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In a Fast-Changing Economy, Chinese Media Keeps Pace

As business and consumer marketers seek greater
access to the dynamic Asian market, effectively commu-
nicating through the Chinese media requires an under-
standing of the country s unique cultural environment.
This month, James Huang, partner and executive
president of Inhere Communications — a member of
Gibbs & Soell’s global PR network — examines the
impact of a changing Chinese media landscape.

Some 20 years ago, when multinational companies started
their strategic entry into China, the real challenge in
working with the media came from the regulators that
governed a country just beginning to open to the outside
world.

In recent years, the Chinese media have gradually evolved
from playing the role of the government’s mouthpiece into
a market-oriented industry, with annual turnover growing at
a rate of 25 percent since 1998. Today, the media sector is
China's fourth largest industry.

With this growth, Chinese media also has been more
critical of multinational corporations involved in brand
quality scandals, food and product safety issues, and other
misconduct, despite the fact that Chinese consumers have
long been convinced that foreign brand names are synony-
mous with better quality and service.

Among those to come under fire was global food industry
giant Nestle. When excessive levels of iodine were found
in one of its milk-powder brands, company officials ac-
knowledged the mistake yet mediated directly with the
government. The product was not removed from store
shelves for another week and, more importantly, not until
after more than a dozen of China’s mainstream media
jointly criticized the company for its poor handling of the
situation.

DuPont, Kraft Foods, Campbell’s, Procter & Gamble and
others have faced similar media pressure due to a variety
of incidents, and they are beginning to take measures to
win back Chinese customers.

Mixing Politics with the Media

With more than 111 million Internet users in China, accord-
ing to Internet World Stats, it is no wonder media world-
wide has been extremely critical of U.S.-based online
giants Yahoo and Google for caving in and agreeing to
comply with China’s laws by censoring the results of their
respective search engines in China. However, it is not
entirely surprising if one understands the Chinese culture
and a tradition that spans more than 2,000 years.

The main rationale behind the dynamic Chinese economy
is that there is a “common cultural/business framework”
that makes doing business easier as well as more culturally
and psychologically gratifying. Such a framework is deeply
rooted in Confucianism and plays a key role in traditional
Chinese culture, which moralizes and politicizes every
aspect of the Chinese way of life.

In other words, the Chinese concept of relationship or
“guanxi” forms the cultural underpinnings of this important
framework. Social hierarchy and role communication
therefore stand out as the most substantive elements of
what Chinese see as “relationship.”

Long-term relations, good social references and connec-
tions are highly valued by Chinese media. They will look at
things not only from the view of right and wrong, but also
from the perspective of pragmaticism and moral sound-
ness.

When working with the Chinese media, “relationship is the
message.” Important factors include how you treat them
or the closeness of your relationships, your social status
and rank, richness of your resources and alliances, and, of
course, your political connections. All of these elements
serve as important counterweights in the success of your
media plan or media-focused PR campaign.

Media Explosion

In the early years of China’s reform there were about 180
dailies and 900 periodicals functioning primarily as trum-
pets of the government’s policies. The melody continued
until after China’s accession into the World Trade Organi-
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zation, as Chinese media grew to
more than 1,900 dailies and nearly
9,500 periodicals. The World Associa-
tion of Newspapers estimated circula-
tion among China dailies increased
more than 30 percent from 1997-2002,
reaching 82 million copies — easily
topping the rest of the world. The so-
called propaganda machine is now
being stunningly commercialized due
to the impact of the Internet and
globalization.

This media explosion has changed the
relationship between government and
media. Traditionally, Chinese media
were financed by the state. Yet, with
this explosive growth, total state
funding is neither possible nor does it
conform to the government’s policy of
encouraging financial independence.

In the late 1990s, several major
publication groups like Guangzhou
Daily, Guangming Daily and Shang-
hai Wen Hui Bao were listed in the
stock exchange or formed much
larger press groups, a move encour-
aged by the government, signaling real
reform in the media. In fact, China's
media sector started a comprehensive
reform in early 2001 whereby the
political and commercial functions of
the media are separated and re-
sources are re-allocated.

