Introduction

This paper is analysis of the marketing communication strategy to be conducted by Dragon Well Tea Company in China. The said company has been a reputable tea company in China and has been called the China’s Famous Tea. In addition, the tea that the company distributes in China has been considered the ‘national drink,’ which proves that it has earned the success in the said country. 

The success of the tea comes from the fact that its ingredients and fermentation are not like no others. The tea has nutritious ingredients specifically Vitamin C, amino acids and is highly concentrated with catechins.

In addition to its title, the Dragon Well tea has been recognized as the Imperial tea by Emperor Kangxi. The said tea had impressed the said emperor that the trees where the ingredients come from have been auctioned expensively every year.

In connection, as a result of its tremendous success in China, the Dragon Well tea company is embarking into a business venture in UK. The main issue in the said objective is the marketing strategies that the company has to undertake especially in the marketing communication. This is an issue because the customers in UK are entirely distinct from those in the Chinese. In this sense, Dragon Well Tea Company has to do some extensive planning in marketing communication. 


The suggestions of Egay and the Response Hierarchy Model would be considered in the marketing techniques by the Dragon Well Tea Company. The fundamental principles in the ethical marketing communication are essential for the objective of the company in entering the market of UK.

Marketing Communication 
In adhering to ethical marketing strategies, the field of marketing communication is highly essential. According to Egan (2007) marketing communication involves the manner of attracting customers through various methods of advertising and promotions. Egan (2007) emphasized that marketers have to abide to certain principles in formulating advertising strategies in the most ethical manner.  It was noted that the advertising techniques have evolved into a modern one due to the sophistication of technology these days. Modern techniques of advertising have greatly utilized the advancement of technology in the forms of television and Internet. The images that can be created through such devices are persuasive enough in attracting customers.
Advertising is one way of persuading the consumers  to patronize a particular product. It is what makes competition among businesses quite stiff.  If one would analyze it, in today’s era,  the profitability of the product is highly dependent on the various advertising techniques employed by the firm. An effective advertising technique is assumed to make the product to be well known in the market. It would be difficult to compete with  other business firms if the advertising technique is not effective, much worst if the firm lacks the fund or the intention to  engage in advertising (Egan, (2007). 
It has been recognized that advertising is the bridge between the product and the customers. It would be hard to imagine a business world without advertisements. It intentionally persuades the customers to patronize the product. However, it is noticeable that in today’s generation the various means of advertising the products have become very extravagant and much more complicated. It is no longer a question of whether advertisement is necessary or not, the more critical issue for the firms nowadays is the manner in which marketing should become effective while complying with certain ethical standards (Egan, 2007). 
In the field of marketing communication, the psychological impact of advertising is emphasized by Egan (2007). The cognitive dissonance theory is one effect of unethical marketing communication practices. It postulates that humans have a drive-like motivation to maintain consistency among relevant cognitions. Since this is the case, different beliefs or opinions generate tension within the individual. The tension must be relieved one way or the other because this human drive powerfully dictates that we should always maintain a balance among our opinions and behaviors. In short, the discrepancy between the two must be reduced or eliminated immediately or else, the tension would persist. Conversely,  encountering opposing beliefs is likewise unavoidable. 
Advertising experts must realize the fact that convincing the people  to buy the product is one thing and satisfaction that would be gained from it  is an entirely  different  one. Subsequently, there is an apparent relationship between cognitive dissonance and customer satisfaction. First and foremost, the business must be 100% sure that the product is certified high quality.  If this would not be attained, customers dissatisfaction would  exist when cognitive dissonance operate. 

When advertisements or  commercials seen in brochures, signage or other printed materials   mislead the customers from the actual  capacity of the product, complaints are expected. This has to be avoided or reduced because it affects greatly the perception of the customer about the product and the image of the company as well. We have to keep in mind that customers are also interested whether companies ought to be trusted or not. And those  that give satisfaction to them and in effect don’t mislead them are highly trusted and supported.

In reducing dissonance, there are suggested techniques proposed by the experts. One technique is degrading the significance of the disagreement of two equally important perceptions. To attain this, it is a must that the representatives of the company would convince the customers that the conflicting beliefs are insignificant.  

As suggested by Egan (2007), the actions that should be taken by Dragon Well Tea Company to reduce the effects of cognitive dissonance are the following:

1. Don’t exaggerate the features of the product in an endorsement material. Accuracy of the description and the features of the product without compromising the ability to sell it should be properly done. Exaggeration of the size, shape or colors of the product has to be avoided.  

2. A professional outlook of the website must be established. The wordings in the website have to be simple, concise and most importantly grammatically correct. Put emphasis on the functional features  and  durability, not on the appearance of the product. The actual benefits that the customer would get from the product must also be highlighted. 

