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Comparison of Marketing Strategies between

the U.S. and China Influenced by Indivi-  Marketing localization, from a cultural perspective, is actually a kind of cross-
dualism-Collectivism under Cross-Cultural ~ cultural communication. This paper takes the advertising strategies of multi-
Perspective: Taking MDLZ International, Ltd.  pational company Mondelez International in China as its research objective
as an Example. Open Access Library Journal,

9. 8593 to study the reasons why its marketing in China can achieve such great suc-
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B2, AN SR TSR FE b AR DT B AT, S [ A J AR
NEEE, SRAR A, SRR ETEUGR RSO ZE T2 E AT (0 Ml AT
) —Fpis SCAE S . Bk, ASCH ESRE,  #5 E A R EN — B SO s
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R S SCAL A RS S . AR 2019 4FE 4o mR AR (1K 1), 123
PFFRHEAE 2012 4£3)] 2019 FH], fEPETIZ A FRIE 0% E, 2
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5 HH 5 ST A I 78 43 BRARAS T 23

5 [ A B B SEBRIE B . RIS S A SR s MR TR A D 5 HbsE XK1
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1.2. ARF=E

M 1967 £1| 1973 4F, OB 22 G KIT 281 (Geert Hofstede) % IBM ([H Fr s
WEHLES A FNREAT T — BRI SCAAME A 2, Xk BB NE R =
NP5 E LX)+ T R4 R L TAEA, IRAE 1980 AR AR (CSCABIRfE ALY
(cultural consequences)— 151 T AT AN E L DUAS AL 4 —— £ AR 3=
X5 /MAFE X (collectivisism versus individualism) AN 72 14 HLEE (uncertainty
avoidance). BUF|#H & (power distance) PHRKI 55 B 225 (feminity versus
masculinity) [2]. J5K, EHSFEFHEE N T L4, KIS m 55
3 11](long-term and short-term Orientation). MHR#EE KM ZfE 14518, XH
PR rp, T 362 ) 22 BRIOR I 4 P S AR R AR AR AR 3 LS5 /MR L A
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FE[6]o TIX— I RAE B Z B RRH)— ) 35 th A3 5] 1 — ekl
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T MFEERIR N2 ERARANNEIIE “ = NAME” A A ARk
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k. X ARZANZRRB ARG 77 FEE 2 A S E
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Appendix (Abstract & Keywords in Chinese)

B SO A T RISk 3 SO BB 4 SRR L
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[ 23 AL Bk B A P [ T 37 () 75 SRS BT SR 5, WF FEAC A A P B AR
REMEIRAG BT, I H 4 rh [ BRI i i B S5 8 . @i o) 4
ah ZARET R SCRI . ORI AR R DL EAR R IE A,
AT DUSE G 4 ) 3R 5 SR AZ B T B AR 3 30 - SRR OB R A P 2 P
KIE R E I -

REER: B ER, ERENS, AT - SRR E X

DOI: 10.4236/0alib.1108593

7 Open Access Library Journal


https://doi.org/10.4236/oalib.1108593
https://cn.mondelezinternational.com/brand-family
https://www.mondelezinternational.com/Our-Brands/LU

	A Comparison of Marketing Strategies between the U.S. and China Influenced by Individualism-Collectivism under Cross-Cultural Perspective: Taking MDLZ International, Ltd. as an Example
	Abstract
	Subject Areas
	Keywords
	1. 背景介绍
	1.1. 研究背景
	1.2. 研究方法

	2. 中美文化差异导致的营销策略差异化对比
	2.1. 产品名称翻译中的个体主义–集体主义
	2.2. 从产品包装看中美文化差异
	2.3. 从广告及宣传标语看中美文化中的个体主义-集体主义

	3. 结语
	Conflicts of Interest
	References
	Appendix (Abstract & Keywords in Chinese)

