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ABSTRACT 

An Exploratory Study of the Potential for SMEs in New Zealand to Learn from Chinese SMEs regarding 

Digital Marketing aims to investigate the potential for improving New Zealand SMEs’ digital 

marketing capabilities by learning from Chinese SMEs. Digital marketing can increase SMEs’ 

competitiveness, while digital marketing development and innovation in China received little 

attention from academic literature. Therefore, this study is seeking to answer the main question: 

What is the potential for New Zealand SMEs to develop their digital marketing capabilities by 

learning from the experience of Chinese SMEs’ adoption of digital marketing applications? The main 

question can be further broken-down to two subside questions: 1) How are SMEs in China adopting 

digital marketing strategies and platforms? 2)Can New Zealand SMEs learn from Chinese SMEs’ 

adoption of digital marketing for SMEs in New Zealand?  

Survey and semi-structured interviews were conducted with 12 Chinese participants to gain insights 

of digital marketing applications by Chinese SMEs. After acquiring data from Chinese participants 

and building the framework of online marketing strategies and platforms in China based on data 

analysis, semi-structured interview questions were designed and  interviews were conducted with 5 

New Zealand participants. Findings from this study reveals that Chinese SMEs increase their online 

customer traffic through three resources: e-commerce platform, social media, and private traffic, a 

controllable traffic pool of loyal customers or brands’ social media followers. In addition, digital 

marketing technologies from China have the potential of being transferred to New Zealand, however 

the process can be long-term due to cultural and attitude barriers. This study also suggests a 

tentative model examining the likelihood of transferring (LOT) based on the Technology Acceptance 

Model (TAM).  

Keywords: digital marketing, knowledge transfer, small-and-medium-sized enterprises (SMEs)  
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CHAPTER 1: INTRODUCTION 

1.1 Introduction 

1.1.1 Digital Marketing 

Digital marketing has changed the relationship between retailers and customers, and provided more 

opportunities for small-and-medium sized enterprises (SMEs) to reach a broader audience. Research 

indicates that small business are benefiting from digital marketing by increasing by 26% revenue and 

saving 22% on costs on average (SNC, 2018). Digitalisation has transformed consumer behaviour by 

providing interactive channels and accessible product information (Kaplan & Haenlein, 2010).   

1.1.2 SMEs 

Small businesses constitute of a large proportion of business in both New Zealand and China. Ninety-

seven per cent of businesses in New Zealand are SMEs with fewer than 20 employees (MBIE, 2018), 

and over 90% of enterprises are considered small-and-medium sized businesses in China (Li, 2017). 

Small businesses are vital to economic development by creating job opportunities, contributing to 

GDP growth, and building a healthy economic system.  

However, SMEs face special challenges include rising costs, insufficient financial assistance, and 

limited innovation capacity (Chryssolouris et al., 2009). According to Cronin-Gilmore (2012), effective 

marketing strategies help SMEs enhance their businesses and increase their chances of survival. 

Effective implementation of digital technologies can help SMEs improve customer engagement, 

optimise business process, empower staff and transform services (Jin & Hurd, 2018). Therefore, 

understanding and exploring how SMEs may benefit from digital marketing technologies can 

increase SMEs’ profitability as well as competitiveness.  

1.1.3 China’s Development in Digital Marketing  

China has been taking the lead in e-commerce since it overtook the U.S. in e-commerce market size 

in 2013 (Economist, 2021). According to Forbes magazine (Koetsier, 2020), nearly half of the global 

e-commerce contribution is from four Chinese platforms, which include tmall.com, Taobao, 

Pinduoduo and JD.com. China is at the vanguard of the development in digital innovation, and many 

SMEs benefit from the development of mobile payment, e-commerce platforms and social media 

platforms. Digital innovation has resulted in business performance achievements: double eleven 

shopping festival reached USD $40 billion within 24 hours in China (Team, 2019); the Chinese social 

media APP TikTok gained over 33 billion downloads and 800 million active users worldwide (Mohsin, 

2020).While marketing managers from western countries have a tradition of learning from the U.S..   
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Whitler (2020) stated that western managers may have underestimated China’s competencies. 

Features of Chinese e-commerce and digital marketing approaches have already influenced 

Southeast Asia, India, and Latin America (Economist, 2021). It was also reported that U.S. 

mainstream social media platform Facebook emulated its Chinese couterpart WeChat by building a 

business eco-system and adding private group messaging functions and payment systems (Fannin, 

2019).  

1.1.4 Opportunities for New Zealand SMEs 

China is considered one of the most important trading partners to New Zealand (MFAT, 2020). The 

Free Trade Agreement between China and New Zealand was signed in 2008 (MFAT, 2020), and in 

November 2020, the Regional Comprehensive Economic Partnership (RCEP) that encompasses 

China, New Zealand and other thirteen countries was signed. This is the world’s largest free trade 

agreement and will create more opportunities for trading between China and New Zealand (RNZ, 

2020).  

New Zealand businesses face a relatively narrow market due to the geographical distance and small 

population size. New Zealand SMEs should learn digital marketing from China for two reasons. 

Firstly, China is the largest exporting destination for New Zealand, so it is crucial to understand 

Chinese social networks and consumer habits (Ren & Gao, 2020). Secondly, digital marketing 

strategies from China are influencing the retail industry in western countries. For example, Walmart 

cooperated with TikTok for live-shopping in December 2020, and Facebook is engaging social 

commerce to promote shopping service on social media (Fannin, 2019; Travis, 2020).   

1.2 Problem Statement 

Digital marketing has been developing along with Internet availability and e-commerce, and social 

media has been widely used online business to create new opportunities for promoting brands, 

engaging with customers and advertising products (Calabretta & Kleinsmann, 2017; Cecil Eng Huang 

et al., 2005). On the other hand, customers are getting more used to receiving information from 

social media and shopping online. Contemporary business has seen benefits in terms of boosting 

marketing efficiency and lowering cost for brands, as well as providing more information and choices 

for customers. As Eid and El-Gohary (2013) state, small business owners can increase their 

competence by employing digital marketing successfully.  

Big data has provided opportunities for innovative marketing strategies (Akter & Wamba, 2016; 

Mohamed & Weber, 2020). It also imposes pressure on brands with a more competitive business 

environment. The customer decision process is more than making a purchase, it is an intrinsic 
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session greatly influenced by psychological factors. As Satherley (2020) states, New Zealand has 

lagged behand the UK and U.S. regarding digital technology. Businesses without the online capacity 

may lose their competitive advantages due to the lack of customer engagement and efficient online 

channels. It is very important for business owners with the ambition of expanding their market to 

understand how marketing works in other countries and how to acquire the expertise in performing 

marketing campaigns. To gain a sustainable competitive advantage, firms need to be able to acquire 

and apply knowledge from external sources. Compared to other western countries, New Zealand is 

closer to China in terms of geographic location, making it easier for the cross-border trade within the 

Asian Pacific region. Moreover, considering the geographic location of New Zealand, decision-

makers’ ability to learn from other Asian-Pacific countries is critical to gain a competitive advantage, 

and the vast number of Chinese immigrants will facilitate business communication between two 

countries.  

Innovations in China have been underestimated (Economist, 2021). Reasons for this phenomenon 

include culture difference, history and distinctive political systems (Roy et al., 2001; Tsang & Li-Hua, 

2005). To date, there has been little effort to explore the emulation of Chinese digital marketing 

platforms and strategies.   

1.3 Purpose of Research 

The purpose of this study is to explore how and in what ways Chinese SMEs are using digital 

marketing strategies to increase their business competence and the possibilities of New Zealand 

SMEs learning from Chinese SMEs’ digital marketing experience and improving their digital 

capability. This study has sought to gain insights into digital marketing knowledge and technology 

transfer between distant cultures and implications for SME business owners. Results of this study 

may also contribute to SMEs business performance by effective managing online marketing channels 

and resources. 

This study examining digital marketing knowledge transfer may contribute to New Zealand 

marketers’ perceptions of the digital marketing process and to bridge the gap between the western 

marketing operation and Chinese experiences. Digital marketing tools have proved to be an effective 

method of enhancing business performance (Teo, 2005). There has been New Zealand companies 

achieved success by digital marketing (Falasca & Piven, 2020), however, the online marketing 

industry is constantly changing with the development of new digital tools. Nowadays customers are 

facing too many choices, and it has been increasing difficult for companies to gain traffic online. 

Applying new technologies always brings business new opportunities. Few literature include the 
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most updated digital marketing strategies and platforms used by Chinese SMEs. This study intends 

to fill this gap.   

1.4 Research Questions 

With the aim of exploring digital marketing applications by SMEs in China, and the potential to 

extend to SMEs in New Zealand, the main question this study is seeking to answer is:  

What is the potential for New Zealand SMEs to develop their digital marketing capabilities by 

learning from the experience of Chinese SMEs’ adoption of digital marketing applications?  

The main question can be further broken-down to two subside questions:  

1) How are SMEs in China adopting digital marketing strategies and platforms? 

2) Can New Zealand SMEs learn from Chinese SMEs’ adoption of digital marketing for SMEs in 

New Zealand?  

1.5 Significance of the Research 

1.5.1 Contribution to the Literature 

This study bridges the literature gaps in the following ways. A review of the literature indicates this is 

the first study to explore possibilities of digital marketing applications from China being transferred 

to a country with western cultural background. Studies of online marketing strategies adopted by 

SMEs in New Zealand are limited, and the review of literature reveals a gap in the research of SMEs’ 

application of digital marketing strategies in both China and New Zealand. Current literature 

studying digital marketing strategies used by Chinese companies fails to include the most updated 

application. In addition, New Zealand business owners attitudes towards learning from non-western 

countries have not been explained.  

1.5.2 Implications for Business Practice 

The Internet and social media have brought great opportunities for brands to promote their 

business, and researchers have recognized that the right use of marketing strategies will benefit 

small businesses. Compared to traditional marketing, online marketing is more cost-effective and is 

the priority for many businesses (Escobar, 2016). However, many SMEs in New Zealand have only 

the basic knowledge of online marketing practice, and due to the lack of budget and marketing 

professionals, their innovation capacities are limited. 

SMEs that want to stay in business by the application of digital marketing strategies can apply the 

implications from this study to reach their target audience, gain new customers, and maintain loyal 
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customers. Marketing or operations managers can benefit from this research and expand their 

visions by learning from what has been proved to be effective for business growth.  

1.5.3 Contribution to Marketing Industry 

Few studies have discussed how SMEs from China improve their sales by digital marketing strategies, 

the first part of this research provides a practical overview and results of the most updated online 

marketing practices. The second part of study, which discusses the possibilities of using Chinese 

SMEs’ contemporary strategies will enrich New Zealand marketers’ knowledge in terms of marketing 

innovation. By providing guidelines helping SMEs develop effective online marketing strategies, this 

research will also boost their competitiveness and survival rates.  

1.6 Definition of Terms 

Add to shopping cart rate: Chinese participants define the add-to-shopping-cart rate as the number 

of customers who add to their shopping cart divided by the number of customers who view a certain 

product (Malnik, 2020).  

Affiliate Marketing: A way for business to sell products by signing up individuals who promote the 

company's products for a commission. Any registered user can make commissions through these 

APPs by sharing product links to their contacts. Businesses are using commission APPs as a method 

of promoting affiliate marketing to increase sales (Entrepreneur, 2020).   

Application (APP): applications designed for mobile phones (Merriam-Webster, 2021).  

Click-through rate (CTR): Google defines click-through rate as the number of clicks divided by the 

number of times an advertisement shows (Google, 2020a), while Amazon defines CTR as the ratio of 

shoppers that click on your ad to the number of times it is shown (Grasso, 2019). Due to the fact that 

few New Zealand companies have presence on Amazon, in this study, CTR has two definitions. The 

interviewed participants describe CTR as the number of clicks divided by the number of times a 

product shows to customers. Chinese SMEs’ definition of this term has a more e-commerce focus., 

and CTR in Taobao affects store rankings and the overall score of an online shop.  

Conversion Rate: Participants from China understand conversion rate as the ratio of transactions to 

the number of visitors (WordStream, 2020).   

Digital marketing: Digital marketing is the use of wireless communication channels to help business 

gain brand exposure, attract new customers and achieve other marketing goals (Escobar, 2016).  
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Douyin: A short-video sharing social network, which was developed by Bytedance. Douyin has an 

international version called TikTok. Both Douyin and TikTok were ranked the No.1 free APP 

downloads on app stores in various countries (Alexander, 2018).   

E-commerce: E-commerce is a business model that enables firms or individuals to sell over the 

internet (Bharadwaj & Soni, 2007).  

Key-opinion leaders (KOLs): KOLs are social celebrities with strong online presences, and their 

opinions as well as recommendations are always listened to or followed by their followers 

(InfluencerMarketing, 2020).  

Live Streaming: Live streaming, or streaming, enables hosts to talk with their audience in real time 

(Wongkitrungrueng & Assarut, 2018). Many social media platforms, including Facebook, TikTok, 

Instagram, Kuaishou, and Red have included celebrities streaming or users streaming.  

Multi-channel Networks (MCNs): MCNs refer to companies that incubator key opinion leaders 

(KOLs), who have a large number of followers and audience. KOLs can bring considerable profit for 

MCNs by posting sponsored advertisements and generating live streaming sales (Whatls, 2020). 

Persona Tags: Persona tags are used not only to characterize a user type, but to justify a seller 

category (Google, 2020d). According to Taobao algorithms, the better a seller’s tags match with 

customer persona, the more likely products are to be shown on the top page of the searching results 

of customers.  

Private Traffic: Private traffic is a term that appeared in 2018. Public traffic from search engines, e-

commerce platforms, and social networks can be funnelled into businesses’ private pools, such as 

WeChat groups, which can be in full control of SMEs without further third-party costs 

(Daxueconsulting, 2020).   

Re-purchase rate: The number of customers who place orders in the same store more than twice 

divided by the number of customers that have ever placed an order/orders (Omnisend & 2017). Re-

purchase rate is considered one of the most important factors that influencer the overall score of a 

Taobao shop.   

Red (Xiaohongshu): Red is a platform for customers to share shopping experiences, lifestyles and 

product reviews. Most users on Red are Generation Z, who have a preference for online experiences 

and communication. Businesses have been taking advantages from Red functions, such as 

cooperating with celebrities, and building official accounts for promoting products (Xiaohongshu, 

2021). 
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Red Pocket/Envelope: This was originally a monetary gift which is given during holidays. With the 

development of social media platforms like WeChat, Weibo and even Taobao, users are now able to 

give out red envelopes using virtual money, which can be deposited into a user’s WeChat pay/Alipay 

account and used for purchase. Red Pocket money can also be distributed into random amount and 

shared in a group chat. Chinese SMEs are using Red Pocket as a type of incentive which they provide 

for customers to join their shopping chat group.  

Saved/Favorite rate: Saved rate, or favorite rate can be calculated by the number of customers who 

save a product divided by the number of customers who view it (Omnisend & 2017).  

Search engine management (SEM): SEM is an internet marketing strategies that facilitates online 

promotion by increasing the rankings of results by search engines (Haneef, 2017).  

Search Engine Optimization (SEO): This is the technique used to improve unpaid traffic to websites 

in terms of quantity and quality. In this research, participants from China focused on SEO on Taobao, 

while participants from New Zealand focused on SEO on Google.  

Shopping Festivals: Shopping festivals in China provide opportunities for retailers to drive sales by 

providing discounts, to which Chinese customers respond. Key shopping festivals in China include, 

New Year(1st January), Chinese New Year (usually at the end of January or mid of February), 

International Women’s Day (8th March), 6.18 Shopping Festival (18th June), Golden Day (1st October), 

Double 11 Festival (11th November), Double 12 Festival (12th December) (WSJ, 2018).  

Small-and-medium-sized enterprises (SMEs): SMEs definitions can be very different depending on a 

country’s economy and population, and in this research SMEs are defined as companies with less 

than 20 employees (MBIE, 2017).  

Store Ranking: Products from a higher ranked store have better ranking results (Omnisend & 2017). 

The ranking of a store may depend on factors such as feedback from customers, conversion rate, 

and bounce rate, etc.  

Taobao: China’s biggest and the world’s largest online e-commerce platform (WSJ, 2018). Along with 

Tmall, Tabao belongs to the Alibaba Group. Apart from providing shopping services, this platform 

provides convenience to its users in every aspect of life, from booking flights, ordering food, 

watching live streaming, experiencing new products virtually, and socializing with friends or online 

celebrities.  

WeChat: A multi-purpose instant messaging APP developed by Tencent, with social media and 

mobile payment functions (WeChat, 2020). WeChat is the most used message APP by Chinese, who 
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use WeChat as not only a social media or messaging platform, but also as a wealth management, 

lifestyle, and shopping APP.  

1.7 Limitations 

The findings of this study cannot be generalized to SMEs in China or New Zealand due to its 

exploratory nature. The digital marketing and e-commerce industries in China have been undergoing 

vast development. Due to the rapid changes, this study’s findings of SMEs’ online marketing 

applications may not be considered effective after two years. In a qualitative research, the collected 

data is interpreted by researchers, whose experiences and perceptions may introduce bias and 

influence research findings. Therefore, prior to starting a research, researchers’ personal 

experiences and attitudes should be identified to limit bias (Chan et al., 2013). Brymen (2012) 

defined generalizability as the external validity that ensures the consistent measure of a concept. 

Some researchers do not recognize generalization as the purpose of qualitative research 

(Onwuegbuzie & Leech, 2010), while in this research generalization should be used as a criteria of 

evaluation, since the research questions expose the need for generalization, and the sampling 

method as well as the data analysis method provide conditions for it. In this study, a purposeful 

sampling method was adopted with the aim of replicating the mode of SMEs seeking online 

presence in New Zealand, and data was analysed with bottom-up coding techniques. According to 

Palinkas et al. (2015), purposeful sampling can result in low level of liability and high levels of bias. 

1.8 Thesis Structure  

Chapter one provides the rationale, contextual background for the research, research purpose, 

significance and limitations, from both a practical and theoretical perspective. 

Chapter two presents justification for undertaking this study, including a review of the literature on  

digital marketing application and evolution, SMEs’ significance and characteristics, challenges, and 

strategic motivations in digitalisation, knowledge transfer definition and operation. This chapter also 

includes the theoretical framework of the technology acceptance model (TAM) (Davis et al., 1989). 

Chapter three introduces the methodology adopted in this research. The case study methodology is 

based on theoretical perspectives. Interview questions for participants in China and participants in 

New Zealand are different due to the research purpose.  

Chapter four presents the findings from this study. Participants’ background are introduced. 

Information collected from twelve Chinese SMEs and five New Zealand marketing experts were 

divided into emerging themes. 

Chapter five presents a discussion of the key findings from Chinese and New Zealand participants. 
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Chapter six concludes the dissertation. A summary of the study and conclusions are presented, 

followed by research contributions, limitations and recommendations for future research. 

1.9 Reflection 

The topic of this study was selected based on the researcher’s interest and work experience. Having 

managed several successful online marketing campaigns with the  Alibaba Group in China, the 

researcher was impressed by how digital platforms are making use of traffic and budget to boost 

business performance. The researcher’s experience in digital marketing has contributed to the 

design of interview questions for Chinese and New Zealand participants.  

Apart from the study findings, the researcher’s learned challenges for digital innovation that were 

not thought of; for example, data falsification in cooperating with live-streaming celebrities. 

Moreover, difficulties for New Zealand marketers in finding information about digital marketing 

channels in China were not expected prior to this research. The fact that language still hinders 

knowledge transfer today was surprising, since artificial intelligence in the translation sector has 

brought much convenience for communication.       
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CHAPTER 2: LITERATURE REVIEW 

2.1 Introduction 

The objective of this chapter is to critically review the literature related to digital marketing, to 

understand SMEs’ adoption of digital marketing strategies digital innovation by knowledge transfer, 

and digital transformation models.  

To explore past researches about digital marketing, knowledge transfer, SMEs, technology 

acceptance model (TAM), this chapter used a systematic literature review. The literature searching 

process was onging from March 2020 until April 2021, when this thesis was finished. Journal 

databases including ProQuest, and Google Scholar, and ResearchGate have been used to cover a 

broad range of publications. Literature articles from 1990 to 2020 were included, keywords such as 

digital marketing, e-commerce, SME, knowledge transfer and TAM model were used, and Boolean 

operators were applied to narrow down the research results. Topics including e-commerce, SME, 

knowledge transfer and TAM model centred on studying digital marketing were examined and 

presented in Table 1.   

Table 1: Literature Review: Terms and Number of Peer-reviewed Articles 

Terms No. of Peer-Reviewed Articles 
Digital marketing 80,526 

Digital marketing AND e-commerce 11,624 

Digital marketing AND SME 3,368 

Digital marketing AND knowledge transfer 17,151 

Digital marketing AND TAM model 3,980 

 

The research topic of digital marketing has developed over the considered period of 1999 to 2020. 

As digital marketing approaches are development with technology evolution, digital marekting 

research concentration has been shifting from traditional strategies such as SEO, email marketing 

and content marketing, to innovative aspects like live-streaming and socia commerce. Despite that 

there have been significant research examing digital marketing and e-commerce, the review of 

literature indicates a major gap in regard to digital marketing and e-commerce in New Zealand and 

in China. Moreover, academic research explaining Chinese digital marketing development has 

received little attention and remains a broadly unexplored topic. The literature search did not reveal 

a result in exploring possibilities by which other countries to learn from innovative digtal marketing 

strategies adoped by Chinese companies. Existing studies of digital marketing failed to examine the 
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opportunities to apply digital marketing strategies that have been proved effective in another 

country. Often, the few researches on this topic examined a particular sapect of online marketing 

applications, single company cases or past marketing theories. Thus, a research gap emerges on the 

contemporary domain of digital marketing studies addressed at marketing knowledge transfer.  

The literature review focuses on four key themes that have established the frameworks of this study: 

1. Digital marketing and e-commerce 

2. Small-and-medium-sized enterprises and their application of digital marketing strategies 

3. Knowledge transfer, with the emphasis of technology transfer between distant cultures 

4. Definition and Extended Application of Technology acceptance model (TAM) 

2.2 Digital Marketing and E-Commerce 

2.2.1 Introduction 

This section aims to provide an overview of the theoretical frameworks underpinning the research, 

by reviewing definition of digital marketing and e-commerce, digital marketing classification, 

evolution of digital marketing and e-commerce, and digital marketing and e-commerce situation in 

China and in New Zealand. The evolution of digital marketing and e-commerce is closely related to 

the technology development, which involves three stages of development: web 1.0, web 2.0 and 

web 3.0.  

2.2.2 Definitions of Digital Marketing and E-Commerce  

Marketing is defined as the activities that promote customers to buy products by the American 

Marketing Association (Zinkhan & Williams, 2007), while the definition of digital marketing focuses 

on digital channels, such as the Internet, social media, text message, and email. Digital marketing is 

defined as the action of promoting brands, products or services with digital technologies, it is 

different from traditional marketing in terms of mediums, advertising display and performance 

review (Abdulmajid, 2019). Digital development has simplified the marketing activity, which is the 

process of educating customers why and which products or services should they choose (Lucius & 

Hanson, 2016). Chaffey and Patron (2012) defined digital marketing as the application of modern 

technologies to conduct marketing campaigns and enhance consumers’ knowledge of products. 

Compared to social media marketing, digital marketing is more broad by using both online and 

offline digital channels, such as TV, mobile advertising, emails, text message, to reach target 

consumers (Ferié, 2020). Originated from the Internet and search engines’ appearance, digital 

marketing was first applied by Yahoo in 1994 from the search query which was built by Gopher 
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(Ferié, 2020). In the field of marketing, digital marketing is gaining increasing popularity due to 

technology innovation. 

E-commerce, or electronic commerce has definitions in a in the narrow and broad sense (Kunešová 

& Eger, 2017). The narrow definition of e-commerce by Turban et al. (2017) means "using the 

Internet and intranets to purchase, sell, transport, or trade data, goods, or services“. A broader 

concept of e-commerce definition focuses on more extensive transactions that include “the sum of 

all digital commercial transactions between economic entities, conducted through the Internet, 

most of it being the sale of goods and services" (Tassabehji, 2003). In the age of digitalization, digital 

marketing development is proportional to e-commerce expansion (Chauhan, 2016).  

2.2.3 Digital Marketing Classification 

Categories of digital marketing have received little attention from academic research. Past literature 

has different classifications for digital marketing. Study by Yasmin et al. (2015) divided elements of 

digital marketing by online advertising, email marketing, social media, text message, affiliate 

marketing, search engine optimization (SEO) and pay per click (PPC). This classification failed to 

include online advertising methods such as pay per mille (PPM) and influncer marketing. Moreover, 

the idea of online advertising already includes pay per click (PPC). Taiminen and Karjaluoto (2015) 

classified digital marketing based on features of communication channels. First group of one-way 

communication includes website, email newsletters, online directories, and banner adverting. The 

other group of two-way communication consists of company generated blogs and company’s own 

communities (Taiminen & Karjaluoto, 2015).   

2.2.4 Evolution of Digital Marketing and E-commerce 

 Introduction 

After reviewing journal articles regarding digital marketing and e-commerce evolution, three major 

stages of Web 1.0, Web 2.0 and the ongoing Web 3.0 emerged. Marketing tools have been 

constantly reshaped by the development of technology. A study by Lamberton and Stephen (2016) 

suggests that digital marketing has evolved from a static and utilitarian meaning to a tool that 

transformed the marketing practice and influenced technology. Web 1.0 concept first emerged in 

1990s, when customers were offered a relatively small amount of options. While in Web 2.0,  

consumers’ needs were addressed and they were better informed of similar products and services 

information. Web 3.0 is defined as the “value-driven era”, and marketing strategies started to pay 

more attention to customers’ emotional needs. According to Erragcha and Romdhane (2014), the 

idea of Marketing 4.0 is closer to digital marketing applications that involve big data and artificial 

intelligence to boost performance and customer communication. Globalization, the increasing 
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competition and the state-of-the-art technologies are the main drive for the appearance of 

marketing 4.0 (Dholakia et al., 2010). Marketing 4.0 differs from its previous versions regarding 

timing, talent management, data application and organization models management (Vassileva, 

2017), and Web 3.0 facilities the development of Marketing 4.0 by improving customer experience 

and involving data intelligence. 

The internet, e-commerce, social platforms, online payment, and technology are the foundations of 

digital marketing evolution. Therefore, studying the development of digital marketing needs to take 

these factors into consideration. Online marketing needs to ensure to reach the right groups of 

customers to avoid irritation (Erokhina et al., 2018). The requirements to explore consumer interests 

as well as boost business performance has driven the digital marketing development. To perceive 

the digital marketing development from a comprehensive aspect, this literature review hence 

separates the digital marketing evolution into Web 1.0, Web 2.0 and Web 3.0 stages, which follow 

the evolution of the internet.  

 Web 1.0 (1990-2000) 

I Definition of Web 1.0 

Web 1.0 is defined as a Web of cognition (Fuchs et al., 2010). It only allowed users to search for 

information and read it (Erragcha & Romdhane, 2014). Digital marketing gained popularity as a 

result of widespread Internet and computers (Abdulmajid, 2019). The first advertisement banner 

was adopted by Hotwired for their product promotion campaign in 1993, and one year later, Yahoo 

was founded and received one million hits (Abdulmajid, 2019; Montague et al., 2015). Yahoo 

optimized its advertisement exposure by optimizing the content and ranking, and this idea further 

became the original Search Engine Optimization (SEO) and Search Engine Management (SEM) 

theories  (Khan & Siddiqui, 2013). In addition, Cost per Click (CPC) and Cost per Mille (CPM) have 

been used as the primary methods to determine advertising cost.  

II Digital Marketing and E-commerce in Web 1.0 

1998 was recognized as the digital marketing golden year, when Google was established, Microsoft 

launched MSN, and PayPal started to offer online payment services (Fuchs et al., 2010). The first 

PayPal transaction can be traced back to 1998 in Finland, where people can buy Coca-Cola from 

vending machines by SMS confirmations (Montague et al., 2015). Online payment or mobile 

payment was of significant influence on digital marketing, since it made purchasing online become 

possible.  

Customer Relationship Management (CRM) systems have been developing since 1990s economic 

downturn period, when companies realized the existing customer base was more valuable for 
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business growth than the potential customers, since acquiring new customers may yield less return 

on investment than selling to existing customers (Webber, 2013). A CRM system is for applying 

customer data for more efficient communications of products and services. The emergence of CRM 

systems brings opportunities for accurate marketing online, and marketers gain the ability of 

targeting specific groups of customers. It was also from the 1990s that companies began to apply 

their existing customer database, which generates higher return of investment (Webber, 2013).   

