitticnniessnniessssecsssseesssssssssssessssseesscsssessans 54

ACKNOWICAEE...cuuueeriiersrrnriccssssanriecsssssnsiessssssnssssssssssssssssssssnssssssnsassssssssssssss 56



B—E 4R

%

HIRM G Dy 28 DOR B R 1AM, B BUOUE 1 AR 48115
SMERE T WA T AR . A B H440, Bk
WIBEAN T, SE DL R SR e, H i RO HEBh 28 B A e A 2>
2 ) B B B

Bt TR P N FH R0 B, A R T 238 (1 H 7 e 45 o e A A e
ANV ITJE TR 55 TR O, L7 R 55 BRTIREEZE T, 2RIt R
Jar B AR E KB T AL 4 . ECE R R S5 AT, O
N AR 2 ARV HEARTE B I 1) — A B AL R I3, B A AR R AR A A e 1
[ERZ

MRE=

—. SEKEEXME AR K W& EHiES

HRAE L IE P tH 4511 (Internet World Stats) RATIGE T EAEY , #4 2009
12 A 31 H, SERERMAEHA L CIE 1812, BB &2 CELEM AR A
FECHEDS TR RN HO 8 26.6%. HrpdbSeHh X BRI 3% & R IEF] 74.2%,
KEEMHLX Ky 60.8%, BKYHA 53.0%, MEPHLIX 4 20.1% (I3 1-1).

R1-1 EREFMXEBRMEHACDSET B4 A

W AOE¥ HEPEFHEHAD HEFtEHAD Bl wE
20104E6 H30H 20004512831 H 2009412831 H % {2000 2009)
JEM 1,013, 779, 050 4, G14, 400 110, 931, 700 10.90% 2357, 30%
LM 3, B34, 792, 852 114, 304, 000 825, 094, 396 21. 50% 21. B0%
ECiH 813, 319, 511 1085, 096, 093 475, 0A9, 448 58. 40% 352, 00%
i1 212, 336, 924¢ 3, 284, 500 A3, 240, 946 29. 30% 1825, 30%
dbE 344, 124, 450 108, 096, 300 266, 224, 500 77. 40% 146. 30%
FTEMH 592, 556, 972 18, 063, 919 204, 689, 836 34. 50% 1032, B0%
Feca 34, 700, 201 7, 620, 480 21, 263, 930 1. 30% 179, 00%
Bit 6, B45, 609, 960 360, 985, 492 1, 966, 614, B16 28. 70% 444_80%

PR SRIE: Internet World Stats. World Internet Users and Population Stats[EB/OL].
http://www.internetworldstats.com/stats.htm. 2009-12-31




A DN A AE G Sy MUHT 2 117 3 (4 I 238 B SR L

AL, BTESERN DS, W B X ) BB R AE N B s T HoA
X, X3 7.64 10, AL BB ANECh 2.59 14,  BRIH 4.26 12, K
TEMHLIX h 0.21 12 (W 1-1).

5]
b N 25
BT I 1w
fepy I a2
i [ st

TH N 7
I 75

kﬁﬂﬂ l 211

0 50 100 150 200 250 300 350 400 450 500 550 600 650 700 750 &00 850

B 1-1 SRSMEXABMERADRE - B6: BAA

BWEIAYR: Internet World Stats. World Internet Users and Population Stats[EB/OL].

http://www.internetworldstats.com/stats.htm. 2009-12-31

F LML EIR ML S Q0 T BRI T RIS AL, TR SIS AE K
BB ST AN I K28 AE 294 HVE R . fEFE SRR E 2, B 7R 45
PRAERENECE R S BB 2, AERENE miA =02 Bl b AEXY
W28 0 S [ GE T ST, JE IR AR LR W T I T S LG T 2008 4F 1 1 KA (%K
ol , Sl 844 7 T N BEAEM LY.

R12 WBEYEREBEAEK

e g e e
(™A RLPSTEREAR)

LESER) 99%

=E 7Y%

ji=]Ed 97Y%

B 97%

ESE 94t

Wkl KJE: Sante J. Achille. World Statistics on the Number of Internet Shoppers[EB/OL].

www.multilingual-search.com. 2008-1-8.




