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Innovative marketing offers a variety of possibilities.  

At the same time, it presents managers with numerous questions. 
How much time should be scheduled for the implementation of 
strategy and tactics? Or, what budget should be allocated? In 
addition, China and the Chinese market pose economic and cul-
tural challenges for foreign companies. Individual market mixes 
must be carefully chosen and implemented. 

This manual is designed to provide direction - from product de-
sign to event marketing to commercial photography, some 10 
marketing tools are introduced which may be used as individual 
or integrated modules. 

Practical relevance is given priority: The basics of each discipline 
are explained. Advantages are described and on each occasion 
five frequently asked questions are answered. Here, experience 
gathered by AHK Shanghai – comprising specialised marketing 
agencies based in Germany and China as well as information 
gleaned from Nils van Dorn, marketing and sales consultant fo-

cusing on China – are all combined. In addition to this expertise, 
distinctive cultural features that may be important in dealing with 
Chinese consumers and customers are given due attention.

The experts are in agreement: there are no hard-and-fast solu-
tions for the final selection and implementation of marketing 
vehicles in China. What is needed is an understanding of the 
market, the people, and creativity – combined with a willingness 
to make decisions. Last but not least, precise and high-quality 
implementation is a prerequisite.
 
The experts also know about the difficulties managers are con-
fronted with. Although markets are becoming increasingly trans-
parent, and products and prices are becoming more and more 
similar, marketing budgets are often quite limited. However, the 
person who is most up to date also has the best arguments. In-
form yourself about the different modules and their respective 
local aspects. Show your company how to be more successful in 
selling products in China. Experts estimate that industrial enter-
prises should earmark between 1.5 to 4 percent of annual turn-
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over for marketing. In the area of consumer goods this may vary 
a lot, as is evident in the case of Nike. This producer of sports 
goods invests in excess of 12 percent in its marketing.     

We hope this guide can provide tools that will help your enterprise 
achieve market success in China - the experts referred to will be 
glad to answer any questions you may have. Contact information 
can be found in profile excerpts in section II.  Additional informa-
tion can be found on the internet under www.jujudirectory.com.

We wish you stimulating, thought-provoking reading! 



companies have to accept long waiting periods. With bulky mer-
chandise such as garden furniture the high costs of logistics often 
have to be included. Those wanting to save time and money may 
contemplate having products photographed on location in China 
– in a studio, or immediately after production in a factory.  Digital 
photographs, ready for printing, can quickly be transmitted online 
for further processing in Germany, thus speeding up the entire 
marketing process.

What should be considered when selecting a photography 
company? 
In recent years, because of increasing demand, the number of local 
and foreign photograph service providers has risen. Chinese pho-
tographers cost about 500 to 1,000 Euros per day, while Western 
photographers charge between 1,000 to 2,000 Euros, including 
consultation, shooting team and studio. Freelance photographers 
usually do not have their own studio, so rental costs may need to 
be added. When looking for a photography partner, more factors 
need to be considered than price alone. 

Good references are vital. A high quality service provider should 
understand the individuality of a product, understand the photo-
graphy style of the customer and, ideally, offer additional post-
production services such as retouching and print management. 
A good photographer should ask what his client’s customers find 
important and not concentrate solely on artistic execution. In ad-
dition to professional know-how, swift implementation should be 
guaranteed as due to varying production cycles orders may come 
in at short notice. 

How are copyright issues dealt with in China?
It is imperative that this question is addressed before embarking 
upon photo production. Generally speaking, international standards 
are applied in China. When settling their bills, clients typically ob-
tain usage rights for the photographs for one year within the country 

2. Photography

What is a ‘perfect photograph’?
The answer lies in the question, what do you want to achieve? Most 
importantly, what audience do you want to reach?  “The better a 
target or target group is defined, the better the result,” says Lorenz 
Wagener, General Manager of Rimagine, a photography company 
specialising in commercial photography in China.  A perfect pho-
tograph is one that achieves what the company has been seeking. 
Companies should ask themselves, therefore, what the potential 
costumer wants to see and where the photograph is to be used. 
For example, photographs for toolmakers can easily be too elegant 
or stylish for their customers. In this context, it would make more 
sense to stage photographs appealing to a more practical-minded 
customer segment. 

How should a photo shoot be managed? 
In the normal course of events, a large and professional shoot will 
be prepared weeks in advance of the actual appointment. “The 
company and the photo studio should discuss in detail their goals 
and demands. In the ideal scenario, an experienced account ma-
nager is in charge of the entire communication, planning and exe-
cution,” says Wagener. 

Initially a great number of questions need to be addressed, such 
as whether a product should be photographed in the studio or ‘on 
location’. If the latter, what are the conditions there, (e.g.) lighting, 
electricity and space? Depending on the available budget, the ac-
count manager should take care of the equipment required on site 
in addition to co-ordinating stylists, make-up artists, photographers 
and assistants, so that they can concentrate on the actual shooting. 
Most commonly, a photo shoot takes about eight hours. During that 
time, depending on the demands of the client, between one and 
100 photographs may be taken.  

Are there particular advantages to photographing products in 
China?
Asia, and in particular China, is the factory of the world. Until 
products arrive by ship in Europe and photographs can be taken, 

Introduction

When considering a commercial shoot, remember that bu-
ying decisions are made within a few moments: the consu-
mer is interested in a product, brand or its packaging - or 
walks away. A photograph is an investment in your product, 
your image or your brand. A photograph generates desire and 
should appeal to the needs of your customers. A perfectly 
designed advertising shoot can contribute immensely to your 
marketing success – thus, its planning and budgeting should 
never be left to the last minute. The purpose of commercial 
photography is the staging of products and brand names – it 
adds optical limelight. In addition to photographic expertise, 
technical know-how and the possibilities of digital enhance-
ment, a solid understanding of the market is essential. 



and for pre-defined media such as advertising, catalogues or com-
pany website. If photographs are to be used in other countries and 
for a prolonged period of time, additional usage rights are often 
purchased later. This method ensures that the effort and associated 
costs of a second photo shoot can be avoided. Chinese photo stu-
dios often completely obscure this point in their contracts, which 
may subsequently disadvantage a foreign firm. In case of doubt, 
usage rights always lie with the person that pushes the shutter of 
the camera (i.e.) the photographer. If one wants to avoid additional 
costs, or even the cessation of a marketing campaign, one should 
ensure that usage rights are defined in the quotation. 

3. Product Design and Brand Identity
 

Checkbox:
1. Who do you want to reach and what should be achieved    
    with the photograph?
2. How much is the picture worth to the company?
3. Source local service providers who combine technical  
    know-how with an understanding of individuality.

Introduction

How can two individual products within a commodity group 
be distinguished? On first glance, by design; on second 
glance, by application and functionality. Which product the 
customer buys depends a lot on the presentation of the item 
and the positioning of the brand. This is where product de-
sign and brand identity come in, two marketing tools utilised 
to separate products from those of other providers and attract 
the interest of the consumer. The goal is the development 
and implementation of a design that best fits both the pro-
duct and the brand.

Product design defines appearance, packaging and materi-
al. Brand identity furnishes an emotional attachment to the 
brand. In this way, the course is set early – so that the con-
sumer always goes for the right product or the right brand.