Researchers have been paying attention to online shopping since 1980s, and they have been 

constantly investigating factors that affect online shopping behaviours. Lohse et al. (2000) studied 

the relationship between the length of time spent online and the shopping behaviour, they found 

that U.S. customers tend to shop more online if they spend more time on the internet. Customers’ 

willingness to purchase online is also determined by internet security (Salisbury et al., 2001), which 

is largely affected by the online infrastructure.  

However, academic research regarding digital marketing did not appear until the late 1990s. For 

example, Journal of Interactive Marketing launched in 1998, and considered the potential of digital 

marketing as taking the form of interaction (Glazer, 1999).  

 Web 2.0 (2010 – 2015) 

I Definition of Web 2.0 

Two-way communication is one of the most important features of Web 2.0. Web 2.0  is defined as 

after 2000s and internet users are able to interact with each other through online communities 

(Jackson & Ahuja, 2016). Social networks make customers to be able to take the role of both 

consumers and promoters/advertisers (Lamberton & Stephen, 2016). Brands have been facing a 

more competitive environment since the 2000s, and customers are more empowered regarding 

Internet and information access (Lamberton & Stephen, 2016). By 2005, the Internet penetration 

rate exceeded 50%, and user generated content became more common as a result of the increasing 

consumers’ accessibility (Lamberton & Stephen, 2016). The most common form user generated 

content (UGC) is online reviews, and Yelp became the major review platform in Western countries 

with over 1 million monthly visitors (Lamberton & Stephen, 2016).  

Transactions can be promoted when customers are able to gain information such as prices, product 

attributes, and peer reviews from various channels and platforms (Jackson & Ahuja, 2016). On the 

other hand, customers are also creating content on social networks. In Web 2.0 era, consumers are 

choosing brands as brands are choosing them, and it becomes possible for companies to build a 

more stable relationship with customers via interactive platforms. The rapid expansion of social 

medias has facilitated interpersonal as group communication, allowing brands to present their 
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products and services more easily. Additionally, the interactive feature of Web 2.0 makes business 

gain more loyalty from customers by presenting products reviews and services feedbacks (Khan & 

Siddiqui, 2013). In beginning of Web 2.0 era, customers’ lives were greatly affected by digital media, 

as they could access to other individuals through social media platforms. Facebook and Twitter were 

the main sources for online resources. In this period, online communities and online forums became 

the major place for word-of-mouth (WOM) interactions (Lamberton & Stephen, 2016). WOM 

influences the television show ratings as well as the television advertising performance. Moreover, 

the online WOM campaigns may outperform the traditional ones in terms of customer acquisition 

(Trusov et al., 2008). A study by Villanueva et al. (2008) provided similar conclusion, which suggests 

that customers gained from traditional marketing methods may generate more short-term value, 

while online WOM activities benefit the long-term results. A provocative research by Watts et al. 

(2002) indicates that WOM performance is more decided by the audiences’ acceptability instead of 

by how many contacts a transmitter has.  

Despite the internet bubble or “dot-com bubble” burst in 2000, social medias spring up afterwards 

(Fuciu & Dumitrescu, 2018). For example, LinkedIn was launched in 2002, Facebook in 2004, Twitter 

in 2006, WhatsApp in 2009. Those major social networks have occupied most of consumers’ free 

time. The Internet search traffic boosted in 2006, when Google became the major tool for search 

engine. The expansion of social media has made online marketing and digital channel the 

mainstream use by innovative marketers (Fuciu & Dumitrescu, 2018).  

In China, the market reform in the 2000s has contributed greatly to the digitalization, and the digital 

champions include BAT (Baidu, Alibaba, and Tencent), which are the mainstream Chinese social 

networks (Yu, 2017)  

II Digital Marketing and E-commerce in Web 2.0 

Despite that scholars paid much attention to social media marketing at this time, search engine 

optimization (SEO) was the top priority of marketers before 2010 (Lamberton & Stephen, 2016). 

According to Koiso-Kanttila (2004), the success of digital marketing depends on key characteristics 

like accessibility, speed and navigation. In addition, consumers’ purchasing decisions are largely 

affected by their internet experiences (Atwal & Williams, 2009).  Marketers became more aware of 

the importance of digital marketing in Web 2.0, and they began to integrate online and traditional 

marketing methods to reach consumers (Khan & Siddiqui, 2013). According to a survey by PR 

Newswire (PR, 2007), while most marketers recognize the value of social media, they only spent 8% 

of the marketing budget on average. However, concerns over online spam, privacy and fraud 

hindered some marketers to apply digital tools at the early stage (2000 – 2005) of Web 2.0 
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(Lamberton & Stephen, 2016). A study by Erokhina et al. (2018) shows that the lack of digital 

marketing insight and knowledge is the main reason for insufficient digital marketing application 

(Levi’s Europe spent approximately 2% on social marketing of marketing budget in 2005).  

Researches have proved that customers positive feedbacks may have a considerable influence on 

sales increase (Kozinets, 2002). Moreover, the online word of mouth could pose a greater effect on 

customer acquisition than traditional offline marketing activities (Trusov et al., 2008). Lohse et al. 

(2000) argued that marketing strategies should be based on careful observations and data analysis 

instead of on the enthusiasm or online marketing guru’s recommendations. In this time, researchers 

started to apply scientific approaches to understand digital marketing. By 2012, companies have 

increased their budget in social networks to 64% (Abdulmajid, 2019). The Internet bubble burst in 

2000, eliminating small search engines and left Google a main player (Lamberton & Stephen, 2016). 

Google launched Gmail and Facebook in 2004, and went public in the same year (Abdulmajid, 2019). 

Influential marketing is another aspect in Web 2.0. Researchers have identified that choosing 

appropriate influencers should consider their network structure, expertise as well as personality 

traits (Lamberton & Stephen, 2016). Network concept is also used to gain a perception of how to 

maximize utility. In general, people with immensely high number of connections will facilitate 

diffusion processes (Netzer et al., 2011). The interconnected relationship between sellers could 

generate a positive outcome of marketing activities. Stephen and Toubia (2009) found that a 

network of seller has a higher potential revenue in total, while the lack of browsing convenience 

could lead to customers departures.  

One of the challenges in Web 2.0 is that customers are receiving too much information, it becomes 

more difficult to grasp their attention, and customers are more captious with the advertising 

content. It was reported that social media users only pay attention to 10% of the advertisements on 

different platforms (Erokhina et al., 2018). Psychological researches also proved that the choice 

overload will make determination process more difficult, which leads to consumers’ reduced 

purchase (Iyengar & Lepper, 2001). Solutions to this problem include providing extra emotional 

value, encouraging customer participation, and creating opportunities for conversations between 

customers (Jackson & Ahuja, 2016). The previous marketing tools in Web 2.0 could still benefit 

customers by offering products recommendations based on their performance. Koiso-Kanttila (2004) 

stated that content is crucial to the success of a marketing campaign, and accessibility, navigation as 

well as speed are the key components of digital content. According to Jackson and Ahuja (2016), 

marketers in Web 2.0 should understand customer mix, which is consisted of People, Personalities, 

Perceptions, and Participation. The marketing theories and models allow marketing managers to 

better comprehend consumer needs, preferences, purchasing patterns and their relationships. In 
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addition, marketers should truly comprehend social media usage, performance measurement, and 

customer engagement in order to adopt a communication plan (Hanna et al., 2011). 

User generated content (UGC) is also applied as a marketing tool that helps to build brand image. 

Tirunillai and Tellis (2011)examined the relationship between stock price and UGC; and found that 

UGC has an obvious influence on returns and trading volume. Stephen and Galak (2012) argued that 

UGC may pose a longer impact than traditional media on sales performance. However, there are 

varied opinions upon the relationships between UGC consumers and producers. Ghose and Han 

(2014) find the trade-off relationship between people who create content and people to consume 

content, while Shriver et al. (2011) indicate the relationship to be more aggregate.  

Past research has been studying consumers’ social-sharing behaviours. One of the most impactful 

reports reached the conclusion that customers are more likely to share high-arousal content than 

the low-arousal one (Berger & Milkman, 2009).  Stephen and Toubia (2009) claimed that consumer 

sharing behaviours are also affected by the image-related utility.  

 Web 3.0 (2015 – present) 

I Definition of Web 3.0 

Although the Web 3.0 era is yet unfolding, there has been significant development regarding using 

big data to analyse and predict consumer behaviours. The application of algorisms and analysing 

models are the main focus of e-commerce platforms such as Amazon.com and Alibaba Group(Barry 

& Fisher, 2019), and researchers begin to pay more attention to this field. By 2010- 2011, the 

Internet penetration rate exceeded 80% in the U.S., and the Facebook daily active users (DAU) 

reached 250 million worldwide (Lamberton & Stephen, 2016). Information technology innovation 

has transformed the way to conduct marketing campaigns (Jara et al., 2012). Applying big data 

approach in digital marketing is not a new idea, but it was not until the development of algorithms 

that companies became able to provide customers the appropriate recommendations. Ansari et al. 

(2000) first took the concept of digital marketing intelligence in 2000, when mechanism was not 

mature enough to generate satisfying predictive results.  

Customers’ decision-making process are changing with the digital transformation (Vassileva, 2017). 

Technology contributed greatly to the increase of social media users. The user base of Facebook 

reached 2.01 billion by 2017 (Abdulmajid, 2019). Court et al. (2009) has defined the new process of 

the digital consumer decision journey with features such as addressing customers’ need of creativity 

and participation in the production process. 
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II Digital Marketing and E-commerce in Web 3.0 

Social media are still considered the main platforms in digital marketing, and customers social 

sharing behaviours may amplify or dull marketing activities to a larger extent (Lamberton & Stephen, 

2016).  The increasing smartphone penetration has brought possibilities for marketers to combine 

online and offline interactive experience with customers. Consequently, consumer data is vital in the 

implementation of agile digital marketing strategies. Although the data-driven or mobile-driven 

marketing methods have been studied for years (Lamberton & Stephen, 2016), there are still much 

to be discovered in this field.    

It seems that traditional skills like building brand image and innovative marketing plans are no longer 

suffice in Web 3.0 era, when new technologies always generate new business opportunities. 

Customers are facing too many choices, and online marketing is a powerful tool for brands to 

achieve success. A report by Boston Consulting Group claimed that companies need to develop agile 

talent, big data for consumer insight, well-designed content to adapt to the rapidly developing Web 

3.0 era (Visser et al., 2015). According to Visser et al. (2015), organizations ought to seek creating an 

agile marketing structure, developing consumer insights based on big data, analysing marketing 

effectiveness, programmatically making purchasing decisions as well as building creative and 

innovative brand content.    

In Web 3.0 era, companies are facing more competitive market than they were in Web 2.0. The 

emergence of new technology and digital platforms requires companies to equip versatile abilities 

including big data management, content building, creative video making, as well as analytical 

techniques. Unable to acquire technology or data talent will have a negative impact on digital efforts 

(Visser et al., 2015). According to Jin & Hurd (2018), digital economy is based on the increasing 

productivity and innovation that is driven by information and communication technologies, such as 

the internet,  big data, and cloud computing. The mainstream companies like Tencent, Byte Dance 

and Alibaba Group have been challenging the dominating western ones like Facebook, Google and 

Amazon. Considering China’s digital economy share of the GDP, the nation can be considered as a 

leading global force in some key areas (Yu, 2017). Moreover, China’s government is seeing the 

digitalization as a key process in reconstructing the nation’s image of a “low-waged world factory” 

(Hong, 2017).   

The globalization of business nowadays has increased the significance of marketing relationship (Zhu 

et al., 2017). Communicating with customer in Web 2.0 is based on database marketing, business 

intelligence and an analytical approach, and marketers need to involve social networks to facilitate 

communication between customer in order to create a word-of-mouth advertisements (Lamberton 
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& Stephen, 2016). In addition, accumulation of consumer data and behaviours is vital to understand 

and predict their purchasing decisions (Erokhina et al., 2018). In Web 3.0, marketing campaigns are 

based on data, which unfolds consumers’ preferences and industry trends.    

III Web 3.0 Trends 

Customers are already facing an omnichannel world, in which they receive product information, 

interact with other consumers, and share their experiences on various platforms.  There are already 

business models trying to integrate online and offline services. Alibaba’s concept of New Retail has 

been making efforts to assimilate online and offline orders and customers’ database.  

Data analysis has brought opportunities for business growth. However, the concerns over data 

safety lead to researches studying consumer privacy. Goldfarb and Tucker (2011) studied the 

balance between online advertising and available consumer data, but questions like whether firms 

should acquire customers’ information without permission and what are customers opinions about 

information gathered for marketing purposes are yet to be explored.  

 Summary 

Compared to traditional marketing, online marketing provides easiness for consumer engagement, 

marketing campaign management and exposing advertisement.  The development of technology has 

benefited the communication between marketers and consumers. However, it also poses challenges 

for small business by increasing the sophistication of online marketing.  

2.2.5 Digital Marketing and E-commerce in China 

2.2.5.1 Evolution 

According to Schiller (1999), global digital capitalism is consisted of digital capitalism and China, and 

China’s digital economy is considered as the global trailblazer. From the literature review of digital 

marketing evolution, we could see that China is showing a trend of leading innovation in the digital 

development. The evolution of digitalization of China can be separated into different stages, and 

researchers focused on different topics as e-commerce developing in various transformations. 

Before the year of 2000, the internet connection in China was slow and fee was expensive, and little 

progress in e-commerce and digital marketing as the Internet usage rate was lower than 1% in China 

(Kennedy, 2000). Even for companies that could afford building their shopping websites, they only 

found limited online customers. At this stage, Chinese consumers and companies had insufficient 

understanding of shopping online, which increased their concern for financial security, and their 

access to the internet is relatively limited (Ernst & He, 2000). Ernst and He (2000) also noticed that 

basic infrastructures like logistic, supply and delivery systems were yet under-developed.  
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Most studies concluding Chinese e-commerce and digital marketing development are before 2005. 

For example, Wong et al. (2004) noticed that B2C e-commerce did not see a significant growth from 

2000-2004, while they underestimated the power of technological innovation and social changes by 

predicting that e-commerce in China would not rise drastically in the next few years, which is 

opposite to what had happened. However, Stylianou et al. (2003) held a more positive attitudes 

towards the future of e-commerce in China, and they believed that China could potentially become 

the largest Internet market with the large population and double-digit economic growth rate. In 

2006, westerners with the habit of online shopping found that online shopping experience in China 

was similar to what they had in the U.S.. Journal articles studying e-commerce in China were still 

questioning the possibilities of e-commerce development, regulations, logistic systems and online 

payment methods (Stylianou et al., 2008; Tan et al., 2007).  

Since 2010, researchers have been focusing on “online intelligence (Ouyang et al., 2017)”, 

“empowering rural areas (Yu & Cui, 2019)” and “enterprise development (Yu, 2018)” aspects. 

Dabrynin and Zhang (2019) claim that e-commerce was standardized between 2008-2014, during 

which Chinese customers started to use smart mobile phone and begin to accept mobile payment 

systems. Retailers in China benefit a lot from government policies, too. In 2011, the State Council 

developed "the Guiding Opinions on the Development of E-commerce at the 12th Five-Year Plan," 

and "the Guidance on the Establishment of National E-commerce Demonstration Base", which 

helped to establish great environment for e-commerce and information technology industry flourish 

(Dabrynin & Zhang, 2019). The topic of cross-border e-commerce has also received much attention 

in recent years. Issues in cross-border logistics have been seriously considered (Beibei, 2018; Guo et 

al., 2020). Dabrynin and Zhang (2019) point out that the consumer purchasing activity is one of the 

major factors for developing e-commerce and online marketing strategies.  

Recent studies have begun to provide insight into how small businesses are using online marketing 

to expand business (Fu et al., 2020). According to Tan et al. (2007), advanced technologies such as 

recurrent neural networks have been widely used for e-commerce digital transformation, and more 

innovative usages of big data are to be expected. Moreover, digital transformation is also taking 

place in social networks, which would further enhance the innovation of online marketing 

application (Dabrynin & Zhang, 2019). 

Chinese SMEs have been benefiting government e-commerce policies and the rapid development 

speed. According to Jinlong and Sun (2010), Chinese SMEs were not ready to adopt e-commerce 

mechanisms in 2009. However, Sohn and Chung (2016) noticed that Chinese SMEs have already 

boosting their businesses through e-commerce platforms. From 2011 to 2015, e-commerce has been 
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enormously essential in driving the economic growth in China (Li, 2017). Despite the global trade is 

slowing down, the cross-border e-commerce has been expending in China (Li, 2017). Major issues 

regarding e-commerce adoption include weak e-commerce knowledge foundation, lack of strategic 

planning as well as talented labour, and pre-mature service support (Sohn & Chung, 2016).  

2.2.5.2 Unique Features of Digital Marketing in China 

Existing studies have noted the remarkable success of leading Chinese enterprises like Baidu, 

Aliabab, and Tencent (BAT), as well as their competitors and e-commerce start-ups (Yu, 2017). A 

review of literature reflects that Chinese digital marekting methods rely more on algorithms and 

real-time customer engagement.  Moagar-Poladian et al. (2017) regard JD.com as one of the 

pioneers in Chinese e-commerce history. JD.com was founded in 1999 and started its business by 

selling 3C products (computers, communication, and consumer electronics) online.  

Chinese innovation may challenge the western-based digital giants like Facebook, Amazon and 

Google (Jin, 2015; Yu, 2017). According to Yu (2017), digital economy has characteristics of modern 

information and communication networks, which is based on technologies such as cloud computing, 

big data and the internet. In China, companies are taking advantage of the innovative social 

interactions triggered by technologies that facilitate customer engagement.  

Digital marketing techniques used by brands are much affected by cultural context. From western 

scholars’ perspectives, Chinese context is unique due to political and cultural differences, which also 

pose challenges for foreign brands. Tate et al. (2016) suggest that brands seeking to enter Chinese 

market should conceptualize their social media relationships as online friendship, so that customers 

could relate to their social network content. However, the data they gained for developing this 

research was from post-80s participants, and their ideas and understandings are quite distinctive 

from the now generation Z, who are the major shopping force in Chinese market.  

Recent studies also start to notice live-streaming’s influence on building brand image and driving 

sales. Gong, Ye, Liu, et al. (2020) studied how live-streaming increases online sales in China from 

physiological perspectives. Customers in difference countries have similar intentions for browsing 

social media. For example, communication with others, entertainment, acquiring information, self-

expression and pursuing interests are the common reasons for social media users (Tate et al., 2016).  

2.2.5.3 Future Trends of Digital Marketing Development in China  

Chinese companies are constantly looking for and trying new methods to communicate with their 

target consumers to increase their competence in the industry. Despite being a latecomer to the 

world of digital economy, China has taken the place of the US, which used to lead global digital 
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capitalism, and shown dominant power in terms of digital productivity and innovation (Dabrynin & 

Zhang, 2019).   

In recent years, researchers have also noticed the ongoing digital innovations in China. Emerging 

techniques such as short video marketing and live streaming marketing are receiving increasing 

attention. Liu et al. (2019) adopted quantitative method and concluded short video marketing 

results may be affected by several factors, such as amusing content, scene-based experience, 

interaction and participation, as well as previous brand perception. Despite that Liu et al. (2019) 

drew comprehensive conclusions on elements brands should notice when producing short videos for 

customer engagement, they did not focus on small-and-medium sized businesses, who have limited 

budget to generate attractive videos. Moreover, Gong, Ye, Liu, et al. (2020) investigated the 

relationship between live streaming and compulsive purchase shopping behaviour. Their 

concentration on physiological aspects of consumer behaviour has bridged the gap between 

innovative digital marketing platform studies and customers’ attitudes. However, in this research, 

the authors overlooked the fact that customers’ presence is only one of the many factors that 

influence broadcasting results, the final purchasing decision-making process should be used as 

success parameter.  

2.2.6 Digital Marketing and E-commerce in New Zealand 

Businesses in New Zealand are in a distinctive context caused by the geographical location and small 

population. Therefore, it is vital to find New Zealand e-commerce and digital marketing development 

trends. As Mazzarol and Clark (2016) state, domestic competition is not as fierce in New Zealand, but 

this small country is susceptible to global economic fluctuation since the economy is dependent on 

exporting agricultural products.  

It was challenging to gain an overview of the e-commerce development and trends in New Zealand, 

since few literature articles have looked into the topic of e-commerce in New Zealand in recent 

years. After searching keywords “New Zealand” and “e-commerce” in databases such as Google 

Scholar, Scopus, ResearchGate and ProQuest, only 2 articles after 2015 were found. One article by 

Lips and Eppel (2017), and the authors focused on customers’ online-sharing behaviours, while the 

other journal studied e-commerce GST in New Zealand (Stanley-Smith & Schwanke, 2015).  

There are a few studies investigating e-commerce adoption in New Zealand before 2010 (Al-Qirim, 

2007b; J. Chen & R. McQueen, 2010; Rashid & Al-Qirim, 2001). Al-Qirim is the leading researcher 

who has been exploring the application of e-commerce and contributing to topics such as e-

commerce technologies in SMEs in New Zealand (Al-Qirim, 2005), technological innovation of e-
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commerce in New Zealand (Al-Qirim, 2007a), and e-commerce adoption by small businesses in New 

Zealand (Al-Qirim, 2007b).  

2.2.7 Summary 

Previous researches on digital marketing have largely focused on applications and neglected the 

essential role of digital marketing classification. The review of digital marketing and e-commerce 

evolution along with the web technology development had reflected that business have benefit 

from enhanced online capabilities. Despite the attempts to explore the impact of digital marketing 

development in China, the topic of Chinese companies’ online marketing usage remain unexplored. 

Moreover, few studies investigated online marketing development and applications in New Zealand. 

Thus, there remains a research gap in online marketing classification, digital marketing updates in 

China and New Zealand.  

2.3 Small-and-Medium-Sized Enterprises (SMEs) 

2.3.1 Introduction 

Aiming to shed some light on past research of SMEs’ situation and the digital marketing application, 

this section will compare definitions of SMEs in China and in New Zealand, analyse special challenges 

facing SMEs, discuss policy context for SMEs in China and New Zealand, and present digital 

marketing applications by SMES.  

2.3.2 SMEs in China and in New Zealand 

There is no universal definition for SMEs. SMEs’ definitions can be very different depends on a 

country’s economy and population. In New Zealand, there is no official definition for SMEs (MBIE, 

2017), and companies with fewer than 20 employees are traditionally considered as SMEs. However, 

the definition of SMEs in China is similar to micro- and small-sized companies in other countries. In 

addition, micro enterprises are considered as firms with less than 19 employees in China, which is 

already the medium-sized enterprises in New Zealand. Consequently, it is difficult to make cross-

country comparison.  

Table 2: Definitions of SMEs in China and in New Zealand 

Definition of Enterprises Micro Small Medium 

China 0-19 20-99 100-200 

New Zealand 0 1-5 6-19 

Despite the distinctive definitions of SMEs in China and New Zealand, SMEs are contributing 

enormously to the economy by GDP and employment in both countries. For instance, SMEs are 

contributing 28% to the GDP in New Zealand (MBIE, 2017). Moreover, SMEs dominate great 
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population size in both countries. In China, the number of SMEs increased drastically since the 

1980’s economic reform (Hall, 2007), and currently SMEs represent more than 90 percent of the 

enterprises in China (NBS, 2019). In New Zealand, SMEs with fewer than 20 employees account for 

97% companies (MBIE, 2017). SMEs are a major contributor to Chinese employment sector, too. 

According to Murphree et al. (2016), SMEs contribute to 80% of employment in China. 

Challenges facing SMEs always include rising costs, insufficient financial assistance, and limited 

innovation capacity. SMEs always fail within the first 5 years of their businesses. In New Zealand, 

33% SMEs last less than 5 years, in contrast to 19% for big organizations (MBIE, 2017). Compared to 

Chinese SMEs, companies in New Zealand tend to get more access to debt and equity finance, and 

only 17% firms in New Zealand with 6-19 employees have received innovative goods or services from 

employees. 

2.3.3 Special Challenges Facing SMEs 

A review of literature indicates special challenges facing SMEs include limited resources such as 

training and financial budget, limited technological abilities, and limited availability of talents. 

Compared to large organizations, SMEs have limited resources. Very few enterprises in China could 

afford to provide training programs for their employees, and the excessive labour supply further 

spoil this action since human resource department can always find staff with more experience and 

knowledge (Xu, 2020). Furthermore, the availability of financial services could affect the survival rate 

of SMEs (Gutierrez-Leefmans et al., 2016; Jurado & Battisti, 2019; Massey, 2004; Xu, 2020). In China, 

advanced technologies such as big data and machine learning have also been considered in the use 

of identifying financial risks and financial services to SMEs (Tian et al., 2018).  

SMEs always fail within the first 5 years of their businesses. In New Zealand, 33% SMEs last less than 

5 years, in contrast to 19% for big organizations (MBIE, 2017). Compared to Chinese SMEs, 

companies in New Zealand tend to get more access to debt and equity finance, and only 17% firms in 

New Zealand with 6-19 employees have received innovative goods or services from employees 

(MBIE, 2018).  

Solutions to address the special challenges faced by SMEs have also been suggested. Gerschewski et 

al. (2020) find that internationalisation is a crucial strategy for a firm’s growth. As limited resources 

have put constraints to SMEs’ innovation ability, Chinese SMEs owners are increasing their 

innovative ability by seeking alliance with local governments, which help firms to reduce structured 

uncertainty such as administrative incoherence and shifting pollical power (Murphree et al., 2016). 

Furthermore, through a quantitative analysis of 200 cases, Sohn and Chung (2016) identified two 
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major factors that affect the e-commerce success by SMEs: human resources and effective e-

commerce strategies. 

2.3.4 Policies Context for SMEs in New Zealand and China 

Small business has been studied as a specific area of governments since the 1970s (Mazzarol & Clark, 

2016), and studies focusing on SMEs policies tend to agree on the fact that policies should enable 

SMEs get started, survive and develop. In western countries, where labour unions and corporations 

both shaped government policies in the early stage of twentieth century, small businesses received 

little attention in the beginning. In 1971, the Bolton Report revealed the significant contribution by 

SMEs to economy and employment, and drew public attention to policies affecting small businesses 

(Gray & Stanworth, 2009). Later, this idea spread throughout the world. In 1978, when Deng 

Xiaoping was appointed as the leader of Chinese Community Party, economic liberalisation policies 

started to appear, and private owned businesses began to flourish (Mazzarol & Clark, 2016). Despite 

that factors such as social, political and economic conditions may affect small business policies in 

different countries, six primary fields are primarily considered: friendliness of business environment, 

availability of business development services, availability of financial services, entrepreneurial 

culture, development of innovation and technology, and accessibility of market (Bennett, 2014). In 

New Zealand, SMEs policies had been more recognized since 2008, and management as well as 

business capacity received more attention in order to encourage business globalization (Jurado & 

Massey, 2010). Economic reform taken place in both China and New Zealand from 1980s to 2000s, 

and SMEs policies are becoming more complete despite some aborted plans (Bennett, 2014; Boston, 

1987; Xiao & Zhang, 2020). 

Chinese SMEs’ accessibility to financial services has been well researched. Scholars have been 

studying whether SMEs in China are able to get enough loans to support their business development 

(Tian et al., 2018; Wu, 2019). In particular, Tian et al. (2018) focused on the use of Internet financing 

based on big data application, and find that Internet financing can only provide limited support for 

SMEs, despite that online financing process has been simplified based on big data analysis. 

2.3.5 Digital Marketing Adoption by SMEs 

Previous literature have extensively illustrated benefits for SMEs to adopt online marketing 

strategies from various perspective. Mokhtar et al. (2014) suggested that decision-makers of SMEs 

follow the Market Orientation(MO) strategy to address consumers’ needs. In particular, SMEs’ 

products and services should be created to meet specific customer demands (Narver & Slater, 1990). 

The abilities to identify, react, and involve in new market trends will help SMEs to establish long-

term competence and achieve success (Al-Qirim, 2007b; Al-Qirim, 2003).  
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Small business can benefit from the application of e-commerce technology and information 

technology systems by opportunities they provide (Paraskevas & Buhalis, 2002). In particular for 

New Zealand SMEs, which are facing a relatively narrow market due to the geographical distance 

and small population size. In the foreseeable future, China is likely to be the first export destination 

for New Zealand businesses, and it is crucial to understanding Chinese social networks and consumer 

habits (Ren & Gao, 2020). 

