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Abstract 
 

Guided by integrated marketing theory, the foundation of integrated marketing is the 

understanding of market and customers. The first step is the utilization of marketing tools. 

This study analyzed the sales data from 2009 to 2011 and focused on the salience of four 

main marketing tools used by Heinz. Primary information and data come from inside of the 

company. Our analysis has shown Heinz’s profit structure, regional characteristics of the 

Chinese market, and the effectiveness of promotional activities. The main finding of this 

study is that regional factors significantly influence the company’s marketing strategy in the 

Chinese business environment. Also, cultural divergences do have an impact on the 

company’s business operations. The limitation of our study is that this data set spanning 

three years cannot represent the situation in the long run or holistically. 

 

Key words: Integrated Marketing, Marketing Tools, Regional factor, 

Heinz, Chinese Frozen food industry 
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1. Introduction 
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The significance of the Chinese market as both producer and consumer is already widely 

known. It is the world’s most populous country—accounting for a quarter of the world’s 

population (1.3 billion)—and the third largest country in terms of land area. (Veeck et al. 

2007) Modern Chinese living a high-pressure, urban life value convenience. The fast pace of 

life has increased the demands for frozen food and many companies have benefited from the 

growth in the popularity of frozen foods. It is not only local Chinese companies that have 

been targeting China’s frozen food industry. China is also attractive to many multinational 

companies that have seen the huge potential of the Chinese market. As a multinational 

company that has operated in China for more than 20 years, Heinz has achieved many 

successes and become the leading company in the category of convenient and health food. 

 

However, entering an emerging country also means risks and uncertainty. Unlike most 

developed countries, income disparity across regions and cultural diversity within China are 

critical. Hyeon Jeong Cho has pointed out in his research that the regional differences have 

been deeply rooted in the Chinese market. (Hyeon Jeong Cho, Hira Cho and Byoungho Jin, 

2010) Besides the regional factor, local competitors and fierce competition have forced 

multinational companies to consider better marketing strategies. More and more marketing 

managers are trying to find the most effective and efficient ways to maximize profit and 

improve brand equity. 

 

To achieve better performance, many companies have begun to introduce an integrated 

marketing concept into their strategy-making process. It means the company should provide 

a consistent image, position, and theme across all disciplines. (Nowak and Phelip, 1994) 

However, the customer group has become more and more fragmented. They have different 
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values and lifestyles that have required companies to better understand to whom they are 

sending messages. Many scholars have pointed out that the foundation of integrated 

marketing is “customer-centric.” (Kliatchko, 2008, Don Schultz, 1991, Ducan and Gaywood, 

1994) 

 

Marketing tools are the main method to communicate and build the relationship with 

customers. (P Kotler, 1973) Many previous researchers have studied the effect of marketing 

tools, particularly with respect to price and promotion. (Boulding, Lee, and Staelin 1994; 

Jedidi, Mela, and Gupta 1999; Nijs et al. 2001; Pauwels, Hanssens, and Siddarth 2002; 

Steenkamp et al. 2005) Yet there has been some emphasis on the effects of product variety 

and place (distribution) on brand performance. (Aaker 1996; Ailawadi, Lehman, and Neslin 

2003; Barwise 1993; Yoo, Donthu, and Lee 2000) However, cultural divergence is hardly 

considered, and how Asian cultures will affect the implementation of marketing tools is 

rarely mentioned. 

!"/#$0%1&2)#&3#+,045#

Two major challenges facing multinational companies are to understand the baseline market 

conditions in these emerging countries and to enact effective marketing strategies. (Batra, 

1997)  As the main strategy to cope with challenges, Integrated Marketing Strategy requires 

high-level knowledge and understanding of the market and the customers. This is what we 

are going to present in this thesis. 

 

Through the literature review, we have seen that although many multinational companies are 

attracted to the size and growth of consumer markets in these countries, they have largely 

overlooked the diversity among indigenous consumers. (Geng Cui, Qiming Liu, 2012) We 

believe that this thesis could supplement the blank of this topic. 

 

Our research and analysis is based on the real company case of Heinz, which is a 

well-known international food brand. Due to the working experience of one of this study’s 

authors, we have access to the company’s internal sales data and resources. Three years of 
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sales data (2009-2011) that have been used for quantitative study included sales volume, 

gross profit, product category, discount situation, and distribution information of each region. 

Other internal reports have been used for our primary case study. 

 

In this thesis, we follow the integrated marketing philosophy and analyze three years of sales 

data so as to suggest better strategies for the Chinese market and to better understand the 

dynamic market situation in China based on Heinz’s real case. A glimpse of the frozen food 

market in China with respect to regional and cultural aspects has been given. This study 

employs both a qualitative and quantitative study approach to explore the heterogeneous 

features of the frozen food market in China and to suggest how multinational corporations 

can better operate under these circumstances. In the end, some advice for Heinz in terms of 

creating a better marketing strategy in China is given. 

 

2. Literature Review 

/"!#6.,)7%-,)4#8-%9),:.7#

Integrated marketing is defined as a “strategy aimed at unifying different marketing methods 

such as mass marketing, one-to-one marketing, and direct marketing. Its objective is to 

complement and reinforce the market impact of each method, and to employ the market data 

generated by these efforts in product development, pricing, distribution, customer service, 

etc.” 

The most notable feature of integrated marketing is a data-driven approach that focuses on 

identifying consumer insights and developing a strategy to forge a stronger brand-consumer 

relationship. 

Terence believed that the foundation of integrated marketing is based on a strategic 

understanding of the product and market. This includes changes in technology, buyer 

attitudes and behavior and anticipated moves by competitors (Terence. A, 2006). The 
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starting point of the integrated marketing process is a marketing mix that includes different 

types of marketing, advertising, and sales efforts. Without a complete marketing plan there 

is no integration or harmony between client and customers. (Terence A, 2006) 

In other words, the more the company understands the market and the customers, the more 

accurate and effective message will be able to be sent to the target customers. And more 

integration will be achieved by making suitable strategy. 

 

/"/# 8-%9),:.7#,&&(2 

Promotion Promotion refers to any incentive used by a manufacturer to induce the trade or 

consumers to buy a brand and to encourage the sales forces to aggressively sell it. The 

incentive is in addition to the basic benefits provided by the brand and temporarily changes 

its perceived value. (Roger A Strang, 1986) The functions of promotion are to 1) invigorate 

sales of a mature brand, 2) facilitate the introduction of new product, 3) offset the marketing 

efforts of competitors, 4) obtain trial purchase from consumers, and 5) maintain current 

users. 

 

However, promotion is not able to permanently stop a brand’s declining sales trend or 

change the basic lack of acceptance of an undesirable product. Too-frequent promotion may 

reduce the brand equity and make consumers more price-sensitive. If promotions make 

consumers more price-sensitive, then competitors may intensify promotions. These 

competitive moves may offset each other, leaving the market shares unchanged. Although 

consumers have become more price-sensitive over time, we may not see any changes in 

brand shares. (Kamel Jedidi, Carl F. Mela, Sunil Gupta, 1999) 

 

Advertisement Advertising is a paid, mediated form of communication from an 

identifiable source, designed to persuade the receiver to take some action, now or in the 

future. (Jef I. Richards and Catharine M. Curan, 2002) 
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Many companies have faith in advertising due to its main functions: 1) informing, 2) 

influencing, 3) reminding and increasing salience 4) adding value, and 5) assisting other 

company efforts. One of advertising’s most crucial functions is to publicize a brand so that 

its advertising makes consumers aware of the new brand’s distinct features and benefits, and 

facilitate the creation of positive brand images. Effective advertising influences prospective 

customers to try advertised products and services. And it will keep a brand fresh in the 

consumer’s memory. Furthermore, effective advertising causes brands to be viewed as more 

elegant, more stylish or high quality and so on. (Terence A. Shimp, 2006) 

 

Advertising has a long-term positive effect on brand choice while the opposite holds for 

promotions. However, it is perhaps unwise for all the brands to unilaterally increase 

advertising and cut promotions. It depends on brand-specific advertising and promotion 

effects as well as the current level of resources allocated to these two decisions. (Kamel 

Jedidi, Carl F. Mela, Sunil Gupta, 1999) 

 

In addition, advertising effects are uncertain and costly. It is for these reasons that many 

companies think it appropriate to occasionally reduce advertising expenses or to eliminate 

advertising entirely. Especially during economic downturns, companies find it particularly 

seductive to pull funds out of advertising. 