How can a German product become successful in China?
An individual product strategy is fundamental to success in the 
Chinese market. A product must be attractive in its pricing, its 
quality and technology - and it must catch the eye of the potential 
customer.  Generally speaking, ‘German Design’ is held in parti-
cularly high esteem in China and Asia, and represents quality. It 
distinguishes itself by precise concepts and simplicity of design. 
It suggests value as defined by material and visual appearance. 
Consequently, the product acquires a signal function for the origin 
of the product and the brand. Products from Germany, however, will 
not automatically become ‘sales hits’ in China. Often, they must be 
adapted to the needs, habits and taste of the Chinese consumer.

To what extent does a product need to be adapted?
Apart from company and brand names, product descriptions and 
logos need to be translated. But this is not always enough. Often, 
design and functionality need to be infused with new thinking. “An 
example is the layout of kitchen furniture,” says Gerhard Seizer, 
CEO of Wilddesign Shanghai. “China has a distinctive cooking 
culture and lots of oil is used. Therefore, the Chinese often require 
larger exhaust hoods and longer covers at the sides. At the same 
time, they love to entertain regularly and for many guests. The 
‘dream kitchen’ of a well-to-do Chinese ideally has a glass partition 
between the kitchen and living room, says Seizer. Another example: 
Many Chinese prefer white, frilled seat covers in their cars. If Ger-
man automobile producers attend to such preferences, they come 
a lot closer to the needs of many Chinese consumers. There are 
many examples like these. What emerges is that the adaptation of 
products may be necessary in every sector and should be carefully 
analysed before entering the market.

What role does packaging play?
Packaging design can be an important element in marketing suc-
cess. Some years ago a foreign manufacturer entered the Chinese 
market with a razor and nose-hair trimmer. In the beginning, neit-
her product was very successful. The reason? The packaging did 



4. Online Communication

Introduction

The numbers speak for themselves. Some 289 million Chi-
nese currently use the Internet,* and this number is likely to 
increase. An increasing number of users visit Internet Cafes 
or even get connected at home. More and more Chinese see 
the World Wide Web as an information and communication 
medium. This development presents German enterprises 
with a tool that transcends the classic concept of marketing 
– online communication. A website is like the calling card of 
a company and can be accessed by visitors at any time. The 
success of a brand or product can easily be measured by the 
number of visitors. Online dialogue via e-mail marketing and 
online advertising has a wide reach and anticipated costs are 
a lot less than those of offline marketing.

*Source: China Internet Network Information Centre 2008/12

What are the peculiarities of the Chinese Internet?
Anybody who walks the big business streets of a Chinese metropo-
lis such as Shanghai or Beijing is aware of the permanent sensory 
overload of products, brands, lights and colours. That which may 
turn away many a European is now part of everyday life for the 
Chinese metropolitan. They are used to over-supply. And they ex-
pect this from the virtual market, too. “It’s different from Europe, 
where the Internet is primarily used to read news and do research”, 
says Florian Zeim, Managing Director of the online communication 
agency Mediaman in Shanghai. “The Chinese are mainly interested 
in entertainment”.  This is why a German web appearance meets 
a special challenge. Blindly copying a European model will not 
succeed in China. 

Checkbox:
1. What is the target group and when should the product  
    enter the market?
2. What is the competition at the time of market entry and  
    to what extent should existing product lines be taken  
    into consideration?
3. What budget is available?

not meet with the preferences of potential customers. “In China, 
gifts follow tradition. The Chinese love to give presents that are 
visually of high quality,” says Seizer. “Colours such as red and gold 
are very important. Also, gift sets are very popular”.  This concept 
also paid off for the toiletries manufacturer. When the razor and 
nose-hair trimmer were presented in a combined package, sales 
increased dramatically.
 
How should one proceed when re-designing a product?
For a product to meet the needs of the user in terms of look, 
form and material, positioning and design should be based on an 
analysis of the market and technical environment. It is the job of 
the design and brand identity partners to define the target custo-
mer by means of, say, consumer testing. Certain questions pose 
themselves, such as “Who is the consumer? How old is he or she? 
How does the product look that he/she is currently buying?” These 
aspects are as important when developing a new product as with 
the adaptation of an existing product, and in particular when an 
enterprise has newly entered the Chinese market. 

The design phase follows. Service providers should develop several 
conceptual approaches and on deciding upon a concept offer a vari-
ety of designs. Samples should then be made and designs adjusted 
frequently. “Design and production therefore go hand in hand and 
companies should ensure before development where, and in what 
quantity, the new product should be manufactured,” says Seizer, 
so that in the end the product can arrive punctually at market.

What costs and time are involved in product design?
It is commonly accepted that design agencies calculate their prices 
after weighing the scope of the product and time expended. If a 
product is already on the market and only needs to be re-designed 
and repackaged a service provider may work on it from two to four 
weeks. For this, about 2,000 Euros or more should be budgeted. 
The development of a brand and a product line with corporate 

identity is a different proposition. This process may take anywhere 
between two months to three years and cost as much as 100,000 
Euros. This depends on many aspects, such as the enterprise’s 
willingness to make decisions, the complexity of the product or 
product line, and the linking-up between the company placing the 
orders and the manufacturer.

In principle, it makes sense that the design partner also creates 
the brand identity. A clear line in design and branding can be 
followed if matters are in one pair of hands. It also saves time be-
cause the concept does not need to be explained to an additional 
service provider.



What needs to be considered during implementation?
In China, a successful website needs to be ‘tuned’ to the particular 
target group in the best possible way. Here, age, experience with 
the media, social status and cultural background come into play. 
Nevertheless, a uniform presentation should be the mainstay of 
entertainment communication. This communicates values that fel-
low viewers can identify with. The balance between communicating 
the essence of a premium German brand and what would interest 
Chinese consumers is all important. For example, German automo-
bile manufacturers often present their models in a different visual 
language and in a particular local context – as during the Olympic 
Games. In the final analysis, the selection of the proper agency is 
also important with this module. When searching for an agency, 
emphasis should not primarily be put on the know-how from two 
different worlds but the willingness to pass on technical expertise 
to clients so that companies might later be in a position to make 
changes and update their homepage on their own.

How does web hosting work in China and how much does it 
cost?
The first step in web hosting is often the securing of a domain 
name. In addition, for every website on a Chinese server, applying 
for an ICP licence (Internet Content Provider licence) is mandatory; 

they are issued by the Chinese government and contain a commit-
ment to local laws about the distribution of information. Licences 
come in different levels. For example, a special licence is required 
for bulletin boards or commercial websites. For companies, regis-
tration is generally problem-free and without cost.

Without a licence one runs the risk that a site might be blocked 
or disappear completely from the Net. After clearing legal forma-
lities, the choice of server must be made. “Because of geographic 
distances and Chinese firewalls, German servers in Asia are often 
very slow,” says Zeim. It is therefore sensible to host the Chinese 
version of a website on a Chinese server. One gigabyte storage costs 
about 200 Euros per year.

What needs to be considered with online buying?
Companies that sell on the Chinese Internet should consider several 
aspects. For one thing, the greater proportion of Chinese users is 
very young and has little money. In China, online payment systems 
are not as widespread as in Europe and generally Internet users 
remain suspicious. In addition, online payment contrasts greatly to 
the bureaucratic bank apparatus in China where even small remit-
tances require signatures from several departments. Suggestion: 
Sell products through well established trading platforms such as 
Taobao or Alibaba, who are increasingly contributing to the accep-
tance of online payment. 