B—E 4R

Horbwh [ S EE L A R SE E R 2% R I A 94% (AL
2 1-2) RS2 NG R, BEE. RN, Sl WIS A T
it A DR 248 i ST 1) - B B (L 1-3)

®1-3 MR AHEA

[}

FEEA | e e
T 41%
Rkt 36%
R RN g 24%
M= 24%
B3 23%

PRI R : Sante J. Achille. World Statistics on the Number of Internet Shoppers[EB/OL].
www.multilingual-search.com. 2008-1-8.

M EE AR T et A 2 Ah, JEAE R R IS T i A (L ek Y
SRS TSR VA TEAVE B SRR M BT IRE . G ) IS5 AT
DR, NIE R RREEE b 40 M BN ISR T BRI 1 1
MBI RIS E AT 5, BT TR e-Bay. WV i IX IR (1 LA
PRI 55 ERMZ A m], UL AR SE[R N SO frek Enek A 1 ilid
Rl EE B 23 b iE T BRI S N2 T o W48 B AE Ak B
il Mgt PR R 2 R E A AR 2 s PR T

v FPEXPEH X BB P & RAK S & M 48 M R i

(0P R i b X, FLIDE ) A E 20 90 AFEARA W 4f ke 78— — G il is
W Ko P E L RS EITIR S R, Rk 2000 4R, A I 8 ik #)
3.844C N, B ANHLLE 28.9%, HIKME RS BT (WK 1-2).

2 LV ST R QU Uk SRS St S SRR i I ke es i el ES PN R )i
BNIIR KT ZBOREU 3G W4 1E A TF 0453 W HES) T (5 1 M A3 H
N VB SE K



AN AE R TTT S MU % T 370 1) A 2% B SN T

S

JIN
50000 r 1 80.0%

40000 r

30000 r

20000 r

10000 -

2002 2003 2004 2005 2006 2007 2008 2009

| L =K |

B 1-2 A B KR X B B A RN 1
BORIRIE P B N 2545 S R (CNNIC). 28 25 Wk B B 9 28 5 AR DL G TH 4R 35 [R].
http://research.cnnic.cn/html/1263531336d1752.html. 2010-1-15

T LA 5 S I 5 I (R A HDIR KA, I IR L ACUVA T {5 L3RI
A T L D 8 FH P A e i R X 8 B FH 2R TR, AR RR I 4 Sy T
PRV WA WAk WIS, AL R 50%LL F. PEE T 4548 S At
HNET 30%IM7KF-o 75 W25 B 5548 B, 2 ) o dee B2 I N O =X
IR 28.1%. AN BRI 28 75 9548 &y H AT AIE LEBUIR,  (HAEE K
F P KSR S i P s I 28 AL . OB 2 ) RARAT . W B30k, g
WO IBORIIRAT 0UAE 71 N IR T 5548 2 N FH G T 2008 21 2009 7F 2 16 Fh = 22 4 25 1.
R PSR A0G 5 4o W SRR o B2 I8 51 80.9%, M 2% I3
KE Ny 45.9%E53R | REX BB, (WL 1-4), BRI (KRS 5 TFHEAE ]
AN S A

R R B P 2% TP T 31 07 AEIUAS TR U, 08 09 AR U SELE T 3X
Pl K34, MRIE a9 (iResearch) ZEiH43Hr, 2009 45 [F 4 24 I AL
DyBBEA ] 2630 1470 (NI, % 08 41K 105.2%. PG 75%
AL Y S AT e aX— 45 AL BT RV R B2CL C2C P E, LU
B HAEAT B B 07 KGR R 5341, H =07 AT AT Cnseft =) HOrk
L S AU E KA TS VR BE s, M ESZASAE B2B. B2C. C2C 4l
TR S o WAL, 2 WA R i Pl s () DRSS AT 3zl T B SCAS IR 3G K



B—E 4R

R 1-4 FEKREZRMSE MR K

- il BH  |20084FfE R | 2009 SEFHZE | R PHECE (MR RIEEHES | KIS
a5 Preg o B3. 7% 83. 5% 28, B% 1 11
5 SR P e it (B 78. 5% B0, 1% 32, 5% z 5
a5 R E 3. 0% 73. 3% 28, 6% 3 7
AEAIE IL:EpTRE 75, 3% 70, 9% 21, £% ¢ 132
FEE % LR, B2, B% £3. 9% 41, 5% 5 B
g% kel BT. T B2. B% 19, 0% ) 14
AL EEEA 4. 3% 57, 7% 36, T% 7 B
AL EH-F AR 56. B% 56. B% 20, 0% 8 10
AEHTAIE A e = 45, B% - 9 —
[BES S P BE 22 — 42. 3% — 10 —
ACEGAIE | TBIE/BES 30. 7% 30, 5% 28. B% 11 12
P8 E 5 P £E Wty 24. B% 28. 1% 45, 9% 12 5
P8 E 5 4R AT 19, 3% 24, 5% 62. 3% 13 4
P48 28 2 F) b3 A 17. 6% 24, 5% 80, 9% 14 1
P48 28 2 P b RE 11. 4% 14. B% 7. 0% 15 3
P4 e B HEHETIAT 5. 6% 7. 9% T7. 9% 16 2