3. Front liners such as the customer relations or sales representatives must be trained to professionally handle the selling of the product without any exaggeration. This group must  present very  well the advantages and disadvantages  that one would get from purchasing the product. They must avoid misleading the customers in buying the product.  In connection, don’t withhold any information that is needed by the customers such as warranty, materials or ingredients used. 

The Response Hierarchy Model

Another theory in marketing communication is helpful in making the entry of Dragon Well to UK more successful. Understanding the response hierarchy model would enable the Dragon Well Tea products to successfully penetrate the UK market. In order to understand the said model, the article,” The Hierarchy Model of Advertising Effect,” by  Marketing Services (2009) provides substantial insights. 


According to the said article, the response hierarchy model represents certain stages that customers would go through in the selling process of a product. This is called the AIDA model. The model explicates that a customer would pass through the stages of attention, interest, desire, and action in the selling process of the product. This has to be acknowledged by any marketing specialists since the model has been tested in attracting customers for many years now. In this sense, advertisers have to first catch the attention of the customers. Consequently, the interest of the customer is the next target by making an argument through the advertisement in favor of the customer. The desire is stirred up because the customer is convinced that the product would suit his/her needs. Eventually, the customer would take concrete action particularly buying the product (Marketing Services, 2009).

AIDA model is the most appropriate model that should be employed by the Dragon Well in order to effectively sell its tea products to the UK. In this respect, the said company should make an advertisement that would capture the attention of the consumers in UK. The advertisement to be formulated should not exaggerate the benefits that one would get from the tea since UK consumers are quite logical and hard to please. The simple health benefits of the tea products should be well-presented in the advertisements to attract the attention of the public.


The interest of the consumers in UK would be obtained if the advertisement would present the long standing excellent track record of the tea products in China. Presenting the remarkable reputation of the company in China would certain capture the interest of the UK consumers since company image and brand loyalty is highly regarded in the said country.


The desire of the UK consumers would eventually build up if the commercials have promotional activities. This implies that Dragon Well Tea Company may offer free products or other promotional techniques to strongly attract the desires of the UK consumers to buy the products. A buy one take one promo is one technique that would achieve the said objective.


If the three stages have been successfully obtained, there is no doubt that UK consumers would eventually purchase the tea products of the Dragon Well. It is a must that the advertisement would not be created to deceive the customers but to effectively capture their attention. Attracting the customers through deceptive techniques should be avoided because UK costumers are known for their rationality and practicality in buying products.


Moreover, AIDA has to consider the impact of cognitive dissonance of the advertisements that would be made in order to market the new product in UK. British consumers are especially critical about new products. They are known to be logical in analyzing advertisements that is why the techniques that are in accordance with AIDA should not mislead or deceive the consumers of UK. 


Fortunately, Chinese people strongly adhere to certain ethical standards in doing business could be brought to the UK market by the Dragon Well Tea Company. Actually, the tea products of the company don’t need exaggeration or deceptive advertisement in order to be sold in the market of UK. Its track record in the China market would speak its quality. The commercials should be straightforward and truthful about the real benefits that consumers of UK would get from the tea products. The only that Dragon Well Tea should do is to introduce the product to the UK market in the most effective and ethical way to maintain the reputable image of the company.

Type of Sponsorship for Dragon Well


In entering the UK market, there is a need for the Dragon Well to use sponsorship to market its tea products. For one thing, there are many benefits of sponsorship especially for new entries in the market. This assumption has been highlighted in the article,”What is Sponsorship?” by Robert Villegas, Jr. (2004). According to the said article, sponsorship would enhance the awareness of the public about the new products to be introduced in the market. The repeated exposure of the name of the product in a particular event that is sponsored by the company would enhance awareness. The second benefit of sponsorship is the association of the product to a particular popular actor or player in the sponsored event. This has been effective in the companies such as Coke, Gatorade and Nike in their sponsorship with the NBA. Their products have been associated with the famous basketball players wherein brand loyalty has been obtained.  

The next important effect of sponsorship is that the impression of the product would have a long lasting impact in the minds of the consumers. This is beneficial to the companies that are just new in a particular market. The psychological impact is tremendous as it would be carried by the consumers in the marketplace and is eventually translated into profit for the company.


In the case of the Dragon Well, the kinds of event that should be sponsored by the company are cooking, sports, or any television programs that are related to health and food. This is because the tea products of the company provide health and nutritious benefits that the customers should realize through the advertisements. Through the sponsorship techniques, the tea products of the Dragon Well would be associated with the shows that give health benefits to the public.

It is also advisable for the company to scan TV programs, movies, and events that would give opportunity to advertise the tea products in the UK. It is known fact that consumers worldwide normally watch television. Cooking shows or sports related TV programs can be a viable venue for the tea products to be advertised. In relation, UK people are also movie goers that is why movies can be used by the Dragon Well Tea Company  to market its products in the UK. The only thing that the company would have to do is to scrutinize very well the most popular and appropriate movies for the sponsorship. In this sense, marketing research would have to be conducted about the preferences of the UK movie goers. 