How can one increase homepage hits?
A homepage may be innovative and adapted to Chinese customs 
while meeting with little success because there are no users. In 
this case, search engine optimisation should be taken into conside-
ration. The most important question here is ‘What are the relevant 
key words for a particular target group?’ Florian Zeim knows from 
long-term experience that search is more directed to activities and 
branches than to names. “It is important to create contextual con-
nections,” he says, “and then work the optimised key words into 

elements of the homepage”. Also important is the analysis: How is 
a page set up? Are there too many flash applications or complicated 
URLs? Changing the structure could help search engines find the 
contents. The costs for an optimisation, including analysis, are in 
the range of about 1,000 to 2,000 Euros per month but initial 
results from good placement show up after about six months. Ano-
ther way to increase hits is the Pay-per-Click procedure initiated 
by search engines, for which of course you pay. It is important to 
note that the higher a company is listed the more it has to pay. The 
advantage is that the benefits are directly readable.

Checkbox:
1. Define the market and market comprehension.
2. Who uses the medium?
3. Look for an experienced agency that works structurally  
    and  helps companies get smart.



5. Strategic Communication Planning

Introduction

It is impossible not to communicate. This insight from Paul 
Watzlawick, one of the greatest communication practitioners 
of our time, applies to both individuals and enterprises. Goal- 
oriented communication underlines business objectives and 
reflects on a brand and the self-concept of a company. It is 
the job of strategic communication planning to develop ef-
fective concepts in this area. The question that first arises is 
‘what message is to be conveyed to the public?’ The correct 
communication channels then need to be activated to reach 
the relevant target groups with a suitable message. This is 
how successful enterprises appear in public – in times of 
success . . . and in times of crisis. Communication through 
the media has been proven especially effective because it 
generates a high measure of authenticity.

How does Strategic Communication Planning work in China?
Successful business communication in China presupposes know-
ledge and consideration of cultural factors. “Additionally, under-
standing the rather complicated media scenery is important,” says 
Karsten Schmidt, chief representative of communications agency 
Plean in Shanghai. Public relations in China often run completely 
differently to those in Germany. According to Schmidt, “Chinese 
journalists have a different sense of identity.” When invited to a 
press conference a hong bao - or red envelope - is expected, where 
the emphasis is not so much on the ‘red’ but that it contains a 
financial reward for the appearance. A small expense allowance, 
so to speak.  Praising the host country at press conferences is 
also expected - Chinese journalists like to include such remarks 
in their articles. Government connections are likewise important 
to enterprises in China because in times of crises they may be the 
determining factor in how such crises evolve. 

How can one characterise the Chinese consumer?
China is a huge country with 1.3 billion inhabitants and marked 
differences between city and countryside, North and South. ”This 
variety makes it impossible to define the characteristics of the 
typical consumer,” says Schmidt. In his opinion, however, some 
general characteristics can be noted, which brands and businesses 
should pay attention to when making their entrance. Included in 
this is the assertion that Chinese consumers are brand conscious. 
Owning and using certain brands is viewed as a status symbol. 
Foreign brands, particularly those from Germany, are much appre-
ciated despite their high cost because they symbolise the level of 
luxury and possessions of the owner. This positive image still stands 
on uncertain ground, though.

How dependable are Chinese end-users?
Generally speaking, what is ‘in’ today may be ‘out’ tomorrow. If, 
for whatever reason, a foreign enterprise falls into discredit, the 
consumer’s sympathies can quickly change to extreme rejection. 
“In such cases, foreign enterprises run the risk of causing su-
stained damage to their business and image,” says Schmidt. The 
call to boycott French businesses just prior to the Olympic Games 
in Beijing is just one example. These calls were sparked by protests 
in connection with the crisis in Tibet and the torch relay in Paris. 

Within a few days, a boycott movement gathered momentum via 
the Chinese Internet, resulting in French businesses such as Car-
refour losing huge amounts in revenue. Foreign enterprises should 
therefore always be conscious of their special status in China and 
be prepared for crises in order to respond quickly and effectively. 
 
“It is important never to underestimate the subliminal nationalism 
of the Chinese consumer,” concludes Schmidt. A positive image 
generated by corporate-social responsibility strategies assumes an 
ever greater importance in China.

How should a foreign business manage in times of crisis? 
In times of crisis, foreign companies and international brands are 
confronted with harder and more emotional accusations than Chi-
nese enterprises. Therefore, crisis management should be carefully 
thought out. Certain questions should be clarified right from the 
beginning.  What is communicated about the affected company, 
and where? If it is just rumour-mongering, it should be cleared up. 
For example, during the catastrophic earthquake in Sichuan pro-
vince, several foreign businesses were accused of not sufficiently 
engaging themselves in charitable work. This could be set straight 
during press conferences, television and the Internet.  When con-
fronted with negative reporting, contacts in government circles and 
the press can occasionally help to refute negative campaigns or halt 
them. “In some cases, however, it may be best to simply stay still,” 
says Schmidt. There is no standard answer for times of crisis.

What should be considered when choosing a communication 
partner in China?
It is not only the understanding of Chinese culture and the media 
that is essential. To provide good work for a European enterprise 
an agency must understand corporate culture in the home coun-
try to communicate this in an understandable way to the Chinese 
public. Usually, local agencies are most cost effective; however, 
they lack experience in the area of public relations – a new field 



6. Direct Marketing

Introduction

Those developing and manufacturing a product have a high-
er goal – sales. To make this work in China, several hurdles 
need to be overcome. Apart from the unfamiliar consumer 
wants or cultural differences already mentioned, the size and 
dynamics of the market make entrance or advancement more 
difficult. As a result, enormous sums of money are pumped 
into marketing in the B-to-B sector. Businesses from the 
B-to-B sector are also confronted with the problem of rea-
ching potential customers and fostering long-term contacts. 
Addressing generational and direct marketing issues can 
be a practical tool. Contact data is gathered, thus qualified 
candidates receive advertising material. Subsequently, re-
ceipt and request of advertised products can be ordered by 
telephone or online. In this way, sales opportunities may be 
best utilised and success measured by response.

At what point in the marketing process is direct marketing 
sensible?
At several points.  Suppose a German company making beverage 
packing machines is interested in entering the Chinese market but 
has no experience in Asia. In this case, a market potential analysis 
like, for example, import statistics – but also the identification of 
potential customer addresses – is advisable.  How many manuf-
acturers and possible buyers of these kinds of machines reside in 
China? Where are they located? Address generation, which is part 
of direct marketing, meets the demand. 

“In addition, apart from specialised trade shows, PR and adverti-
sing, this discipline is a logical component of the market mix in the 
B-to-B and B-to-C sectors, to send advertising material or ascertain 

the need for certain products by telephone,” says Georg Godula, 
managing director of marketing agency MH Direct in China. The 
crucial question is: Where and how does it make sense to approach 
a target group directly and in a personalised fashion? “Additional-
ly, direct marketing is utilised to take continued care of existing 
customer contacts,” says Godula, if one has to send invitations 
for events or wants to measure customer satisfaction by means of 
telephone, Internet, letter or fax. 