The digital marketing adoption by SMEs has been well-researched from different perspectives. For 

example, researchers have studied how SMEs can apply online marketing strategies to increase sales 

(Al-Qirim, 2003; Diehr & Wilhelm, 2017; Karimi & Naghibi, 2015), and the possibilities of SMEs’ use 

of internet technology systems are also explored (McGowan, 2018; Vassileva, 2017). In particular, 

O'Donnell (2014) identified marketing planning, resources management, customer retention, 

customer acquisition, customer understanding, competitor understanding, products promotion, and 

delivery management are the key determinants for marketing activities of SMEs. 

Small businesses are at different maturity stages in terms of digital marketing application, and some 

SMEs are better at managing and making use of consumer data. Businesses that are performing 

relationship marketing strategies are better equipped with CRM systems, while some business 

owners or marketing managers from SMEs are not familiar with this term (Harrigan et al., 2012).  

Marketing activities by SMEs can be limited by various constraints. Marketing function is not as 

mature in SMEs as in large organizations (Turow, 2008), and the owners of SMEs are always the 

decision maker, whose marketing knowledge and skills impact online marketing strategies and 

results. Usually, the marketing strategies by SMEs are unstructured, informal, and adopted in a 

bottom-up method. Furthermore, limited resources such as marketing professionals, financial 

assistance and structured planning activities may hinder small firms’ marketing strategies (Boyles, 

2011).    

Studies hold similar opinion about the importance of entrepreneurs’ managerial ability as well as 

business motivation, which are the key determinants for the success of a SME. However, most SME 

owners tend to favour marketing activities that generate immediate or short-term results, some 

researchers believe that this is caused by their limited resources (Gamble & Gilmore, 2013), while 

this is an problems to be understood and investigated more specifically. Eggers et al. (2012) argued 

that the intention for growth also affects business owners’ expectation for marketing strategies. For 

firms with low growth intention, they tend to focus more on the current customers’ demand rather 

than acquiring new customers, while for firms with entrepreneurial intention, products and 

processes innovation are their priority (Eggers et al., 2012). O'Donnell (2014) stated that the 
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marketing function grows with a firm’s lifecycle stage, and it becomes more established when the 

firm moves though. In addition, for small businesses seeking to enter global market, owners should 

improve their managerial competence in order to boost their international performance. Brands 

should acquire social media knowledge and competence to engage with targeted consumers (Tate et 

al., 2016). The more positive engagement with customers, the more likely a brand is to gain loyal 

customers.  

2.3.6 Summary 

This section has presented several topics of SMEs and digital marketing. Starting from definitions of 

SMEs, this section provided extensive discussion of unique challenges, policy context and digital 

marketing adoption by SMEs. The literature review on SMEs proved the benefits that digital 

marketing technology can bring to SMEs. It also reflected the need for enhancing SMEs’ capabilities 

of applying digital marketing techniques.  

2.4 Knowledge Transfer 

2.4.1 Introduction 

This section provides definition, classification and management of knowledge transfer. Moreover, 

the discussion of distant culture and related challenges may provide an overview of potential 

difficulties of digital marketing knowledge transfer between China and New Zealand. The review of 

knowledge transfer theories and application can contribute to the framework of this study.  

2.4.2 Definition 

The initial use of the term knowledge can be traced back to the time of philosophical debates of 

Aristotle and Plato (Paulin & Suneson, 2012), and the re-emergence of this term became divergent 

into two mainstreams. The first stream can be found in the technology and innovation articles 

(Robertson, 1992; Tj, 1977), and the second one exists in Polanyi’s articles which first pointed out 

the tacit and explicit meanings (Paulin & Suneson, 2012). Nonaka first touched on the definitions of 

knowledge sharing and knowledge transfer (Nonoka & Takeuchi, 1991), and discussed means of 

transferring tacit and explicit knowledge. Later in Nonaka and Takeuchi’s book, the author 

mentioned knowledge sharing is a critical stage of knowledge transfer (Nonaka & Takeuchi, 1991), 

making the knowledge-related terms wider spread and more extensively discussed.  

Different from information such as belief and opinion, knowledge is a kind of information 

established with proof (Liebeskind, 1996), and knowledge is defined as a dynamic mechanism of 

rationalizing personal judgement in the pursuit of truth (Nonoka & Takeuchi, 1991). Nonaka and 

Takeuchi also concluded the core of knowledge transfer process lies in individuals’ ability to learn 
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through the transformation process. Organizational knowledge is established by individuals’ 

expertise and experiences in interactions with others (Elgayeva, 2015).  Kayes et al. (2005) 

emphasized on the importance of experiential learning in promoting knowledge transfer, and 

applied David Kolb’s four stage model of experiential learning in their research of the cross-border 

knowledge transfer process. Kolb (1984) divided knowledge creation into knowledge generating, 

gathering, organizing and utilising, and each stage requires skills of managing large amounts of 

information.  

For many years, knowledge is regarded as organizations’ invaluable resources and asset that 

generates profit and sustained advantage over their competitors (Daghfous et al., 2013). 

Organizational knowledge does not only guide actions, but also provides instructions for 

interpersonal communication (Lindsay et al., 2003). The imitability of knowledge ensures the 

constant competitive advantage, but increase the difficulty in transferring between organizations 

(Kogut & Zander, 2003; Kogut & de Mello, 2017).  

The term knowledge transfer sometimes referred to the same meaning as knowledge sharing 

(Jonsson, 2008). Another term related to knowledge is knowledge barrier, which was presented as 

the lack of knowledge and its application  (Attewell, 1992). The definition of Attewell (1992) can be 

concluded into two dimensions. The first type of knowledge can be interpreted as the knowledge of 

a certain area, while the other type of knowledge is connected to the application of the knowledge 

(Paulin & Suneson, 2012). 

Successful knowledge transfer will benefit companies by producing a positive impact on stimulating 

innovation, reducing cost and boosting efficiency (Becerra et al., 2008). To maintain a sustaining 

competitive advantage, a firm should develop its ability in acquiring, storing, sharing and applying 

the knowledge (Barney, 2001). Knowledge has been regarded as a firm’s stock since its first 

emergence (Szulanski, 1996). First discussion of knowledge sharing and knowledge transfer 

remained at the strategic level, and these two terms were used interchangeably (Paulin & Suneson, 

2012). Most researches focused on intracorporeal knowledge flows and transferring knowledge 

within the organizations. Appleyard (1996) included cross-border knowledge transfer and adopted 

individual respondents to compare manufacture industry in Japan and the U.S.. Since 2000, there 

has been more empirical researches about knowledge transfer process (Dyer & Nobeoka, 2000; 

Schlegelmilch & Ambos, 2003). One example can be that Toyota production system, which intrigued 

various studies and prompted knowledge transfer between cultures.   
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2.4.3 Knowledge Transfer Classification 

It is important to understand knowledge transfer categories and classify digital marketing knowledge 

transfer into the right category.  According to Myers and Cheung (2008), knowledge transfer can be 

categorized into three classifications, which are the “information sharing”, “joint sense-making” and 

“knowledge integration” categories (Myers & Cheung, 2008). Specifically, in the “information 

sharing’ category, business information at the product level, such as customer preference and 

market size is encompassed, while “joint sense-making’ happens when different departments work 

together to tackle organizational problems. As for the third category, it occurs when all stakeholders 

collaborate towards the same goal. One example is that when end user behaviour needs to be 

evaluated and technological requirements  to be adjusted (Myers & Cheung, 2008).  

There has been conflicting opinions upon categorizing knowledge (Panahi et al., 2013). Advocators 

would consider that knowledge as a continuum  rather than as a division (Jasimuddin et al., 2012), 

while the proposers claim that knowledge can be classified into information and know-how, which is 

explicit knowledge and tacit knowledge, respectively (Davenport & Prusak, 2000). To be specific,  

explicit knowledge refers to a structured form of knowledge and experience that can be easily 

taught and shared by documents such as training materials and publications (Nigel & Martin, 2010). 

Transferring explicit knowledge will be more effective in organizations that provides professional 

service due to the complexity and intangibility of the service (Zollo & Winter, 2002). Tacit 

knowledge, however, is defined as a form of embedded, developed and internal knowledge which is 

more difficult to transfer through communication (Nätti et al., 2006). The term tacit knowledge was 

first used by Michael Polanyi as the know-how that individuals acquire by doing from the workplace 

(Panahi et al., 2013). Examples of tacit knowledge include expertise, leadership and negotiation 

skills, which are deeply rooted in related experience and involvement of tasks (Nonaka, 1994). The 

two elements that are included in tacit knowledge are cognition and technique (Nonaka & Takeuchi, 

1995). The cognition factor includes human mental models such as ideas, values and intuition, while 

the technique factor is more related to knowledge that are gained from experience, which is 

expressed as “know-how” (McIntyre & Insch, 2005). 

The interaction between tacit and explicit knowledge may create new knowledge and they are 

substitutes for each other (Nonaka & Takeuchi, 1995). It is notable that the knowledge creation 

model (the SECI model) developed by Nonaka and Takeuchi (1995) included four stages for 

converting knowledge:  

- socialisation (tacit knowledge being transferred to tacit knowledge); 

-  externalisation (tacit knowledge being transferred to explicit knowledge); 
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- combination (explicit knowledge being transferred to explicit knowledge); and 

- internalisation (explicit knowledge being transferred to tacit knowledge). 

The rendition of Nonaka and Takeuchi (1995) has been widely accepted by most researchers (Oguz & 

Ayse Elif, 2011). However, there has been critics arguing that tacit and explicit knowledge are rather 

complements than substitutes since that tacit is the opposite side of explicit knowledge (Tsoukas, 

2002). Spender et al. (1996) also critised Polanyi for making the tacit knowledge definition too 

narrow, and he extended tacit knowledge to the area of social education, which ignored the 

practical aspect of the other three dimensions(internalization, externalization and combination) 

(Oguz & Ayse Elif, 2011).  

The tacit knowledge can be classified into different forms depend on their level of tacitness 

(Ambrosini & Bowman, 2001), it includes highly tacit knowledge that is deeply ingrained, knowledge 

that is able to transfer through metaphor instead of common words, articulate skills that can be 

gained by active learning of the recipient, and the explicit knowledge that can be obtained with any 

learning mechanisms. Moreover, tacit knowledge can be arranged based on their level of tacitness 

and there are corresponding knowledge sharing mechanisms for each category (Elmorshidy, 2016). It 

is also worth noting that the degree of tacitness may vary from person to person, the explicit 

knowledge for someone might become very tacit for someone else in the meantime. Polanyi (1997) 

originated the term tacit knowing in contrast to tacit knowledge, and he defines tacit knowing as 

learning to accomplish tasks based on one’s perception of the world. In addition, Polanyi (1997) 

viewed the tacit knowing as a practice instead of as a classification of knowledge. Oguz and Ayse Elif 

(2011) made a comparison between Polanyi (1997)’s tacit knowing and the tacit knowledge, and 

they found out that tacit knowledge is more widely applied for organization and business 

environment. 

To share various forms of knowledge, knowledge needs to be systematically managed. However, 

despite that the supply chain industry has seen an increasing trend of attention to knowledge 

transfer and management, there is yet an information gap in terms of digital marketing literature 

(Daghfous et al., 2013). There have been a few researches on business-to-business marketing 

(Powell & Swart, 2010), international marketing (Griffith et al., 2012) or networks with the industries 

(Bergman et al., 2004). According to Vaara et al. (2012), knowledge transfer is the beneficial process 

of knowledge and skills that are transferred between units. The interchangeable terms including 

knowledge sharing, co-creating and social exchanges. Despite cultural differences, firms may find 

experiences from other firms can complement their current knowledge databases. By acquiring 

knowledge and skills from other organizations, a firm will be able to enhance its competence as well 
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as business performance to face the challenging and unpredictable environments. organizations that 

are able to learn and transfer the resultant knowledge throughout their establishments are more 

successful than organizations that are less adept at organizational learning and knowledge transfer 

(Argote et al., 2000). Moreover, knowledge transfer process may support collaborations that are 

mutually beneficial to each participant. 

Knowledge transfer processes can be divided into two groups, namely structured and unstructured 

knowledge transfer. Structured knowledge transfer is a formal and planned process while 

unstructured knowledge transfer is an informal and unplanned process (J. Chen & R. J. McQueen, 

2010). Szulanski (1996) introduces a view of best-practice knowledge transfer processes inside the 

firm, and suggests that there are four phases in the process including initiation, implementation, 

ramp-up and integration.  

2.4.4 Knowledge Transfer Importance 

As discussed above, business, especially small-and-medium-sized enterprises (SMEs) are facing the 

challenge of insufficient marketing expertise. The knowledge transfer process may contribute to the 

business expansion and increase SMEs survival rate.  

Understanding the process of knowledge transfer and taking advantage of both explicit and tacit 

knowledge are necessary for companies with the ambition to distinguish themselves in the market 

(Demers, 2007). Knowledge has become a firm’s most fundamental resources (Ai & Tan, 2018; 

Andersson et al., 2015). Power has changed its form from knowledge to sharing (Pederson, 1998). 

The success of an organization depends on not only the stocks but also the flows of knowledge (Ai & 

Tan, 2018).To a company, transferring knowledge will lead to an advantage over its competitors and 

facilitate internal strategy implementation (Murray & Peyrefitte, 2007). De-Graft et al. (2018) argued 

that the ability to transfer technology skills still account for a considerable part of competitive 

heterogeneity, and transferring tacit knowledge is essential for companies to expand 

overseas(Murray & Peyrefitte, 2007). Furthermore, due to the fact that knowledge transfer process 

may enable members to gain more integrated information, make sound decisions, and prompt 

innovations (Amara et al., 2013; J. Chen & R. J. McQueen, 2010),  decision makers should pay 

attention to opportunities for transferring knowledge.  

Tacit knowledge is more irreplaceable due to the difficulty in acquiring and transferring to 

competitors, and this valuable know-how thus protects organizations’ intangible assets (Connell et 

al., 2003). Technology, or knowledge, is also regarded as the most competence key of a country 

(Brunsell, 1991). Brunsell (1991) concluded Japan’s success in the 90s was due to the ability to 

acquire and apply technology from overseas researches. Consequently, Japan recovered quickly 



 

38 
 

during the post-war period and become competent in terms of industrialization, productivity and 

international trade.  

2.4.5 Knowledge Transfer Management 

Knowledge transfer process can take place between or within organizations. Knowledge transfer 

within organizations can be defined as the process of learning from one another and generating new 

knowledge, it can also be described as the process of exchanging experience (Argote et al., 

2000).The success of knowledge transfer within organizations remains a critical part of 

organizational learning, and it depends on individual psychology, organizational structure and 

management decisions (Murray & Peyrefitte, 2007). When it comes to intra-organizational level, 

whether the knowledge is codifiable and teachable become the key factors (Zander & Kogut, 1995).    

Transferring knowledge effectively requires an organization’s technological and organizational 

capacities (Martin & Salomon, 2003), and in this respect, some firms lack the ability to transfer their 

knowledge within the organization despite their distinctive capacity in accumulation of idiosyncratic 

knowledge. Explicit knowledge is more easily transferred since it is more simply recorded and stored 

through publications, presentations or seminars (Sanchez & Pierre, 2013), especially in the 

environment with high heterogeneity (Zollo & Winter, 2002).  

Compared to explicit knowledge, which is codified and requires only one-way communication of 

information, tacit knowledge needs to be transferred through social interactions and direct personal 

association (Dawson, 2000). Face-to-face meetings are preferred for tacit knowledge transfer since 

they facilitate real-time feedback collection, which may reduce misunderstandings (Murray & 

Peyrefitte, 2007). Panahi et al. (2013) argues that although first-hand experience and face-to-face 

communication is the optimal method to transfer tacit knowledge, but the objective conditions do 

not always permit the direct interactions. Although there has be critics about IT’s inability to 

focusing on people interactions, thanks to the development technology, IT now supports more real-

time communications such as video conference and spontaneous chatting (Marwick, 2001), and IT 

has been considered as the alternative solution for transferring tacit knowledge. Despite that 

communications by IT support may lack essential details like body languages, eye contact or 

emotional cues (Marwick, 2001), people incline to apply existing technologies to communicate 

knowledge with lower tacitness (Gordeyeva, 2010). 

Methods to transfer knowledge are classified into formal and informal ones (Daghfous et al., 2013). 

Formal methods, including seminars, formal workshops, meetings and conferences, are considered 

less personal and more unidirectional, and are preferred for transferring less complicated 

knowledge. Informal methods like social interactions are considered more convenient for 
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communicating information in both ways, which enable transferors and transferees to apply flexible 

means that are high in media richness (Daghfous et al., 2013). Informal learning behavior derived 

from a shared identity and deeper communication is thought to be a way to share tacit knowledge 

(Helmi et al., 2015).  

Kang (2016) identified three major knowledge carriers: inventors (labour), trade and foreign direct 

investment (FDI) as the knowledge mediums. Oxley and Wada (2009) claimed that joint venture has 

become one of the most popular means for firms to acquire external knowledge. Joint ventures may 

better transfer knowledge with a lower cost, and the embedded communication may also facilitate 

tacit knowledge sharing (Pisano, 1989).  

2.4.6 Digital Marketing Knowledge Transfer 

Studies examining digital marketing knowledge transfer included both tacit and explicit acquisition 

(Arnett & Wittmann, 2014; Schoenherr et al., 2014). In most studies, marketing knowledge is 

thought to be tacit rather than explicit (Shenkar & Li, 1999; Zander & Kogut, 1995). Dhanaraj et al. 

(2004) adopted a quantitative method and found out that the lack of resources and open market 

experiences may have a negative effect on marketing knowledge transfer.  

Collaborative arrangements has been an effective approach for companies to acquire marketing 

knowledge. Past literature studied marketing knowledge transfer mainly in the context of joint 

venture. Forms such as strategic alliances and international joint ventures are considered to be  able 

to provide excellent environment. According to Szirtes (2012) sharing knowledge within 

organizations is affected by factors such as culture, trust, leadership, organizational structure and 

personal motivation. Moreover, Szirtes (2012) discussed in this research that the motivation for 

knowledge sharing may be personal satisfaction, reputation, which are categorized into soft 

rewards, while the hard rewards include tangible and economic rewards.  

According to Gupta and Govindarajan (2000), knowledge transfer events comprises of two sides, 

which are the source/transferor and the recipient/transferee. Therefore, transmission, absorption 

and usage of knowledge should all be measured (Davenport & Prusak, 2000). To measure the ability 

or effectiveness of source is by articulation of knowledge use, assessment of the potential recipients’ 

needs, and knowledge transmission to another environment (Martin & Salomon, 2003). A 

transferor’s capacity in identifying potential transferees’ knowledge and receptivity should be 

evaluated.  In addition, a transferor should be able to assess the recipient’s application of 

knowledge, which should be based on the expectation as well as the results. Finally, a source should 

articulate its knowledge with proficiency and proper procedures, and target the appropriate 

audience within the recipient organizations (Rungtusanatham et al., 2003). The above three factors 
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ensured the suitable match of source and recipient, as well as the proper environment for the 

occurrence of knowledge transfer. On the other hand, a transferee’s ability is inspected by 

comprehending and retaining knowledge (Leonard-Barton, 1988). The knowledge from external 

source should be diffused within the organization based on the recipient’s intra-organizational 

knowledge (Daghfous et al., 2013). Comprehending or assimilating knowledge calls for appraising 

outside knowledge and generating procedures within the organizations to accommodate new 

knowledge, and retaining knowledge can be achieved by constant utilization and administration 

(Lant, 2000).  

Transferred marketing knowledge must be applied in business context in order to create value 

(Dawson, 2000). In the model introduced by Szulanski (1996), there are four stages to be included 

when transferring knowledge inside a firm: initiation, implementation, ramp-up and integration. 

Starting with the initiation stage, in which an organization identify the problem and the related 

knowledge, this model separated the learning process into obtaining the knowledge and practice 

processes, which are the implementation and ramp-up stages respectively. Finally, the recipient 

organization integrate the knowledge after gaining satisfactory results and routinize the practice 

(Ling et al., 2016).  

While knowledge transfer may be difficult between parts of an organization that share a common 

cultural context, transferring knowledge between offices of an organization located in different 

countries and diverse cultural contexts may be even more challenging. Knowledge transfer does not 

ensure the increased performance due to the lack of target, training, cooperation and cultural 

conflicts (Ferreira et al., 2014). When it comes to international companies, geographic distribution 

poses challenges and opportunities for organizational learning and knowledge transfer. 

2.4.7 Knowledge Transfer between Distant Cultures 

Culture distance has been extensively studied by previous research. Culture is defined as the socially 

embedded beliefs and the reflection of people and organizational behaviour (McDermott & O’Dell, 

2001), while Kotter (2008) suggested that culture reflected a human group’s qualities that pass from 

generation to generation. Hofstede defined culture as a “collective programming of the mind” that 

differentiate members from one society from another (Hofstede, 1980). According to the cultural 

dimension model indicated by Geert and Hofstede (2004), five dimensions were identified to 

distinguish cultural difference .   

• Power distance(PD) 

• Individualism/collectivism (IC) 

• Uncertainty avoidance (UA) 
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• Masculinity/femininity (MF) 

• Term Orientation (TD)  

The power distance dimension focuses on the equality degree between members in a society, and in 

cultures with high power distance, hierarchical arrangements as well as communication are the 

major reason for the process of knowledge transfer (R. S. Bhagat et al., 2002). The dimension of 

individualism versus collectivism is the degree of individual or collective interpersonal relationships 

and achievements, and it is the most generally adopted term in the cross-cultural knowledge 

transfer studies (Bhagat et al., 2002). Geert and Hofstede (2004) indicated that individuals from 

collectivism cultures are more likely to share knowledge within the group while less inclined to pass 

knowledge to out-group members. Uncertainty avoidance dimension describe the tolerance for 

vagueness and individuals with low ambiguity avoidance are better at transferring tacit  and 

complicated knowledge (Bhagat et al., 2002). There is yet few research about how  

masculinity/femininity may affect knowledge transfer process, but this dimension is expected to 

have implication for transferring knowledge (Qin et al., 2008). In cross-cultural management 

research, the most used cultural dimension of Hofstede include individualism/collectivism and 

power distance (Huff & Smith, 2008). 

Cultural distance is conceptualized as the differences between national cultures, and it is the reason 

for knowledge creation, while also the barriers to transfer knowledge (Barkema et al., 1997). 

Knowledge is created by individuals with certain connectivity and behaviour patterns, the 

transferring process is hence affected by the cultural characteristics (Polanyi, 1997). Employees’ 

values and attitudes toward knowledge sharing are influenced by the society that they are from 

Szulanski (2000). Cultural differences between sender and recipient can become the most dominant 

factor that influences the knowledge transfer results (Björkman et al., 2004). The meaning of 

management may even be different from country to country due to distinctive cultural differences 

(Hofstede, 1980).  Szulanski (1996) concluded three factors in knowledge barriers: poor absorptive 

capacity, ambiguity, which is the unclarity of knowledge presentation and interaction, as well as  

formidable relationship between the source and the recipient. The barriers to cross boarder 

knowledge transfer include tacitness, weak relationships, and cultural differences (J. Chen & R. J. 

McQueen, 2010). The differences between individualism and collectivism will increase the likelihood 

of unsuccessful knowledge transfer (Chen & McQueen, 2010). Culture and trust need to be put 

considered as the priorities in the process of transferring knowledge between multinational 

companies (Chen & McQueen, 2010). Several distinctive cases concerning knowledge transfer have 

taken place between Japan and the U.S., which changed industries of both countries greatly.  
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Knowledge transfer will be more effective and easier if the provider and the recipient are from the 

same culture (Gonzalez et al., 2006). In the case of transferring knowledge between distant cultures, 

language barrier should be overcome especially in a communication-intensive process (Davenport & 

Prusak, 2000), and a smooth communication will enhance trust between each other (Grant, 1996). 

Cautiousness should be used when pursuing knowledge transfer activities in multinational 

environment (Lucas, 2006). It was suggested by Wiig (2004) that knowledge sharing process must be 

in harmony with culture and values of the organization and stakeholders. The study of knowledge 

transfer between American and Japanese companies by Inkpen (1996) indicated that distinctive 

cultural characteristics will hinder the success and slow the process, and the cultural differences 

between transferor and transferee may pose negative influence on the results. However, researches 

on the topic of how culture affecting knowledge transfer process are limited (Bhagat et al., 2002; 

Lucas, 2006). 

Cultural distance may affect knowledge transfer process by increasing ambiguity in skills, 

communication ways and resources deployment (Donal, 1987). In the research by Ling et al. (2016),), 

the authors compared two knowledge transfer groups in which providers were from U.S. and China, 

and noticed that results were different despite that knowledge transfer process and training 

materials were the same, and recipients were Chinese in both groups. They concluded that 

difficulties mainly caused by individualism/collectivism and power distance, and to overcome the 

obstacles, recipients built good relationship with providers through shared experiences such as team 

building activities (J. Chen & R. J. McQueen, 2010). Lucas (2006)argued that factors such as language, 

origin and geographical distance that related to culture while not discussed were not considered.  

2.4.8 A Comparison between New Zealand and Chinese Culture 

As a bicultural country, New Zealand culture consists of both European and traditional Maori culture, 

and the immigrants from other countries also added to the diversity of this country (Zhu et al., 

2006). Moreover, the transformation that has been happening since 1984 brought in free 

competition in many industries (King, 2003). China has become an emerging key player since the 

open-door policy in 1978, and the tremendous changes in economy has brought more opportunities 

for taking western practice values as well as values (Zhu et al., 2006). Despite that the capitalism is 

distinctive from Chinese traditional Confucian heritage, there has been a harmonious fusion named 

Confucian capitalism describing the context (Yao, 2013).   

In order to understand the cultural difference between New Zealand and China and further explore 

the possibilities of knowledge transfer between these two countries, it is critical to analyse the 

various cultural aspects and dimensions of Geert and Hofstede (2004)that are related to the 
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knowledge transfer process. New Zealand culture is classified as the individualism and low-power 

distance compared to Chinese culture (Gudykunst, 1991; Zhu, 2009). In working environment, 

Chinese employees feel more comfortable transferring knowledge to lower level or their peers due 

to the cultural distance factor (Qin et al., 2008). People from collective culture are generally more 

willing to share knowledge, and China is a more collective society compared the U.S. (Chow et al., 

2000). Moreover, traditional opinions may also put Chinese to the categories of high uncertainty 

avoidance. However, an empirical research by Qin et al. (2008) suggested otherwise. Chinese people 

are becoming more aggressive and less worried about uncertainty, and they are less individual 

oriented in working circumstance. In addition, the Chinese communication style is changing due to 

the globalization which provides more opportunities for them to learn (Qin et al., 2008). Mianzi and 

Guanxi are the two terms frequently discussed in Chinese knowledge transfer studies(Buckley et al., 

2003; Ramasamy et al., 2006). Chinese people’s concern of embarrassment (losing face) may 

hamper knowledge transfer process by worry of saying something wrong or asking wrong questions 

(Li & Wright, 2000).   

2.4.9 Distant Cultural Challenges  

Past literature has extensively discussed challenges and solutions in knowledge transfer between 

distant cultures. Cultural distance between distant cultures may demand more effort in in-depth 

communication such as face-to-face communication (Qin et al., 2008). Apart from language barriers, 

resistance to change and sharing is also likely to happen during the knowledge transfer process, and 

this issue need to be dealt with care (Lucas, 2006). Researchers discovered that employees’ attitudes 

will affect knowledge sharing process, and hence influence the work performance and intention to 

sharing behaviour (Ajzen & Driver, 1992). Additionally, leadership commitment and management 

support will also encourage employees’ participation in knowledge transfer (Davenport, 1994; 

Kelloway & Barling, 2000).  Facilitating conditions is also a key in cross-border knowledge transfer, 

and it refers to the availability of aiding resources as well as organizational infrastructure that 

support acquiring and transmitting knowledge (Ajzen & Driver, 1992). 

Personal interactions may facilitate tacit knowledge transfer process (Davenport & Prusak, 2000), 

and a weak relationship will discourage the providers as well as the recipients (Reagans et al., 2015). 

Individual knowledge may be shared to other individuals or groups via social interactions (Hong et 

al., 2008), while group is a better and more homogenous method to produce knowledge (Hofstede, 

1980). 