 

Product A product is anything that can be offered to a market that might satisfy a want or 

need. In marketing strategy making process, the product is the ultimate determinant of all 

marketing efforts. The natures of certain products will influence how managers create 

marketing strategy later on. In addition, the appropriate product mix can make a company 

yield larger sales than if products were marketed individually. 

 

Distribution Channel Distribution channel refers to a way of selling a company's product 

either directly or via distributors. (Philip Kotler, 2003) Possible distribution channels are 

wholesalers, small retailers, retail chains or direct mailers, etc. Among the marketing mix, 

distribution channel management plays an important role in fast-moving consumer goods. In 
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a major market such as China, in which a supplier could easily have more than 2000 

distributors, a finer classification and management is imperative. (Arieh Goldman, 2011) 

 

A major challenge for firms aiming to capitalize on their market potential in a host country 

involves the effective management of their distributors. (Anderson and Coughlan 1987; 

Zhang, Cavusgil, and Roath, 2003) This can be accomplished by designing effective 

governance strategies (Heide 1994) that simultaneously motivate and control various types 

of distributors. (Griffith and Myers 2005) Griffith and Myers also show that when a firm’s 

governance mechanism fits the cultural norms of the host country, channel performance 

improves. 

/";#<)7:&.-(#4:33)%).=)#

If the differences are severe enough to explain a majority of consumption differences in a 

country then they should be better understood. (Hyeon Jeong Cho, Byoungho and Hira Cho, 

2010) 

 

There are many reasons that differences between countries should be carefully considered. 

For instance, diversified consumer needs may differ by region because of differences in the 

degree of retail market development and other indicators of foreign brand consumption, such 

as income and exposure to foreign brands. (Hyeon Jeong Cho, Byoungho and Hira Cho, 

2010) Consumers in various regions are also known to differ in income, values, lifestyles, 

and extent of contact with the outside world. (Geng Cui, Qiming Liu, 2012) These 

differences will affect people's perception of foreign goods and their purchase readiness, and 

present tremendous hidden barriers between the markets, making it difficult for 

multinational companies to exercise a national marketing and distribution strategy. (Verma, 

1995) 

 

China is a special market for foreign companies. China has the largest population in the 

world and 56 ethnic groups with over 80 spoken languages and 30 written languages. 

(Veeck et al. 2007) Many scholars have indicated the important fact that China is not a 
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homogeneous country and Chinese cities differ from each other. China is largely a 

developing country and consists of multiple markets segmented by regional economic 

development and local culture. (Swanson, 1998) China is a large heterogeneous market with 

diversified consumer behavior in different regions. (Zhang Xin-an,Nicholas Grigoriou,Li Ly, 

2008) There are also many ways to segment the Chinese market based on varied standards. 

For example, based on economic development and consumer purchasing power, it can be 

segmented into seven regional markets: South, East, North, Central, Southwest, Northwest, 

and Northeast. (Geng Cui, Qiming Liu, 2012) Based on income disparity and cultural 

divergence, it can be divided into three regions: Coastal China, Interior China, and Western 

China. (Hyeon Jeong Cho, Hira Cho and Byoungho Jin, 2010) 

 

Due to China’s open and reform policy, in general, coastal cities are affluent and rich. The 

GDP per capita of its richest city (Guangzhou) was US$11,708, more than ten times that of 

the poorest province (US$860 in Guizhou) (National Bureau of Statistics of China 2006). 

Also, consumers in these regions maintain active lifestyles and are more individually 

oriented. (Geng Cui, Qiming Liu, 2012)  

 

/"># 8-%9),:.7#8:?#8&4)(:.7#

Marketing mix modeling is a term for the use of statistical analysis on sales and marketing 

data in order to estimate the impact of various marketing tactics on sales and then forecast 

the impact of future sets of tactics. It is often used to optimize the advertising mix and 

promotional tactics with respect to sales revenue or profit. 

 

The elements measured in this model involves in base and incremental volume, media and 

advertising, promotions, price, distribution, launches, and competition. Albert Frey 

classified the marketing variables into two categories: the offering, and process variables. 

The "offering" consists of the product, service, packaging, brand, and price. The "process" 

or "method" variables included advertising, promotion, sales promotion, personal selling, 
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publicity, distribution channels, marketing research, strategy formation, and new product 

development. (Frey, A. 1961) 

 

Based on the data we possessed, product, promotion, advertisement, and distribution were 

selected as the independent variables while sales performance was selected as the dependent 

variable. Meanwhile, as discussed at the beginning of the thesis, the regional factor was 

perceived as a special element of great importance in the Chinese market, therefore we 

modified and created a new model fitting the Chinese situation. 

                   Figure 2.1 Marketing tool mix model 

 

In this article, based on the sales data and information of Heinz that we possessed, the 

Chinese market could be divided into four regions: South, West, East, and North. Product 

category, promotional activities, advertisement, and distribution selection were four main 

compositions of Heinz’s marketing strategy. 

 

As we could see in this model, the marketing tool mix and the regional factor were able to 

influence the sales performance. Moreover, the regional factor can also affect the 

implementation of marketing tools because of the diversified customer preferences and 

behaviors. 

 

Sales 
Performance 

Regional factor 

Distribution Channel Advertisement 

Promotion Products 

Main Marketing Tools in China Frozen Food Industry 
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Guided by integrated marketing philosophy, we believe that “know-how” is the key element 

to operate a business in a new environment. Not only the target customer behavior, market 

situation, but also values, lifestyle, and cultural differences should be carefully studied. In 

this thesis, we follow the integrated marketing philosophy and employed market data (three 

years’ sales data) so as to better understand the dynamic nature of the Chinese market based 

on Heinz’s real case and suggest how to create better strategies for the Chinese market. 

Our analytical framework explored the following two research questions:  

1. Does the heterogeneous feature of the Chinese market influence a multinational 

company’s sales performance based on current marketing strategy? 

2. Which kind of marketing tools will have a positive effect on sales performance for each 

segmented area? 

 

3. Methodology  

3.1 #<)2)-%=@#A)2:7.#

The overriding research goal is to explore the heterogeneous feature of the Chinese market 

and to answer the question how could multinational companies better understand the 

Chinese dynamic market and better perform in this market? This study subject is a new 

emerging market, and a number of circumstantial and contextual factors have been included 

for answering this question. A case study is a research strategy applied for the investigation 

of a phenomenon within its real-life context. It is a strategy to address how and why 

questions. Apparently we determined that a case study was the best way to conduct our 

study. Our type of case study is descriptive, using a real-life situation to describe 

cause-effect relationships that have already been proven. In the preceding section, the 

regional difference was clarified in that it is deeply rooted in China. Our case study dug 

deeper with the aid of present theory. 
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The case sampling strategy we used followed the literal replication technique and theoretical 

replication logic, as Yin (2003) recommends. The key factor underpinning the selection of 

the Heinz case was conceptual relevance rather than representative grounds. (Miles and 

Huberman 1994) The goal is to gain a deeper understanding of an analyzed case and 

facilitate the development of concepts used in this research. Heinz has been in the Chinese 

market for almost 20 years, as a leading company in the frozen food industry, they have 

outstanding market share and the case of Heinz can provide us with a lot of valuable 

information. The insights gained from this case also can extend to other multinational 

companies operating in this market. In addition, another important reason for selecting the 

Heinz case is our personal involvement offering us internal data that otherwise would not be 

available. 