How does one source suitable address material? 
The difficulty of direct marketing in China is not so much in the 
initial creation of databases.
Addresses can be found with in-house databases of direct marke-
ting agencies and industrial publishing houses, visitor lists of trade 
shows or distributors of umbrella organisations. However, addresses 
in themselves are worth little if they are not accurate and up-to-
date. This, however, is a problem in China. “In a B-to-B customer 
database that is not updated for a year, about 50% of the addres-
ses are out of date”, says Nils van Doorn, who previously worked 
as marketing manager for Thyssen Krupp and Ericsson in China.  
One reason is the constant change in the market. Companies are 
founded and their names change. Add to this the difficulty of tying 
Chinese employees to a long-term commitment to a company. “Un-

Checkbox:
1. How may cultural factors and subjects of public interest  
    influence your own business/brand?
2. How does your own business/brand need to position  
    itself in order to react properly to crises?
3. Which media is important to reach the proper target  
    group?

in China. Co-operation between German and Chinese agencies 
promises success as a strong concept can be combined with a 
large local network.



like Japan, where employees develop loyalty to the company and 
stay long-term, employee turnover in China is very high,” maintains 
Godula. Constant data review is therefore always essential. 

Are there any additional special aspects that need to be borne 
in mind in China?
A basic requirement is the correct use of the Chinese language 
relative to the printed word. China Post delivers bulk mail only 
if it is addressed in correct Chinese characters. Personal contact 
also has its pitfalls because in China approximately 30 percent of 
the population is named Li, Wang or Chang. So, how do you re-
ach the right contact person in a big company? “The information 
should be qualified by telephone in order that mailings get to the 
right manager,” says Godula. In addition, legal aspects need to be 
considered. For example, according to Chinese law it is illegal to 
feature the Chinese flag in advertising. Symbols are also important. 
In China, pigs and the number 8 represent good luck. The latter 
should therefore appear in prices for special offers.  

What direct marketing measures are especially successful in 
China?
The pursuit of a Western standard of living by many Chinese ex-
plains the popularity of lotteries in the area of consumer marketing. 
However, these are tied to some basic conditions.
Georg Godula knows from experience, remarking, “It is better to 
have several medium-class prizes in a programme than one super 
prize. This increases the appeal to participate”. Also, the promo-
tion must project respectability because security of data and the 
confidence that the promised prizes are actually being given away 
is a constant topic of discussion in China. “Many consumers are 
basically suspicious when asked for data. But an in-house hotline, 
whereby participants can ask questions, works wonders,” says the 
direct marketing expert. On top of that, telephone marketing offers 
great potential. It is different from America where do-not-call-lists 
protect companies and private persons from telephone calls as 

China does not yet have clearly defined laws in this respect. “Tele-
phone companies are under government control and the numbers, 
in contrast to company addresses, seldom change,” says Godula.  

How does one run a call centre?
When creating a call centre, business should carefully weigh costs 
and benefits. An internal department is not always the best soluti-
on. If employees are busy answering calls and have to maintain a 
database at the same time this might cost a company more than 
co-operating with a trustworthy agency. Prices for trustworthy call 
centre employees are approximately 20% of an hour’s wage for an 
engineer. Here, the so-called ‘cherry-picking’ procedure is of ad-
vantage in that only very promising, previously cultivated contacts 
are passed on to the hiring firm, which can save an enormous 
amount of time.

What basic requirements are tied to construction in China?
China remains a communist country where land may be leased but 
not sold. There are clear parameters about the duration of con-
tracts. Industrial areas may be leased for 30 years; office buildings 
for 50 years and residential buildings for 70 years. “However, there 
are often clauses in the contract which enable the provinces, the 
lessors, to revoke them prematurely,” says Pascal Berger of the 
he playze architectural office in Shanghai; if, for example, a new 
highway or metro line is scheduled to run through the plot. “Be-
cause of less security, buildings have to pay off in a shorter time 
than in Europe,” says Berger. Architectural offices, particularly in 
the industrial sector, are often called upon to achieve high quality 
by simple means.

7. Architecture

Introduction

China’s economy continues to grow breathtakingly fast, 
which is attested to by the construction boom in the great 
metropolises. Whole city districts are transformed; old flats 
make room for modern apartments, office buildings or busi-
ness parks. Sustainability often plays a minor role because 
budgets are limited and long-term planning is not very com-
mon. Foreign businesses that hope to build in China should 
therefore consider if the image of a company is shaped by 
architecture. Buildings, rooms and details mirror values and 
claims to quality of an organisation. Innovative architecture, 
of high-quality and modern but ecological construction is the 
answer to the needs of modern businesses, especially if it in-
corporates the particular style of the country. Not only can a 
business enhance its image to the outside world, it may profit 
from more efficient workflow in-house and a work atmosphere 
that contributes considerably to employee motivation.

Checkbox:
1. How can I selectively describe my target group? 
2. How can I create and maintain a correct, up-to-date  
    address list of all members of the selected target group? 
3. With what direct marketing instrument can I reach the  
    target group most effectively and how can I measure the  
    direct success of the action?



What are the differences between German and Chinese archi-
tecture?
A glance out of the window in any great metropolis in China is 
sufficient to confirm that so far a playful, overloaded architec-
ture has dominated this country. “The prevalent style in China is 
characterised by ancillary decorations and colourful lights,” says 
Berger. “This is in stark contrast to current European architecture, 
which is characterised by a certain restraint, clarity and elegance.” 
There are also differences in the detailed work. One often quoted 
example, which almost every foreigner in China is aware of, is the 
unpleasant smell of Chinese bathrooms. This could be corrected 
by the proper installation of a siphon. “Squeaky floors are also 
common, something that could be solved by simple sound impact 
insulation,” says Berger. Another frequent problem is mouldy walls 
caused by condensation during construction. With correct detail 
planning and implementation this can be avoided. Thus, for the 
European planner basic knowledge is often missing in untrained 
workers and planners in China.

To what extent are foreign architects allowed to become invol-
ved in construction?
In China, only so-called design institutes are authorised in the im-
plementation and permission planning process. However, foreign 

architects may take the lead in designing a project in co-operation 
with these semi-autonomous enterprises. This can be an advantage 
because the design institutes often adopt an individual approach 
to construction. 

“Extensive detail work and the use of unfamiliar materials and 
techniques are often avoided because of the high effort that goes 
into planning,” says Berger. In a case like this, according to the 
architect, only one things helps – stubborn insistence in establi-
shing one’s own standards. This is especially important with regard 
to the sustainability of buildings.

How can industrial construction be designed to be both su-
stainable and cost effective?
Due to shorter pay-back periods and tight budgets, many enterpri-
ses in China are anxious to keep design and construction costs very 
low. Meanwhile, many local providers specialise in the construction 
of low-cost factories. In most cases, however, you are dealing with 
‘energy-gluttons’ - blue corrugated iron buildings without proper 
insulation – that are very hot during summer and very cold during 
winter. Berger believes simple, cost effective beginnings could 
help bring about better, more environmentally friendly standards. 
“For example, with somewhat stronger walls, sun screens attached 
to the outside of the building and cost effective locally produced 
double glazed windows, less air conditioning would be needed and 
would effectively conserve energy. Sustainable construction already 
begins with the layout of a building. In Shanghai, for example, the 
strong radiation of the sun on the west facade of buildings should 
be considered during planning, in particular during the distribution 
of windows.” 

How can process cycles be implemented spatially and spee-
ded up?
Good architectural design in the industrial and business sectors 
does not focus attention on sustainable construction and an attrac-

tive facade only, it also considers the linkage of workflow. How are 
rooms, offices, meeting places and, if applicable, production and 
storage areas arranged to support, and perhaps speed up, internal 
processes? To find out, the hired architectural bureau should que-
ry the client about such structures and discuss internal processes 
together. One practical example: One enterprise in the machine 
construction sector creatively integrated engineering offices into 
the production area by housing them in glass cubes suspended 
from the ceiling. In this way the machine developers are able to di-
rectly ‘oversee’ the production process and identify ‘problem areas’. 
The engineers have the entire production process right in view.