In the case study by Qin et al. (2008), language was not considered as the big issue as long as the 

knowledge providers are willing to share the ideas. However, the distinctive communication styles 
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may cause difficulties, especially for the receivers (Qin et al., 2008). Apart from understanding a 

different language, it is also essential to comprehend the intended meaning and take care of the lost 

meaning as the translation happens (Kayes et al., 2005). For example, when a U.S. company tried to 

introduce their successful and popular incentive program to its European branches, the 

inappropriate translation of English turned the program into a punitive project and it was resented 

by the European consultants (Kayes et al., 2005). According to Ling et al. (2016), organizations that 

want to succeed in transferring structured knowledge in a cross-cultural business context should be 

able to localise the teaching method, create an environment that encourages developing 

interpersonal environment, provide peer-to-peer help activities and nurture promising recipients to 

become future knowledge providers.  

Cultural synergy will facilitate knowledge transfer in spite of the cultural difference, and there has 

been an increasing synergy regarding attitudes and behaviour in cross-border cooperation (Qin et 

al., 2008). Having a good relationship is recognized as the key to successful knowledge transfer, 

which requires trust and shared feelings (Qin et al., 2008). Trust is defined as people’s willingness to 

believe that others will show kindness even in a vulnerable situation (Klijn, 2007; Tan et al., 2020). 

The power of trust can make knowledge better understood and applied (Abrams et al., 2003). 

On the other hand, cross-cultural knowledge transfer may diminish the gap between two cultures by 

facilitating communication between parties, people may also become more familiar and open to 

differences. Effective cross-cultural knowledge transfer is greatly built on learning, which is the 

process that translates context-specific experience to general knowledge and then back to context-

specific knowledge (Kayes et al., 2005). In addition, Kayes et al. (2005) concluded that the factors 

decide successful cross-cultural knowledge transfer include: 

• A person or group to manage the process;  

• The ability of systematic cycle of learning, which can be useful prior, during and after the 

process; 

• Being able to comprehend the knowledge transformation limitations 

Appreciation for different cultures, building connections in the host culture, observation, coping with 

ambiguity, translating complicated opinions, taking action and management of others consist of the 

seven cross-cultural learning competencies model by Kayes et al. (2005), which laid the foundation 

for comprehension of the knowledge transfer process.  
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Perceived ease of use has been proved to be effective in many contexts (Munoz-Leiva et al., 2017). 

Park et al. (2014) found that this construct may positively affect users’ attitudes towards social 

networks, while Ha et al. (2007) identified its’ impact on mobile games. 

2.4.10 Knowledge Transfer Cases 

When look at cross-border knowledge sharing cases, two major types emerged from the literature: 

one is knowledge transfer via joint ventures, the other is through consulting services. 

The knowledge transfer process was mainly driven by the technology transferring need before the 

90s (Brunsell, 1991). Acquiring high-technology could prompt a country’s productivity, economy 

development and boost performance in international trade, therefore advanced technology became 

an important term at the General Agreement on Tariffs and Trade (GATT) discussions (Brunsell, 

1991). As a result, countries compete with each other to collect state-of-the-art technology and the 

knowledge transfer has gained more popularity.   

Fuji Xerox is an example of transferring knowledge through joint venture, and the agreement as well 

as the organizational structure could better control the knowledge flows (Kobayashi, 1983). The joint 

venture structure can ensure the control over the knowledge sharing process and avoid unintended 

leakage (Oxley & Wada, 2009). 

Brunsell (1991) described the mechanisms that Japan used for accessing U.S. technologies, which 

include:  

• Creating joint ventures with firms from U.S. 

• Obtaining licenses 

• Contracting R&D projects 

• Exchaning researchers with reciprocal arrangements 

• Building lab adjuncts with subsidiaries from Japan 

• Exporting techinical knowledge via databases 

• Building relationships with top research universities 

As a strategic weapon, Japan gives technology the priority and encourages person-to-person contact 

to ensure the efficiency and effectiveness (Brunsell, 1991). Consulting is regarded as another path 

for knowledge transfer between distant cultures (Ambos & Schlegelmilch, 2009). Consultants often 

act as bridges the connect local consultants and the so-called knowledge specialists, who provide 

specific background information and analyses (Ambos & Schlegelmilch, 2009). For the last two 

decades, organizations have experienced a vast competitiveness improvement aided by knowledge 

transfer and knowledge management (Peng et al., 2007). China’s involvement in knowledge 
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management is mainly based on previous contracts from Japan and western countries (McAdam et 

al., 2012). Kayes et al. (2005) suggested that the key to successful cross-cultural knowledge lies in 

individuals who are competent enough to manage complicated and sometimes obscure distortions. 

Managers’ are crucial since they translated innovation and ideas while leading each process. 

According to Kayes et al. (2005), managers’ ability to adapt to new cultures contribute knowledge 

transfer between distant cultures, too.  Another example of knowledge transfer from Japan to U.S. 

was illustrated by Kayes et al. (2005). In this case a Japanese electronics manufacturer transferred 

training materials to its U.S. subsidiaries with the so-called Team Continuity Training which mainly 

based on the loose translation of a U.S. human resources professional, who is also the project 

manager. The project manager’s action showed that he was able to meet all the standards of the 

seven cross-cultural competencies (Kayes et al., 2005).  

2.4.11 Summary 

This section has provided an overview of knowledge transfer theories and application. Past literature 

has focused on facilitating knowledge transfer process by building multinational joint-ventures. 

There has not been sufficient cases to support a knowledge transfer model between distant cultures 

without creating joint-ventures. In addition, the analysis of Chinese and New Zealand cultures has 

revealed potential challenges for digital marketing knowledge transfer between China and New 

Zealand.  

2.5 Technology Acceptance Model (TAM) 

2.5.1 Introduction 

In this study, TAM model is used as the theoretical foundation for analysing possibilities of digital 

marketing knowledge transfer. The technology acceptance model (TAM) has been widely used to 

predict potential of new technology adoption. TAM model has also been extended to a broader 

context. Extensions of TAM include TAM2, TAM3, and unified theory of acceptance and use of 

technology (UNAUT) model. In this section, definition and application of TAM model and its 

extensions are presented.  

2.5.2 Definition 

Davis (1989) first introduced the Technology Acceptance Model (TAM) based on the Theory of 

Reasoned Action (TRA) (Fishbein & Ajzen, 1977), aiming to predict users’ acceptance of new 

information technology and systems. TAM model was originally developed to explore information 

systems’ acceptance and to boost workers’ efficiency (Rauniar et al., 2014). TAM was recognized as 

the most influential model in technology acceptance attitude (Pavlou, 2003), and it has also been 
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widely used to understand consumer’s acceptance, adoption, and application of e-commerce 

platforms.  

In the TRA model, Fishbein and Ajzen (1977) adopted social psychology to explain a person’s 

behaviour based on intention. Intention is further determined by individual attitudes to the 

behaviour and social norms. Social norms depend on a special groups’ belief and objectives.  

 

Figure 1: TRA Model by Fishbein and Ajzen (1977) 

In TAM, two variables, perceived usefulness (PU) and perceived ease of use (EU), were included to 

individuals’ inclination of using a system. Perceived usefulness is defined as “the degree to which a 

person believes that using a particular system would enhance his or her job performance.”, and 

perceived ease of use is defined as “the degree to which a person believes that using a particular 

system would be free of effort”(Venkatesh & Davis, 2000) 

 

Figure 2: TAM model by Davis (1989) 

2.5.3 Compare TAM with TAM2, TAM3, UTAUT and UTAUT2 

Venkatesh and Davis (2000) tested extended TAM in both voluntary and mandatory settings and 

developed TAM2. In TAM2, original TAM variables and independent variables are kept, new 

determinants are added to explain perceived usefulness and usage intentions (Venkatesh & Davis, 

2000).  As illustrated in Figure 3, social influence determinants including subjective norms, 

voluntariness, and image, and cognitive instrumental processes including job relevance, output 

quality, result demonstrability, and perceived ease of use are included in TAM2. However, TAM2 has 
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been criticised for only focusing on the determinants of TAM’s perceived usefulness and usage 

intention constructs. TAM3 by Venkatesh and Bala (2008) expanded  TAM’s perceived ease of use 

and usage intention constructs. Compared to TAM2, TAM3 has completed the nomological network 

of the determinants in terms of users’ Information Technology System adoption (Lai, 2017).  

 
Figure 3: TAM, TAM2 and TAM3(Boughzala, 2014) 
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In order to better illustrate user intentions to adopt a system and their behaviour during the 

subsequent ussage, Venkatesh et al. (2003) developed the unified theory of acceptance and use of 

technology (UTAUT) model. UNAUT incorporates four key constructs: performance expectancy, 

effort expectancy, social influence, and facilitating conditions. Although UTAUT model has been 

widely accepted, researchers have doubts on its abilities to demonstrate individuals’ technology 

acceptance. Therefore, Venkatesh et al. (2012) presented UTAUT2 and added three constructs 

including hedonic motivation, price value, and habit. The cognitive-based UTAUT2 can better explain 

user behaviour.  

 
Figure 4: UTAUT 2 vs. UTAUT (Boughzala, 2014) 

2.5.4 Application of TAM model in Digital Marketing 

Despite that TAM model was initially designed to study system design characteristics instead of 

social media. The social factor is special since its influence can be affected by users themselves. 

Extended TAM model has been studied by some researches on digital marketing’s influence on 

consumer behaviour. A well-received TAM extension TAM2 is by Venkatesh and Davis (2000). In 

their study, social media influence was included to predict user behaviour. Curtis et al. applied 

UTAUT to explore social media acceptance degree by 409 United States non-profit organizations, 

and they found that public relations departments show more willingness towards social media 

technologies.  Cheema et al. (2013) tested consumers’ acceptance towards technology during online 

shopping, and found out that perceived ease of use is more significant than perceived usefulness.  

To explore digital content marketing’s influence on the travelling consumers, Mathew and Soliman 
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(2020) extended TAM model by adding two variables related to consumer behaviour. Ritz et al. 

(2019) examined SMEs’ participation in digital marketing adoption based on TAM model, and found 

out small business owner and managers are motivated by not only technological benefits, but also 

by other factors.  

2.5.4 Summary  

In TAM model, the user's attitude toward using and the actual usage of a technology are addressed 

(Davis, 1989). New variables have been added to TAM model to extend the application in digital 

marketing (Cheema et al., 2013). However, the review of literature has revealed no preview study 

examining the TAM model’s application in digital marketing knowledge transfer gap.   

2.6 Summary  

2.6.1 Findings 

In this chapter, past literature studying digital marketing, SMEs, knowledge transfer and TAM model 

were reviewed. Research has shown digital marketing has been developing with technology 

evolution. Digital marketing has benefited business growth, especially for SMEs (Castagna et al., 

2020; Pradhan et al., 2018; Taiminen & Karjaluoto, 2015; Tlapana & Dike, 2020). Compared to large 

organizations, SMEs are lagging behind in terms of digital marketing application due to insufficient 

resources, and many businesses have the willingness to do digital marketing but were stopped by 

the lack of clear picture (Khan & Siddiqui, 2013). Considering the significant contribution they make 

for economy and employment, SMEs’ profitability should be maintained by the application of digital 

marketing. Digital marketing knowledge is considered to have both tacit and explicit features 

(Evangelista, 2007). Culture distance may pose challenges to knowledge transfer, especially to the 

tacit digital marketing knowledge transfer. A review of Chinese and New Zealand culture has 

indicated that language, habits and thinking mode may hinder the knowledge transfer process. 

Finally, TAM model was reviewed to provide a conceptual framework for knowledge transfer, and 

extended application of TAM model in management and marketing technology acceptance was 

discussed.  

2.6.2 Research Gap 

 The topic of digital marketing classification remains unexamined, and updated digital marketing 

strategies and platforms have not been studied. Regarding knowledge transfer, literature focused 

largely on the multinational companies while failed to explore the topic of cross border knowledge 

transfer and its intermediates. Furthermore, few literature discussed the knowledge transfer process 

from developing countries to developed ones, and digital marketing evolution in Chinas, especially in 

recent years, are neglected. A review of literature confirmed the need to investigate possibilities of 
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New Zealand’s SMEs learning from Chinese SMEs. The development of social media platforms has 

reshaped and transformed attitudes as well as perceptions of many businesses (Chaffey & Patron, 

2012). Despite that these literature has studies subjects of digital marketing and knowledge transfer, 

there still appears to be a disconnect in digital marketing knowledge transfer between distant 

cultures. Finally, the marketing extension of TAM model studied by previous literature focused on 

the consumer habit aspect, while the topic of marketing knowledge transfer remain unexplored. 

Therefore, this study will supplement the knowledge of current digital marketing activities adopted 

by Chinese SMEs, digital marketing categories, digital marketing knowledge transfer between distant 

cultures and extended application of TAM model. 
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CHAPTER 3: RESEARCH METHODOLOGY 

3.1 Introduction 

This chapter defines the research methodology and related justifications. With the purpose of 

exploring how and in what ways Chinese SMEs are using digital marketing strategies to increase their 

business competence; and the possibilities of New Zealand SMEs learning from Chinese SMEs’ digital 

marketing experience and improve their digital capability, this study employs a qualitative approach 

to for data collection and analysis. In this chapter, rationale of research approach, research context, 

sample and data sources, data collection methods, data analysis methods, issues of trustworthiness, 

limitations and delimitations will be discussed.  

3.2 Research Rationale 

The goal of this study is to gain an understanding of the digital marketing approaches from the 

practioners’ perspective. With the aim of exploring digital marketing applications by SMEs in China, 

and the potential to extend to SMEs in New Zealand, the main question this study is seeking to 

answer is:  

What is the potential for New Zealand SMEs to develop their digital marketing capabilities by 

learning from the experience of Chinese SMEs’ adoption of digital marketing applications?  

The main question can be further broken-down to two subside questions:  

1) How are SMEs in China adopting digital marketing strategies and platforms? 

2) Can New Zealand SMEs learn from Chinese SMEs’ adoption of digital marketing for SMEs in 

New Zealand? 

As discussed in Chapter 2, researchers have not examined the extensive digital marketing ussage by 

SMEs in China, and the potenial for this capability to be adopted outside China. This appears to be 

the first study to discuss the digital marketing knowledge transfer from China to a country with 

western technological background. Therefore, to gain a better understanding of this topic, this study 

is considered to be exploratory.  

With this in mind and the considerations of the research topics’ contemporaneous relevance, a case 

study approach has been determined to be the most appropriate  for this study. A two-stage study 

method was adopted in attempt to understand the mechanisms and cast some light on digital 

marketing industry. Case study method is applied when some contemporary phenomenon needs to 

be explained with extensive and deep description, and researchers have little control over the 



 

53 
 

behavioural events (Yin, 2003). According to Eisenhardt (1989), the number of cases should be 

between four and ten, since theory may be difficult to develop with less than four cases.  

Case studies should focus on examining the cases from various aspects rather than being limited to a 

single type of evidence like qualitative or quantitative data sources (Yin, 2003). In this research, 

there are two sets of cases to be studied. The first set of cases explain the application of digital 

marketing by Chinses SMEs, and the second set of cases to be studied is New Zealand marketing 

experts’ perceptions of each digital marketing tool or strategy. To contribute to the theoretical 

framework, assess practical implications, and make suggestions for future research, this study 

adopted a qualitative method that may provide in-depth insights on the complexity of the chosen 

phenomenon.   

Qualitative research methods can provide researchers opportunities to gain in-depth knowledge of 

emerging events or phenomenon (Brooks et al., 2012), and using a qualitative method is appropriate 

for my study because topic of digital marketing is constantly developing and a contemporary 

phenomenon. In addition, the purpose of this research is to understand how SMEs in China apply 

digital marketing strategies as well as platforms to enhance their business, and to explore whether 

New Zealand SMEs are able to learn from that, qualitative interviews will satisfy this goal by offering 

information of attitudes and marketing applications. It is not new for previous researchers to use 

qualitative research methods to investigate business activities of SMEs. O'Donnell (2014) adopted a 

qualitative method to explain what marketing techniques SMEs use to promote their products and 

services, and Mokhtar et al. (2014) employed a qualitative technique to study the relationship 

between SMEs performance and marketing orientation.  

Mixed research methods and quantitative methodologies could not satisfy the study purpose since 

numerical data gained from quantitative research are to validate hypothesis and generalise results 

across many subjects (Thomas & Magilvy, 2011). Moreover, experiences and processes can be better 

understood by deep and probing questions in semi-structured interviews (Yin, 2003).  

 

3.3 Research Context  

As stated above, previous study failed to examine how the digital innovation from China may benefit 

a country with western technological background. Despite that China is at the vanguard of the 

development in digital innovation, and many SMEs in China benefit from the development of mobile 

payment, e-commerce platforms and social media platforms, there appears to be no academic 

research studying the digital applications by Chinese SMEs. In addition, with the Regional 
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Comprehensive Economic Partnership (RCEP) and the Free Trade Agreement being signed, China has 

become one of the most important trading partners to New Zealand (MFAT, 2020). Understanding 

and benefiting from innovations of Chinese digital development are significant.   

The research gap and lack of theoretical framework decided this study to be exploratory. The 

exploratory approach is used to examine a problem that has not been studied before. Qualitative 

approach may also contribute to gain insights into problems and develop potential quantitative 

research (Srole, 1956).  

3.4 Research Sample and Data Sources 

Considering this study’s intention of examining the digital marketing application used by Chinese 

SMEs and reflections of digital marketing techniques from New Zealand marketing experts, this 

study contains two groups of sample.  

3.4.1 Smaple from China 

Sample from China was limited to the following criteria:  

i. Being a SME and with less than 20 employees; 

ii. Has online presence and adopt online marketing strategies, at a level to provide meaningful 

information and comparisons; 

iii. Has sufficient level of homogeneity, to ensure effective comparisons and contrast across 

businesses.  

Based on these criteria, it was decided to include Chinese SMEs with online shops from Taobao.com. 

Taobao was the only e-commerce platform discussed in this study in consideration of its large 

market share, innovative aspects and integration of social networks. Twelve business owners and 

marketing/operation managers with average three-year’s related experience from twelve Chinese 

SMEs. The selected participants were appropriate for multiple cases and conducting cross-case 

analysis (Perry, 1998), and participants’ experience in their business contributed extensive know-

how and attitudes related to digital marketing strategies which they used to drive sales. The 

selection of Chinese participants was based on the defined criteria and purposeful sampling through 

researcher’s own network. According to Robinson (2014), purposeful sampling is a non-probability 

sampling method which is based on the researcher’s judgement when selecting participants. 

Purposeful sampling is an efficient method for small sample size data collection, and it ensures that 

participants can provide relevant and effective information to fulfil research purpose and answer the 

research questions (Kornhaber et al., 2014; Robinson, 2014). Moreover, participants with expertise 

in their field and broad opinions can provide favourable data to support research findings (Michelle 
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et al., 2014). Participants selected with the purposeful sampling method can also contribute to the 

researcher’s understanding of in-depth personal experience (Frels & Onwuegbuzie, 2013). In this 

research study key informant methodology was adopted. A senior manager or business owner was 

selected from each SME as the  key informant to gather data (Daghfous et al., 2013; Kumar et al., 

1993). 

3.4.2 Sample from New Zealand 

It was intended New Zealand SMEs with e-commerce stores would be the second set of sample in 

this study. The researcher sent around 150 invitations through an invitation email, online enquiry 

form or phone calls to the firm’s publicly available website. The invitation provided research 

information including research purpose and participation requirements.  

The initial sample from New Zealand was limited to the following criteria:  

i. Being a SME and with less than 20 employees; 

ii. Has online presence and adopt online marketing strategies, at a level to provide meaningful 

information and comparisons; 

iii. Has sufficient level of homogeneity, to ensure effective comparisons and contrast across 

businesses.  

However, most of the invitees declined to participant in this study. Only five participants agreed to 

be interviewed. These participants had limited experience in digital marketing.  

Moreover, after data was collected from Chinese SMEs and findings were summarised, it was 

determined that concepts, platforms, and marketing terms from the Chinese sample could be 

difficult for New Zealand SMEs owners to understand. In addition, the limited number of New 

Zealand participants would increase the research bias. Therefore, New Zealand marketing experts 

were included as participants, who have expertise and marketing knowledge to be able to 

understand unfamiliar marketing concepts and relate them to the application of New Zealand 

market. New Zealand marketing experts were recruited by seeking the advice of a New Zealand 

digital marketing expert. It was determined an appropriate alternative. For a qualitative and 

descriptive research, snowball sampling is helpful when the number of respondents are limited, and 

trust is required to initiate conversations (Noy, 2008). In this research, one expert was contacted 

with a research introduction and requirements, and this participant provided more contacts by 

sending introduction emails. 

Revised sample from New Zealand was limited to the following criteria:  

i. Experienced with digital marketing and social media; 
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ii. Has experience in conducting digital marketing campaigns for New Zealand SMEs with less 

than 20 employees; 

iii. Has sufficient level of homogeneity, to ensure effective comparisons and contrast across 

businesses.  

Five New Zealand marketing experts were recruited, with over five-year’s working experience in 

marketing industry. A participant recommended other experts within his own network, thus 

facilitating a transdisciplinary perspective. The selected participants were helpful for multiple cases 

and conducting cross-case analysis (Perry, 1998). Participants’ experience in their business 

contribute extensive know-how, and their attitudes related to digital marketing strategies are 

helpful to identify potential digital marketing knowledge transfer opportunities. 

3.5 Data Collection Instruments and Field Work 

3.5.1 Stage 1: Data Collection from Chinese Participants 

The collection of data from Chinese participants were during August to September 2020. Chinese 

particiapnts were recruited through the researcher’s own networks. The researcher contacted 15 

Chinese SMEs that suited the study requirements, and 12 SMEs showed willingness. Participants 

were informed of their rights and given the research consent form (see Appendix  ) prior to the data 

collection process. Chinese participants acknolwdged their willingness to participate by sending 

emails or officially agreed on WeChat, a mainstream social network used by Chinese people. 

The process of collection primary data from Chinese participants started by contacting potential 

participants on the phone. After introducing the research purpose and participants expressed the 

willingness to participant in the study, official invitations and research consent were sent out either 

by email or by WeChat. Prior to sending the online survey and starting the interview, participants 

were well-informed of the research purpose, framework and procedures.  

Data collection instruments used for Chinese participants are online survey and semi-structured 

interviews. Online survey was with 33 questions and was used to gain an understanding of 

participants’ background and digital marketing platforms they adopt. Online survey was designed in 

English, and translated into Chinese for the convenience of participants. Moreover, the researcher 

used Tencent Wenjuan, a survey system that supports Chinese language. To ensure the validity and 

translation correctness, online surveys were translated from English to Chinese by another bilingual 

researcher.  

Online survey for Chinese participants consists of following questions (see full version in Appendix ):  

i. To gain background information of Chinese participants 
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1) Age 

2) Gender  

3) Education qualifications 

4) Experience in digital marketing and e-commerce 

5) Role in company 

6) Annual Turnover/Revenue of your company 

7) Number of online and offline locations 

8) Questions for participants with physical stores: 

a) Is your online or offline stores demands for more budget? 

b) What are the benefits of online stores over offline stores? 

c) What are the benefits of offline stores over online stores? 

9) Number of full-time stuff (incl. yourself) 

10) How long have you been in business? 

11) How long have you been in online business? 

12) Industry of your business  

13) Do you have your own warehouse or do you do drop-shipping? 

14) Is your business rely more online or B&M? 

15) What is your target market? 

ii. To gain insights of Chinese SMEs’ digital marketing knowledge and activities, and to design 

interview questions 

1) What digital platforms are you aware of? 

2) What are the digital platforms that you use? 

3) What are your preferred digital channels? 

4) What are the most effective digital channels? 

5) Among that channels you use, which ones are effective for acquiring new customers? 

6) Among the channels you use, which ones are effective for retaining old customers? 

7) To what extent are your customers familiar with online shopping? 

8) What are your intentions for digital marketing campaigns? 

9) Are you able to build your own digital channels? 

10) What are the major difficulties you have in digital marketing campaigns? 

11) To what extent did lockdown affect your business? 

12) What measures did you take to deal with that? 

13) Are you planning to continue with these methods? 
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iii. To gain insights of Chinese companies’ knowledge of New Zealand and western countries 

and to design interview questions 

1) Do you know anything about New Zealand digital marketing or business? 

2) What US platforms do you know? 

3) What Chinese platforms do you think New Zealand SMEs can use to promote their 

businesses in New Zealand? 

Followed by the official research consent notice, Chinese participants were given a link of online 

survery that was valid from August 15, 2020 to August 30, 2020. After all Chinese participants 

finished filling in online surverys, the researcher spent two weeks designing interview questions 

based on online survery results. Each participant was contacted again to arrange the interview data 

and time. Each interview session lasted from one to two hours, and interviewees’ perceptions as 

well as facts mentioned are checked.  

Due to the geographic limitation, interviews were conducted through online audio. Interviews were 

followed up, aiming at supplementing online surveys to collect participants’ background 

information. Brooks et al. (2012) concluded the four major types of interviews: online interviews, 

unstructured or semi-structured interviews, group interviews and casual conversations. According to 

Yin (2009), the interview, which is a conversation between persona, is a basic and useful instruments 

for collection data. Compared to structured interviews, semi-structured interviews are more flexible 

since the interviewer is able to ask questions that are not in the script in order to address main 

topics and attain enough information. In this research, a semi-structure d in-depth interview 

methodology was selected, as it allows me to take the most advantage of the conversation ang get 

enough data. Data collected by interview allows researcher to reach aspects of reality by drawing 

upon interviewees’ attitude and experiences which are otherwise inaccessible via documentation 

(Daghfous et al., 2013). In addition, interviews in this research aim at collecting opinions from 

companies of China, and open-ended questions were designed to intrigue discussion and with the 

purpose of generating a detailed picture of business owners’ or marketers’ attitudes towards digital 

marketing. Followed by an example of successful digital marketing case, the interviewees were 

prompted to ask questions related to this field.  

The focused questions are as following (see full version in Appendix): 

i. How do you feel about the increasing popularity of digital marketing? (To explore Chinese 

SMEs’ attitudes, knowledge and perceptions.) 

ii. To what extent is your business using digital marketing in comparison with traditional 

marketing? (To explore Chinese SMEs’ attitudes, knowledge and perceptions.) 
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iii. Are you considering increasing your budget for digital marketing? (To explore digital 

marketing potential in Chinese market.) 

iv. What are your intentions for digital marketing campaigns? (such as building brand image, 

reducing cost, increasing sales, acquiring customers...) (To explore Chinese SMEs’ 

expectation for digital marketing.) 

v. What is your perception of digital marketing strategies in China?    

- Positive aspects 

- Negative aspects/Issues 

vi. For the platforms you use to acquire new customers, which ones are the most effective?  

vii. How do you maintain loyal customers? (To gain insights of customer retention techniques.) 

viii. What are the major difficulties you have in digital marketing campaigns? ( To explore 

challenges for digital marketing.) 

ix. What measures did you take to deal with lockdown? 

x. What are your future online marketing plans/orientation? (To understand digital marketing 

trends in China.) 

Survey and interview questions were translated to Chinese for participants to gain an understanding 

of research purpose. According to Hendricson et al. (1989), back-translation is an effective approach 

to ensure the accuracy of comprehension and readability. Survey questions as well as semi-

structured interview questions were written in English and translated to Chinese by the researcher, 

who is a native Chinese speaker and fluent English speaker. Survey and interview questions were 

translated from Chinese to English by another bilingual researcher before data collection. The use of 

outside bilingual reviewers is helpful to build content validity (Esposito, 2001). Transcripts from 

Chinese participants were translated to English by the researcher and checked by another bilingual 

reviewer with no previous knowledge of this research but Chinese digital marketing knowledge.  

Translation techniques are the core of a cross-cultural qualitative research project, since language 

barrier is one of the potentials of causing flawed data in a qualitative research (Esposito, 2001). 

Some concepts only make sense in one cultural context or language, which becomes a challenge for 

researchers (Jones & Kay, 1992). Translation validity involves face validity and content validity 

(Drost, 2011). Face validity is affected by the researcher’s subjective judgement in the translation 

process, while content validify is used to examine the content domain that is related to instruments 

design (Drost, 2011). Esposito (2001) claimed that miscommunication is likely to happen when the 

researcher moves outside native language and culture.  
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Each interview session lasted from one to two hours, and interviewees’ perceptions as well as facts 

mentioned are checked. According to Yin (2003), a “within-case” protocol and “24h rule” was 

adopted, so that interview notes is recorded and decoded with one day.  For the Chinese interviews, 

audio records and notes were carefully included during each interview. Transcribed data was 

translated into English and translated back to Chinese by another bilingual speaker. After the 

translation, transcriptions were sent back to each participant by email to confirm the accuracy.  