 

Embedded designs have been used for case analysis that included multiple units of analysis 

(study may include main and smaller units on different levels). (Robert. K, Yin, 1994) 

Following the works of Yin (2003) and Eisenhardt and Martin (2000), this study employs 

both qualitative and quantitative study approaches. We preferred a statistical approach rather 

than interviews or a qualitative study as the core of our study. Matthew Miles and Michael 

Huberman argued about the generalizability of qualitatively derived findings. When a study 

goes beyond the single case to a multiple-site study, the bulk of data makes it unlikely that a 

sample of more than a few dozen interviews can be managed.（Miles, Matthew B. and A. 

Michael Huberman, 1994）Whether the interviews can examine a reasonable sample of a 

larger universe could be doubted. As we discussed previously, the Chinese market is 

extraordinarily complex with varied sub-segmentations. A few dozen interviews could not 

reflect and cover the whole Chinese market situation. Only counting on qualitative study 

might make this study shallow.  

 

Meanwhile, the most important advantage of a case study is the flexibility of the study’s 

design. It allows researchers to include journalistic efforts, evaluation research, and 

quantitative as well as qualitative evidence. Qualitative research can be very useful in 

defining patterns of associations between factors on the ground. Besides, one of the most 
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significant practical conclusions that can be deduced from the qualitative research is that it 

can be carried out with rather small expenditures of money and time.   

 

;"/# +,045#8),@&4#

The overriding research question was broken down into several more specific questions: 1) 

Does the heterogeneous feature-regional factor of the Chinese market affect a multinational 

company’s sales performance? 2) Does current marketing strategy/the using of a marketing 

tool mix work for the Chinese market? 3) If a regional factor does affect sales performance, 

for each region which kind of marketing tool could positively influence the performance? 4) 

For each region, what are the customer preferences and traits? 5) How could multinational 

companies better perform under this circumstance? In order to answer the first three 

questions, a quantitative study involving multiple regression analysis of Heinz key figures 

was undertaken. Based on the original marketing tool mix model, we had built a new model 

that had been localized in order to fit to Heinz’s actual condition—i.e., - the regional factor 

was introduced into this model. The multiple regression analysis had been conducted for 

both the holistic Chinese market and segmented areas. The former was mainly aimed at 

examining whether the regional factor can affect sales performance, while the latter aimed to 

see which marketing tool has the ability to positively stimulate regional sales performance. 

These results could pave the way for the next step, answering the other two “how” questions. 

A primary case study of the Heinz Company was conducted. In this part, descriptive 

methods gave us an intuitive notion of how well Heinz is performing in China and other 

information such as profitability of varied product categories, potential profit growth of each 

region, and so on. Eventually, a conclusion was drawn from this study, and some advice was 

given from authors. 
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Following the principles of data collection that Eisenhardt (1989) and Yin (2003) 

established, we used multiple sources of evidence to gather the data. A systematic review of 

published reports in English and Chinese was conducted. It covered newspapers, business 

publications, academic journals, companies’ reports, and consulting organizations’ studies. 

Thanks to our personal involvement, exclusive data from internal Heinz had been acquired. 

Detailed sales data including product type, sales channel, promotion, price, gross profit, and 

sales amount from 2009 to 2011 was mainly used for our quantitative analysis procedure 

(descriptive analysis and multiple regression analysis). Other qualitative information helped 

us to conduct our case study of Heinz Company and better understand the Chinese frozen 

food industry in general. For example, the Nilson reports offered us knowledge of Heinz’s 

brand awareness and market shares in the Chinese market while annual reports of Heinz 

offered us information about their marketing strategy. And the data collection occurred over 

a sustained period (2009-2011). 

 

The original database contained more than 20,000 lines of daily detailed sales information 

from 10 cities. However, the large quantity of data made model estimation virtually 

intractable. Therefore, we chose four sample cities (Shanghai, Guangzhou, Tianjin, Chengdu) 

that can represent the regional condition to a large extent.  

 

Each line of data contained sales information of the city (e.g., the product has been sold in 

which city), product category, distribution channel, promotion situation (e.g., discount rate), 

advertising situation (e.g., if the product has been advertised or not, the type of advertising), 

original price, sales volume, and gross profit. In sample cities, the main product categories 

Heinz sells are Rice Ball, Steam Bread, Hot Pot and Dumpling. Two kinds of marketing 

channels might be used—direct channel or distributor.   

 

Direct channel refers to supermarket, hypermarket, small market through which products 

could be sold to final customers. Distributor refers to restaurant, school canteen, or aviation 
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enterprise through which products would be further processed and then distribute to the final 

customers. Regardless of other ways promotion might be used, we only discussed price 

discount and advertising in this case. In terms of advertisement, only two conditions would 

happen—having advertisement or not. Because some product types have the obvious feature 

of seasonality, Heinz won’t invest in advertisement during the off-season as opposed to the 

peak season. 

 

All the data will be introduced into statistical software SPSS and will be analyzed by using 

regression function. The data without numerical value such as product category and 

advertising will be coded into a dummy variable. In total, 2,000 lines of data will be used for 

statistical analysis. 

 

;"># 8)-20%)*).,#

The research will be carried out in SPSS software. Descriptive method and multiple 

regression method were used. The gross profit was selected as a dependent variable. The 

independent variables mainly included Discount (Promotion), Distribution Channel, 

Category (Products), and Ads (Advertisement). The variable of Regional Factor was added 

in order to reflect the cultural aspect of the Chinese market. 

 

Figure 3.1 Independent Variables and detail index Selection for Regression Model 
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Multiple regression analysis was conducted twice. The first one considered the holistic 

Chinese market in order to prove that regional differences do exist and affect sales 

performance. At the same time, the effects of marketing tools had been tested in general. 

While the later one aimed to test which kind of marketing tool has been able to positively 

stimulate regional sales performance. The statistical models that were listed are below: 
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4. Case of Heinz Company  

Under the adverse global economic environment, Heinz still delivered record sales and 

profit that can be proven by a 9.2% net income increase, 10.3% earnings per share increase, 

and strong cash flow of US$880 million. These achievements can be explained by the 

excellent execution of their strategy mix—growing core portfolio, accelerating growth in 

emerging market, leveraging the global scale, and making talent an advantage. Heinz 

entered the Chinese market 20 years ago. Nowadays, Heinz put more weight and importance 

on the growth of the emerging market. The emerging market’s percentage of company sales 

increased from 14% to 20%. (Heinz Annual report 2009) 

 

The former president of Heinz Bill Johnson, who is now the chairman of Heinz, pointed out 

the Three A’s strategy for the emerging market, which are “Applicable, Available, 

Affordable.” Among them, the most notable one is “Available,” which refers to making sure 

the channels they sell in are relevant to the local population. He also mentioned that the 

situation of choosing channels in an emerging market such as China is different from in 

America. For example, in the United States, the modern grocery stores and super centers can 

cover 100% of population, while in China less than one-third of people buy food in modern 

grocery centers and chain grocers have only a 50% share. 

 

>"!#C-=97%&0.4#&3#B@:.-#D%&E).#D&&4#6.402,%5#

The major buyer powers in the Chinese market are supermarkets and hypermarkets. 