Checkbox:
1. How do the user groups of a building differ from one  
    another and what are their needs?
2. When should the building be completed and ready to  
    occupy?
3. What level of implementation quality should be reached  
    and what budget is available?



What kind of businesses would benefit from event marketing?
Every firm – regardless of whether it is active in the B-to-C sector 
or in the B-to-B area - should make the effort to contact customers 
directly and make statements or slogans understandable. That is 
why event marketing has many facets. Agencies develop different 
approaches for all sectors of business, events and target groups. 
It might deal with a presentation about new sports shoes for the 
end customer, a company anniversary to which both customers and 
employees are invited, or press events during which products will 
be tested by journalists. “Events are the tools of infotainment, a 
transfer of content that is both entertaining and memorable,” says 
Christian Stipp, managing partner of event agency Avantgarde in 
Shanghai. “As for what generally applies to China, the more ec-
centric and elaborate an event, the better the chances that it will 
be reported in the media.” A road show that travelled across China 

8. Event Marketing

Introduction

Every brand needs its fans. Fans, unlike ordinary consumers, 
have an emotional tie to the brand. Fans are loyal and infect 
others with their enthusiasm. But for target groups to develop 
into fan groups, brands need to be brought to life and expe-
rienced by people. This is where event marketing provides 
ideas and concepts. With this marketing module, businesses 
acquire the opportunity to communicate image and product 
promise in fascinating ways and elevate themselves above 
the mass of brands and products surrounding the Chine-
se consumer. Events become unforgettable experiences for 
customers and strengthen the bond between employee and 
firm. In the beginning, in the ideal scenario, there is a crea-
tive idea, which needs to be implemented perfectly. This job 
is complex and should be carried out by a competent partner, 
so that in the end the brand really acquires new fans.

and was designed to alert journalists to the qualities of a new car 
model, for example, was extensively reported on in the press. 

How much time is needed to plan an event? 
Events are an investment. Therefore, to present a brand, a firm or a 
product in the best possible way sufficient time should be allowed 
for preparation. A general guide line is, “It is best for the enterprise 
to contact the supervising agency about four to five months ahead 
of the target time to discuss initial ideas,” says Stipp. However, 
the time factor is largely determined by the size of the event and 
the number of guests. For example, if during the opening of a 
new factory by a foreign firm in China a red ribbon should be cut 
and snacks served, preparation is fairly manageable. It would be 
different if the board of directors flew in, local politicians were 
invited, and an opening ceremony with show elements and an 
exclusive dinner - as well as a sightseeing programme for partners 
(side event) - was requested. How much time needs to be allowed 
for the preparatory phase also depends on the experience of the 
company and its marketing employees. Were other events already 
planned and implemented?  Has co-operation with the assigned 
agency proceeded well? If the firm and the agency have already 
worked together for some time events may be mounted within a 
few weeks.

What things should be considered when implementing an 
event in China?
The event marketing sector also has its local peculiarities, such as 
the choice of event date.
“An auspicious date will always include the lucky number 8,” says 
Stipp. Indeed, there are ‘good’ days and ‘bad’ days. 
 
The date 1.8 in Chinese – ‘yi ba’ – also means ‘let the money come 
to me’ and is therefore often chosen. In addition, the duration of 
an event is a determining factor as most Chinese work hard and are 
not prepared to attend long events even if they really enjoy them. 
“A perfect event starts at 19:00 hrs and ends at 21:30 hrs,” says 
Stipp. This means that the designated two-and-a-half hours should 
be optimally designed. Impressive, emotional show elements and 
lots of good food are mandatory.

To what extent should German enterprises present themselves 
in Chinese during events?
As in other marketing disciplines, during events a happy medium, 
or middle ground, should be found between a German appearance 
and typical elements of the host country. ‘Dé guó’, the Chinese 
word for German, means virtue. So, Germany is a country of vir-
tues – and event planners should keep this aspect in the back of 
their minds and enforce it. Additionally, it might be a good idea to 
develop Chinese slogans, as for invitations. “In Europe most people 
react to a combination of words and images, but Chinese are more 
into words,” says Stipp. Since every Chinese character has several 
meanings they create images in the minds of the reader, even wi-
thout images. This special feature contains many possibilities - but 
it also requires professional use of the language.

How should company and agency divide responsibilities?
Usually, a good agency manages overall liaison, beginning with 
the invitations on to the course of the event, including personnel 
issues and consultation with sub contractors. “The goal should be 



to take pressure and work off company employees. An event partner 
suggests individual solutions for the co-operation, depending on 
how a company is set up,” says van Doorn. A few contact persons 
and teams working in the background facilitate communication. 
Standards are also useful. Deadlines should be set for time sequen-
ces and put down in checklists and separate guest lists for hotel 
reservations and shuttle services, or other planning details should 
be implemented. How well the teamwork functions depends also 
on confidence in the abilities of an agency and that is why event 
partners should not be appointed lightly.

9. Integrated Media Design

Introduction

Events, trade fairs, product launches, broadcasts, DVD, In-
ternet presentations, corporate film and interactive instal-
lations are being utilised everywhere. Products, services or 
brands should therefore be presented perfectly in order to 
leave a lasting impression with the guest, visitor or consu-
mer. The possibilities are endless. From a single entity to the 
combined use of different tools for events and appearances 
at trade fairs, only successful interaction produces extraor-
dinary show effects for an event, opening up a wide range 
of options. Integrated media designs offer high-quality com-
munication solutions and unite the discipline’s conception, 
design, film production, software development and technical 
planning. The result is marketing productions, films and 
sensory experiences that mesmerise the observer with well 
thought-out concepts.

Which target groups do integrated media designs appeal to?
The spectrum of target groups is vast. To catch the interest of 
consumers and to touch them emotionally is important in both the 
B-to-B sector as well as the B-to-C arena. From events for selected 
customers and business partners to events for the general public to 
point of sale, a variety of options offer themselves where integrated 
media design is required.
“The determining factor should always be the audience,” says Tobi-
as Sievers, managing partner of luxoom, a German-speaking firm in 
Shanghai that specialises in shows, interactive applications, films 
and medial exhibition design. “When the spectator is thrilled and 
really likes the presentation, he will also absorb the brand message 
that was packaged into the presentation.”

What needs to be considered during implementation in China?
At the beginning, one thing is important - cause and effect. Duri-
ng the opening ceremony of the Olympic Games in Beijing it was 
demonstrated “how show elements in China cannot be emotional 
enough,” says Sievers. Something that may be deemed as ‘over-
board’ in Europe may be well received in Asia. The challenge in this 
marketing field for a Western brand, therefore, is not to abandon the 
claim to quality and innovation but ensure effective presentation. 

Also to be considered is the fact that decisions take longer and 
actual project times are often all too short. “China is a country 
of compromises,” says Sievers. “Many so-called decision-makers 
want to decide above all else . . . to decide nothing. But time - in 
particular in film and show production - is precious. A media design 
partner should therefore preside over the sensitive decision-making 
processes and be able to implement concepts on short notice and 
yet professionally.

What should a successful presentation look like?
Events are often characterised by repetition. Individual presen-
tation elements are strung together without motivation. There is 
an opening speech, followed perhaps by a film presentation, then 
another speech, and so on. Not a very spectator-friendly format. 

Checkbox:
1. What is planned for an event and how big should it be?
2. Who should be reached or invited?
3. What budget is available?