The raw data and field notes were saved in Microsoft Excel, and further transferred to NVivo 12 for 

data organisation. By finding themes and patterns, and identifying trends as well as major topics, 

some conflicting perspectives and critiques were analysed as suggested by Yin (2009).  

3.5.2 Stage 2: Data Collection from New Zealand Participants 

Data collection from New Zealand participants was during October 2020. Collection of primary data 

from New Zealand sample started by a participant’s email introduction, which includes the 

researcher’s background and research purpose. After participants replied emails and expressed their 

interest in participating, research consent forms were sent out by email and time and date for 

interviews were set. The research consent form was signed prior to each interview. In addition, 

participants were assured the complete confidentiality and privacy, and maintained transparency of 

my interpretations by sharing my notes from each interview and the summary of my findings. The 

process of checking results credibility is also known as member checking or respondent validation 

(Thomas & Magilvy, 2011), which was accomplished by returning the interview notes back to 

participants to check resonance with their experiences. Interview location includes campus study 

rooms and places near participants’ offices.  

Using the interviewees’ native language (English), interviews are designed for collecting practical 

knowledge and acquiring data (Rebecca & Reis, 2004). To ensure the consistent data collection 

process, a semi-structured interview schedule was applied. Prior to the interview, interviewees were 

given a brief introduction of the research background, knowledge transfer theories and digital 

marketing industry. Followed by an example of successful digital marketing case, the interviewees 

will be prompted to ask questions related to this field. In addition, observations of voice tones and 

thoughts during the interviews were kept in detailed notes. Recordings were made upon 

participants’ approval to maintain an accurate document. A pilot interview was conducted to refine 

and adjust interview questions, assess interview skills and test recording techniques (Seidman, 

2006). The in-depth, face-to-face interviews were between September and October 2020 in Hawke’s 

Bay. 
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Data collected by interview allows researcher to reach aspects of reality by drawing upon 

interviewees’ attitude and experiences which are otherwise inaccessible via documentation 

(Daghfous et al., 2013). In addition, interviews in this research aim at collecting opinions from 

companies of China and New Zealand, and open-ended questions were designed to intrigue 

discussion and with the purpose of generating a detailed picture of business owners’ or marketers’ 

attitudes towards digital marketing.  

The interview questions are as following (see full version in Appendix ):  

i. To gain participants’ background information: 

1) How long have you been in digital marketing industry? 

ii. To understand basic digital marketing and e-commerce knowledge in New Zealand 

1) Are businesses in New Zealand using big data for online store operation or gaining consumer 

insights? 

2) What are the most used e-commerce platforms? 

3) What are the most used digital marketing platforms? 

iii. To explore New Zealand participants’ previous knowledge of Chinese digital marketing:   

1) Do you have any customers selling to China? 

2) How do they learn Chinese marketing techniques? 

3) Are they doing marketing themselves in China? 

4) Do they use Chinese marketing agencies? 

5) Do you know any Chinese e-commerce platforms? 

6) Do you know any Chinese social media platforms? 

iv. To explore New Zealand marketing experts’ perception of each digital marketing 

platform/strategy used by Chinese SMEs: 

1) Introduction each digital marketing platform/strategy used by Chinese SMEs (see 

Presentation slides in Appendix F):  

2) After presentation of each digital marketing strategy/platform, each New Zealand 

participant was asked the following questions: 

a) Is there similar digital marketing platform/strategy used by New Zealand 

SMEs? 

b) If there is no similar digital marketing platform/strategy, do you think 

New Zealand SMEs can use the presented platform/strategy? 

v. To explore New Zealand marketing experts’ perception of each digital marketing 

platform/strategy used by Chinese SMEs: 

1) Do you think there are some strategies/platforms that SMEs can use to sell in NZ? 
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2) Do you think there are some strategies/platforms that SMEs can use to sell into China? 

3) Which strategies do you think will be most effective for New Zealand businesses? 

vi. To explore information source of New Zealand marketing experts: 

1) Where do you get new marketing information? 

Each interview session lasted from one to two hours, and interviewees’ perceptions as well as facts 

mentioned are checked. According to Yin (2003), a “within-case” protocol and “24h rule” was 

adopted, so that interview notes is recorded and decoded with one day. Transcriptions of interviews 

were sent back to participants to review and confirm there was no misperception.   

3.6 Data Analysis Methods 

3.6.1 Data Analysis for Chinese Sample 

Data analysis of Chinese interviews was based on thematic analysis, in order to identify, analyse and 

report patterns or themes within data (Braun & Clarke, 2006). Thematic analysis is a flexible 

approach to be used in qualitative study, and may be conducted in a rigorous way by following the 

five steps provided by Braun and Clarke (2006). Thematic analysis can also deepen the interpretation 

of some particular content that is from detailed data (Gray, 2014).  

Since data was collected from online surveys that were followed by semi-structured in-depth 

interviews that were audio recorded, data analysis started from reviewing survey results and 

manually transcribing interviews, and notes were also added according to different themes. After 

transcription, data were imported to NVivo 12, which helped to categorise themes that deductively 

emerged from data.  

Prior to coding, NVivo 12 word frequency feature was used to recognize the main topics that 

appeared in the raw data. Words like “important”, “quite”, and “opinion” etc. that could not be used 

for data analysis were added to “Stop Word” and excluded from the word frequency check.   

Patterns were identified in a deductive approach. In an deductive approach of data analysis, 

interview questions asked of participants were designed to serve the pre-existing theories (Braun & 

Clarke, 2006). Theoretical thematic analysis is more explicitly analyst-drive and provides more 

specific analysis of some aspects of data (Creswell & Kasmad, 2020). Assimilation process was also 

included through the coding stage to identify patterns in the data (Williams & Moser, 2019).   

The next stage of coding involved using NVivo 12 to build initial nodes, which is also called open 

codes (Williams & Moser, 2019). This process was in accordance with phase two by Braun and Clarke 

(2006) as the generation of initial codes. The “Coding Stripes” feature of NVivo 12 efficiently 

visualized the analyzing process and organization of information. Interview transcripts were coded 



 

63 
 

individually, and previous notes as well as transcribed data were re-read throughout this phrase to 

reduce ambiguity (Saldaña, 2009). Initial codes included attitudes, Taobao free traffic, Taobao paid 

traffic, WeChat, message, customer group, customer reviews, maintain loyalty, acquire new 

customers, SEO, big data analysis, etc.  

Following phrase three suggested by Braun and Clarke (2006), themes were searched based on 

previous coded that were initially identified, and mind-map was used to sort codes into themes and 

discover relationships between various themes. Audio-recordings were reviewed to reflect each 

digital marketing strategy and platform used by Chinese SMEs. Emergent themes such as private 

traffic, Taoke (Taobao Influencer), and commission APPs were carefully considered.  

Themes and sub-themes were reviewed in phrase four (Braun & Clarke, 2006). Themes were refined 

to ensure they form a coherent pattern. This stage also comprised cross-case analysis interpreting 

underlying meanings and categorization of themes across cases (Gray, 2014).  

In phrase five, themes were defined and participants’ statements that related to research sub-

questions were identified for naming main themes (Braun & Clarke, 2006; Gray, 2014). In this stage, 

sub codes and codes were reconsidered, and themes were examined based on a cross-cases 

analysis.  

Initial Codes Sub Codes Codes Major Themes 
Positive Attitudes  

SEO 

Taobao Free Traffic 

Traffic from Taobao 

Negative Attitudes 
Good quality photos/videos 
Product Title Optimization 
Customer Reviews 
Store Performance 
Live Streaming Live Streaming 
Consumer Persona Tags 

Accurate Tags 
Shop Persona Tags 
Taoke Taobao Influencers 

Taobao Paid Traffic 
11.11 

Shopping Festivals on 
Taobao 6.18 

3.8 
Sponsored Search Taobao Ads 
WeChat 

 Social Media Traffic from Social Media 
Douyin 
Weibo 
Red 
Commission APPs 
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KOL Cooperation  
Pre-order 

Customer Benefits 

Private Traffic Traffic from Retailers own Pools 

Red pocket 
Customer Experience 
Taobao Group 

Platforms WeChat Group 
Social Media followers 
Lack of Budget 

 Difficulties Difficulties in Digital Marketing 
Lack of marketing expertise 
Lack of egaging content for social 
media 
Lack of trust 
Future plan: Video 

 Future Plans Trends Future plan: Live-steaming 
Future plan: Private Traffic 

Table 3: Theoretical Analysis Strategy: Coding Process and Themes across cases 

3.6.2 Data Analysis for New Zealand Sample 

Content analysis approach was used for analysing data gained from New Zealand sample. Content 

analysis aims at organising and eliciting meaning from the data and draw realistic conclusions 

(Bengtsson, 2016). In a qualitative content analysis, interpretation and results can be drawn from 

data presented in works and themes (Bengtsson, 2016). According to Elo and Kyngäs (2008), the 

process of qualitative content analysis include three stages:  

i. Preparation: to obtain initial sense from raw data and select data units. Huberman and Miles 

(1994) once concluded data analysis process to include data reduction, display and 

verification. Data reduction process was in line with the instructions of Sharma and 

Vredenburg (1998), and literature-based codes will be adopted for each interview. 

Interviews were analysed using within-case and cross-case method, that is, findings of each 

single case and results from all cases were compared to discuss the nature of digital 

marketing knowledge transfer.  

ii. Organizing: to create coding and categories and formulate a summarized description of 

research topic based on categories. The coding process makes data easier to be accessed 

and ensures data transparency as well as results credibility (Linneberg & Korsgaard, 2019). In 

this research, coding processes happened in cycles. The first coding cycle takes an inductive 

approach, which focuses on data from informants, and the second coding cycle drives the 

analysis to a higher level by including concepts and themes from existing theories.  

iii. Reporting: produce a report of analysing process and results. The analysis of marketers’ 

attitudes towards digital marketing is based on the research by Khan and Siddiqui (2013), in 
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which they concluded four attitudes of marketers: skeptical, enthusiast, utilitarian, and 

parsimonious. According to Khan and Siddiqui (2013), marketers who are skeptical about 

digital marketing consider the application of digital marketing as the new method for 

promotion, but might contain misleading content that are contradict to our believes or 

privacy issues. Enthusiastic marketers think digital marketing makes campaigns more 

measurable and may generate innovative methods for word-of-mouth effect. Utilitarian 

marketers believe that digital marketing encourages customers ‘s participation and response 

immediately, while parsimonious marketers consider digital marketing campaigns to be cost-

effective and drive revenue growth.  

Both within-case and across-case approaches were adopted. As Ayres et al. (2003) stated, within-

case along cannot  justify a researcher’s interpretation of an experience or a phenomenon. In 

addition to within-case analysis, across-case approach could help a researcher to identify themes 

and patterns. In this study, several coding stages were involved to take full advantage of data.   

3.7 Reliability/Validity/Quality Criteria 

In a qualitative research, the quality of work is influenced by both internal and external validity 

(Ryan et al., 2002). Internal validity also refers to contextual validity, which focuses on the 

appropriate process of drawing conclusions from case study evidence with credibility (Eeva‐Mari & 

Lili‐Anne, 2011). Lincoln (2007) defined research validity criteria as criteria are credibility, 

transferability, dependability, and confirmability, and they believe that credibility y is the equivalent 

of internal validity in quantitative research. In contrast, external validity, concentrates on 

transferability, which can determine whether the study conclusions can be transferred to other 

samples based on the model and data.   

In order to avoid the conflict between researcher’s personal beliefs and research objectivity, extra 

attention was paid for data analysis. The following criteria were included to refrain from provoking 

researcher bias: (a) recorded audio/took detailed notes when collecting and analyzing data; (b) 

included open-ended questions stimulating interviewees to share their knowledge, attitudes, and 

experience; (c) confirmed the researcher’s interpretation of participants’ wording after each 

interview to ensure the accuracy; (d) gave the lead for participants during the interview (Donalek, 

2005).  

The quality of research design is crucial for internal validity. Therefore, threats to the internal validity 

of a qualitative research may occur from the beginning of a research design to data analysis phase 

(Eeva‐Mari & Lili‐Anne, 2011). Common threats to validity that happen in research design include 



 

66 
 

inadequate or tendentious knowledge, and logical inconsistency (Lillis & Mundy, 2005; Pradhan et 

al., 2018). In addition, the personal bias as well as experiences of the observer or the researcher 

could also limit assumptions, access of data, and informants’ responses (Eriksson & Kovalainen, 

2015; Evans, 2013; McKinnon, 1988). When it comes to data analysis, the validity of a research can 

be affected by the lack of descriptive, interpretive and explanatory validity (Eriksson & Kovalainen, 

2015). Moreover, failure to gain sufficient data, use structured corroboration and analyse inductively 

may also lead to problems in revealing effective findings (Dellinger & Leech, 2007; Greenwald et al., 

1986).  

External validity usually refers to the transferability of a qualitative research, which are concerned 

with whether a research finding can be extended to a broader context, and whether theories can be 

transferred across settings (Onwuegbuzie & Leech, 2010). Threats to external validity may arise 

when a research fails to connect empirical findings with other cases and theories (Dellinger & Leech, 

2007). Research consistency is also called procedural reliability in qualitative research, meaning that 

similar conclusions and findings should be able to gain by another person using similar procedures 

(Eriksson & Kovalainen, 2015; Ryan et al., 2002). Therefore, flaws such as inaccurate interview 

questions and transcriptions, omission of informal evidence, and relationship between researchers 

and participants during data collection process may affect procedural reliability (Lillis & Mundy, 

2005; Ryan et al., 2002). Furthermore, errors in data classification are threats to procedural 

reliability, too. For instance, when concluding linkages between data and constructs, interpretating 

and developing links with theories, and reducing and clearing data can pose threats to procedural 

reliability (Eeva‐Mari & Lili‐Anne, 2011; Lillis & Mundy, 2005). In this thesis, interview questions had 

been proofread by three profesionals with marketing background to avoid vague interview 

questions. Moreover, several data analysis approaches were tested before the final analysis.  

3.8 Ethical Considerations 

Ethical rules and guidelines have been strictly followed since the beginning of data collection. 

Participants hired were on a voluntary basis, and they had the right to withdraw from this research 

at any stage without any consequences. This research only started after the Research Ethics and 

Approvals Committee granted approval. The data collection process did not start until the research 

committee confirmed the risk level and approved the research ethics, which included the 

researcher’s responsibilities of ensuring participants’ privacy and confidentiality by using 

pseudonyms. The interview and case study followed the highest level of objectivity, which is 

recommended by Bell and Bryman (2007). A consent form containing my research introduction, 

purpose and privacy terms was sent to each participant prior to my study. The research consent 
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form for participants (see appendix 4) stated that participants did not have to answer questions if 

they felt that may expose their information during the interviews, and participants would receive a 

copy of interview transcripts to confirm their answers of interviews questions were not 

misunderstood or omitted. Additionally, audio recording was only conducted after participants 

agreed. Participants also had the right to require a report of findings upon the completion of this 

research.    

The interview process did not start until participants give formal consent by either signing on the 

consent form(see Appendix 4), email or WeChat message. Data collected were saved in a password 

protected laptop, and if participants withdraw, their recorded interview or fieldwork notes will be 

removed.   
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CHAPTER 4: ANALYSIS 

4.1 Introduction  

The findings in this chapter is divided into two sections: first section presents the findings from 

twelve Chinese SMEs, aiming to answer the first sub question of “How are SMEs in China adopting 

digital marketing strategies and platforms?”. Both within-case and across-case approaches were 

adopted to find out themes and patterns. Background information such as participants’ education, 

company size, and industry have also been included, in order to obtain a deep understanding such as 

marketing experience, availability of budget and resources. Findings from Chinese participants were 

presented based on the internet consumer traffic origins. According to Chinese participants, Taobao, 

social media and private traffic are the main source for their online store traffic. In addition, since 

Chinese consumers have distinctive shopping habits compared to western consumers, the digital 

marketing background of China was also presented during interviews with New Zealand participants.  

For example, Chinese consumers would use e-commerce platforms to find products. Around 90% of 

e-commerce are from online marketplaces rather than stand-alone websites (Spelich, 2017). The 

online shopping platform in China have actively developed their own algorithms and acted as 

effective search engines for customers to find appropriate products. In this sense, the term 

“searching” discussed in this section is not on searching engines, but on Taobao. 

The second section in this chapter reveals findings from New Zealand marketing experts, with the 

purpose of answering the second sub question of “How do New Zealand marketing experts perceive 

Chinese SMEs’ use of digital marketing for SMEs in New Zealand?”. New Zealand participants were 

presented results from Chinese surveys and interviews, and asked about opinions on possibilities of 

New Zealand’s firms to apply strategies and platforms.  

4.2 Findings from Chinese SMEs 

4.2.1 Introduction 

This sections presents findings from surveys and interviews with Chinese participants. The purpose 

of this section is to highlight repeated themes across twelve case studies, find out participants 

attitudes towards digital marketing, application of digital marketing strategies and platforms, 

investigate digital marketing barriers and explore future trends of digital marketing adoption in 

China.  

Background of twelve Chinese participants was displayed in Table II, followed by a discussion of 

Chinese SMEs’ attitudes towards digital marketing. Chinese SMEs’ adoption of digital marketing 

strategies and platforms were presented in the following order:  
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I Traffic from Taobao Search  

A. Free Traffic from Taobao  

c) Search Engine Optimisation (SEO) 

d) Live Streaming 

e) Persona Tags Match 

B. Paid Traffic from Taobao  

c) Sponsored Search 

d) Taobao Influencer 

e) Shopping Festivals 

II Traffic from Social Media 

A. WeChat 

B. Douyin 

C. Weibo 

D. Red 

E. Commission APPs 

III Private Traffic 

Findings of difficulties for Chinese SMEs when adopting digital marketing strategies and digital 

marketing trends in China were also presented in this section.  

 



 

70 
 

 

Figure 5: Chinese SMEs' Online Traffic Sources 

4.2.2 Organisations Overview  

Participants’ characteristics including years of experience, firm size, industry, platforms, and 

marketing strategies have been identify, and Table II presents these characteristics as following: 

Firm Interviewee’s Role 
in Organisation 

Digital 
Marketing 
Experience 

Industry Education Revenue Range 
(NZD) 

No. of 
Employees Retail Mode 

Firm 1 Owner 4-8 years Shoes Master Degree $200,000 - 
$1,000,000 6-10 Self-owned 

warehouse 

Firm 2 Owner 1-3 years Cosmetic  Bachelor 
Degree 

$20,000 and 
below 1 Drop-shipping 

Firm 3 Owner 4-8 years Clothing Bachelor 
Degree 

$200,000 - 
$1,000,000 2-5 Drop-shipping 

Firm 4 Owner 9 years and 
above Clothing Associate 

Degree 
$100 million 

and above 11-19 Self-owned 
warehouse 

Firm 5 Marketing Manager 4-8 years Clothing Bachelor 
Degree 

$200,000 - 
$1,000,000 6-10 Self-owned 

warehouse 

Firm 6 Owner 4-8 years Sports Bachelor 
Degree 

$100,000 - 
$200,000 2-5 Self-owned 

warehouse 

Firm 7 Owner 1-3 years Clothing Bachelor 
Degree 

$100,000 - 
$200,000 2-5 Self-owned 

warehouse 

Firm 8 Owner 4-8 years Maternity  Bachelor 
Degree 

$200,000 - 
$1,000,000 6-10 Drop-shipping 

Firm 9 Marketing Manager 4-8 years Food Bachelor 
Degree 

$100,000 - 
$200,000 6-10 Drop-shipping 
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Firm 10 Owner 4-8 years Cosmetic  Bachelor 
Degree 

$100 million 
and above 11-19 Self-owned 

warehouse 

Firm 11 Owner 4-8 years Maternity  Bachelor 
Degree 

$200,000 - 
$1,000,000 6-10 Self-owned 

warehouse 

Firm 12 Operation Manager 4-8 years Clothing Bachelor 
Degree 

$1 million - $5 
million 6-10 Drop-shipping 

Table 4: Chinese Participants' Background 

Firms presented in this section are all Chinese SMEs with online presence, and they all have online 

shops on Taobao. Taobao is an e-commerce platform of Alibaba Group, as the largest online 

commerce destination in China (Yu & Cui, 2019), Taobao is leading online retail and online marketing 

innovation. Small businesses are able to create online shops on Taobao with a low budget, and take 

advantage of the Taobao backstage data analytics. This research focuses on Taobao to reflect the 

most innovative and updated trends of e-commerce and digital marketing in China. Firms included in 

this study are from industries such as clothing, cosmetics, sports equipment, and food. Participants 

are owners, marketing managers or operation managers with an average of five-year’s online 

marketing experience. All firms are SMEs with less than twenty employees. 

Although all firms are SMEs, they have various revenue range. Five firms generate yearly revenue of 

$100,000 - $200,000 NZD, three firms generate yearly revenue of $200,000 - $1,000,000 NZD, two 

firms generate yearly revenue of $1 million - $5 million, one firm generates yearly revenue of $100 

million and above, one firm generates yearly revenue of $20,000 and below. The distinctive revenue 

sizes are largely related to owners’ experience in online marketing and e-commerce. Further to this, 

most firms with large revenue have self-owned warehouses.  

4.2.3 Chinese SMEs’ Attitudes towards Digital Marketing  

All twelve firms agreed that digital marketing benefit them in terms of improving sales and revenue. 

They believed that digital marketing helped them to reach a larger group of audience, reduce 

marketing cost, gain measurable results of marketing campaigns, and better retain loyal customers. 

The right application of digital marketing tools as well as strategies is crucial for business growth, 

especially for SMEs with limited budget and marketing resources.  

Participant 2: “E-commerce and digital marketing are the future, and innovations will constantly 

appear, I also look forward to this.” 

However, there are some negative attitudes towards digital marketing. Five out of twelve 

participants expressed their concerns for the development of digital platforms and applying digital 

marketing strategies. Negative opinions arise from the increasing competition and cost for acquiring 

new customers, and the falsification of data from sponsored cooperation with internet celebrities.   
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Participant 1: “The biggest problem is the falsification of data when we cooperate with KOLs. This is 

sometimes difficult to find before the campaign starts. Data like the number of audience and 

interaction rate looked nice, but the transaction volume could not cover our investment at all.”  

Participants also expressed concerns for information overload, when customers receive too much 

information, they would become less likely to make choices immediately. It is worth noting that the 

topic of too much information may affect customers’ buying habits has been investigated.  There 

have been previous researches studying customers choice models when customers are exposed to 

different amount of information, while no agreement on how many choice scenarios should be 

shown to customers, the excessive information can have a negative effect on customers buying 

desire (Verma et al., 2008).  

Participant 5: “The downside is that information is now too transparent for customers. As long as a 

search, consumers can easily find cheaper products, which is very challenging for store operations 

and services.” 

Participant 6 thought it had become more challenging for small businesses to compete with large 

companies, since small businesses do not have enough budget to pay for sponsored advertisements, 

they have to find other ways to increase exposure.  

Participant 6: “disadvantage is that the traffic is expensive. If you have sufficient funds, you can 

definitely grow bigger and bigger, but for a small store like ours, the cost and investment It is 

relatively limited, and there is not much room for operation.”  

Participant 8: “The main picture will be particularly important. Few people on the mobile terminal go 

to the mobile terminal to see the details of the mobile terminal deeply.” 

4.2.4 Chinese SMEs’ Adoption of Digital Marketing Strategies and Platforms 

Despite that the Chinese participants were from various industries, they all agreed that increasing 

traffic is the first step and the most important procedure in driving sales, which is the ultimate goal 

of digital marketing. The major traffic source for Chinese SMEs is Taobao. Chinese customers search 

from online marketplaces instead of on search engines.  

When shopping online, Chinese consumers are distinctive from western consumers who use search 

engines to find products, instead, Chinese consumers would use e-commerce platforms to find 

products. Around 90% of e-commerce are from online marketplaces rather than stand-alone 

websites (Spelich, 2017). The online shopping platform in China have actively developed their own 

algorithms and acted as effective search engines for customers to find appropriate products. 

Therefore, the term “searching” discussed in this section is not on searching engines, but on Taobao, 
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a mainstream marketplace platform in China. The algorithms of Taobao allow sellers to gain free 

customer traffic by search engine optimization (SEO), live streaming and accurate tag match.  

I Traffic from Taobao Search 

A. Free Traffic from Taobao 

a) Search Engine Optimization (SEO): 

Search engine optimization (SEO) is defined as the process of making a website show near the top of 

lists (Erdemir, 2015). There has not yet an official definition of SEO on Taobao, but SEO methods on 

Taobao have similarities to that on search engines like Google. For example, both Taobao and 

Google present searching results based on users’ location, demographics and preferences (Google, 

2020b).     

The following are the common techniques used by Chinese SMEs for optimizing search rankings for 

their products.  

1) Analyze user behavior 

Taobao offers free user behavior data analysis software to shop owners, so they can 

understand what keywords customers are searching and adjust their product title 

accordingly.  

Participant 2： “If you want to boost sales, which comes from customers traffic, which are 

Taobao or internet users, who find your products by searching mostly.” 

Participant 4: “Use crawler technique or read it manually to extract the title elements of the 

top 100 sellers with the highest sales of the same product, and then "layout" the elements 

into your title.” 

2) Optimize content/picture/video 

Attractive content such as pictures and videos are major reasons for customers to visit the 

detail page of a product, and also the key factors to improve conversion rate. When 

customers are presented with a list of products, they are more like to go into details of the 

ones with attractive photos and videos. Chinese SMEs showed an obvious tendency to 

product videos compared to photos. Attractive images can increase sales, while videos can 

build a sense of trust inside customers, who are unable to touch or examine products online.  

All Chinese SMEs in this research stated that they used and focused on the quality of product 

videos, in order to give a realistic feel and better show product functions.  

Participant 4: “The main picture will be particularly important. Few people on the mobile 

terminal go to the mobile terminal to see the details of the mobile terminal deeply.” 
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Participant 4: “I think that if e-commerce companies want to sell things, they must pay 

attention to click-through rates and conversion rates. What affects these two numbers is the 

product itself and the camera style. The style of the detail page affects your conversion rate 

and click-through rate. Add that the video that Taobao pays more attention to this year is 

more important, because many people now think that the photos are fake, with color 

difference or invisible effects. After they have a basic foundation, assisted search or through-

train or hand-made search or drill exhibitions, etc., can increase traffic. Sales.” 

3) Encourage customer reviews  

The positive relationship between customers’ purchase intention and previous customer 

reviews has been well explored by researchers. As stated by participants, Chinese customers 

constantly read reviews from other customers before placing an online order, and their trust 

comment from other buyers rather than product details from shops. On Taobao, customers 

are able to write comments, upload photos and videos of products, and small businesses are 

taking advantage of this function by providing coupon and money incentives to customers. 

In addition, on the front page of each Taobao shop, customers’ ratings of “product 

description” (meaning products are the same as products description by sellers), “customer 

services” (meaning customer satisfaction level with general services), and “delivery 

services”(measuring delivery speed, service, and package intactness) are presented.  

Participant 1: “In addition, on social platforms, we encourage users to show their shopping 

experience and take photos or videos of our products, so that other customers will also want 

to buy them when they see it.” 

Participant 7: “Whether you are shopping in a physical store or an online store, you must 

open your mobile phone to check and see what others are saying. Like many new customers 

in my store are also drawn in by old customers, and everyone then become familiar with 

each other.” 

Customer reviews and satisfaction scores are crucial to a shop scores, which affect products 

rankings on customers searching results as well as conversion rate.  

Participant 8: “There are still many new customers that can be tapped on the Taobao 

platform, but now in this industry products are becoming similar and customers are relying 

more on reviews, so you need to have some strategies before running marketing campaigns. 

When customers click the link but realize the product is not what they want, they will leave 

your page. If they want this product, they wil read reviews from other customers and the 

product details before making the final decision. In this process, the most important one will 

be your item's pictures and title.” 
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4) Optimize store performance and ranking 

To a large extent, participants from China value their shop performance on Taobao, they 

monitor their store data on a daily base. Participant 5 stated that reviewing the shop 

performance data was the first thing he did in each morning, so he could identify what went 

wrong and take corresponding measures. According to Taobao algorithm, a shop’s 

performance scores are based on its click-through rate, saved rate, add to shopping cart 

rate, re-purchase rate, customers feedback and conversion rate, etc.  