However, the independent retailers also have a significant share of the retail market. Large 

supermarkets such as Wal-Mart and RT-Mart are able to make large purchases and negotiate 

for lower prices. Buyer power is also strengthened by the fact that frozen foods are largely 

undifferentiated commodities. (Frozen Food in Asia-Pacific, 2010) Products that are similar 

to each other are often produced and stocked by the market players and retailers.    
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The main competitors and leading brands in the Chinese frozen market include “Sanquan,” 

“Synear,” “LongFong” (Heinz’s brand), and “Wanzi,” which have accounted for more than 

60% of the market share (Fast moving consumer goods, 2011). As it shows that the market 

is highly fragmented. Currently, Chinese frozen food companies can be classified into three 

tiers by brand and position. The premium tier includes Heinz-LF, Wanzai, Sanquan, and 

Synear. The medium tier contains Haibawang, JiangSu-Anjin, SH-GuanShengyuan, 

Weibang in Guangzhou that have regional advantage. The low tier consists of regional small 

brands.   

 

 

 

 

 

 

 

 

 
Figure 4.1 Five Forces Analysis of China Frozen Food Industry (Source: Data monitor 2010) 

 

The major buyer powers in Chinese market are supermarkets and hypermarkets. However, 

the independent retailers also have significant share of retail market. Large supermarkets 

such as Wal-Mart, RT-Mart, they are able to make large purchases and negotiate for lower 

the price. Buyer power is also strengthened by the fact that frozen foods are largely 

undifferentiated commodities. (Frozen Food in Asia-Pacific, 2010) Products that are similar 

to each other are often produced and stocked by the market players and retailers.    
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The main competitors and leading brands in Chinese frozen market include “Sanquan” 

“Synear” “LongFong”(Heinz’s brand) and “Wanzi” which have accounted for more than 60% 

of market share. (Fast moving consumer goods, 2011). As it shows that the market is highly 

fragmented. Currently, Chinese frozen food companies can be classified into three tiers by 

brand and position. The premium tier includes Heinz-LF, Wanzai, Sanquan and Synear. 

Medium tier contains Haibawang, JiangSu-Anjin, SH-GuanShengyuan, Weibang in 

Guangzhou that have regional advantage. Low tier consists of regional small brands.   

NO Brand 
Business 

Nature 
HQ office Main Category 

1. Heinz-LF MNC Shanghai Dumpling, Rice Ball, Steam Bread, Dim Sum, Hot Pot, Sauce 

2. Wanzi MNC Hongkong Dumpling, Wonton, Rice Ball, Noodle 

3. Sanquan Private Zhengzhou Dumpling, Rice Ball, Rice Dumpling, Steam Bread, Hot Pot 

4. Synear MNC Zhengzhou Dumpling, Rice Ball, Steam Bread, Rice Dumpling, Hot Pot 

5. HaiBawang Taiwan GuangDong Hot Pot, Steam Brand, Dumpling Rice Ball, Meat, Salad 

Figure 4.2 2010 China Frozen Food Top Brand List  

The rivalry is intensified by the fact that products are largely undifferentiated, making it 

hard to retain buyers. (Frozen Food in Asia-Pacific, 2010) Furthermore, brand loyalty means 

a lot in this industry; it is difficult to attract customers who have already formed brand 

loyalty. Based on the five forces analysis, it forms a clear picture of the fierce competition 

that Heinz is facing in the Chinese marketplace now. The large retailers normally have 

bargaining power over suppliers and brand loyalty cannot be ignored. Meanwhile, the 

high-speed development of the Chinese frozen food industry not only expanded the product 

line but also caused a lot of problems. Based on the AC Nielsen Industry Report, which was 

provided to Heinz China in 2009, the main problems in this area have been summarized as 

follows. 

1.Large sales amount cannot bring higher margin and lower cost. 

2.Facing the price war, the companies have no idea how to change the situation but to follow 

the trend. 

3. More advertising investment doesn’t bring increasing trend of sales amount as expected. 
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4. High frequency of promotions loses the expected effect under highly competitive 

situation.  

5. New products have been launched fast but without special selling point and profitability.  

6. Limited display space could be a serious problem that causes channel expense increased. 

 

>"/#F):.EG2#8-%9),:.7#+,%-,)75#3&%#B@:.-#

Products Heinz China has seven business units in the Chinese frozen food market and use  

“LongFong” as a brand name to run local business. The top five business units include Rice 

Ball, Dumpling, Steam Bread, Dim Sum, and Hot Pot. Detailed product information is listed 

below.  

 

                         

 

 

 

 

 

 

                 Figure 4.3-Detailed information of Heinz’s products 

 

Heinz has a high-quality brand image and the main categories are all situated on the 

premium tier. Heinz also provides medium-tier products to expand their consumer group 

while low-tier products have never been considered for development. Heinz has launched 

various products to satisfy consumers’ needs. For example, in order to catch up with the 

change of consumers’ needs, Heinz launched the Steam Bread category and developed more 

new flavor, and even paid more attention to nutrition, freshness of ingredients, package 

design, and awareness of brand. (Heinz-LF internal report, 2009, 2010, 2011) 
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Sales Channel The sales channel is the place where a company can provide customers 

with products and services. The selection of a sales channel is supposed to facilitate 

purchasing behavior, decrease the transaction cost, and increase the opportunities of 

communication with the target consumer group. Heinz’s sales channel has mixed direct 

channels and distributors. Direct channels cover 65% of the total business. Direct channel 

refers to supermarket, hypermarket, medium market, and small market. Though normal 

retailers have lower profit margins compared with other channels, the biggest advantage of a 

sales channel is direct contact with customers. Distributors and dealers account for the other 

35% of the business. Distribution channel consists of authorized dealer, special offer, and so 

on. Special offer refers to the food solution channel such as restaurant, aviation food 

supplier, and school canteen. (Source: Heinz China sales format report, 2008)  

Promotion Heinz usually uses price reduction, cross selling, sample taste, and GWP (Gift 

with Product) as its main promotion methods. During different promotion periods, Heinz 

will choose certain product types for promoting and all the promotion plans are based on 

getting enough information about competitors’ activities. Heinz has a high frequency of 

promotion and a huge amount of products will be involved in. However, among all the 

promotion methods, discount is the most popular method that has been used for a long time. 

A deep discount can bring a temporary increase in sales performance. For the distributor and 

dealers, it will bring certain benefits as well.  

The other promotion methods are supposed to attract consumers’ attention and increase 

brand awareness while the cost of those activities could be ignored. (Heinz-LF internal 

report, 2009, 2010, 2011) 

Advertisement  Heinz is still using the traditional media models such as TVC print media. 

Due to the limitation of budget, Heinz has just invested the TVC on the mainstream media at 

the beginning of peak season (October) and other important festivals such as Spring Festival 

or Lantern Festival. The purpose is to grow brand awareness so as to stimulate short-term 

consumer purchasing behavior. Although the advertisement has certain effects, it cannot 

always follow the changing trends of consumer behavior and the transformation speed of 

media ideology. (Heinz-LF internal report, 2009, 2010, 2011) 
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Heinz has been in the Chinese market for more than 20 years and it was one of the earliest 

foreign companies to conduct business in this emerging market. Their achievement can be 

well illustrated by its ever-increasing brand equity and awareness. 

 

It is now widely accepted that intangible assets provide the most sustainable source of 

competitive advantage. Apart from the actual financial benefit that is tangible and 

measurable, the concept of brand equity contains a customer’s attitude towards the brand 

that to a large extent will decide the customer’s purchasing behavior and profitability of the 

company. That means high brand equity will lead to customers repeating purchasing 

behavior and an increase the sales performance. As marketing strategy’s effectiveness is 

difficult to estimate, brand equity and brand awareness recently has been considered to be 

one dimension of measurement. 

  
Figure 4.4 Brandz Map for brand equity (Source: AC.Nielsen Heinz brand evaluation report 2009) 

Obviously, in the Brandz Map (Figure 4.4) the “Heinz-LongFong” (Heinz-LF) brand 

occupies the defender position in the high-equity quadrant. It has the highest market share 

among most of brands in the China frozen food industry. The competitive advantage and 
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high brand holding in the market makes Heinz play a defender role with suitable marketing 

strategies. And they have a huge potential to reach higher performance. 

