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Tom Doctor off : Billions: Selling to the New Chinese Consumer before purchasing it in order to gage whether or
not it would be worth my time, and al praised Billions: Selling to the New Chinese Consumer:

0 of 0 people found the following review helpful. Five StarsBy James BergstromGave me great insights into a market
that | plan to enter.2 of 2 people found the following review helpful. Hire this guy for your ad campaign! By Donald
HsuL ove this book. Focus group, quantitative analysis, qualitative research, or any else you learned in the Marketing
Research course at the MBA curriculum, may not work in China. Wlth 1.3 billion customers, thisis the dream market
for any multinational corporations: Unilever, Ford, Nokia, Motorola, Sony, Samsung, Protor Gamble, DeBeers(DTC),
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VW, Shell, Pepsi, Coke, Nestle, Avon, Nike, Siemens, IBM, Dell.... While they are compeitng, the locals are copying
quickly: Haier, TCL, Konda, China Mobile, China Unicom, Lenovo, CNOQC, Yili Diary, Sedrin beer, 999
Pharmaceutical ..... hundreds of them doing shampoo, shoes, ....every thing under the sun. How can you win? That is
the beauty of this book. It got many strategies laid out in the step-by-step fashion. It isamust read for any onewho is
doing business in China. The book will be better if more comparison can made on the effectiveness of the ad such as
Motoroal vs a Chinese brand.9 of 9 people found the following review helpful. Fantastic InsightsBy Allan
DrustonStanding in the bookstore, the jacket of this book caught my eye, so | decided to thumb through it and then
buy it. | have an interest in China, largely because | see the country as a very important part of all of our futures. Still,
| know very little about China. So, | wondered whether "Billions" would be accessible to me. Boy, wasit! To my great
surprise, abook on consumer marketing opened my eyes to, and brought to life, an entire culture that, as Mr.
Daoctoroff describesit, is both utterly foreign and worthy of great respect. The book is sharply written. It is aso quite
lively. Looking through the prism of advertising, one through which all readers can gaze (given that we are exposed
the medium on adaily basis), China comes alive. We see how its history, religion, values and psychology are al
profoundly different than our own. The thing that comes across most clearly is that, while Chinese want to be modern
and successful, they definitely don't want to be western. They value their own rich culture too much. Certainly,
advertisers hawking their waresin Chinawill be at alossif they forget thislesson (or ignore this book). But, so too
will paliticians, diplomats and anyone else who endeavors to interact with or understand the Chinese. In writing this
book, Mr. Doctoroff has provided truly avaluable service. Of course, he gives us abasic but far reaching tutorial on
advertising, one that unlocks many of the profession's secrets. (The lessons Mr. Doctoroff has learned from his lengthy
tenure as an advertising executive in Chinaliterally spew forth from the book's pages, albeit in away that is quite
digestable.) But in treating China as the next vital frontier, in allowing us to understand the mysteries of this distant
but omnipresent land, Mr. Doctoroff allows us to better grapple with the challenges and opportunities ahead. | loved
this book.

This book cracks the supposedly indecipherable code of marketing to the New Chinese Consumer--all 1.3 billion of
them. It distills what Tom Doctoroff has learned over the past eleven yearsin Greater Chinawith JWT, one of the
region's largest advertising agencies.Marketers of some of the world's leading brands come to China with mistaken
ideas of how to apply Western thinking to the marketplace. But the same rules do not apply in China. Doctoroff delves
into the psyches of contemporary Chinese consumers to explain the importance of culture in shaping buying decisions.
He providestools to help readers harness the power of insight into consumers' fundamental motivations and reveals
the pitfalls into which many multinational competitors often fall. Anyone who plans to do business in China shouldn't
get on the plane without this book.

From Publishers WeeklyNarrower than the title suggests, this book covers only the branding of consumer items
through print and television campaigns. There's no discussion of marketing, pricing, distribution or product design, nor
media other than print and television, nor niche or wholesale sales. Doctoroff, who worked in Chinafor 11 years with
JWT, one of theregion's largest advertising firms, believes that "quantitative research... isincapable of unearthing... an
epiphany that elucidates buying behavior" and that "data are coldly empirical” while "insights... are alive." Most of his
book, therefore, consists of "insights": qualitative impressions of mass campaigns, mostly by multinational companies
selling consumer goods. Doctoroff's analysis of these ad campaigns focuses not on their immediate sal es benefit but on
their contribution to a valuable brand image. Along the way, he dispenses anecdotes and advice on such topics as how
to choose a name that works well in China and how to deal with government censors. This unfocused approach
reduces the book's value as a how-to manual, but it does make it easy to read. Thisis a painless way to pick up the
benefit of the author's long experience, along with many stimulating facts. (Jan.) Copyright copy; Reed Business
Information, adivision of Reed Elsevier Inc. All rights reserved.From BooklistDoctoroff relates that his book covers
three broad areas. The first deals with the importance of culture in shaping buying decisions. Doctoroff examines the
psyches of contemporary Chinese consumers and the core "drivers' of behavior and preference across key market
segments. The second offers data on forging what he calls arelevant brand vision, on creating a product portfolio that
maximizes brand extensibility (the range of categories that can coexist under the same trademark), and on anticipating
the peculiarities of the Chinese media scene. In the third, he analyzes the pitfalls that often cause multinational brands
and their local competitorsto fail, many of them afunction of cultural ignorance or rigidity. Doctoroff, the Greater
China CEO for JWWT (an advertising agency), posits that the 1.3 billion Chinese consumers are the most striving,
ambitious people on the planet and "that counts for alot." George CohenCopyright copy; American Library
Association. All rights reserved "Mr. Doctoroff's book sheds much-needed light on the differences between Chinese
and Western cultural preferences, and should be of interest to businessmen and general readers alike. Most
importantly, his observations should help multinational companies understand their target audience, and enable them
to market their brands more effectively to Chinas hungry consumers.”--Wall Street Journal