Participant 4: “Of course, as a seller on Taobao, you need to learn a lot of platform rules. For 

example, if the saved rate of a product exceeds 11%, then it will have a chance to become a 

hot item. Then the weight of the store will increase, and you will get more traffic.” 

Participant 6: “Taobao mainly assesses click rate, sales volume, conversion rate, collection 

plus purchase rate, UV value, DSR, repurchase...These are the data of our store, and this is 

also the most valuable part, Taobao opening itself No data is generated, there is no value, so 

Taobao does not charge anything if you want to open a shop. That's obvious. If our new store 

is set up, it must be digitalized.” 

b) Live Streaming on Taobao 

Chinese SMEs made use of Taobao live streaming as a free method to attract new customers and 

increase store exposure. Additionally, they believed that the real-time communication with 

customers can increase their conversion rate, since they can answer customers questions and 

present products themselves. As live streaming service has been integrated on Taobao App, Taobao 

live provides entertainment featuring food, sports, travelling, fashion, lifestyle etc. In February 2020, 

Taobao live cancelled subscription fees for small businesses, who were suffering from the Covid-19 

lockdown, and the subscribers increased by 719% compared to January (Edith, 2020). By the end of 

2019, customers were on average spending 350,000 hours every day watching Taobao live streaming 

(Chou, 2020).  

Small businesses can benefit from Taobao live not only in terms of its large audience base, but also 

for the platform’s plan to help small businesses and traditional retailers to make use of its service 

(Chou, 2020). Sellers on Taobao are becoming more aware of the importance of live streaming, too.  

“Taobao's live streaming mainly focuses on the content of the goods, and acts as a shopping guide. It 

does not require to be a pure content output anchor, as long as you have a deep understanding of 

your products. But the conversion of live broadcast is very high, and as long as there is the right to 

emerge, some free traffic can come in every live streaming. Self-reliance, live streaming is free traffic, 

as long as you are willing to do it, do it with your heart, the effect is very good, this is the point that 
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can be achieved through hard work, and low-cost or even free traffic is too difficult to obtain these 

years.” 

Participant 7, who had a brick-and-mortar store and an online shop on Taobao, reported that live 

streaming had saved her business during the COVID-19 lockdown. 

“Oh, (during the lockdown) we didn't have any customers at that time, but fortunately, I have a 

Taobao store. It is also very convenient to live on Taobao. During the live broadcast, I can help guests 

try on clothes so that they can see the final effect, so that the order turnover rate is also high. In 

addition, during the lockdown, some of my customers did not return to their hometowns, so I could 

directly send them to the gate of their community for them to pick up, which also saved the delivery 

fee.” 

Among participants who applied live streaming method as a marketing strategy, three participants 

cooperated with Taobao celebrities to promote products, while 5 did live streaming on their own. 

The advantages and disadvantages in cooperating with online influencers are obvious. Participants 

that had sponsored influencers said that celebrities with a large follower base can effectively 

promote and advertise their products, while in some cases, the live broadcasting resulted in few 

sales despite the enormous audience amount due to the distorted data. Participant 5 also expressed 

concerns for cooperating with influencers: 

Participant 5: “The third-party live streaming resources are not stable and not easy to replicate for 

yourself. But if you are brave enough to stand in front of camera and present products yourself, live 

streaming is one of the best ways to gain free traffic, and the conversion rate is good, too.” 

Chinese small business owners were aware of the physiological effects created by live streaming. 

They not only introducted their products during live streaming, but also provided coupons and lucky 

draws to encourage customers purchasing. According to Gong, Ye, Liu, et al. (2020), live streaming 

can encourage customers impulsive buying behavior by real-time and interactive conversation as 

well as inviting atmosphere. In addition, interaction during live streaming can increase consumer 

trust and loyalty.  

c) Persona tags match  

Data was one of the words that frequently appeared during interviews. Taobao empowers its sellers 

with enhanced database for generating tags of consumers. A functional marketing campaign not 

only targets right audience, but also achieves satisfying results by promoting products or services. In 

addition, a successful promotion helps customers to discover their demands for products or services, 

which they would otherwise not realize. 
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Participant 7: “In addition, you have to pay attention to customer persona and your product tags. In 

the era of big data, tags are the product of personalized search. The products recommended by 

various traffic portals on the mobile Taobao are all products that buyers have recently searched and 

browsed to add to their favorites. Everyone has different buying habits, style preferences, 

consumption levels, etc. The search engine will rely on these data to form a portrait of the buyer 

population. At the same time, it will also be based on our in-store traffic, the attributes of the buyer 

who placed the order, etc. to label on our store products. Different people have different preferences, 

so products that are eventually presented to each customer are different. So you have to do a good 

job of product labeling to match your product label with the target group label, and the higher the 

matching degree, the traffic you get for your shop is more accurate, which can improve your click-

through rate and conversion rate, hence improving your shop ranking.” 

Participant 9: “Taobao traffic matching has become more and more accurate. Whether a product can 

be received by buyers depends largely on whether the product label and the crowd label overlap, and 

how high the overlap is. So let your products be labeled, such as: category, attribute, price, etc., but 

the label at this time is just a preliminary product category attribute label. At this time, the system 

will match a certain amount of traffic based on our category attributes, and gradually transform into 

buyer matching tags through clicks and conversions, and collections and purchases. For example, if 

the people who bought this dress are in their 20s and 30s, the system will assign you more guests in 

their 20s and 30s. First of all, we must have a certain understanding of our products, what kind of 

consumer group our products are, if this is not very clear, then we will not be so good in this industry. 

Secondly, we can also search for crowd portraits through business staff and find characteristics of the 

search crowd through keywords. Finally, you can use Taobao to pay the through train to tag.” 

B. Paid Traffic from Taobao 

Despite that some small businesses focused on gaining free traffic from Taobao, five participants 

mentioned that they had cooperated with influencers, paid for sponsored advertisements and joined 

shopping festivals on Taobao.  

a) Sponsored Advertisement 

Sellers on Taobao can bid for business traffic based on specific spots and target crowds. On Taobao, 

the two most used paid advertisements are called Express Train and Drillings. Express train’s pricing 

method is based on cost per click (CPC), and sellers will not be charged if there is no click, while 

Drillings charge sellers based on cost per mille (CPM).  

Participant 5: “From the perspective of digitization, the Express Train (a method of sponsored search) 

is more efficient, and when we compare the cost, you will find that it is very likely that Taobao is 
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much lower. Therefore, our new store should start from embracing digitization instead of pure 

passive drainage.” 

b) Taobao Influencer (Taoke) 

The idea of Taoke (Taobao influencer) came out in 2007, when Alibaba Group founded a branch 

called Alimama, a marketing technology and big data platform (Alizila, 2020). Taoke is now a popular 

term when small businesses looking to find some sponsored promotion by influencers. Sellers on 

Taobao can find Taoke on an open social platform and negotiate commission percentage based on a 

Taoke’s previous performance, the Taoke will create content such as videos and photos embedded 

with shopping links, which may appear on the front page of Taobao or Weitao, a built-in social 

channel of Taobao for sellers or influencers to interact with customers.  

Participant 4: “If you cooperate with a Taoke(Taobao influencer), you’ll need to pay a higher 

commission to attract Taoke promotion. The disadvantage of this method is that you can’t gain a 

large sales amount in a short period of time, while the advantage is there will be no risk, since you 

only need to pay commission. That’s why I often say that if you don't know how to promote your 

store, then you can cooperate with Taoke. Now, on average, dozens of transactions are traded every 

day in my shop.” 

c) Shopping Festivals 

Shopping festivals on Taobao are shopping events when customers are offered lucrative prices, and 

sellers take advantage shopping festivals to increase sales and brand exposure. Major shopping 

festivals on Taobao include New Year, International Women’s Day, 18th June, Double 11 and Double 

12. Promotional activities have been proved to engage with customers and drive online store 

performance, despite that they reduce customers’ actual payment amount and intensify strategic 

customer behavior (Zhang et al., 2020).  

Participant 9: ” There are both pros and cons in participating shopping festivals like double 11. The 

advantage is that sellers can gain more exposure during shopping festivals, and customers are more 

willing to buy from shops that participant in shopping festivals. On the other hand, however, sellers 

are earning less profit, and the shopping festivals rules made by Taobao are becoming stricter.” 

II Traffic from social media 

All Chinese participants considered social media as a significant tool to boost sales. Among the 

twelve participants, all of them used WeChat to engage with customers, six used Red, five used 

Douyin, five used Weitao and two used Weibo. According to the interviews, WeChat is an effective 

channel to engage with loyal customers and boost re-purchase rate, Douyin is helpful in terms of 
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acquiring new customers, while Red is a platform for both customer acquisition and customer 

retention. However, participants have both positive and negative perspectives towards the 

application of social media. On the one hand, since small businesses have limited budget, good 

content on social networks can spread on its own without large payments. On the other hand, SMEs 

lack professionals and expertise to produce attractive and engaging content.  

Influencers marketing is another popular technique used by SMEs in China. Six participants stated 

that they had cooperated with key opinion leaders (KOLs) on social networks. Previous researches 

have also identified social media as a valuable resource for SMEs to improve sales performance 

(Bocconcelli et al., 2017). Despite that SMEs have little tendency to adopt social media (Durkin et al., 

2013; Nakara et al., 2012), small businesses in China showed confidence in social media’s capability 

of improving sales. 

Participant 9: “Taobao's front-end and WeChat back-end are still different in thinking, because the 

front-end is more about making hot-products and selling one product to more users, while the back-

end is selling more products to the same customer.” 

III Private traffic 

Private traffic is term appeared in recent years, it refers to the marketing method of draining traffic 

from search engines or online marketplace to private pools. Due to the fact that small businesses 

have low budgets to manage marketing campaigns, they have been focusing on building their own 

traffic pools to retain loyal customers and increase repurchase rate. Eleven out of twelve 

participants reported that they used WeChat for managing private traffic. WeChat is the most used 

social network and messaging APP in China, and over 90% Chinese have a WeChat account. On 

WeChat, retailers can reach their customers by creating groups and sharing product-related contents 

such as photos, videos and links on Moments. Additionally, the mini-program function on WeChat 

also enabled small retailers to create their own mini-APPs, in which they can build online shops.  

In addition to WeChat, Chinese SMEs took advantage of Taobao’ social functions. Retailers on 

Taobao are able to post micro-blogs with links on Weitao, a built-in social channel on Taobao. 

Moreover, retailers can also create customers groups, where they can share coupons, red pocket, 

new-arrivals, and all kinds of promotion events.  

Participants also used social media such as Weibo, Red and Douyin to engage with their followers. 

Compared to Weibo and Douyin, users on Red are younger and with a higher purchase desire.  

Participant 4: “Old customers are the core of a store, and the cost of retaining one old customer is 

much lower than the cost of attracting a new customer. Our shop has 160,000 fans. For example, we 
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are dedicated to giving these fan benefits, coupons, red envelopes, sending text messages during the 

New Years and festivals to receive exclusive red envelopes, and some VIP customers also have 

exclusive gifts. As a seller, the most important thing is to establish your own private domain pool to 

attract platform fans to yourself.” 

Participant 5: “We are gaining private traffic by putting shop's WeChat and Red accounts on the 

Taobao page, and users who are interested in your store’s products will add or follow you, then you 

post new arrivals, discounts or promotions to drive conversion rate. Apart from this, we use Weitao, 

and Taobao fans group.” 

Participant 10: “As a seller, the most important thing is to establish your own private domain pool to 

attract platform fans to yourself. Some e-commerce platforms were too dominant, they have been 

oppressing brands or merchants at present or in the past, (forcing merchants to choose one , etc.) 

That is to say, it is very necessary to attract Taobao customers to WeChat, which can maintain the 

stickiness of old customers. You can also increase a portion of your income, killing two birds with one 

stone.” 

4.2.5 Difficulties for Chinese SMEs when adopting digital marketing strategies 

Compared to large organizations, SMEs are facing unique challenges. Cheng et al. (2016) once 

pointed out that particular characteristics of SMEs chaotic business procedures and decision-making 

processes may influence marketing strategies adoption. Top three difficulties SMEs encountered 

when managing digital marketing campaigns include: lack of marketing budget, lack of professionals 

to produce social media content, and the trustfulness when cooperating with online influencers.  

I Lack of Marketing Budget 

Budget is the first thing that decision-makers in SMEs consider before conducting paid marketing 

campaigns. From the interview results, limited budget was one of the major obstacles for online 

shop growth.  

Participant 11: “If you have sufficient funds, you can definitely grow bigger and bigger, but for a 

small store like ours, the cost and investment It is relatively limited, and there is not much room for 

operation.” 

Chinese participants also found some solutions. Since it is becoming more and more expensive to 

acquire new customers and gain online traffic, SMEs with limited budget are seeking other options 

such as optimizing searching results and creating engaging content to boost store traffic.  

Participant 6: “On Douyin, a good video can gain much exposure very easily, I want to keep posting 

video to gain more traffic and customers.”“On Taobao, the more sales a store or a product gets, the 

more exposure it gets, so we mainly get traffic by creating hot products. In addition, on social 
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platforms, we encourage users to show their shopping experience and take photos or videos of our 

products, so that other customers will also want to buy them when they see it.” 

II Lack of Marketing Expertise 

For SMEs, the right choice of marketing strategies is sometimes more important than sufficient 

budget. Three participants claimed that they need to gain more marketing knowledge and expertise. 

Good online store management can attract customer with low cost, while wrong marketing 

decisions can cost money. Despite the insufficient digital marketing knowledge, some businesses 

owners said they learned how to manage their online store from Taobao University, which a 

platform founded by Alibaba Group providing lectures on building digital business (Gilchrist, 2018).   

 

Participant 2: “When my shop first opened, I did not know much about online store management or 

customer acquisition, and my shop did not have any visitors.” 

Participant 4: “… the marketing campaign cost more than 2 million on the through train, and only 

made a turnover of more than 13 million. In the final calculation, I have a loss of 1 million.” 

Online stores that transited from traditional business models found it difficult to adapt to internet 

changes, and they only applied certain features.  

Participant 7: “We did not study Taobao very deeply, and we mainly use live streaming feature, just 

to show the clothes to customers who are not able to visit our physical shop.” 

“It was difficult when I first started learning how to operate my online business, and it took me a 

while to get used to analyze my store data every day, but the now I think I'm proficient enough by 

taking courses from Taobao University. There are many free classes on Taobao University, and you 

can also learn from a paid personal instructor. 

III Lack of professionals to produce engaging content: 

SMEs are trying to attract customers on social media by entertaining content, however, they also 

lack the ability to produce engaging photos, articles and videos. Digital marketing content strategy 

focuses on creating consistent, relevant and valuable content for customers. The goal of content 

marketing was to encourage customer engagement and stimulate sales.  

Participant 2: “It is not easy to produce content that is interesting enough to attract followers, 

especially when you do everything on your own.”  

IV Trustfulness when cooperating with online influencers:  

Chinese SMEs considered cooperating with key opinion leaders (KOL) is an effective method to boost 

sales, since KOLs are able to influence a large amount of audience. However, five participants 

expressed their concern in the data trustiness. When companies pay for online celebrities to 
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promote products on live streaming, usually they need to pay both endorsement fee and 

commission. Sometimes the transaction cannot even cover the endorsement fee if few orders were 

from cooperating with a KOL. The disparity between the number of audiences and transaction come 

from two reasons. One, MCN agencies exaggerate audience data and exposure; Two, viewers may 

pay more attention to celebrities than products, especially when celebrities lack the product 

knowledge and expertise.  

Participant 9: “The biggest problem is the falsification of data when cooperating with KOLs. This is 

sometimes difficult to find before the campaign starts. Data like the number of audience and 

interaction rate looked nice, but the transaction volume could not cover our investment at all.” “The 

live steaming data is very good, but the sales data is very poor. Many MCN agencies produce the fake 

data, and the number of online users may be tens of thousands, but in the end, less than ten 

transactions were made.” 

4.2.6 Digital marketing trend in China 

When asked about future digital marketing orientation, participants expressed strong passion in live 

streaming, creating short video and managing private traffic. Videos are believed by retailers to 

better catch audiences’ attention, and interesting marketing content can promote interaction 

between sellers and customers (Gholston et al., 2016). 

I Short video  

Fragmented and stimulating information is preferred by most internet users. Characteristics like 

short time, high entertainment, convenient production and sharing have made short videos the 

naturally popular media for marketers. Moreover, as Douyin has been aggressively attracting users, 

small businesses in China have seen great opportunities in getting traffic by generating short videos.  

Participant 6: “Later, the focus of the content will be shifted to short videos, especially videos without 

filters. Because consumers can’t experience the effects of using beauty products online, more realistic 

videos without filters can increase their purchases. What’s more, on Douyin, a good video can gain 

much exposure very easily, I want to keep posting video to gain more traffic and customers.” “Will 

focus on doing live broadcast and producing short videos on Douyin, these are the hottest methods 

nowadays.” 

II Live streaming  

Live streaming has taken the lead in China’s e-commerce industry, as it can create surprising sales 

record. According to O'Ratings (2020), live streaming shopping market reached $449.5 million USD in 

China during China's Mid-year Shopping Festival. Chinese customers are accepting live streaming as 

a way to get personal shopping experience and great discounts. Although participants had 
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complaints and concerns for live streaming data, they still showed optimistic attitudes towards the 

future of live streaming marketing. Live streaming can also be used as a method to supplement 

product detail pages. For example, when presenter introducing a product, the video can be recorded 

and added to the product detail page on Taobao, and customers can watch the recorded live 

streaming video for specific introduction. Participants who expressed live streaming as a future 

digital marketing direction focused either on live streaming themselves, or on cooperating with 

celebrities for live streaming.  

Participant 9: “Later, I will focus on Taobao live broadcasts. I have to say that Taobao live broadcasts 

are very effective. Shops that obtain the right to emerge can easily sell tens of thousands of live 

broadcasts for an hour or two. This has become a hit for many merchants.”“We will also cooperate 

with KOLs on platforms like Douyin, Kuaishou, Red, to sell through live-streaming.” 

III Private traffic  

Effective management of private traffic can help brands, especially small businesses to retain 

customers. Since participants agreed that acquiring new customers is getting more difficult and 

expensive, they have become more aware of the importance of customer retention through private 

traffic management.  

“Old customers are the core of a store, and the cost of retaining one old customer is much lower than 

the cost of attracting a new customer. Our shop has 160,000 fans. For example, we are dedicated to 

giving these fan benefits, coupons, red envelopes, sending text messages during the New Years and 

festivals to receive exclusive red envelopes, and some VIP customers also have exclusive gifts. As a 

seller, the most important thing is to establish your own private domain pool to attract platform fans 

to yourself.” 

“In the future, we will manage our private traffic and subdivide our customers and products, and 

push the products to the corresponding people, to make sure their tags match according to the big 

data system. We will also cooperate with KOLs on platforms like Douyin, Kuaishou, Red, to sell 

through live-streaming. Now we emphasize the consumption upgrade, but I think it is more 

consumption classification. Not all people have the money to buy high-quality things, otherwise 

Pinduoduo won't be so hot all at once. We will pay more attention to the sinking market.” 

Despite participants’ confidence in private traffic, their abilities to manage private traffic varies 

slightly. For experienced retailers, they hired professionals to maintain loyal customers by regular 

greetings, personal promotions or special discounts, while for newly opened businesses, they are 

struggling to increase private traffic. 

Participant 11: “Now our customer service team will give notes and tags to customers. For customers 

with a high repurchase rate, we will ask customer service to regularly like and comment on the circle 
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of friends of these customers, and take the initiative to chat with them, because 80% of the WeChat 

back-end business, and the amount is contributed by 20% of customers.” 

4.2.7 Summary  

This section has presented themes emerged from multiple case studies across twelve small-and-

medium sized companies. Participants’ background, adoption of digital marketing 

platforms/strategies, challenges and future trends were introduced and discussed in this section. 

Findings from this section were fundamental for developing interview questions and content for 

New Zealand participants.  

4.3 Findings from New Zealand Marketing Experts 

4.3.1 Introduction  

This section presents findings from five interviews with New Zealand marketing experts, who have 

an average of ten-year’s experience in marketing field. Participants have different specialized area, 

like social media marketing and SEO. During the one-hour interview, each participant was presented 

with findings from Chinese SMEs in the format of PowerPoint slides, and was asked about their 

opinions on each marketing strategy. In this section, New Zealand participants’ previous knowledge 

of Chinese digital marketing industry, their opinions on each digital marketing platform and strategy 

used by Chinese SMEs, potential for New Zealand SMEs to advantage of digital marketing platforms 

and strategies used by Chinese SMEs, and barriers were presented.  

4.3.2 Previous Knowledge of Digital Marketing in China 

All participants mentioned that they had been aware of Alibaba. Participant A and participant D had 

personal experience in using Ali Express, and participant A used WeChat as well as WeChat Pay. 

However, they had overall preliminary understanding for Chinese digital marketing applications and 

platforms. Participants mainly gain digital marketing knowledge from U.S. instead of China, where 

was considered as a politically and culturally different country.   

“We don't even really consider what's going on in China, because we definitely feel like it's gated. It's 

true that it's scary for Kiwis, they don't know what's right. The culture is so different from New 

Zealand, but it's also very exciting for NZ companies to access a massive market that is in high 

demand of kiwi products.” Participant E  
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4.3.3 Opinions on Each Digital Marketing Platform/Strategy used by Chinese SMEs 

I Search 

B. Free Taobao Traffic 

a) SEO 

Compared to Chinese customers, who search products on e-commerce platforms, New Zealand 

consumers use Google as the major platforms when they search for items. When talking about SEO, 

New Zealand marketing experts focused more on the optimization of keywords rather than 

optimizing product details, customer reviews or store performance, which are key points from 

interviews with Chinese SMEs. All marketing experts agreed that Google is the most similar website 

as Taobao searching. Marketing experts believed that SEO on Taobao was similar to SEO on Google. 

Firms in New Zealand are adopting similar SEO techniques to benefit from Google traffic.  

“It is probably similar to Google's PageRank algorithm where result is most relevant to a given search 

term for a given boost. I think this strategy is possibly more important for small businesses, because 

every dollar they spend they need to further, so they need to make sure their targeting is very 

accurate.” Participant A 

“We use a thing called Google Search Console, which gives you a whole lot of free information about 

how many people are searching, finding you with what words where you are on the rankings, and it 

tells you a lot of things that might be wrong with the website stopping you from doing better. In 

addition, Google Trends can show you how popular a word is overtime, and can be compared to 

another one (word).” Participant C  

However, participants also expressed uncertainty towards New Zealand SMEs’ effective 

management of keywords optimization to increase website visits.  

“New Zealand SMEs do not quite understand SEO and its importance, they are using everything 

provided by suppliers. Some of them do a bit of SEO only when the website engineer tells them how 

to do. If they realize the importance, they will start to do it.”“We may do we may plan search engine 

optimization to generate a report like that and all the different keywords people are using.” 

Participant B  

Compared to keywords optimization, New Zealand SMEs were considered to be less proactive on 

optimizing product details such as pictures or videos or encouraging customer reviews. Participants 

regard major factors that affect New Zealand SMEs’ adoption of these techniques were size and 

perception.  

1) Optimize content/picture/video  
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Compared to Chinese SMEs, New Zealand SMEs apply more simplified approaches for processing 

the pictures, videos and descriptions on online stores.  

“Some of NZ firm may just use photos from supplies, and it's not differentiation reasons to 

choose the library. It also depends on if they are doing their own marketing or using a marketing 

agency/expert. I guess some firms' perception of marketing is pretty basic.” Participant A  

“New Zealand small business owners don't understand algorithms, and some companies take 

photos by iPhone or Android if photos are not provided by suppliers. There's much to do for NZ 

SMEs.” Participant B  

2) Encourage customer reviews 

Despite customer reviews are considered to be effective for improving the conversion rate in e-

commerce, New Zealand SMEs may have limited size to benefit from customer reviews.  

“The reviews I'm not sure whether we do, we do much in terms of reviews we used to but then 

people would just write random stuff. But on some bigger sites, I mean you tip crucial especially 

on places like Amazon. I don't think any of my customers are really big enough to worry about 

reviews too much.” Participant A 

3) Optimize store performance and ranking 

Since Taobao algorithms present stores with higher ranking to the top, Chinese SMEs monitor 

store performance on a daily basis. Despite that the algorithms of Google do not include the 

business performance like favorite rate or repurchase rate, and e-commerce performance is not 

a factor that affect searching results. However, Google has a PageRank(PR) algorithm, which is 

used to measure the importance of websites, so more important websites are likely to receive 

more links from other websites (Google, 2020b). However, the algorithm of ranking and 

searching results is not widely used by New Zealand SMEs. Although New Zealand SMEs have 

not started to focus on producing their own product details or encouraging customer reviews, 

experts believed that these strategies would improve online busines.  

“it's always a priority is do a really good job and having good products, encouraging feedback, 

because that will build the confidence of the people purchasing versus paying.” Participant D 

“a small percentage of the big companies that would be looking at it every day, they would have 

a marketing team. Maybe we'll have two or three marketing people maximum and mostly my 

like graphic designers and they don't even know about the strategies.” Participant E 

b) Live streaming 

Apart from PowerPoint slides, participants were showed a video about how live streaming was 

adopted by Chinese SMEs and how customers could purchase from the links embedded in live 
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streaming. All marketing experts considered live streaming can be an effective tool for New Zealand 

SMEs, since live streaming provides customers a better direct-viewing experience and allows 

customers interact with streamers.  

“Many stores are finding it more and more difficult to keep physical stores and people coming 

through, so it's going to be online and see someone actually wearing it, and twirling around and 

answering questions and then putting something else on and showing them. It's only going to get 

more and more important. If you can do that all from your phone while you're on the way to work or 

whatever else to do. Pretty powerful.” Participant C 

In New Zealand, there is no similar platforms that SMEs can use to sell through live streaming.  

“There are no similar platforms yet. If NZ firms were to do live streaming, they'll need to be big 

enough to find someone to do that for them. I'm also not sure if we have enough audience 

considering our market size.” Participant A  

“No one is selling through live-streaming yet in NZ. Live-streaming is innovative, and it is a good idea 

for NZ business owners if we have the platform, my only concern is if we have enough audience.” 

Participant B 

Barriers for New Zealand SMEs use live streaming included the market size of New Zealand, SME 

owners’ perception and budget. Participant A, B, and C expressed concerns for the number of 

audiences, which could influence the live streaming effect and sales results. Participant A, C, and E 

believed that New Zealand SMEs would be hesitant to pay for someone do live streaming due to 

their limited budget. Participant D and participant E thought it would take time for SME owners to 

adapt to presenting products in front of camera.  

“I think it would take a while to kind of do it. I think any kind of live stream online video, yeah. takes a 

while for particularly small business owners to get comfortable with.” Participant D 

“From what I have experienced, I feel that many small businesses in NZ wouldn’t be confident or have 

the resources (time/personnel internally or money to pay an external provider) to adopt live 

streaming like the Chinese business do at this stage.” Participant E 

c) Persona tags match 

All New Zealand participants reported that Google Analytics can be used to analyze consumer 

demographics and find accurate users based on the tags match, while three participants mentioned 

the exact way of operating. However, New Zealand SMEs did not make the full use of it due to 

sophistication.  
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Google has similar algorithms that matches customers’ location, past search history, search activity 

and settings to searching results (Google, 2020b), but taking advantage of these algorithms could be 

difficult for New Zealand SMEs. Despite that Google searching and Google analytics are strong tools 

for online businesses, New Zealand SMEs lacked the understanding or professionals to make use of 

them.    

“Tags, per se. It's more so it's just one off many different dimensions Google uses to analyze, you 

know, how products that matches for a given person. They look at things like location. So how close 

are you approximately to the person searching for the thing? How likely is this person, actually, you 

know, what's the routine to their purchasing? And they just give them information? Yeah. Do you 

have relevant information? Or do you have an e commerce platform that they serve?” Participant A 

“I'm sure it's available. I know that a lot of them don't even use Google Analytics. They just don't 

understand the power of data or they get overwhelmed by it. Looks quite a simple kind of structure. 

You know, when you go into Google Analytics, it's kind of like, oh, there's so much information to 

focus on. And they go to Shopify or WooCommerce, which kind of give you the real basic stuff.” 

Participant D 

“… you need a developer to make sure that the information is pulling through properly and you need 

to lead up conversions annually. You need to connect it with your ecommerce store. Yes, not 

seamless, it's not easy for a business to do it on their own a lot. So oftentimes, that will get missed.” 