 

As the best-known brand in the Chinese frozen food market, Heinz has a significant 

advantage in terms of brand awareness in consumers’ minds, as effected by the appropriate 

marketing method. (Figure 4.5) 

 

Figure4.5 Frozen Food Brand Awareness (Source: AC.Neilson Heinz brand evaluation report 2009) 

Compared with its main local competitors, Sanquan and Synear, Heinz without question has 

defeated them in terms of brand equity. Since these companies entered the Chinese market 

during the same period (1990s), during 20 years of development, Heinz’s brand equity has 

been increased far more than that of its competitors. 
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Category 2009 2010 2011 2011/Total% 2011/2009% 2011/2010% 

Dumpling 1,034,826 1,177,108 1,478,107 19.77% 142.84% 125.57% 

Rice Ball 1,854,960 1,912,616 2,182,356 29.19% 117.65% 114.10% 

Steam Bread 1,849,685 1,719,152 2,225,716 29.77% 120.33% 129.47% 

Dim Sum 767,441 571,103 543,259 7.27% 70.79% 95.12% 

Hot Pot 344,287 243,717 252,508 3.38% 73.34% 103.61% 

Soy Sauce 798,421 716,680 139,294 1.86% 17.45% 19.44% 

Ice Cream 517,198 552,359 561,455 7.51% 108.56% 101.65% 

Other 84,875 79,885 92,922 1.24% 109.50% 116.30% 

Total 7,251,694 6,972,621 7,475,616 100.00% 103.09% 107.21% 

 

  Category 2009 2010 2011 2011/Total% 2011/2009% 2011/2010% 

Dumpling 102,671 98,511 119,244 21.07% 116.14% 121.05% 
Rice Ball 154,121 144,677 162,803 28.76% 105.63% 112.53% 

Steam Bread 126,526 109,662 140,674 24.85% 111.18% 128.28% 
Dim Sum 88,676 59,456 64,367 11.37% 72.59% 108.26% 

Hot Pot 49,986 35,132 34,618 6.12% 69.26% 98.54% 

Soy Sauce 7,504 10,804 12,242 2.16% 163.14% 113.31% 

Ice Cream 20,302 18,643 20,014 3.54% 98.58% 107.36% 
Other 9,990 9,823 12,060 2.13% 120.72% 122.77% 

Total 559,776 486,707 566,022 100.00% 101.12% 116.30% 

5. Case Findings 

J"!# A)2=%:1,:I)#H.-(52:2#

5.1.1 Profit structure  

Figure 5.1 represents the sales amount of each product type from 2009 to 2011 while Figure 5.2 

shows the profit of each product type. By proportion, we can obtain insights of profitability and 

define which categories are the star products.  

Figure 5.1 2009-2011 Heinz-LF Category Sales Amounts, Unit: RMB (Source: Heinz-LF internal report 2009 ,2010,2011) 

 

Figure 5.2 Heinz-LF Category Profits Contribution, Unit: RMB (Source: Heinz-LF internal report 2009 ,2010,2011) 



                                             23 

 

The profitable categories of Heinz are Dumpling, Rice Ball, and Steam Bread. These three 

categories earned 78.74% of total sales amounts and 74.68% of total profit. The growth of the 

sales amount and profit are 15% and 20% per year respectively, which is far beyond the 

industrial average. High-speed expansion has consolidated Heinz’s position in the traditional 

frozen food market. On the other hand, for expanding the consumer group, Heinz has also 

launched various categories such as Dim Sum, Hot Pot, Ice Cream, etc. Although they expanded 

the product line, both profit and sales amount of Dim Sum and Hot Pot had declined for two 

years.  

 
Figure 5.3 Regional Category Profit Contributions 

The chart above (Figure 5.3) showed the profit structure of Heinz that varies by regions. Among 

all product categories, Dumpling, Rice Ball, and Steam Bread have larger profit contributions. 

These product categories have generated the main stream of income. 

Moreover, profit structure varies from region to region. It might be attributed to the different 

eating habits of each region. For example, customers who are living in the East normally prefer 

Rice Ball while customers from the South like Steam Bread more. However, Steam Bread, Rice 

Ball, and Dumpling always occupy top three positions in all regions. Meanwhile, Hot Pot and 

Wonton are only able to contribute less than 10% in total. Other possible reasons are the 

differences of distribution channels and the advertisement investment. 
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Figure 5.4 Regional Category profit Growth 

The chart (Figure 5.4) shows the potential of each product category in each region. As can be 

seen, each region has different high-potential products. In general, Rice Ball has a flat growth 

trend; this is due to its consistently good sales performance over three years. Dumpling has 

varied growth trends in each region, especially in the East, where sales have increased 30% 

within three years. However, Dumpling was just introduced into the market in the East in 2008, 

thus its aggressive growth in this region is expected. The sales performances of Wonton and Hot 

Pot have shown two kinds of opposite growth patterns. It might be because of that Heinz wants 

to restructure its product line and cut the budget for these products. At the same time, the 

remaining products were sold in the South due to customer eating habits that boomed the sales 

performance in the South. 

In sum, the “star” products are Rice Ball, Steam Bread, and Dumpling, which are the main 

stream of income. For those star products, Heinz should implement the current strategy to 

reinforce the increasing sales performance. Meanwhile, some regions show a specified 

preference for a certain product category, such as Wonton for the South. Heinz should therefore 

put more marketing efforts into that region. 
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5.2.2 Seasonality  

The figure below (Figure 5.5) is the seasonality pattern of the top five product categories, 

divided by region, from 2009 to 2011.  

The horizontal axis represents time. M1 to M11 refer to each sales period. The vertical axis 

represents the sales amount. The strong seasonal factor can be observed in these charts. 

Compared to the Steam Bread, Wonton, Hot Pot, and Dumpling, Rica Ball’s sales performance 

is more related to the factor of seasons. During the festival season and wintertime, Dumpling 

and Rice Ball have impressive sales performances. During the same season, the other three 

categories’ sales lines keep flat without much fluctuation.  

   

 

Figure 5.5 Sales Trend of Five top categories by region, Unit: RMB 

Seasonal patterns could be caused by exogenous factors (i.e., beyond one firm's control) such as 

holidays, government actions, weather, social phenomena, summer, and school years. (Sonja 

Radas, Steven M. Shugan, 1988) Obviously, in this case, the exogenous factor is Chinese 

East South 

North West 
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tradition. For example, during Chinese New Year, every family will consume dumplings. And 

during the Lantern Festival, all Chinese eat rice balls. Seasonality is valuable information for 

making decisions. Heinz should create the best marketing strategy to correspond to the seasonal 

pattern of products.  

J";#80(,:1()#<)7%)22:&.2#

The Beta refers to the contribution of each variable to the model. A large value indicates that a 

unit change in this predictor variable has a large effect on the criterion variable. The T and P 

value give a rough indication of the impact of each predictor variable. A big absolute T value 

and small P value (<0.05) suggest that a predictor variable is having a large impact on the 

criterion variable. And F value and R-square indicate the reliability and validity of the result.  
 