“A professional presentation should enhance the qualitative and 
formal aspects of a brand,” Sievers says. But not many firms are 
taking this to heart. “Often the matter of who, because of his/her 
position, should be allotted time for a speech are more important 
considerations than the question of what really interests the au-
dience,” he says. A presentation sequence that is directed at the 
target group wherein photographs, light and show presentations 
support the brand statement is fundamental to a successful pre-
sentation. 

What part is played by innovative technology?
Innovative technical possibilities such as 3D visualisation or mova-
ble video projections are important instruments of show design. But 
they are also frequently overrated. “Technology should not assume 
centre stage,” says Sievers, “but always rather a smart story and 
an intelligent presentation. Even the most modern computer ani-
mation cannot enhance a bad film, when the target audience is not 
reached. In principle, existing film material can be processed. But 
in addition to a good story, simple criteria such as colours, resolu-
tion and camerawork should be met. In the area of media design, 
one works in close emotional proximity to the customer, thus the 
material used should give the impression of high quality.” If during 
a product launch the moving images on screens or displays have 
poor resolution, it could severely interfere with the overall effective-
ness – and is not very conducive to the image of a brand.

What should be considered when choosing a media design 
partner in China?
Enterprises that do not want to deviate from their international 
standard of quality should look for references when deciding upon 
a media design partner - genuine references that really are from 
the contacted agency. Adorning oneself with borrowed plumes is 
not an isolated occurrence in China, especially with smaller, local 
media design providers. Detailed planning is also relevant when 
an exhibition design demands a precision job. Finally, professional 

work shows in the implementation. Western and Chinese event 
technology have become increasingly similar. Although qualified 
personnel are hard to come by, such personnel know how to handle 
modern media set-ups; for example, how to evaluate a combined 
picture on a divided LED panel or how to seamlessly run films on 
an oversized presentation screen. 

This is where the co-operation of professionals on site is vital; a 
show team that combines technical know-how with aesthetic sensi-
tivity and uses software and film in such a way that the contents are 
transmitted in an engaging manner. A competent service provider 
also plays the role of a sparring partner that discusses concepts 
with his clients. In addition, collaboration with renowned event 
agencies is generally presages quality work.

10. Trade Fairs and Their Construction

Introduction

Trade fairs in China are a booming business. The increasing 
number of specialised trade fairs offers companies more and 
more opportunities to introduce their products and services 
to visitors from home and abroad. Chinese businesspeop-
le and customers are basically open-minded and curious. 
That is why innovations, like long-guarded secrets, may be 
presented to the public especially well. Although trade fairs 
in China are marked by their own peculiarities, here, too, 
success depends mainly on following globally accepted rules 
of communication. 

The marketing module trade fair was not invented in China. 
It is an exported success that was developed in the West and 
has proved its worth. One who combines his own expertise 
with local elements stands a good chance of raising the pro-
file of his firm, brand or product and increasing sales. The 
exhibition stand serves in this case as the business card of 
the enterprise.

Which trade fair?
The most important criterion is the theme of the trade fair and 
that is why enterprise strategy and product presentation need to 
be defined first. Add to this the location of the trade fair. Beijing, 
Shanghai, Guangzhou and Hong Kong already have ideal locations 
for trade fairs and provide many of the visitors. What is more, a 
good number of Chinese and international companies increasingly 
encourage their staff to attend trade fairs. The trend now favours 
specialised fairs and markets. Consequently, locations such as 
Zhengzhou in the medical sector, Dalian in the tourism sector, 
and Shenzhen in the high-tech sector, have become more and 
more interesting. 

Checkbox:
1. Does a presentation meet the standard of quality  
    promised by the product or brand?
2. Has the media communication enough emotional impact  
    to reach the target group in the Chinese market?
3. Ist die Medienkommunikation emotional genug, um die 
    Zielgruppe auf dem chinesischen Markt zu erreichen?



Cities like Chengdu and Chongqing in central China and Harbin in 
northern China are also developing very fast. “The choice of loca-
tion of a trade fair is very individual and depends on the type of 
business,” says Gerhard Messer, general manager of Bluepool, a 
German enterprise in China that plans and implements trade fair 
events. The focal point is the simple question: Where is the market? 
Companies that have little or no experience in Asia should take 
their bearings from Western organisers, advises Gerhard Messer. 
“The first years at trade fairs are generally hard business and one 
should avoid too much experimentation.”

What is important when designing an exhibition stand in 
China?
In connection with the designing of trade fair stands, foreign ex-
hibitors are now faced with greater hurdles than a couple of years 
ago. Apart from international competitors, Chinese producers who 
want to enter Western markets are providing increasingly better 
product and presentation quality. The visual appearance should 
therefore be well thought out. “Apart from the successful staging 
of products, the clear communication of a company’s image is im-
portant,” says Messer. The corporate image must appear uniform in 
business cards, posters, image videos or brochures and the stand 
decked out in the correct colours. As mentioned, Western desi-

gns and Western brands hold a special appeal for many Chinese. 
Consequently, origin and product claims should be emphasised 
through proper design when appearing at a trade fair. At the same 
time, communications resources should be adaptable. “Not every 
Chinese businessman speaks English,” says Messer. It is therefore 
sensible for the staff of an exhibiting firm to work together with a 
team of well-trained interpreters and presenters.

What local aspects should be taken into consideration?
Personal contacts (‘guanxi’) hold special importance in China. Tra-
de fairs are ideal opportunities to establish contacts with business 
partners, and coffee and tea are not the only things that should 
be offered at a stand. The whole appearance must be calibrated. 
“Exhibitors should think of appropriate side programmes for po-
tentially interesting businesspeople, whereby both sides can get to 
know each other,” says Messer. In this way, the marketing module 
of the trade fair acquires the characteristics of an event. Additio-
nally, business contacts may be cultivated via small gifts, which 
should always establish a connection to the exhibited product or 
enterprise. 

When should planning begin?
Early. Late registration may result in securing a spot in the last 
available corridor only. Depending on the type of business, trade 
fairs are scheduled in 6-month to two-year cycles, enabling firms 
to register directly at the fair for the next one. Those catching this 
cycle will have enough time to prepare. Businesses that make a 
new appearance at trade fairs may inform themselves through re-
levant websites on the Internet such as www.auma.de and www.
expodatabase.com  or turn to Western exhibitors known to them 
– most trade fairs already have a Chinese offshoot. Long-time plan-
ning is especially important if bulky products or stand equipment 
is to be shipped in from Europe. As soon as registration has been 
completed, one should look for a qualified partner in trade fair 
construction to assume responsibility for the design of the rented 

(empty) space who, ideally, can provide comprehensive services - 
from design to individual side programmes.  

How can an appearance at a trade fair be converted into 
business?
Experienced participants at trade fairs know that of one hundred 
new contacts about 10 may hold potential. How does one extract 
these?  “First, it is recommended that you conduct an Internet 
search to check what firms are hiding behind those business 
cards,” says Messer. “In this way, it will emerge which contacts 
are worth pursuing and who is in a prominent position.” It is im-
portant not to be blinded by chic websites and glossy catalogues. 
“He who doesn’t want to find copies of his products during the 
next trade fair had better be careful,” according to Messer. Mutual 
visits during a trade fair may be a good way to build confidence. 
“This is the Chinese way of doing business,” he says. It is often 
worthwhile to commission an Asia expert in the company to culti-
vate contacts in China.

Checkbox:
1. What trade fair in what city is the right choice? 
2. What should the product presentation look like and who  
    may be helpful during implementation?  
3. Following a trade fair, what steps lead to sustained good  
    business?