Participant E 

C. Paid Taobao Traffic 

a) Sponsored search 

Sponsored search is very similar to Google Adwords. According to participants, New Zealand 

SMEs were aware of Google Adwords or other sponsored searching tools, but their limited 

budget could be a constraint.  

“Small businesses have limited budget; my client would rather spend money on social media 

instead of Google Adwords.” Participant B 

b) Taobao influencer 

New Zealand marketers reported that influencer marketing had been used by retailers, yet no e-

commerce platform in New Zealand had similar influencers or commission systems.  

c) Shopping festivals 
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Boxing Day or Black Friday has been opportunities for New Zealand retailers to promote, 

however, compared to Chinese SMEs, who are using each festival as shopping festival to drive 

sales, New Zealand businesses focus on limited dates.   

II Social Media 

Since social media used in China are fundamentally different from that in New Zealand, in this 

section participants were first introduced social media features and functions, and then asked about 

similar social networks used by New Zealand SMEs, and how these similar networks can be applied 

as the way of Chinese small businesses.  

Overall, among all the social media presented in the interviews, only Douyin has its equivalence as 

TikTok, which is still less sophisticated in terms of business functions. WeChat, Weibo and 

Commission APPs have only similar platforms in New Zealand, while Red has no comparable 

platforms. In addition to content marketing, SMEs are also suggested to encourage UGC (Mussol et 

al., 2017). Chinese small business managed their UGC mainly on Taobao customer reviews and Red, 

which are major places customers visit when they look for reviews. Social media such as Weibo and 

WeChat were also considered by Chinese SMEs for creating word-of-mouth effect. 

A. WeChat 

Facebook was reported as the most equivalent social media to WeChat. WeChat’s messaging and 

moments features are like Facebook messaging and Facebook wall. Facebook business page and 

messenger were the main functions most by New Zealand SMEs to engage with customers.  

“Facebook can either build a few had a successful app, that a lot of people using Facebook or just 

build it themselves. Businesses can also create customer groups, since messenger is getting better. I 

still wouldn't say that it's a significant traffic enabler for businesses. I guess. That's probably come. I 

think messenger is relevant because businesses aren't providing enough information about products. 

Yes, you need to be able to ask more questions.” Participant A 

“My clients are sending messages to customers by Facebook, but they are not building groups yet. 

And they are definitely posting on their Facebook pages.” Participant B  

Problems associated with using Facebook including the information privacy issue and excessive 

advertising, which prevented users from using Facebook.   

“In addition, in NZ, people don't like the idea of private companies in control of all that sort of stuff. 

“ Participant C 

“But now it's coming on past the point where it's just so much advertising. Facebook, or Instagram 

was similar. But now it's coming on past the point where it's just so much advertising.” Participant D  
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However, WeChat has more features for businesses that are not available on Facebook. For 

example, WeChat Mini-Apps, marketplace, and payment. Participant A and participant C mentioned 

that businesses used to be able to build their own APPs with Facebook, but this feature was not 

prevalent anymore. 

“Facebook used to have, like a developer community where you could develop your own apps. It's not 

very prevalent anymore.” Participant A 

 “in Facebook, who started lots of apps within Facebook that people were making, and even the ASB 

bank created an APP on Facebook, but I think Facebook tried to stop. … I think Facebook probably 

thought, well, we'll just create our own marketplace app. If you want to sell stuff. Yeah, you can sell it 

on Facebook, but it has to go through our app so that we can make money from you. They also 

probably had a bit of a security risk for some sort of platform. It's hard enough to keep the platform 

secure.” Participant C 

 WeChat (China) Facebook (New Zealand) 

Messaging Yes Yes 

Content Posts Yes Yes 

Mini-programs Yes No 

Business Account Yes Yes 

Payment Yes Not Yet 

Table 5: A Comparison of WeChat and Facebook Functions 

Compared to WeChat, Facebook lacks functions of mini-program and online payment. The absence 

of these two functions make digital marketing and e-commerce become less convenient for 

customers and marketers. 

B. Douyin 

TikTok has already been popular among New Zealand young people. However, compared to Chinese 

Douyin, TikTok is less sophisticated in terms of promoting business. On Douyin, retailers can add 

their product link to a video, or sell directly on live streaming, but these function are not yet 

available on TikTok. New Zealand marketing experts considered the influencer marketing on TikTok 

to be effective despite that the target consumers were from a younger group. New Zealand 

participants who have used TikTok considered it an effective channel for digital marketing, while 

others focused on its young user group and difficulties in producing short videos. 
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“I think TicTok appeals the probably slightly younger user base. But it’s engagement is a lot higher 

than any other social media platform. My niece is using TikTok, and if there was ability for the people 

that she follows the influences to buy products, she probably would.” Participant A 

“I think NZ businesses can promote in this way on TikTok when this function is available.” Participant 

C  

“I have a friend who used TikTok for marketing, and she gained a lot of orders from TikTok.” 

Participant D 

In addition, participants believed that the product link and live streaming sell would be powerful if 

these functions were available.  

“Functions are more sophisticated on Chiense TikTok, if we have the shopping cart or the link that 

can be added to each video, I think my clients would definitely do it.” Participant B 

 “Many kiwis are doing live streaming on TikTok. Businesses should consider Tik Tok more seriously. A 

lot of people have the barrier to going onto those platforms. They might think: I've got to produce a 

really great video or I don't have the time or the skills to do that or hire a professional. ” Participant E 

Table 6: A Comparison of Douyin and TikTok Functions 

There are more business-friendly functions on Douyin. For example, marketers can add product 

shopping links on short-video, making it easier to increase conversion rate. Moreover, business can 

sell through live streaming, which is also embedded with shopping links. Finally, Douyin has an 

official platform that matches business with influencers for promotion. However, these functions are 

not yet available on TikTok. 

C. Weibo 

The New Zealand equivalent social platform of Weibo is Twitter, however, SMEs in New Zealand do 

not use Twitter as a platform for promoting businesses. In addition, customers do not use Twitter as 

much compared to Facebook or Instagram.  

“I think Twitter is is is still being used, but I don't think is as as prevalent as it used to be. I think 

probably five, six years ago, Twitter reached its peak in New Zealand. I think businesses found it was 

 Douyin (China) TikTok (New Zealand) 

Add product links Yes No 

Live streaming sell Yes No 

Influencer 

marketing Platform 

Yes No 
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good for building engagement with customers. But I don't know the NZ businesses knew how to 

capitalize on that how to effectively sell through a different network. I think that we're still trying to 

drive people to walk in the front door.” Participant A 

“Not many businesses are using twitter, which is hard to understand, with many negative things.” 

Participant C  

 Weibo (China) Twitter (New Zealand) 

Link to e-

commerce 

platforms 

Yes No 

Sponsored Ads Yes Yes 

Table 7: A Comparison of Weibo and Twitter 

D. Red 

Although Red has proved its success in Chinese market, there has not been a similar sized platform 

for customer reviews. New Zealand marketing experts mentioned similar platforms like Yelp, 

Facebook Reviews, Google Reviews and customer.co.nz, but these platforms are not comparable to 

Red in terms of size and functions. 

“Similar platforms include Yelp, which is review platform from U.S., and NZ businesses are good at 

this using Facebook reviews and Google reviews. I think businesses and New Zealand should do well 

is ask the estimates to provide a review. I think that's probably the single biggest factor for new 

customers to influence them. And their purchasing is based on based on reviews, independent 

reviews. Businesses sometimes provide customers incentives to write reviews, but a lot of the time, 

just they just asked for. And if they provide good customer service, or the product is very good, 

customers are often quite obliging and rewarding those reviews.” Participant A  

E. Commission APPs 

Participants believed the Chinese Commission APPs used similar marketing strategy as affiliate 

marketing, from which customers could earn commission by promoting products to their friends. 

Similar platforms mentioned by experts include: Amazon, Ali Express, Grab One, Shopify.  

However, experts have varied opinions on its effectiveness. Participant A thought New Zealand 

market size, people’s lifestyle in some regions, and customer habits were major barriers for affiliate 

marketing development. While participant C believed that affiliate marketing had been abused, 

since people took advantage of the affiliate policy to make money. Participant D considered related 

regulation was the barrier, since he/she used to benefit from affiliate marketing but stopped 

because of the new advertising standards:  
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“It's been around for years, but I never found it worked particularly well, but it could be quite 

different now. But anyway, Amazon affiliate marketing was years ago. People would set up their own 

website, which was basically a copy of Amazon. Just hoping that they get people clicking on links. 

Sharing to your friends might work, but it's only for bigger sites like Amazon. I was in charge of the 

affiliate program for an email software, like anti-spam software about 15 years ago, and only about 

two or three of all the affiliates were making any serious money.” Participant D 

III Private Traffic 

According to the experts, New Zealand SMEs have already adopted email marketing, Facebook Page 

and Instagram official account for customer engagement, as a form of private traffic management, 

but since “private traffic management” is not yet a specified field in marketing, New Zealand small 

business only applied fundamental techniques of private traffic management.   

“This is probably the one thing that I find New Zealand businesses do well is generating what you call 

private traffic. Not so much on the text messaging, although that is that is happening more. I once 

set a campaign for one of my customers, and they got probably a 50% or higher read rate on emails. 

It's really high.” Participant A 

Perceived barriers included different mindset and regulation. Chinese SMEs usually provide red 

pocket or coupon as incentives for customers to join social media groups or follow accounts, which 

would not be effective in New Zealand, since customers have different mindset. In addition, New 

Zealand has strict regulations on sending text messages or emails to customers. Without consumers’ 

explicit permission, business may not send advertisement by email or by text messages.  

“There are interesting rules around texting in New Zealand that I found interesting when I was 

looking at that because a lot of companies overseas use text. But you have to be really careful in New 

Zealand. You can't push any text messages without explicit permission. And a lot of the mass text 

apps that you can use overseas, you can't use here.” Participant E 

4.3.4 Possibilities of using Chinese platforms/strategies by New Zealand SMEs  to sell in 

New Zealand 

All participants agreed that New Zealand SMEs could use some of Chinese digital marketing 

strategies to sell in New Zealand. However, the availability of technology, platforms and 

professionals were considered to the major barriers. In particular, video, live streaming, and 

targeted group marketing were believed to be the most effective methods for New Zealand SMEs 

sell in New Zealand.  
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“I think there are a lot of cues that we could take from, you know, from you sort of mentioned 

about, I think China is surging in terms of technology, and things like COVID-19 have accelerated and 

moved us to a cashless society. There's still more that we could do.” Participant A 

“NZ firms' techniques on platforms that have driven through America, we'll be interesting to see 

how that goes.” Participant E 

4.3.5 Possibilities of using Chinese platforms/strategies by New Zealand SMEs to sell into 

China 

Business looking to sell into Chinese market definitely need to use the local strategies and platforms. 

However, for New Zealand firms, who are faced language and cultural barriers, they need to use 

reliable intermediate that are familiar with Chinese market.  

“If you want to sell into China, you have to use local platforms, but New Zealand firms can't use the 

strategies or platforms themselves, they have to ask someone.” Participant B 

“I know one company is struggling with trying to build an effective presence on Chinese social media 

themselves. And they were using some local partners to try and do that. But they weren't really 

getting a good quality campaign.” Participant A  

4.3.6 Barriers for New Zealand firms to learn Chinese strategies and platforms 

Major barriers perceived by New Zealand marketing experts involved language and culture, which 

are fundamentally different from New Zealand. Other factors included attitudes and technology 

adoption. Culture was considered to be the major barrier for marketing knowledge transfer from 

China. Chinese consumers have distinctive shopping habits compared to New Zealand customers. 

Sellers therefore need to adjust their marketing strategies correspondingly. Participants reported 

the difficulty they encounter when they needed to acquire information of Chinese online marketing 

since they did not comprehend Chinese, they had to rely on websites written by westerners instead 

of local marketers.    

“… but there are a couple of barriers, like the use of technology, integration, and attitudes. 

Everything you just talked about, like live shopping, video, and payment, starting to really prioritize. 

In terms of the business owner themselves coming to terms with the new technology. But also, we 

take them a while to adopt new technology, but the short-video, absolutely.” Participant D  

“But the main barrier will be that you're not sure how, what Chinese people want to see or like.” 

Participant E  
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4.3.7 Summary  

This section presented findings from five interviews with New Zealand marketing experts, who were 

introduced digital marketing strategies and platforms used by Chinese SMEs and asked questions 

correspondingly. The interviewed marketing experts provided constructive opinions and advices on 

New Zealand SMEs’ business growth by adopting marketing strategies from China. Short videos, live 

streaming and accurate targeted groups were considered the most effective digital marketing tools 

by New Zealand experts.   

Barriers to learn from Chinese SMEs were also identified. Language and cultural distance were 

perceived to be major challenges, while technology availability as well as SME owners’ capability 

may also pose threats to knowledge transfer.  

4.4 Summary 

This chapter presented findings from interviews of two groups of participants, twelve business 

owners/marketing managers from twelve Chinese SMEs and five New Zealand marketing experts. 

Twelve Chinese participants first completed online survey and were followed up with online in-depth 

interviews, while five New Zealand marketing experts were interviewed face-to-face. The findings 

from Chinese participants were organized according to repeated themes across case studies, and 

were later presented to New Zealand participants for comments and professional opinions on the 

potential of application by New Zealand SMEs.    
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CHAPTER 5: Discussion 

 Introduction 

This chapter aims to synthesizes and discusses the results in light of research questions and 

literature review. 

With the aim of exploring digital marketing applications by SMEs in China, and the potential to 

extend to SMEs in New Zealand, the main question this study is seeking to answer is:  

What is the potential for New Zealand SMEs to develop their digital marketing capabilities by 

learning from the experience of Chinese SMEs' adoption of digital marketing applications?  

The main question can be further broken-down to two subside questions:  

1) How are SMEs in China adopting digital marketing strategies and platforms? 

2) Can New Zealand SMEs learn from Chinese SMEs' adoption of digital marketing for SMEs in 

New Zealand? 

To answer the first sub question, findings of digital marketing strategies and platforms used by 

Chinese SMEs have been examined based on the following three themes:  

a) Chinese SMEs: application of digital marketing strategies and platforms; 

b) Chinese SMEs: difficulties in adopting digital marketing strategies;  

c) Chinese SMEs: digital marketing trends.  

Accordingly, each strategy and platform used by Chinese small business had been evaluated by New 

Zealand marketing experts, aiming to answer the second sub-question. Findings from interviews 

with New Zealand marketing experts were categorised into three groups:  

a) New Zealand marketing experts: previous knowledge of digital marketing strategies in China;  

b) New Zealand marketing experts: opinions on digital marketing strategies and platforms used 

by Chinese SMEs; 

c) New Zealand marketing experts: barriers for New Zealand firms to learn from China.  

 Interpretation of Findings from Chinese Participants 

5.2.1 Introduction 

This section intends to answer the first sub question by discussing findings from Chinese 

participants. Each strategy and platform used by Chinese SMEs for digital marketing will be 

discussed. Moreover, challenges faced by Chinese SMEs and digital marketing future trends in China 

will be presented and related back to literature.  
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5.2.2 Application of digital marketing strategies and platforms  

 

Figure 6: Chinese SMEs' Online Traffic Sources 

This study’s conclusion of Chinese SMEs are effectively adopting online marketing strategies and 

platforms agrees with findings from Fan (2019), who claimed that Chinese small business should 

take proactive approaches to engage with online customers and be updated in a fast-changing digital 

environment (Fan, 2019). Chinese SMEs hold positive attitudes towards digital marketing 

effectiveness. In addition, they have been constantly enhancing their online capabilities. Findings 

from Chong et al. (2011) can further explain this phenomenon. Chinese SMEs have the potential for 

developing a better understanding and measurement of marketing activities, due to global 

competition, technology infrastructure innovation, and information visibility (Chong et al., 2011).  

I Searching Traffic 

Searching, social media and private pools are three major sources for Chinese small business to gain 

customer traffic. Chinese consumers rely on e-commerce marketplace rather than search engines 

when they make online purchases, and e-commerce platform like Taobao has developed 

sophisticated algorithms to satisfy customers searching demand and present searching results based 

on personal interests. Accordingly, retailers on Taobao studied its algorithms and optimized their 

online stores in order to stand out from their competitors. Small businesses had to make use of their 

limited budget; hence they turned to free traffic and applied every resource to increase their related 
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knowledge. This result indicates that Chinese SMEs are actively enhancing their online marketing 

techniques in a systematic way, and it contradicts the claim made by Gilmore et al. (2004), who 

considered SMEs’ marketing strategies were informal and reactive.  

III Free Taobao Traffic 

To optimize search results on Taobao, Chinese SMEs study Taobao algorithms and follow each 

update. Past literature exploring Taobao algorithms focuses on technological aspects rather than 

applications from business’s perspectives. Sellers on Taobao have access to free tools for analysing 

and optimizing words for product titles, and they conduct A/B test for product picture optimization. 

In addition to product title and detail optimization, customer review is also considered as an 

effective tool to increase conversation rate. Past research also indicates that customer reviews may 

provide a more comprehensive picture, and positive reviews may increase WOM effect (Trenz & 

Berger, 2013). In addition, sellers’ responses for negative reviews may influence consumer shopping 

behaviour (Liu et al., 2020).  

Live streaming was considered as one of the most effective digital marketing tools by Chinese SMEs. 

Since it had become increasingly difficult for small business to gain online customers on Taobao, 

Chinese small retailers chose to invest time on live streaming platforms to engage with consumers in 

a more direct way. Shop owners can either hire a model as the presenter or present products 

themselves. Livestreaming channel was built within the Taobao APP since 2016 (36Kr, 2019), and it 

now has mature and streamlined features for both retailers and customers. For example, customers 

can ask questions, which will be answered with visualization by presenters immediately, and 

customers can get coupons, red pockets, and purchase directly as they watch the live streaming 

show. According to Chou (2020), consumers were spending more than 350,000 hours each day on 

Taobao Live by 2019, and the GMV value generated by Taobao Live grows by 150% each year. In 

April 2020, Alibaba Group announced the assistance program, aiming to support over 200,000 brick-

and-mortar retail shops by providing extra online exposure on Taobao Live (Chou, 2020).  

Researchers also noticed the effectiveness of live streaming platforms in terms of customer 

communication (Gong, Ye, Liu, et al., 2020; Gong, Ye, Wu, et al., 2020; Wongkitrungrueng & Assarut, 

2018). This study confirms the findings from Wongkitrungrueng and Assarut (2018) that live 

streaming method is beneficial regarding building trust and maintain customer loyalty. Moreover, 

this study contributes to the literature by providing new perspectives of live streaming adoption and 

usage, such as gaining accurate online customers, increasing sales as well as conversion rate, and 

supplementing product details page.    
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Data was one of the major tools used by Chinese SMEs to increase business performance. As Pranjić 

and Rekettye (2019) stated, big data implementation may help firms generate enormous benefits, 

and this study showed similar results. However, this finding disagrees with the results from 

Mohamed and Weber (2020), who claimed that SMEs had low awareness of data benefits and 

inadequate knowledge of big data power. Chinese SMEs showed great enthusiasm for using big data 

to empower their online business, the reasons can be several. First, the fierce competition in e-

commerce industry has been driving SMEs to operate their online shops with more data-driven 

techniques. In addition, despite that human capital remains the biggest obstacle in big data 

implementation (Pranjić & Rekettye, 2019), Taobao sellers have free access to Taobao University and 

easy data analysis tools, which provide techniques and information to boost online performance. 

Finally, the whole society of China is passionate about information technology, and Alibaba Group is 

using big data and AI to create enormous business miracles, which drives SMEs to follow Alibaba’s 

rules and stay updated with the innovative application of information technology.   

B. Paid Taobao Traffic 

a) Sponsored Search:  

Similar to Google AdWords, Taobao provides both pay-per-click (CPC) (which is called Express Train) 

and pay-per-mille (CPM) (named Drill) advertisements. The results showed that sellers with more 

experience tend to use paid advertisements, while the new sellers were more careful and 

conservative when it comes to paid traffic. Participant 5 thought highly of shop attributes 

digitalization, which could help to Taobao searching accuracy. This result is in line with findings from 

Richards and Li (2018), who believed sponsored searching advertisement on Taobao would become 

more sophisticated and monetized in terms of customer search.  

b) Taobao Influencer:  

Cooperating with influencers has been proved to be effective method to increase SMEs’ 

competences (Rizomyliotis et al., 2018). In 2020, influencer marketing is considered to represent a 

$10 billion USD industry (Haenlein et al., 2020). In this study, Chinese SMEs cooperated with Taobao 

influencers mainly in two ways: live-streaming and Taobao blog posts. Compared to western 

countries, retailers in China adopt some unique strategies and distinctive platforms when it comes to 

influencer marketing. In addition, Taobao’s social media aspects have been overlooked by 

researchers. Therefore, findings of Taobao influencer marketing could not be related to past 

literature.     
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c) Shopping Festival  

The fact that Chinese SMEs took advantage from shopping festivals on Taobao aligns with the 

literature regarding marketing plan’s importance to the success of small business (Parry et al., 2012). 

Chinese SMEs on Taobao are benefiting in terms of saving operation budget. On large e-commerce 

platforms, SMEs are able to follow planned marketing activities and they do not need to make 

promotion rules or set up online systems to support promotion. The most famous shopping festival 

in China is called Double 11, and it has been well studied. For example, Yang et al. (2018) found out 

that consumers’ purchase intention may be influenced by shopping atmosphere, and Zhao et al. 

(2019) confirmed that Chinese Millennial is the mainstream shopping power for Double 11 shopping 

festival.  

II Social Media Traffic 

Chinese participants reported that the most used social media were WeChat, Douyin, Weibo, Red 

and some commission APPs. In China, the social media are distinctive from western countries, where 

Facebook, Instagram and Twitter are dominating. In recent years, TikTok by Byte Dance is receiving 

increasing popularity among younger populations. However, TikTok has less features for business 

compared to Douyin, which allows users to add shopping links to videos and in live streaming.  

Chinese social media platforms’ linkage with e-commerce platforms has made it easy for retailers to 

boost sales. For example, social media such as Douyin and Weibo are linked to Taobao, while 

WeChat and Red has their own e-commerce platform and Taobao links are not accessible on them. 

The reason for these social platforms’ linkage to different online marketplace is investment 

relationships. Since 2013, Aliababa Group has been keen on investing social networks including 

Weibo, with the purpose of creating an integration of social media and e-commerce, or social 

commerce (Kwahk & Kim, 2017; Reuters, 2013). While WeChat was developed by Tencent, Aliababa 

Group’s major competitor. As a social commerce platform, Red features in UGC and cross-border 

commerce (Yan et al., 2017), and it is unique in China as no comparable or even similar platform is 

available in New Zealand. Red is based on shopping experience sharing within community and 

decentralized UGC model (Yan et al., 2017). Users on Red can see shopping experience, product 

reviews, travelling experience from other consumers, and they can like, comment, repost and collect 

the good quality content. Chinese SMEs made use of Red by creating content themselves or 

cooperating with KOLs to acquire new customers, and they believe that new customers were easily 

attracted by positive reviews from others. This finding is in line with the statement from Yan et al. 

(2017), who considered adequate exposure of product content can increase customers’ sense and 

interest. Rizomyliotis et al. (2018) made similar conclusions, as stating that online WOM would have 

positive influence on sales performance.   
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The fact that Chinese SMEs’ were using social platforms and customers interactions to boost sales 

can be related to social commerce, which is an concept from Web 2.0, and e word-of-mouth 

(eWOM) becomes significant for online business (Huang & Benyoucef, 2013). All mentioned social 

networks in this study are built with functions for users to share, purchase, and write customer 

reviews. In addition, since WeChat Pay and Alipay are dominating Chinese online and mobile 

payment sector, consumers enjoy a more convenient online shopping experience.  

This study also showed that SMEs focused more on social media content for building successful 

marketing campaigns, which is due to the fact that SMEs have limited resources. This result is in line 

with the research by Kraus et al. (2019), in the sense that SMEs had to compensate their weakness in 

budget and create engaging content.  

III Private Traffic 

As a new term emerged from digital marketing field, research examining the topic of private traffic 

have not been found. Private traffic has become one of the most discussed marketing techniques in 

China. The term of private traffic has been receiving more searches since 2019 on Baidu Index 

(Baidu, 2019). Chinese marketers are exploring cost-effective methods such as private traffic as a 

response to the competitive e-commerce market as increasingly expensive customer acquisition 

cost. As Majid (2020) stated, customer acquisition can become a major cost for companies, while 

customer retention may help bring profitable and long-lasting relationships with customers 

(Giovanis & Athanasopoulou, 2017). Large organizations in China are actively building CRM systems 

and applying social media to manage and retain loyal customers, while SMEs focus more on low-cost 

social media channels.   

Chinese customers showed relatively accepting attitudes towards joining brands’ private traffic 

pools. According to the data from iiMedia (2019), only 7.6% of Chinese customers were against 

private traffic, while 30.8% of the respondents expressed that they would support brands private 

traffic operations. One of the reasons for customers’ supportive attitudes is that digital marketing is 

becoming more common and accepted in China, and from consumers’ perspectives, private traffic 

operations allow them to get updated news and promotions from brands they like.  

5.2.3 Difficulties Encountered by Chinese SMEs in Adopting Digital Marketing Strategies 

This study identified four key challenges for SMEs to apply digital marketing strategies: marketing 

budget, social media content, digital marketing expertise, and false data when cooperating with 

KOLs. Marketing budget has been a common challenge for SMEs, particularly for new business 

(Evans et al., 2002; Vassileva, 2017). Budget and financial resources have been well discussed in 
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literature as the biggest challenge for SMEs’ development (Hyz, 2019; Li & Hendrischke, 2014; Wu, 

2019).  

Previous literature studied the challenges for SMEs’ digitalization involve employee expertise, 

strategies, and financial resources (Eller et al., 2020; Gutierrez-Leefmans et al., 2016). Due to the 

limited size of SMEs, small business owners usually have to act in multiple roles, and they tend to be 

less specialized in creating engaging digital content that requires creating consistent, relevant and 

valuable content for customers. Chinese participants aimed at producing marketing content that 

encourage customer engagement and stimulate their shopping behavior, but they did not show 

satisfaction with the content they created. This finding align with the statement of Pulizzi and 

Barrett (2009), who believed that content marketing is a technique to attract and engage with 

targeted audiences with the potential buying or communicating behaviors. Compared to self-

generated content, Chinese small business showed more proficiency in user-generated content 

(UGC) management, mainly through Taobao customer reviews and Red, which are major places 

customers visit when they look for reviews. Social media such as Weibo and WeChat were also 

considered by Chinese SMEs for creating word-of-mouth effect.  

Digital marketing knowledge or expertise is one of barriers to adoption of digital marketing by SMEs 

(Cheng et al., 2016; Gutierrez-Leefmans et al., 2016; Kraus et al., 2019). As Taobao University is the 

main source for Chinese SMEs to learn online marketing techniques which focuses on Taobao, small 

businesses need to expand their knowledge of other social media platforms. SMEs owners’ 

willingness to pay for digital marketing agencies or training is another issue, since they focus on the 

sales performance in order to survive (Karami & Naghibi, 2014).  

The fact that Chinese SMEs have concern on data authenticity is unique. There have not yet been 

any research findings reporting false data as one of challenges in SMEs’ application of digital 

marketing. In China, the vast majority of top-tier and mid-tier online celebrities work with an MCN, 

which consolidates KOL resources across different social networks. (Parklu, 2020). According to 

Statista (2020), MCN market size is expected to reach $8.2 USD in 2020. Despite the rapid growing 

speed, falsifying data has become one of the major problems associated with MCN industry. The 

participants in this study repeatedly mentioned that they had suffered from fake data from 

cooperating with KOLs during live streaming and sponsored advertisements. As a matter of fact, 

larger brands have similar problems when cooperating with MCNs, and sales results are not 

guaranteed before working with them (Parklu, 2020).   
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5.2.4 Digital Marketing Trends for Chinese SMEs 

Chinese participants considered short-video marketing, live streaming and private traffic as 

promising methods for boosting online performance. The development of mobile payment, e-

commerce platforms and social media platforms are fundamentals for digital marketing innovation.  

Short video may provide a more direct and versional experience for consumers. Online customers 

are attracted by stimulating information, and engaging short video can present products and provide 

more details than pictures.  