 
 

Result of whole Chinese market analysis 
 B BETA Std. Error t (p) 

(Constant) 0.543  0.040 13.494 (0.000)*** 
Channel 0.004 -0.023 0.021 -2.034 (0.002)** 
Region 0.043 0.057 0.008 5.129 (0.000)*** 

Category -0.025 -0.034 0.008 -3.054 (0.002)** 
Discount 0.169 0.039 0.048 3.488 (0.000)*** 

Advertisement 0.035 0.008 0.048 0.740 (0.459) 

R-square 0.334    
Adjusted R-square 0.307    

F 11.539(0.00
0)*** 

   

   †=<. 10, *=<. 05, **=<. 01, ***=<. 001 
   a. Predictor: (Constant), Ads Dummy, Region, Channel, Discount, and Product  
   b. Dependent Variable: Profit 

 

Figure 5.6 Result of multiple regression analysis of whole Chinese market 
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Figure 5.7 Results of multiple regression analysis of Region East and South 

 

Figure 5.8 Results of multiple regression analysis of Region West and North 

 

 

 
 Region East Region South 

  B Beta Std.Error t(p)          B Beta Std.Error t(p） 

(Constant) 0.52 
 

0.028 18.752(0.000)*** 0.565 
 

0.031 18.244(0.000)*** 
Discount 0.056 0.05 0.013 4.41(0.000)*** 0.313 0.412 0.022 14.526(0.000)*** 

Ad -0.034 -0.021 0.02 -1.75(0.08)† 0.026 0.059 0.012 2.113(0.035)* 
Direct -0.014 -0.015 0.027 -0.515(0.606) -0.032 -0.072 0.019 -1.648(0.100) 

Distributor 0.005 0.005 0.029 0.182(0.856) -0.071 -0.131 0.023 -3.106(0.002)** 
Dumpling -0.005 -0.003 0.02 -0.27(0.787) -0.009 -0.029 0.026 -0.332(0.740) 
Riceball 0.199 0.265 0.011 18.886（0.000)*** 0.102 0.3 0.027 3.795(0.000)*** 

Steambread -0.447 -0.64 0.01 -45.935(0.000)*** 0.071 0.241 0.026 2.729(0.006)† 
Hotpot 0.119 0.135 0.011 10.354(0.000)*** -0.042 -0.105 0.027 -1.551(0.121） 

Adjusted 
R2 0.643       0.463       

F Value 627.66（0.000）***   47.116（0.000）***       

†=<.10, *=<.05, **=<.01, ***=<.001 
     a. Predictor: (Constant), Ads_Dummy, Region, Channel, Discount, Product  

  b.Dependent Variable: Profit 
      

  Region West Region North 

  B Beta Std.Error t(p） B Beta Std.Error t(p） 

(Constant) 0.386 
 

0.212 1.823（0.068）† 0.562 
 

0.027 20.925(0.000)*** 
Discount 0.212 0.18 0.295 0.718（0.003）* 0.467 0.296 0.036 12.821(0.000)*** 

Ad -0.122 -0.014 0.217 -0.561（0.575） -0.008 -0.007 0.027 -0.304（0.761） 
Direct 0.151 0.03 0.19 0.793（0.428） 0.025 0.036 0.024 1.03（0.003)** 

Distributor -0.29 -0.047 0.231 -1.258（0.209） 0.036 0.043 0.029 1.231(0.219) 
Dumpling 0.14 0.032 0.153 0.914（0.001）** 0.172 0.289 0.019 8.86(0.000)*** 
Riceball 0.341 0.059 0.178 1.916（0.000）*** -0.008 -0.01 0.023 -0.366(0.714) 

Steambread 0.174 0.041 0.144 1.213（0.005）** -0.031 -0.054 0.018 -1.692(0.001)** 
Hotpot 0.7 0.004 0.466 0.15（0.881） 0.047 0.018 0.059 0.786(0.432) 

Adjusted R2 0.004       0.444       
F Value 1.779(0.077)†   36.968(0.000)***   

†=<.10, *=<.05, **=<.01, ***=<.001 
     a. Predictor: (Constant), Ads_Dummy, Region, Channel, Discount, Product  

  b.Dependent Variable: Profit 
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Whole China Market Result 

Among the five variables, Region and Discount are the most statistically significant. The effect 

of regional factors is significant (p=0.000), which indicates that regional factors do affect the 

sales performance. And this result corresponds with our assumption in the literature review. 

From the results we can see that most of those marketing tools have a positive impact on sales 

performance. Advertisement is an exception and because of that Heinz just invested two 

periods per year for TVC and only invested in key product types such as Rice Ball and 

Dumpling. However, the data we calculated is covering all product types for the entire year.  

East Region Result 

From the results it can be observed that discount, Rice Ball, Hot Pot, and Steam Bread have a 

significant impact on the sales profit. In terms of discount promotion, its effect is significant 

(p=0.000), and one unit changing will cause 0.56 change in profit. Dumpling is not significant 

(p=0.787) and its direction of relationship is negative (-0.005) which means that the larger 

amounts of Dumpling sold is related to lower profit performance. It might attribute to its low 

profit margin and profit structure. As we analyzed before, in the East, Dumpling only 

contributed 17% to the total profit. More Dumplings sold could harm the other product’s sale 

(which has a higher profit margin). (For instance, customers choose to buy Dumplings instead 

of Rice Balls.) 

This can also explain the negative relation of Steam Bread and profit (b=-0.447). And as Steam 

Bread has a significant effect on profit, Heinz should balance and optimize the sales of Steam 

Bread and other more profitable product types.  

South Region Result 

We can see that discount, advertising, distributor, Rice Ball, and Steam Bread have a 

significant impact on profit. This result indicates that advertising does work in this region 

(p=0.035) and distribution is a more effective way to reach the consumers compared with 

retailers (p=0.002). Due to the profit margin and profit structure, Dumpling and Hot Pot have a 
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negative relation to the profit (b=-0.009, b=-0.42).   

In this region, distributors have served as an effective contribution to the profit because most 

sales are from retail cover distributor channel, especially the Retail Cover- Authorized 

Distributor who has had large coverage of South region sales. (Source from Heinz-LF internal 

report, 2009, 2010, 2011)  

 

West Region Result 

In the West region, price discount, advertisement, Steam Bread, Dumpling, and Rice Ball have 

a significant effect on sales profit. And all of them could have great contribution to sales profit. 

But for the distribution channel, there exists a problem. Combined with the internal sales report, 

it is clear that a local channel exists that Heinz can’t enter easily. (Heinz-LF internal report, 

2009, 2010, 2011). Perhaps in the further, the strategy should be in favor of developing the 

sales channel. 

 

North Region Result 

From the result, we can see that discount and Dumpling are significant. And in the North, 

Dumpling’s relation to profit is positive (b=0.172). It can be explained by the large amount of 

sales and profit contribution of Dumpling in this region (as analyzed in previous section). 

People from the North region are well known for their preference for Dumplings.  
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6. Discussion  

In sum, the regional factor of China does have significant impact on the sales performance. 

China is largely a developing country with heterogeneous features and consists of many 

sub-markets segmented by regional economic development and local culture.   

As a multinational company that wants to do business in China, Heinz should tailor a different 

marketing strategy for each region rather than treat all Chinese markets the same. Based on the 

analysis above, it can be easily observed that customers from each region have their own traits 

and preferences.  

We summarized the economic situation, customer value, and behavior, as well as the eating 

habits of each region so as to better understand the dynamic features of the Chinese market. 

 

Region Economy Customer Value and Behavior 
Traditional 

Eating Habit 

East 
(Area 
1,4,6 of 
Chinese 
Map) 

The most 
prosperous area in 
China, this region 
is productive in 
both agriculture 
and industries. 

The ``Hai-pai'' culture, well known for 
having the best amenities and products 
for enhancing the quality of life. 
Consumers in this regional market are 
the most innovative and cosmopolitan, 
setting trends in fashion and lifestyles. 
(Geng cui, 2000) 

Rice Ball and 
Steam Bread 
are favored. 

South 
(Area 
5,7,8 of 
Chinese 
Map) 

With rich natural 
resources and 
better 
transportation 
infrastructure, this 
region has great 
potential as both a 
manufacturing 
base and a 
consumer market. 
(Batson, 1996) 

Relatively isolated from other parts of 
China, consumers have a slow pace of 
life and are less exposed to foreign 
goods. 