Why and where is the use of film production in China meaningful?
The People’s Republic of China is - after Russia, Canada and the 
US - the fourth largest country in the world. A businessman from 
the West who wants to visit his customers often has to cover enor-
mous distances. Especially in the far-flung provinces, meetings are 
a time-consuming and expensive affair. At the same time, personal 
contacts – guanxi - play an important role. The Chinese want to get 
to know their business partners better. “To enhance the popularity 
of an enterprise, the image film is particularly suitable. For exam-

ple, senior personnel might appear in the film and talk directly to 
potential customers,” says Andreas Menzinger, managing partner 
of Referenz Film in Shanghai.  

Travel expenses in the service sector could be cut down when, toge-
ther with a product, a detailed DVD-guide is delivered. In addition, 
a film is efficient when training personnel, because in China, as a 
result of relatively low wages, there may be substantially more em-
ployees than in Europe,” according to Menzinger. An enterprise that 
wants to convince bank tellers through training in a finance service 
product has to invest a lot more in the training effort because of 
the high number of employees. The costs of a film, however, do not 
increase. Additionally, with a well-made DVD complex subjects can 
be communicated simply to a less well educated target group. 

Do films have to be particularly adapted to the Chinese viewer?
Reception is influenced by habit. In China, numerous low quality 
products enter the market. “The acceptance threshold for bad 
quality films is generally low. However, viewing habits are changing 
because of Hollywood films, which are as popular and widespread 
as they are in Europe,” says Menzinger. Thus, a high-quality pro-
duction arouses different perceptions to a poor production with the 
Chinese viewer, too. Since German enterprises in Asia primarily 

11. Film and Video Production

Introduction

A visit to a movie theatre demonstrates very clearly that films 
arouse emotions. It is difficult for a spectator to escape the 
spell of moving pictures. He sits mesmerised in front of the 
screen, although it is quite clear that he is viewing fictitious 
content produced by actors and special effects. Films appeal 
to the spectator. They fill needs and generate enthusiasm. It 
is this phenomenon that makes the medium so interesting 
in the pursuit of business. Messages may be communicated 
graphically.

An image film can build confidence and demonstrate the 
expertise of a firm. In China, this marketing tool is especial-
ly well received in the B-to-B sector. Almost 80 percent of 
Chinese firms think an image film is important, while in Ger-
many it is barely half that much.* Many Chinese customers 
draw a connection between the details of a well made film 
and the competence of an enterprise. It is also interesting 
to note that repeated use is possible through the Internet 
and other devices.

* From a thesis about the impact of image films vis-a-vis multimedia, per Film 
and Video Production reference film.

represent quality, the design and technique of a German image or 
training film should follow Western production rules. Nevertheless, 
Chinese tastes must be taken into consideration, which may reveal 
themselves in preferences to certain colours, a tendency to cap-
tions, emotionally-charged images and dramatic music . . .

How much time and what budget should be allocated to film 
production?
Depending upon the allocation of tasks, a film project may be com-
pleted in a few days - or extend to several months. Where quality 
is a priority, one should consider high quality film material and su-
perior editing, which takes time. There are also differences in the 
cost of production. Western service providers offer a simple, short 
trade fair film including concept, shooting, graphics, animation and 
music for about RMB50,000. On the other hand, the production of 
an elaborate image film where a dolly is used in different locations 
throughout China may cost RMB1m. or more. Chinese service pro-
viders often lure clients with lower prices but when viewing Chinese 
produced films it is apparent that basic principles in design and 
technique have been seriously violated. 

How does film production progress?
The first and most important production step is the creation of a 
concept and screenplay. At this point in the production process 
it is decided whether the film is likely to achieve its objectives. A 
competent service provider places the marketing and distribution 
strategies of a company in the centre. This requires theoretical 
know-how of how products may be sold. Who is the target group? 
What are the basic motives of the customer? Important, too, is the 
issue of possible objections by the customer and how these may 
be negated during the film. Once the screenplay has been agreed, 
planning and implementation of the shooting follows. Animation 
and graphics can be created in tandem, music chosen and final 
dialogue recorded. Eventually, all sources are combined during 
cutting. After working on the image and sound, the master film will 



finally be copied onto DVD and disseminated through media such 
as the Internet and television. 

Why is the marketing module film interesting to smaller firms?
During the past 20 years, film has developed into an affordable 
medium. In addition to increasingly convenient technology, the 
growing number of providers in the production sector who com-
pete against each other with better prices and better processes 
account for that. Initial costs for film material have never been 
so low, which is of particular interest to smaller enterprises. “The 
Chinese market, in particular, offers smaller firms the opportunity 
to compete on par with their bigger competitors,” says Menzinger. 
The brand popularity of big enterprises is often markedly less than 
it is in Europe and Chinese customers in the B-to-B sector are 
open to smaller providers. Add to this the growing opportunities 
of new and convenient means of distributing film. Distribution via 
the Internet is easy, while prices for CD and DVD duplication are 
decreasing substantially.

12. Company Profiles

Who we are
Rimagine is an internationally-owned photography company ope-
rating a studio in Shanghai. Its professional photographers create 
images of products, people and places either in its studio or on 
location throughout China and the rest of Asia.

What we do
Besides photography, Rimagine offers producing, retouching and 
graphic design services. A team of 20 personnel under German ma-
nagement takes care of all organisational matters such as location 
scouting, model casting, set design and prop sourcing.

Our clients
Rimagine focuses on working with product marketers, retailers and 
industrial companies. Reference clients include Philips, Nivea, 
Adidas, BASF and Tesco.

Contact
Telephone:   +86 21 5157 0285
Fax:             +86 21 5157 0288
E-Mail:        lorenz@rimagine.com 
Website:      www.rimagine.com

Who we are
Wilddesign is an international German design company based in 
Ruhrgebiet and Shanghai. Our services are individually designed 
to meet the technical and commercial possibilities of an enterprise 
– regardless of whether it involves the creation of a brand, a small 
packaging series or a mega-selling product.

What we do
With 20 years of experience behind us, we advise customers on all 
issues pertaining to their brand and product. Our teams in Germany 
and China work closely together in order to combine the origin of 
a brand with special local features in terms of layout, form and 
management of a brand image, packaging and products.

Our clients
Our clients include enterprises in the field of consumer electronics, 
F&B, furniture and fixtures, household ware, medical technology 
and many others. Major clients include Proctor & Gamble, San 
Disk, Fissler, Sanyo and Lenovo.

Contact
Telephone:   +86 21 5228 8112
Fax:             +86 21 5228 8119
E-Mail:        gs@wilddesign.cn
Website:      www.wilddesign.cn

Interview:
Lorenz Wagener
General Manager
Rimagine – The Photography Company

Interview:
Gerhard Seizer
CEO 
WILDDESIGN Shanghai

Checkbox:
1. What message do I want to direct to what target group?
2. Is the message emotional, and can it be conveyed well  
    through film?
3. Where do I find a provider who understands my  
    communication objectives and knows how to competently  
    combine them with film?



Who we are
mediaman is an online communication agency operating in Mainz, 
Munich, Boston and Shanghai. Founded in 2006, mediaman em-
ploys 20 permanent staff supported by a network of freelancers 
and partner firms.

What we do
mediaman designs Internet solutions for local and international 
enterprises. This includes all elements from strategy to planning 
to design to technical implementation. In addition to development, 
mediaman increasingly markets the Internet presence of clients by 
means of search engine marketing (SEM), optimisation (SEO), and 
online advertising.