Currently, 39 press groups exist in
China, making up more than 50
percent of the market in both printing
and circulation. This market force
helped recreate the Chinese media
industry and reset the rules of the
game.

Yet, the transformation is hardly
complete. For example, if approved,
new legislation proposed by the
Chinese government would fine
newspapers up to $12,000 for report-
ing on emergencies (e.g., natural
disasters, health crises and social
unrest) without first getting permission
from local authorities.

Although it may appear on the surface
as another attempt to silence the
media, its actual impact will likely be
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much less. The proposed law is
partially aimed at forcing the local
government to be more accountable
in emergencies.

Competition and profit are now the
two most frequently used words by
Chinese media managers. As a result,
managing a successful media cam-
paign while following the line on
political issues is not easy, but it has
brought forth gigantic changes to the
media landscape and greatly enriched
people’s lives.

Western Influence

Today, metropolitan and business pub-
lications like Beijing Youth Daily and
China Business News easily run
700,000 — 1 million copies per day,
something unheard of 20 years ago.
Chinese readers enjoy a much wider
choice of daily and weekly publica-
tions, in addition to the increasingly
popular online media, which has dras-
tically accelerated the reform of Chi-
na’s cultural undertaking as well as
competition among print media.

Actually, Chinese media owe a lot to
their Western counterparts in terms of
professionalism and standard media
practice. Good ethics and etiquette —
such as being inquisitive, investigative,
and competitive for exclusive news —
and demanding specifics on scandals,
are widely accepted. This helps fur-
ther sanitize China’s media environ-
ment, laying the ground rules of pro-
fessional conduct. Conversely, benign
competition among media outlets natu-
rally leads to forming of segmented
financial, lifestyle and trade media
groups serving the needs of different
vertical markets.

“Relationship is the message” contin-
ues to ring true in this changing envi-
ronment. However, one thing is cer-
tain: The media “monster” has to be
fed and fed properly. In this regard,
Chinese and international businesses
need to consider how to protect and
maintain their corporate reputation.

From the local perspective, it is highly
necessary to adopt the best practice
approach, which is to undertake and
fulfill corporate responsibilities while
seeking growth. To do that, marketers
need to understand the local culture

and business environment and learn to
utilize the rich media resources to
accomplish their business objectives. E=

G&S Contact Information

Cos Mallozzi
President and CEO
+1 212 697 2600
cmallozzi@gibbs-soell.com

New York
Luke Lambert +1 212 697 2600
llambert@gibbs-soell.com

San Francisco
Roger Ryerson +1 415 362 9930
rryerson(@gibbs-soell.com

Chicago
Jeff Altheide +1 847 519 9150
jaltheide@gibbs-soell.com

Raleigh
Bob Bowman +1 919 870 5718
bbowman@gibbs-soell.com

Zurich
Kellie Nolan +41 (0) 44 205 5565
knolan@gibbs-soell.com

Latin America
Mayra Hernandez +1 954 730 7730
mayra@bitnergoodman.com

Tokyo
Lyle Fujikawa +813 5561 2911
fujikawal@cosmopr.co.jp

China
James Huang +8610 6530 7781
james_huang@inhere.com.cn

_—y .\

iy
=
GIBBS & SOELL. INC.

PUBLIC RELATIONS
www.gibbs-soell.com

Your business

is our passion.





<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /FRA <>
    /ENU (Use these settings to create PDF documents with higher image resolution for improved printing quality. The PDF documents can be opened with Acrobat and Reader 5.0 and later.)
    /JPN <FEFF3053306e8a2d5b9a306f30019ad889e350cf5ea6753b50cf3092542b308000200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e30593002537052376642306e753b8cea3092670059279650306b4fdd306430533068304c3067304d307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e30593002>
    /DEU <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