Hot Pot, Steam 
Bread are 
favored 
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Region Economy Customer Value and Behavior Traditional 
Eating Habit 

West 
(Area 0,9 
of Chinese 
Map) 

This region is 
relatively less 
developed due to 
its location 

This region also has varied local 
cultures in dialects and cuisine. With 
limited purchasing power, consumers in 
this region largely follow the trends in 
major cities and developed areas. 

Steam Bread is 
most favored 

North 
(Area 2,3 
of Chinese 
Map) 

This regional 
economy has been 
growing fast over 
the last few years 
and attracted 
investment from 
many countries 
(Batson, 1996) 

The Jing-pai culture attaches great value 
to the Confucian doctrines of hierarchy, 
stability, and control. Consumers here 
are relatively conservative and 
emphasize intrinsic satisfaction, yet are 
still open to new product ideas (Ariga et 
al., 1997). 

Dumpling, 
Steam Bread 
are favored  

Figure 6.1 Summary of varied characteristics of China market 

 

 

 

Figure 6.2 Chinese Map  
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The diversified product line has indicated that Heinz has an expansion strategy in this emerging 

market. It is a long-term strategy for the further development of the company that could make 

the company fully utilize the technological advantage and establish dominant market position 

to allocate sources reasonably. The company will run more efficiently and attain a higher 

business profit. For other multinational corporations, we believe that dynamic product mix is a 

smart move that will optimize and rebuild the structure of sales profit. For Heinz itself, Rice 

Ball and Dumpling are star product types. They have good sales performance and contribute 

significantly to the revenue. The performance and contribution of other products such as 

Wonton and Hot Pot, are not so satisfied, and in certain regions they have huge potential. 

Heinz should either put more marketing efforts into those regions or should consider create and 

introduce new product types instead of keeping profitless ones. On the other hand, Heinz’s 

products have the obvious challenge of seasonality, and in order to get enough revenue during 

the off season, suitable promotion activities and optimized product mix would help company to 

offset this disadvantage. 

 

Advertisement has a significant impact on sales performance. We believe that it is because the 

function of advertisement is to inform and keep products fresh in customers’ minds. However, 

due to many reasons such as a limited budget and seasonality, Heinz didn’t put enough 

investment into advertisement. We suggest that Heinz not only focus on the fact that 

advertisement could drive sales performances, but also acknowledge that well-made 

advertisements could increase the brand awareness and increase interactive communication 

with consumers. Heinz should advertise their brand both in off season and in peak season. This 

suggestion also works for other multinational corporations that are operating in China. 

In terms of distribution channels, Heinz usually believes hypermarket and supermarket are the 

best channels to sell products. However, which is notable, there is one disadvantage of 

hypermarket which is the remote distance from the center. On the way back home, frozen 

foods are prone to melting, especially in summer. From the analysis, we can see that in some 

regions, specialized distributors and dealers sometimes are more effective than normal retailers. 
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Developing the relationship with those specialized distributors, such as restaurants, hot pot city, 

flight food, and school canteens will be a new direction. Meanwhile, distributor and dealer 

don’t have huge buyer power over Heinz. Higher profit margin could then be acquired. As we 

can see from the five forces analysis in the beginning of this thesis, retailers, especially 

hypermarket, have great buyer power and bargaining power, which squeezed profit margin. 

Therefore, we suggest that Heinz put effort into developing the relationship with dealers and 

distributors and rebuild the structure of distribution.  

As Heinz has a high-quality brand image, they should not rely on price discount too much. If a 

company wants to maintain their brand image with high quality, their price should not be 

fluctuated too much, which is called price controlling. Over promotion will decrease and 

damage brand equity. Generally, a small price gap is considered better for maintaining high 

brand equity. Developing other promotion methods is imperative. 

Tips for Heinz, which we had mentioned before, will also work for other multinational 

corporations. There are many different regions in China at various levels of sophistication. 

Similarly, there is not only one market strategy in China. Experienced and successful 

companies know that China is not one market, and they have learned to analyze and segment 

the various areas.  

According to the consulting firm’s study, for the next five years, the growth rate of production 

and sales of the frozen food industry in China will reach 5%-10%. Apart from the growth of 

mature products, rapid innovation of product type will drive the growth of the whole industry. 

Leading brands will become more resourceful and more innovative. China dining culture has 

enjoyed a long history and great reputation. As a result, countless types of food have been 

invented and developed. And Chinese customers also have varied and dynamic needs for food 

and taste. 

In China, the frozen food industry has a serious “homogeneous” problem. The product line is 

very narrow and limited, which leads to a bloody price war. In a highly competitive situation, 

the profit margin will be squeezed even more. Moreover, dynamic marketing activities 
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sometimes cannot be carried out because of limited budgets. The homogeneous problem also 

has a role in the selection of a distribution channel. 

 

To be successful, companies will need three kinds of capability: product innovation, marketing 

and branding, and sales and distribution. They should be very nimble and adaptive, and use 

these capabilities to shift strategies when the market transforms. Chinese competitors are able 

to reach more fragmented retail channels; however, they often fall down in developing 

high-quality products with innovative features. For meeting ever-changing customer needs of 

the Chinese market, multinational corporations could reallocate their resources and more focus 

on R&D in order to speed up new product development. Due to the intensifying competition, 

all the companies try to fix their weakest links and build strengths. Multinational corporations 

and Chinese companies are increasingly turning to M&A or joint ventures. There have been 

many successful examples such as PepsiCo and Tingyi.  

7. Conclusion 

Nowadays, the customer group becomes more and more fragmented. They have different 

values and lifestyles that have required companies to better understand to whom they are 

selling the products. It is also the main argument of Integrated marketing theory—making a 

unified and customer-based marketing strategy that requires a very clear understanding of each 

target market segment and customers’ values and behaviors.  

The main findings and contribution of our thesis are: 1) We pointed out that the regional factor 

will definitely influence the strategy-making process when multinational companies operate 

their businesses in the Chinese frozen food market; 2) We briefly summarized the customer’s 

preferences and sub-culture of each segmented area; and 3) We offered suggestions for Heinz 

in regard to how they could better use varied marketing tools.  

In general, we believe that Heinz has operated quite successfully in the Chinese frozen food 

market. However, Heinz has a long way to go within such a dynamic and risky business 
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environment. In the future, PR, CI, package, and new media channel should be included in 

their marketing strategy. All the marketing efforts are supposed to deliver a unified and 

cohesive brand image to customers. By then, Heinz’s profit structure will be upgraded and 

sales profits will be maximized. 

8. Limitation 

The study is based on only three years of Heinz sales data. Since Heinz entered the Chinese 

market almost 20 years ago, this study cannot show the holistic and complemented view of 

their situation. In the statistical analysis, we selected one city to represent each region due to 

the huge amount of sales data. However, whether these cities can reflect all of the features of 

each region could be doubted. 

Integrated marketing is a much disputed topic. It is hard to measure its effectiveness and hard 

to discuss how marketing tools could be integrated with each other. And there is no universally 

agreed-upon standard. In our study, we can only follow its main thinking and philosophy. And 

the integration of marketing tools and measurement of integrated marketing will be the 

direction of further research. 
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Appendix 
 

1. Result of Whole Chinese Market  

 

Variables Entered/Removed b 

Model Variables Entered Variables Removed Method 

1 
Ads_Dummy, Region, Channel, Discount,  
Category a 

. Entered 

a. All required variables entered. 
b. Dependent Variable: Profit 
 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .578a .334 .307 .830 

a. Predictor: (Constant), Ads_Dummy, Region, Channel, Discount, Category 
 

Anovab 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 51.214 5 10.243 11.539 .000a 

Residual 7436.315 8377 .888   

Total 7487.529 8382    

a. Predictor: (Constant), Ads_Dummy, Region, Channel, Discount, Product 
b. Dependent Variable: Profit 

 
Coefficienta 

Model 

Unstandardized 
coefficients 

Standardized 
coefficients t Sig. 