Our clients
We support international enterprises in the Chinese market such 
as Mercedes Benz China, hotel chain Howard Johnson, Henkel, 
General Motors and TÜV süd.

Contact
Telephone:   +86 21 6299 4416
Fax:             +86 21 6299 4417
E-Mail:        florian.zeim@mediaman.com.cn
Website:      www.mediaman.com.cn

Interview:
Florian Zeim
Managing Director
mediaman Shanghai

Interview:
Karsten Schmidt 
Chief Representative
Pleon Office China

Interview:
Georg Godula
Managing Director Asia
MH | direkt

Who we are
Pleon is a consulting agency for strategic communications with its 
head office in Düsseldorf. In China, we concentrate on consulta-
tion on communication issues, the creation and implementation 
of communication concepts, media relations, media and crisis 
training and event planning. The Shanghai office was founded in 
February 2007.

What we do
Pleon China primarily provides advice to European enterprises 
about extending their degree of popularity and the cultivation of 
their image. In order to support clients in the fields of planning and 
implementation across China we co-operate closely with a network 
of local partners.  

Our clients
Leading trade, logistics and chemical industry enterprises are 
numbered among our clients.

Contact
Telephone:   +86 13 621 796 761
E-Mail:        karsten.schmidt@pleon.com 
Website:      www.pleon.com

Who we are
MH | direkt is a direct marketing specialist with branch offices in 
Europe, the US, India and China. We operate a modern call centre 
in our Shanghai office and maintain the infrastructure for letter 
shop and dispatch.

What we do
MH | direkt specialises in international direct marketing for the 
B-to-B and industrial sector. We offer address brokerage and qua-
lification, telemarketing, direct mail via mail, fax, SMS and postal 
services, as well as database management and CRM counselling. 
We provide translations into more than 25 languages.

Our clients
Our customers included German machine construction group Gilde-
meister, logistics provider Schenker, and seminary provider Forum. 
Other references are Bosch and software producer PTC.

Contact
Telephone:   +86 21 3227 0872
Fax:             +86 21 3227 0875
E-Mail:        georg.godula@mhdirekt.com
Website:      www.mhdirekt.com



Interview:
Pascal Berger
Partner
he playze

Who we are
he playze is an architectural office in Shanghai. What distinguishes 
us is architectural expertise, a network in leading universities in 
Europe, and an international team comprising people from different 
cultural backgrounds.

What we do
he playze specialises in city planning,  building architecture and 
interior design. Our German-Chinese team, with additional offices 
in Berlin and Basel, offers clients effective concepts and their 
implementation.  

Our clients
We are engaged in a diverse selection of projects. Some Examp-
les:  An industrial complex constructed of glass; an environmen-
tally friendly office park; the restoration and conversion of a Ming 
Dynasty courtyard house into a hotel. he playze is also the local 
architect for the German Pavilion of the 2010 Expo.

Contact
Telephone:   +86 21 5228 9058-8003
Fax:             +86 21 5228 9059
E-Mail:        pascal@playze.com
Website:      www.he.playze.com

Interview:
Tobias Sievers
Managing Partner
luxoom

Who we are
With offices in Berlin, Zurich, Vienna and Shanghai, luxoom in-
tegrates discipline conception, media design, architecture and 
high-quality communication solutions. While independent, we ope-
rate internationally and are the hub of a stable, interdisciplinary 
network.

What we do 
Luxoom offers single element or complete solutions, either as main 
contractor or in partnership with an agency. Our range of services 
includes design, medial brand staging and sensory experiences - for 
trade shows, events, exhibitions, lightshows and films.

Our clients
Our client list includes BMW, Lancôme, Porsche, Siemens and 
Metro-Group. 

Contact
Telephone:   +86 21 6271 3319
Fax:             +86 21 6271 3319-215
E-Mail:        shanghai@luxoom.com
Website:      www.luxoom.com

Who we are
Avantgarde is an event marketing agency with branch offices in Eu-
rope, Russia, the Middle East and China. Our international teams 
in Shanghai and Beijing undertake conceptual planning and have 
organised some 200 events a year since 2004. 

What we do 
Avantgarde’s mission is ‘Creating Fans’. We plan and implement 
events that fulfil brand promises and exceed visitor expectations. 
Form and content is fitted to the image and adapted in turn to 
target groups. 

Our clients
Avantgarde supports enterprises in the B-to-C as well as B-to-B 
sectors and offers professional and creative solutions from product 
launch to incentives. 
 
Contact
Telephone:   +86 21 6381 6600
Fax:             +86 21 6381 9898
E-Mail:        christian.stipp@avantgarde.cn
Website:      www.avantgarde.cn

Interview:
Christian Stipp
Managing Partner
Avantgarde



Who we are
Bluepool Stand Design and Building in Shanghai is a subsidiary of 
Bluepool Germany. We are a trustworthy partner offering trade fair 
construction and event organisation in China and Asia. 

What we do 
Bluepool designs exhibition stands from the first sketch of an idea 
until site handover. We provide system solutions, make personnel 
and equipment available, plan control programmes and organise 
the storage of stand equipment. 

Our clients
Our clients include leading businesses such as Bosch Rexroth Chi-
na, Balluff China, Mentor China and Jean Müller Electrics.

Contact
Telephone:   +86 21 6490 4375
Fax:             +86 21 6490 2006
E-Mail:        gerhard.messer@bluepool.com.cn
Website:      www.bluepool.com.cn

Who we are
Referenze film is an international film and video production com-
pany, with its centre of operations is in the heart of Germany, in 
Würzburg; our branch office in Shanghai supports clients in the 
Asian market. 

What we do 
The focal point of referenze film is the production of image films, 
films for trade shows, industry and training films. We understand 
the importance of target groups and the need for motivation and 
make the business objectives of our customers the focus of the 
production.

Our clients
Our clients include companies from all sectors, such as machine 
construction, finance and medical technology. Our portfolio inclu-
des Bosch Rexroth, Sinopee China, SSI Schäfer, Noell, Olympus 
and Bausparkasse Schwäbisch Hall. 

Contact
Telephone:   +86 21 6210 1782
Fax:             +86 21 6211 6086
E-Mail:        menzinger@referenzfilm.de
Website:      www.referenzfilm.de

Interview:
Gerhard Messer
General Manager
Bluepool

Interview:
Andreas Menzinger 
Geschäftsführender Gesellschafter 
referenz film



Katharina Putzer is a journalist and presently works as a PR writer in Shanghai. She provi-
des services for German enterprises in China and Germany embracing the entire scope of 
writing, including websites, newsletters, brochures and corporate magazines in addition to 

providing investor contacts. The editor of Marketing-Guides studied German language, literature 
and political science. In 2008, she received the journalistic award “Der wilde Rabe” for a series 
of articles in the Hamburger Abendblatt. She is the author of a book about director Ernst Lubitsch. 
Further questions to Katharina.Putzer@gmail.com. 

Nils van Doorn studied Economics and social sciences with the focus on China and worked as 
marketing manager for Ericsson and ThyssenKrupp in Beijing and Shanghai. He is a consultant for 
German enterprises in the field of concept development and the implementation of sales and mar-
keting strategies, and arranges for fast and professional implementation by working with speciali-
sed service providers. Nils van Doorn can be reached at nils.vandoorn@iReStart.de  with additional 
information available on the Internet at www.iReStart.de.
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