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Abstract

Branding management in pharmaceutical industry is an ascending trend and is
playing a more and more important role in pharmaceutical market. As showed in
previous studies, cultural factors are influential in marketing and branding strategy,
especially for multi-national brands. Traditional Chinese Medicine (TCM),
originating from Chinese culture and philosophy, provides a proper object for a
further research on this topic. Chinese Patent Medicine (CPM) is patent medicine
based on theories of Traditional Chinese Medicine and processed from Chinese
Herbal Medicine. It follows the ideology of TCM, also showing the cultural
connotations.

However, the further spread of TCM and CPM globally met obstacles due to
cultural diversity and effect. Nowadays, regions admitting and using TCM are limited
to Japan, Korea, southeastern Asian countries and Chinese communities in western
countries, which are more influenced by Chinese culture. In western societies,
because of the differentiation between TCM culture and modern scientific
methodology, TCM is limitedly used. Even in Asia, the same situation happens where
cultural differences exist, which blocks the spread and development of TCM and
CPM.

This study focuses on comparing branding strategies of CPM between markets,
products and corporations, aiming to analyze the influential elements of culture and
market to the cross-cultural branding of CPM.

This study was conducted in the markets of Singapore, Guangzhou and Hong
Kong. Semi-structured interviews and field study were conducted to collect
information of Bak Foong Pills (BFP) and Liuwei Dihuang Pills (LDP) produced by
three companies: Beijing Tong Ren Tang, Eu Yan Sang and Wai Yuen Tong. Non-
parametric analysis and clustering analysis were used to analyze the collected data.

According to the findings, CPM brands have close connections with traditional
Chinese culture in property, and naturally share the cultural uniqueness. It shows

significant differences in branding strategies between markets, products and
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corporations. In comparison with LDP, the brand positioning of BFP tends to be
modern and its marketing tools tend to initiative. Products tend to take more initiative
marketing tools in Singapore and Hong Kong than in Guangzhou. Diversified brand
positioning, pricing and marketing tools are taken on products, especially in Wai
Yuen Tong and Eu Yan Sang.

This study concludes the key influential cultural factors for branding strategies of
CPM products as cultural identity in target market, culture of CPM products and
culture of CPM corporations. Current situation of the worldwide market of natural
health product is also discussed in this study. Recommendations for further cross-
cultural development of CPM brands are also given as following. In the cultural
respect, uniqueness of CPM brands is to be discovered and built up, while new and
modern cultural elements are to be introduced. In the respect of brand competency,
effective long-term branding strategic plans are to made. Corporations are to advance

their abilities of brand management, and to focus on the changes of market trend.

Keywords: Chinese patent medicine; culture; branding; marketing strategy;

internationalization; Singapore; Hong Kong, Guangzhou
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