The events in the community or any neighborhood are also effective for sponsorship. The Dragon Well Tea Company has to study closely the possible events that can be the recipient of the sponsorship of the products. Donation drives and other community service events are also recommended for the sponsorship programs.
The Barriers of Standardization 

Standardization may not be applicable in the UK market. One of the issues that the Dragon Well would have to contend with as regard standardizing its operation and approach in the UK industry is the differences in culture. It is observable that the British and the Chinese cultures have distinct traits. They should not be treated as the same since the techniques may not be applicable to both. Thus, it is advisable that the approach that should be applied in UK industry is formulated according to the people’s cultural traits.


In the article entitled,” “UK Consumers’ Habits” by Ryan Banerjee and Nicoletta Batini (2003), it was speculated that UK consumers are more individualist than collectivists. As compared with the British consumers, the Chinese consumers are more collectivists than the individualists. The UK consumers are also more liberated than the Chinese people. The British people are known to be logical and analytical than the Chinese people who are highly traditional.

These cultural distinctions may pose certain barriers for the Dragon Well’s operation in the UK. For one thing, the Dragon Well would have to operate under the cultural traits of the British people, which would imply abiding to the mentioned traits. In actual cases, the advertisements or promotional activities of the Dragon Well should target the individualistic and logical nature of the British consumers. The company must present certain logical explanations that would capture the benefits that individual consumers would obtain from purchasing the said product.

The cultural barrier would be noticeable in the differences in languages. The Chinese people and the British people have quite distinct languages that would have to be considered by the Dragon Well. The Chinese people are not known to be an English speaking race that is why this aspect of marketing communication has to be resolved by the Dragon Well. It is but natural for the Dragon Well to adjust to the language of the British consumers in order to attract the latter’s attention. In this respect, the Dragon Well has to hire marketing specialists who are fluent in English in order to have an effective advertisement.  

The theory of Geert Hofstede about cultural dimensions can be applied in the situation of Dragon Well Tea Company. As stated in the article,” Geert Hofstede Cultural Dimensions,” posted by Itim International (2011),  there are competing cultural traits that have to be considered by companies that operate beyond its national boundaries. 

In applying the said postulation, it would be speculated that UK people tend to be individualists as opposed to being a collectivists of the Chinese. In this respect, the Dragon Well Tea Company has to be careful in treating the UK consumers since they adhere to uniqueness and the protection of equal rights. As a collectivist, Chinese businessmen tend to be group oriented that could work within the company. In other words, Dragon Well’s Chinese traditions may not be compatible with the culture of UK in this area. 

Another cultural difference between the Chinese and British is that the former is more inclined to adhere to masculinity while former tend to uphold feminine values. The patriarchal values of the Chinese are different from the egalitarian nature of the British people. In a sense, the Chinese approach to management where male members are treated superior may not be compatible with the British people’s tendency to be egalitarian. 

Moreover, competitiveness and assertiveness from the point of view of the Chinese people are distinct from that of the British. This implies that British people tend to respect equal efforts coming from both genders. On the other hand, Chinese culture dictates that the male members have to be placed in positions that are vital for the company. 
The bottom line is that as the Dragon Well operates in UK, the traditions of the owners, which are predominantly Chinese, may come into clash with some cultural traits of the British culture. It is important that the Chinese owners of the Dragon Well Tea Company have to seriously evaluate these cultural differences. 

Conclusion

It may be concluded that the Dragon Well Tea Company of China can successfully enter the market of UK given the appropriate approach in marketing communication. The company’s well-established reputation in China can be utilized to gain attention from the consumers of UK. As discussed above, the marketing communication techniques have to abide with ethical standards in advertising. It is important for the company not to exaggerate the advertisements in order to deceive the UK consumers. The presentation should be plain and clear about the health benefits of the tea products along with the remarkable reputation of the company in China.


In connection, the marketing specialists of Dragon Well Tea Company have to employ the AIDA model of response hierarchy in order to effective capture the UK market. This model has been proven very effective in companies that are new in the industry, which may be utilized by the Dragon Well Tea Company. 


Moreover, the sponsorship technique can also be used by the company in order to raise the awareness of the public about the existence of the tea products in the market. Sponsorship should be given to the events relating to health, food and sports to create an impression that the tea products have health benefits to the consumers.


Lastly, standardizing the operation of the company in UK may not be viable since there are barriers to consider. One essential barrier that was pointed out above was the cultural differences between the Chinese and the British. Chinese approach in business may not be applicable in the culture of the British consumers. Consequently, it is important that the UK consumers should not be treated like those of the Chinese.  
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