PRk U . b B EBE W 4% {5 & 0 (CNNIC). 55 25 Wb B HOBR M 4% & IR B0 48 3 iR 4 [R)
http://research.cnnic.cn/html/1263531336d1752.html. 2010-1-15

X AR ] I 2 W 0 ) R T e, M S 3 G i W E P TN, 2011
v ] O 288 T 40 T S RS T 10 58 4000 42, 7T, 3T = BRI 4% FH P #0K% Fse h 199
LI o 2012 ARSI A2 T 2 R4S BT L AT I 4% [
PR AR AR ], M) 2 SO E A5 T 9 I 4b5e, i e
O AV ST (1 BB AR 73, AR W 48 B AR A i s 10 B
el M EEPN G 7/ U E AR 2 1N INRE 2l

F-H MREMNEEX

A N BRI R MESE I E AN, A AnER A A T AR
P Sl HEA T AR IR 190 v AT )7 il e FARBA R I St R, AR EAN [R] B X T
W HBTRILAG R TR FinlE N (ISR HA JRAE 8
2 HEiyy (LI EAED NSRBI ZE e, 22 R R BLAE Mk
ViU WIBIER . ) AR S5 5T

fiti 5 L I5E A A P DK R X ) K, T LA W 8 S e 46 A 20 1) 9 9% 7 55




A DN A AE G Sy MUHT 2 117 3 (4 I 238 B SR L

WHAZREaFA,  rp B CRE Je BSOS R B R s T, o 2% D S SR
N KM, WSO SRR . SR A 28 W] AR P KR X k) L4
G IUINE RT3 i o S ES N i RS M a7 B S99

ASCEAEVTR A 2 FlAE LS FE DA el I AN e U R R Rt o AR
FPBr X i b S S B 2257, TR RIS e . [R] IR AIF 5 50 M0 9 2%
EHSUINA TR WIAEIN R, DL SO A ANA A 2 2 (¥ m] RE 70 i o
IRl WFTEA TR AP A 23 W AE R I DRl 10 0 45 40 SR S AP 8o 7 SR
FUAS RN R TAE R R R I 2% 5 0 1) [R) SR s e A b i Al e B 1 —
M2 fe .

F=T MRAZERIENIER

RIEZE R AP BRSPS, WL AT A 2w 783 E AR
R T I A L b B K R AR 0B Xl i M e B Al sfems B 225w, DA
T IIHE Y o RIS R A PEST AT o i v (5K i 9 26578 45 451
BN ZERIAEE A 22, IFT I NN 2B AR I Z 1wl 5k ASGEG1REE
WA DA 0% T 3 St X 2% A T F D 40 Ui WSO IO 5 | 3 A Ay A s
(AT RS AT B T 5 i A AR = 2y AEWFST R AERS b, A0
HI SWOT 3 TR 45 A 24 w8 H R RS T W0 4 4 1 I (R B LA 5 Bk s,
PEFARNGIF TExE A 23wl A H e 190 208 i 1) S s S i 4 17 2 980

E8'E

Yaxand

T NINTE

1t/
Sk, SRRSO B, BFICE Y, LTI R i

o
4ikt.

B MEE R KPR EESE IR WS E R EAMS . £
LA LUK S R D 2458 (R AR R R AR T i B o RN AU 275 [ 1
PR S AT 5 M 7 1%

B A N E BN . N A E AN R W 2578 R R
X 2805 B AT T 45 R PP R R AT 9 %5 A A B T 3 B T b [
F L REAR SR LU 0 455 4 4 0 A e H R A

SBVUEE A AT 508 X T 1 M 2B B 2 LA R A X R

6



Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways:

1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library.

2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.



http://etd.xmu.edu.cn/
http://etd.calis.edu.cn/
mailto:etd@xmu.edu.cn