B Std. Error Beta 

1 (Constant) .543 .040  13.494 .000 

Channel .004 .021 -.023 -2.034 .002 

Region .043 .008 .057 5.129 .000 

Category -.025 .008 -.034 -3.054 .002 

Discount .169 .048 .039 3.488 .000 

Ads_Dummy .035 .048 .008 .740 .459 

a. Dependent Variable: Profit 
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2. East Region and South Region Result 

Variables Entered/Removed b 

Model Variables Entered Variables Removed Method 

1 

Discount, Ads_Dummy, Categroy_Hot pot, 
Category_Dumpling, Categroy_Steam Bread, 
Categroy_Rice Ball, Channel_Distributor, 
Channel_Directa 

. Entered 

a. All required variables entered. 
b. Dependent Variable: Profit 

 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .802a .644 .643 .19032 

a. Predictor: (Constant), Discount, Ads_Dummy, Categroy_Hot pot, Category_Dumpling, 
Categroy_Steam Bread, Categroy_Rice Ball, Channel_Direct, Channel_Distributor 

 
Anovab 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 181.898 8 22.737 627.699 .000a 

Residual 100.664 2779 .036   

Total 282.562 2787    

a. Predictor: (Constant), Discount, Ads_Dummy, Categroy_Hot pot, Category_Dumpling, 
Categroy_Steam Bread, Categroy_Rice Ball, Channel_Direct, Channel_Distributor 
b. Dependent Variable: Profit 

Coefficienta 

Model 

Unstandardized 
coefficients 

Standardized 
coefficients t Sig. 

B Std. Error Beta 

1 (Constant) .520 .028  18.752 .000 

Discount .056 .013 .050 4.410 .000 

Ads_Dummy -.034 .020 -.021 -1.750 .080 

Channel_Direct -.014 .027 -.015 -.515 .606 

Channel_Distributor .005 .029 .005 .182 .856 

Category_Dumpling -.005 .020 -.003 -.270 .787 

Category_Rice Ball .199 .011 .265 18.866 .000 

Categroy_Steam Bread -.447 .010 -.640 -45.935 .000 

Categroy_Hot Pot .119 .011 .135 10.354 .000 
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Variables Entered/Removed b 

Model Variables Entered Variables Removed Method 

1 

Discount, Ads_Dummy, Categroy_Hot pot, 
Category_Dumpling, Categroy_Steam Bread, 
Categroy_Rice Ball, Channel_Distributor, 
Channel_Directa 

. Entered 

a. All required variables entered. 
a. Dependent Variable: Profit 

 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .699a .489 .463 .12077 

a. Predictor: (Constant), Discount, Ads_Dummy, Categroy_Hot pot, Category_Dumpling, 
Categroy_Steam Bread, Categroy_Rice Ball, Channel_Direct, Channel_Distributor 
 

Anovab 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 5.498 8 .687 47.116 .000a 

Residual 16.614 1139 .015   

Total 22.112 1147    

a. Predictor: (Constant), Discount, Ads_Dummy, Categroy_Hot pot, Category_Dumpling, 
Categroy_Steam Bread, Categroy_Rice Ball, Channel_Direct, Channel_Distributor 
b. Dependent Variable: Profit 

 
Coefficienta 

Model 

Unstandardized 
coefficients 

Standardized 
coefficients t Sig. 

B Std. Error Beta 

1 (Constant) .565 .031  18.244 .000 

Discount .313 .022 .412 14.526 .000 

Ads_Dummy .026 .012 .059 2.113 .035 

Channel_Direct -.032 .019 -.072 -1.648 .100 

Channel_Distributor -.071 .023 -.131 -3.106 .002 

Category_Dumpling -.009 .026 -.029 -.332 .740 

Category_Rice Ball .102 .027 .300 3.795 .000 

Categroy_Steam Bread .071 .026 .241 2.729 .006 

Categroy_Hot Pot -.042 .027 -.105 -1.551 .121 

a. Dependent Variable: Profit 
!
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2. West Region and North Region Result 

Variables Entered/Removed b 

Model Variables Entered Variables Removed Method 

1 

Discount, Ads_Dummy, Categroy_Hot pot, 
Category_Dumpling, Categroy_Steam Bread, 
Categroy_Rice Ball, Channel_Distributor, 
Channel_Directa 

. Entered 

a. All required variables entered. 
b. Dependent Variable: Profit 

 
 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .091a .008 .004 2.01386 

a. Predictor: Discount, Ads_Dummy, Categroy_Hot pot, Category_Dumpling, Categroy_Steam Bread, 
Categroy_Rice Ball, Channel_Direct, Channel_Distributor 

 

Anovab 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 57.708 8 7.214 1.779 .077a 

Residual 6898.600 1701 4.056   

Total 6956.309 1709    

a. Predictor: (Constant), Discount, Ads_Dummy, Categroy_Hot pot, Category_Dumpling, 
Categroy_Steam Bread, Categroy_Rice Ball, Channel_Direct, Channel_Distributor 
b. Dependent Variable: Profit 

Coefficienta 

Model 

Unstandardized 
coefficients 

Standardized 
coefficients T Sig. 

B Std. Error Beta 

1 (Constant) .386 .212  1.823 .068 

Discount .212 .295 .018 .718 .473 

Ads_Dummy -.122 .217 -.014 -.561 .575 

Channel_Direct .151 .190 .030 .793 .428 

Channel_Distributor -.290 .231 -.047 -1.258 .209 

Category_Dumpling .140 .153 .032 .914 .361 

Category_Rice Ball .341 .178 .059 1.916 .056 

Categroy_Steam Bread .174 .144 .041 1.213 .225 

Categroy_Hot Pot .070 .466 .004 .150 .881 

a. Dependent Variable: Profit 
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Variables Entered/Removed b 

Model Variables Entered Variables Removed Method 

1 

Discount, Ads_Dummy, Categroy_Hot pot, 
Category_Dumpling, Categroy_Steam Bread, 
Categroy_Rice Ball, Channel_Distributor, 
Channel_Directa 

. Entered 

a. All required variables entered. 
b. Dependent Variable: Profit 

 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .685a .469 .444 .25560 

a. Predictor: Discount, Ads_Dummy, Categroy_Hot pot, Category_Dumpling, Categroy_Steam Bread, 
Categroy_Rice Ball, Channel_Direct, Channel_Distributor 

 

Anovab 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 19.322 8 2.415 36.968 .000a 

Residual 111.327 1704 .065   

Total 130.649 1712    

a. Predictor: (Constant), Discount, Ads_Dummy, Categroy_Hot pot, Category_Dumpling, 
Categroy_Steam Bread, Categroy_Rice Ball, Channel_Direct, Channel_Distributor 
b. Dependent Variable: Profit 

 

Coefficienta 

Model 

Unstandardized 
coefficients 

Standardized 
coefficients t Sig. 

B Std. Error Beta 

1 (Constant) .562 .027  20.925 .000 

Discount .467 .036 .296 12.821 .000 

Ads_Dummy -.008 .027 -.007 -.304 .761 

Channel_Direct .025 .024 .036 1.030 .003 

Channel_Distributor .036 .029 .043 1.231 .219 

Category_Dumpling .172 .019 .289 8.860 .000 

Category_Rice Ball -.008 .023 -.010 -.366 .714 

Categroy_Steam Bread -.031 .018 -.054 -1.692 .001 

Categroy_Hot Pot .047 .059 .018 .786 .432 

a. Dependent Variable: Profit 
 
!