Through live streaming, customers can have a more straightforward visual experience by the 

demonstration of how products are made and used, ask question and get answers in real time, and 

participant in live activities such as lucky draw and coupon promotion. Sellers can make use of the 

interaction during live streaming by presenting their personalities and background information, 

which enhance customers trust as well as loyalty. Wongkitrungrueng and Assarut (2018) divided 

customer trust into trust in sellers and trust in products, and stated that live streaming would 

enhance both consumers’ trust in products and sellers. Live streaming can create an immersive 

environment that stimulates social presence and human touch without real contact (Gefen & Straub, 

2004). In addition, the two-way communication during live streaming is also seen as a benefit for 

promoting purchasing behaviour (Li et al., 2018). E-commerce and social media platforms in China 

are also developing their own live streaming platforms and have supporting policies such as extra 

exposure and lower rates. Taobao Live and Douyin Live were two most mentioned platforms for live 

streaming, since they have most online customers and smooth shopping experiences. Taobao live 

announced the plan of supporting physical retail shops as well as marketplaces to take advantage of 

live streaming and increase their business (Chou, 2020).        

5.2.5 Summary 

The first part of findings answered the first sub research question “What digital marketing strategies 

and platforms are Chinese SMEs using?” by looking into each online marketing techniques and 

channels, which were divided into different categories based on a priory marketing knowledge. 

Digital marketing is the technique to enhance each factor in AIDA (awareness, interest, desire, 

action) model and gain online customers from available channels. This section’s discussion of 

challenges as well as future trends supplement the overall framework of SMEs’ online marketing 

concept. Taobao was the only e-commerce platform discussed in this study in consideration of its 

large market share, innovative aspects and integration of social networks. Results were evaluated in 

discussion and related back to theoretical frameworks presented in chapter two.      



 

104 
 

This study demonstrated sellers on Taobao made full use of each platform by exploring platform 

algorisms and rules, consumer habits and customer interaction techniques. Due to the fierce 

competition in Chinese e-commerce industry and increasing cost of acquiring customers, small 

business owners had to boost their knowledge on using free channels, engage with loyal customers 

and maintain online store performance. SMEs’ difficulties of adopting digital marketing techniques 

involved insufficient budget, knowledge, expertise as well as trust for KOL cooperation data. Despite 

these barriers, Chinese participants showed an optimistic attitude towards online marketing impact 

on store performance, and stated that they would focus on creating short video, live streaming as 

well as manging private traffic.   

Findings from Chinese SMEs revealed some special features that exist only in China. The use of live 

streaming, private traffic management and big data analysis are updated topics that have received 

little attention from researchers. Businesses’ concerns for data falsification in live streaming is also 

unique, and reflects some major issues in the rapid development of digital marketing channels.       

 Discussion of Findings from New Zealand Participants 

5.3.1 Introduction 

Aiming to answer the second sub research question, this section summarises and discusses findings 

from New Zealand participants. This section first presents interpretation of New Zealand digital 

marketing experts’ previous knowledge of digital development in China, followed by a discussion of 

New Zealand marketing experts’ perceptions of each digital marketing strategy and platform used by 

Chinese SMEs. Barriers for New Zealand SMEs seeking to learn digital marketing applications from 

China and potential will also be discussed. In the end, the likelihood of transferring (LOT) model will 

be suggested, which is an extension of the technology acceptance model developed by Davis et al. 

(1989). 

5.3.2 Previous Knowledge of Digital Marketing Platforms/Strategies in China 

Despite that New Zealand marketing experts mentioned some Chinese platforms such as Alibaba, 

WeChat and TikTok, they have very limited knowledge about the Chinese SMEs’ digital marketing 

application and Chinese consumers’ shopping behaviour. The fact that innovation happened in China 

is not widely spreading reflects the cultural and language difference’ negative impact on knowledge 

transfer. This finding agrees with the statement of Tan and Gartland (2014). In addition, the fact that 

New Zealand participants felt that China was “gated” reflects political system’s influence on 

attitudes towards digital development in China.  
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5.3.3 Perception of Chinese Digital Marketing application 

I Traffic from Taobao Search 

A. Free Traffic 

In New Zealand, there is no comparable e-commerce platform to Taobao, which integrates social 

media function, online shopping, Google Analytics, and Google AdWords. From the perspectives of 

gaining online customer, Google was discussed during interviews in order to correlate with Taobao. 

Strategies including search engine optimization (SEO), persona tags match and sponsored search 

were used by New Zealand SMEs on Google, while Taobao influencer marketing was considered 

similar to influencer marketing strategy adopted on Instagram or Facebook. Google and Taobao have 

different focuses on algorithms in terms of searching.  Searching results from Taobao and Google are 

both personalized, based on users’ location, previous searching activities, meaning of query, 

webpages’ quality, relevance, as well as usability (Google, 2020b). Although Google is not a 

ecommerce platform, it collects consumer information including purchase history (Google, 2020c). 

Based on consumer searching activities, Google account settings, shopping preference, website 

preference, etc., Google is able to portray a clear picture of its users, which are useful demographics 

to online sellers. Accurate understanding of consumers allows retailers to advertise online with 

better results. Taobao have similar information and big data application for its online sellers to 

benefit from accurate targeted customers and achieve better outcomes. However, Taobao has 

through information of its users. As a dominant mobile payment APP from Alibaba Group, Alipay 

makes it convenient for customers shop not only from online platforms such as Taobao and Tmall, 

but also supports payment to brick-and-mortar stores. Therefore, the complementary offline 

payment APP, Alipay, makes Taobao become able to integrate consumers’ offline shopping 

behaviour with online activities, and achieve more accurate customer persona.  

Both Taobao and Google algorithms have been well studied (Guo et al., 2017; Lin & Yazdanifard, 

2014; Verma et al., 2015; Wang et al., 2018). Big data analytics has been developed and injected to 

online marketing practices to create personalized content and offers (Akter & Wamba, 2016). To 

make the most of organic searching results and paid advertisements from Google or Taobao, SMEs 

should be equipped with knowledge and expertise. However, New Zealand SMEs have a poor 

understanding of the power of big data compared to Chinese SMEs.   

There has not been a platform for live-streaming that supports online shopping links in New Zealand. 

The marketing experts thought live streaming was an innovative and effective way to communicate 

with customer, but their concerns for live streaming results included New Zealand’s small market 

size, SMEs’ willingness and abilities to present products by live streaming. Social media platforms 
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such as Facebook and Instagram have announced the launch of live streaming shopping function in 

2020, which enable retailers in U.S. to sell through live streaming (Potuck, 2020). In addition to live 

shopping, Facebook and Instagram are also adding the Checkout feature to make customers’ 

shopping experience more seamless and easier (Facebook, 2020; Potuck, 2020). Live streaming is not 

a new method in western countries. Facebook live and Instagram live launched in 2016, many 

marketers are still hesitant about using them (Whitney, 2020). With the integration of shopping and 

checkout, businesses can make better use of live streaming to promote sales. Moreover, TikTok 

announced its partnership with e-commerce platforms such as Shopify and Ntwrk in 2020 (Perez, 

2020; Williams, 2020), which brings more opportunities for online retailers to boost their sales 

through live streaming integration.   

Live streaming is considered as an effective strategy to increase customer engagement and drive 

business performance. Previous researches on live streaming recognized its contribution in 

stimulating consumers’ shopping intention, enhancing customer engagement, and building trust 

(Wongkitrungrueng & Assarut, 2018).  

Persona Tag Match:  Persona tags match was reported as a technique that was underused by New 

Zealand SMEs due to the lack of understanding and capability. According to participants, despite 

there was much space for New Zealand SMEs to boost their data abilities, Google Analytics was the 

major tool for tracking consumer demographics based on browsing or purchasing history for 

companies that adopt big data analytics approach. The topic of Google Analytics usage by e-

commerce has been receiving much attention since Google Analytics was released. Holmlund et al. 

(2020) stated that customer actions such as visiting an item page, adding products to shopping cart, 

and making payment were analysed and presented on Google Analytics dashboard, which would 

combine a user’s history and features to generate a probability vector. The probability vector can 

predict a customer’s possibilities of making a purchase, rather than the amount of transaction, and it 

helps marketers to target the right consumer group with advertisement campaigns or incentives 

(Holmlund et al., 2020). Personalized search and recommendation system that is based on past 

purchasing history, demographics and preferences have been used by major e-commerce platforms 

such as Amazon, eBay and Taobao (Le & Liaw, 2017). However, Amazon, eBay and Taobao that 

feature in big data analytics capabilities are not mainstream e-commerce platforms in New Zealand, 

and common platforms used by New Zealand SMEs such as Shopify and TradeMe were considered 

as less sophisticated in terms of data analytics.   

Google Tag Manager(GTM) was not mentioned by any New Zealand marketing experts during the 

interviews, despite its advantage of tracking and collecting marketing data. Released in 2012, Google 
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Tag Manager can be used to deploy as well as store the tags, and transmitting data points to Google 

Analytics for analysing website data (Google, 2020d). In addition, few researches studied the 

application of Google Tag Manager in e-commerce settings.  

B. Paid Traffic 

New Zealand participants considered sponsored search marketing and influencer marketing as 

mature digital marketing strategies in New Zealand. These two strategies have also been broadly 

discussed by past literature. Sponsored search marketing, or paid search marketing is defined as the 

seeking to gain online visibility on search engines through paid approaches (Moran & Hunt, 2014). 

Paid search marketing has become a dominant form of online marketing, and the article by Laffey 

(2007) has illustrated the mechanics of paid search marketing operation throughly. Marketing 

experts from New Zealand compared Taobao sponsored search to Google Adwords campaigns. They 

also expressed that SMEs may have limited budget to spend on Google Adwords, and they response-

marketing first like social media instead of branding. This finding is in consistant with results from 

Santra (2018), who found out that the budgetary issue is a key constraint for SMEs’ digital marekting 

success. Most of time, SMEs owners will tell you they do not have the budget for digital marketing, 

even though they claim that digital marketing is an effective way of increasing sales (Santra, 2018).  

Findings regarding influencer markting provides a new insight into the social media marekting. Since 

Taobao influencer marketing is based on the online marketplace platform Taobao which has no 

comparable platform in New Zealand, New Zealand marketers coorelated influencer marekting with 

this approach. According to New Zealand participants, New Zealand SMEs prefer to offer free 

samples for micro-influencers rather than commission due to their resource limits. This result would 

agree with the study by Lind (2018), who claimed that influencer marketing may boost brands’ 

digital awareness and trust. In addition, New Zealand SMEs prefer influencer marketing when they 

aim to reach younger customers. This finding also supports with the study by Lind (2018), who found 

out that Generation Z and the Millenials are more easily influenced by micro-influencers.  

Shopping festivals are considered less a e-commerce phenomenon in New Zealand. Although New 

Zealand SMEs offer promotions on Boxing Day or Black Friday, they do not have a systemetic system 

for coupons and discount due to the lack of suitable platform. Shopping festivals are considered to 

be able to drive shopping intention due to the atmosphere promotion strategies. Findings from Chen 

and Li (2020) confirmed this concept.  
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II Social Media 

This finding is in line with previous studies. Facebook still plays a crucial role in social media 

marketing (Karimi & Naghibi, 2015). As Tlapana and Dike (2020) claimed, Facebook is more popular 

for online marketing and customer engagement compared to Instagram and Twitter.  

A. Facebook v.s. WeChat:  

Although there were some privacy and advertising volume concerns, Facebook was considered as 

the dominant social media for SMEs to promote their business in New Zealand. SMEs may benefit 

from Facebook features such as Facebook page, instant messaging with customers and 

advertisements. This finding is  in line with the study by Moghavvemi (2015), who recognized 

Facebook usage as a positive factor influencing SMEs’ business performance. In addition, Facebook 

could reduce marketing and customer service cost, improve consumer engagement as well as 

promote products information (Moghavvemi, 2015). According to Alraja et al. (2020), Facebook 

advertising adoption can be affected by consumer interaction, targeted groups, brand awareness, 

and easiness of use from customers’ perspectives.  

Facebook has been reported as emulating WeChat by various media (Fannin, 2019; Kharpal, 2019; Li, 

2019), and Zuckerberg himself said he should have learned from WeChat earlier (Deng, 2019). As the 

dominant social networks in China and U.S., WeChat and Facebook are different in terms of business 

models. Facebook relies heavily on advertising while over 50% of WeChat revenue is from payment 

commissions (Dudarenok, 2019). WeChat’s marketplace and payment systems are the major 

functions that enable the development of e-commerce. Facebook will need to include these features 

to build its digital ecosystems and benefit SMEs’ business development (Dudarenok, 2019).    

B. TikTok v.s. Douyin: 

New Zealand marketing experts noticed the surpassing popularity of TikTok, but their opinions on 

TikTok’s usefulness to help SMEs grow business were divergent. Participant A, C, E considered 

TikTok’s younger user base was not the targeted consumers groups of their clients, and SMEs may 

find it difficult in producing professional-looking videos. While participant B and D were optimistic 

about TikTok’s power of content spreading, and participant D mentioned her real-life experience in 

selling on TikTok. Attractive content can spread itself on TikTok without extra cost, which is a key 

consideration of SMEs. At the moment, TikTok is less business-focused compared to its Chinese 

version Douyin, shopping links cannot be added at the bottom of the short-video or live streaming at 

the time of writing this thesis.  

As the representative of short video industry, TikTok shows an exponential growing trend (Hu, 

2020). Researchers noticed TikTok’s value in digital marketing and e-commerce since 2018. 
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According to Hu (2020), Chinese version of TikTok, Douyin is making profit from sharing from live 

streaming earning, sponsored open screen advertising, and e-commerce cooperation, whereas 

TikTok relies mainly on advertising (Travis, 2020). TikTok is “behind” Douyin for several reasons. 

First, e-commerce platforms are more fragmented in western countries compared to China, where 

Alibaba dominates the online business industry. In addition, TikTok is facing multiple counties, and it 

needs to meet requirements of laws and regulations from various regions. Finally, the online 

payment systems in China, such as Alipay and WeChat Pay make it comparable easy to set up 

interfaces and connect to e-commerce platforms. Despite that TikTok is facing a more complicated 

environment than Douyin, it is actively developing features that are convenient for business, such as 

cooperating with one of the major e-commerce platforms Shopify and adding live streaming features 

(Haenlein et al., 2020; Perez, 2020; Williams, 2020).   

C. Weibo v.s. Twitter:  

As microblogging websites, Weibo and Twitter are used for posting and interacting messages, but 

Weibo is more business concentrated. According to the interviews, none of New Zealand experts 

thought Twitter was an effective social network for digital marketing activities, despite it was 

popular around 2012. This finding from New Zealand is special, since some recent researchers from 

other western countries still consider Twitter as an efficient platform to maintain relationships and 

engage with customers (Cripps et al., 2020; Jung & Jeong, 2020; McCorkle & Payan, 2017). 

Microblogging is considered to be a practical channel for eWOM spreading, since users can easily 

create content, repost and share with friends (Xun & Guo, 2017). However, Twitter is not considered 

as the major platform to receive shopping promotion information by New Zealand customers any 

more.  

D. Red: no comparable platform in New Zealand  

There has not yet been a comparable platform to Red, and platforms with similar features include 

Google, Facebook and Instagram. Red is a platform that focuses on social commerce and community 

shopping experience sharing (Yan et al., 2017). As discussed previously, New Zealand SMEs may lack 

the volume to generate enough customer reviews. However, customers would prefer to read 

reviews from others before placing an order, especially when they shop online. Since online 

products information provided by most New Zealand sellers were already considered as insufficient, 

a platform with customer reviews could supplement. New Zealand companies need to adapt to 

satisfying customers’ online shopping experience by encouraging customers to leave reviews, as it 

would increase conversion rate as well as loyalty. This result agrees with findings from Daud et al. 

(2016), who revealed that positive customer reviews could enhance loyalty and satisfaction.    
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E. Commission APPs v.s. Affiliate Marketing 

 Similar to the model of commission APPs in China, affiliate marketing strategy in New Zealand 

allows an affiliate to earn a percentage of the sale when a visitor makes purchases from the link 

provided by the affiliate (Amarasekara & Mathrani, 2016). According to New Zealand participants, 

affiliate marketing approach was underused by small businesses due to limited size, people’s 

mindset and perceived frauds. Fraud and limited budget could be major barriers to the adoption of 

affiliate marketing (Amarasekara & Mathrani, 2016). In addition, SMEs’s limited budget and 

marketing knowledge may affect their effective adoption of affiliate marketing approach, as 

Castagna et al. (2020) pointed out, affiliate marketing was one of the tools neglected by SMEs.  

III Private Traffic 

Email marketing was considered to be the strategy similar to private traffic management, and it has 

been effectively used by New Zealand SMEs. This result agrees with Falasca and Piven (2020), who 

recognized email marketing as one of the most effective channels for online marketing. Current 

email marketing platforms such as Mailchimp, Moosend, Sendinbule enable small businesses to 

communicate with customers with acceptable costs. Compared to Chinese SMEs, New Zealand SMEs 

engage with their loyal customers with less direct tools. Other social media such as Facebook groups 

and Instagram were not fully explored. On the other hands, Chinese SMEs’ management of private 

traffic is based on Chinese social media platforms and Chinese consumer habits, which are 

distinctive from the ones in New Zealand. New Zealand consumers’ preference and acceptance level 

of business communication should be studied before drawing conclusion.  

5.3.4 Barriers for New Zealand Firms Seeking to Learn From China 

The fact that New Zealand marketing experts have so little knowledge of digital marketing 

innovation in China poses the major challenge for knowledge transfer. New Zealand participants 

only follows U.S. media to get updates of marketing industry, and they did not know where to learn 

Chinese market even when they have clients looking to enter Chinese market. This is mainly because 

the distinctive cultures between China and New Zealand. Findings of this study reflect the statement 

of Disterer (2001), cultural traditions may discourage knowledge sharing. Moreover, different 

languages pose difficulties for externalizing tacit knowledge since languages may affect individuals’ 

mental models as well as beliefs.   

The lack of understanding in digital marketing was reported to be the major factor affecting SMEs’ 

adoption of online marketing strategies. New Zealand SMEs need to fully understand existing digital 

techniques and marketing channels before they start exploring innovative strategies from other 

countries. This result aligns with the statement of Tlapana and Dike (2020), who concluded that 
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insufficient understanding would hinder small businesses’ effective application of marketing tools. 

Consistent with Shobeiri et al. (2018), who found that culture can affect customers’ purchasing 

behaviour, which influences marketers choices of strategies and platforms, results of this study 

indicated the culture distance may impact consumer engaging methods as well as online marketing 

techniques. Participant E mentioned that for companies looking to enter Chinese market usually hire 

Chinese employees who have related knowledge and experience. As Vlajčić et al. (2019) stated, 

cultural intelligence (CQ) is essential for communication across cultures, and it affects successful 

knowledge transfer processes. Insufficient understanding of the logical linkages between marketing 

actions and outcomes, inputs and outputs, and causes and effects caused by organisational distance 

may increase difficulty in knowledge transfer (Simonin, 1999a). 

Other barriers that hinder knowledge being transferred from China to New Zealand included cultural 

difference, language barriers, attitudes and availability of technology. This is in line with past 

research by Bhagat et al. (2002); De-Graft et al. (2018); Elgayeva (2015); Kayes et al. (2005). Culture 

has been widely recognized as a key barrier to knowledge transfer, especially to tacit knowledge 

transfer. As Simonin (1999b) stated, cross-cultural knowledge transfer context increases the 

difficulty for tacit marketing knowledge transfer since tacit knowledge is accumulated through 

personal experience. In addition, knowledge processes capabilities of New Zealand SMEs need to be 

evaluated. As the receiver of knowledge transfer process, New Zealand SMEs’ capabilities of 

digitalisation is significant. 

5.3.5 Possibilities of Transferring Knowledge from China 

Profitability is the key encouraging technology transfer programs (Handoko, 2017). The technology 

transfer model suggested by Handoko (2017) suggested that organisations such as government, 

business and academic institutions are considered as the transferors (Friedman & Silberman, 2003; 

Grady & Pratt, 2000; Kremic, 2003), which are crucial in the knowledge transfer process. Past 

literature suggesting knowledge transfer facilitator can influence knowledge transfer process by 

implementing changes in a process (Santoro & Bierly, 2006). Bennett et al. (2008) adopted a 

quantitative approach and found out that business collaboration can facilitate marketing knowledge 

transfer process. In addition, Smedlund (2006) confirmed regional intermediaries’ roles in 

knowledge transfer. Intermediaries have a positive effect on transfer marketing knowledge across 

borders (Ellis, 2010). Global managers may also provide coordination by acting as ‘high-level 

intermediaries’ and encourage knowledge transfer (Patriotta et al., 2013). According to Villani et al. 

(2017), intermediary organizations can promote knowledge and technology transfer by reducing 

cognitive, geographical, organizational, and social distance.  
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Based on past literature, possible means of transferring marketing knowledge across borders are 

suggested as below: 

- Building business collaborations 

- Hiring global managers as intermediaries 

- Involving marketing agencies’ and educating systems’ engagement 

Taking the present barriers and marketing capabilities of New Zealand SMEs into consideration, it 

may take a long way to transfer digital marketing knowledge from China to New Zealand. However, 

there is great potential in Chinese digital marketing capabilities of helping New Zealand SMEs boost 

profitability. The profitable technology and marketing strategies from China need to be understood 

by transferor before they start undertaking these programs. In addition, organisations that act as 

transferors are required to develop a policy that stimulating positive incentives in order to build a 

long-term program for knowledge transfer. In addition, Kayes et al. (2005) suggested a three phrase 

of learning process in cross-cultural knowledge transfer. For New Zealand SMEs or marketing 

managers seeking to develop their cross-cultural skills, they can start by identifying competencies, 

then increase their understanding of specific cultural features, and finally develop a more complex 

knowledge transfer skills (Kayes et al., 2005).   

5.3.6 Summary 

In line with the statement from Whitler (2020), who reported that western marketers may have 

underestimated the power of China’s new competencies, this study found out that participants from 

New Zealand had little knowledge of digital marketing industry in China.  

Major digital marketing platforms in western countries are foundamentally different from China, and 

different customer shopping behaviours deepened the distinction. As shown in the table below, the 

dominant U.S. social media Facebook and e-commce platform Amazon are less intergrated 

compared to Alibaba and WeChat: 

Categories  Facebook  Amazon Alibaba Tencent 

Social 

Social network Y  Y Y 
Instant messaging Y Y Y Y 
Photo/video sharing Y Y   

Micro-blogging Y  Y Y 

Retail & 
Commerce 

B2B marketplaces  Y Y Y 
B2C marketplaces  Y   

C2C marketplaces Y  Y Y 
Cross-border channels  Y Y Y 
O2O  Y Y Y 
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B&M  Y Y Y 

Logistics & Supply 
Chain 

Warehousing & fulfillment  Y Y Y 
Last mile delivery  Y Y Y 
Crowdsoursing delivery  Y Y Y 
Cross-border warehousing & 
fulfillment  Y Y Y 

Content Content & Information sharing Y Y Y Y 

Local services 

Location-based services     

Food  Y Y Y 
Travel   Y Y 
Sharing Economy     

Entertainment  Y  Y Y 

Finance 

Asset Management   Y Y 
Lending  Y Y Y 
Payments  Y Y Y 
Insurance   Y Y 
Cybersecurity   Y Y 

Digital marketing 
Search & browsing Y Y Y Y 
In-site advertising Y Y Y Y 
Analytics Y Y Y Y 

Table 8: A Comparison of Facebook, Amazon, Alibaba and Tencent. Source: Why Facebook will have a hard 
time becoming the next WeChat (Dudarenok, 2019) 

Participants considered that digital marketing strategies used by Chinese SMEs were effective, 

however, they showed uncertainty if New Zealand SMEs were capable of adopting them.  

In order to better illustrate each technique’s possibility of being transferred to New Zealand, this 

study suggests a tentative Likelihood of Transfer (LOT) model with four variables that may affect 

possibility of technology transfer. The model was inspired by the Technology Acceptance Model 

(TAM) model developed by Davis et al. (1989), it extended the TAM model by adding two variables 

to describe the availability of existing platforms or strategies: similarity (S) and degree of application 

(DOA).  

Similarity (S): the degree to which an existing platform/strategy is similar to the introduced 

platform/strategy. 

Degree of Usage (DOU): the degree to which a platform/strategy has already been adopted. 

Perceived Usefulness (U) and Perceived Ease of Use (EOU): According to Davis et al. (1989), U and 

EOU are external variables that positively determines people’s attitudes towards behaviour 

intention (BI). EOU was defined as the “degree to which a person believes that using a particular 

system would be free of effort within an organizational context”, while U was defined as “the degree 
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to which a person believes that using a particular system would enhance his or her job performance” 

(Davis et al., 1989).  

Likelihood of Transferring (LOT): the likelihood of a technology or strategy can be transferred. 

In this model, U, EOU, S, DOU were all external variables that affect final results of LOT. Perceived 

usefulness (U) and perceived ease of use (EOU) may affect people’s intention to use, and they 

determine users’ attitudes which further affect behavioural intention to adopt new technology 

(Davis et al., 1989). U and EOU were considered as joint determinants that positively affect the 

degree of technology acceptance (Davis et al., 1989). Similarity (S) and degree of Usage (DOU) reflect 

the degree of presence of existing platforms and strategies, which are determinants of existing 

availability that has a negative impact on the likelihood of transfer (LOT). 

LOT = EOU + U – DOU – S  

Each variable was given score ranging from 0-5, describing the degree of similarity/degree of 

application/usefulness/easiness of use is. As a result, LOT ranges from 10, and the higher the score, 

the more likely a platform/strategy can be transferred.  

 

 

 

 

 

 

 

 

Figure 7: Likeliness of Tranferring Model (LOT) 

Based on the LOT model and interview content, the variables of each platform and strategy used by 

Chinese SMEs were assigned a value ranging from 0-5, and each LOT score was shown in the table 

below.  

  

Perceived 

Usefulness (U) 

Attitudes 

Towards Using 

(A) Perceived Ease 

of Use (EOU) 

Similarity to 

Existing 

Platforms (S) 
Presence (P) 

Degree of Usage 

(DOU) 

Behavioural 

Intention to Use 

(BI) 

Existing 

Availability 

(EA) 

Likelihood of 

Transfer (LOT) 
External 

Variables 



 

115 
 

 

Digital Marketing 
Techniques/Platforms used by 

Chinese SMEs 
Similar 

Platform(s) in NZ 

( - )  
How NZ existing 

platforms/strategies 
are similar to 

Chinese ones  (S) 

( - )  
Degree of 
Usage by 

New 
Zealand 
SMEs 
(DOA) 

( + ) 
Perceived 

Usefulness (U) 

( + ) 
Perceived 

Ease of Use 
(EOU) 

 Likelihood of 
Transferring 

(LOT)  

Search 

Free 
Traffic 

SEO Google 5 2 5 3 1 
Live 
streaming NA  0 0 4 3 7 

Accurate tag 
match Google 5 1 5 3 2 

Paid 
traffic 

Sponsored 
search GoogleAds 4 1 4 4 3 

Taobao 
influencer 

Influencer 
marketing  3 2 3 3 1 

Shopping 
festivals 

Black Friday, 
Boxing Day  3 2 4 4 3 

Social 
Media 

WeChat WhatsAPP 
Facebook 2 4 4 4 2 

Douyin TikTok 2 1 4 3 4 
Weibo Twitter 3 0 0 5 2 
Red Facebook/Ins 2 1 4 5 6 
Commssion APPs Affilia marketing 1 1 3 2 3 

Private 
Traffic   Facebook, email, 

whatsapp 2 3 5 4 4 

Table 9: Likeliness of Transferring (LOT) Model Application 

This model suggests the potential of each platform or strategy used by Chinese SMEs to be 

transferred to New Zealand, and the results were in line with the qualitative findings.  

The mostly likely transferred platforms/strategies included: live streaming (7), Red(6), Douyin (4) and 

private traffic management (4), while the least likely transferred techniques were SEO (1) and 

Taobao Influencer (1). Live streaming’s abilities of driving business performance has been proved by 

pervious literature (Akter & Wamba, 2016; Bradley et al., 2012; Gong, Ye, Liu, et al., 2020; Li et al., 

2018; Wongkitrungrueng & Assarut, 2018), and it increases the level of perceived usefulness (U). In 

addition, mainstream western social networks such as Facebook and Instagram are paying attention 

to live streaming shopping, they begin combining Checkout feature to make live shopping process 

seamless (Potuck, 2020). The fact that there has not been a platform facilitating live shopping in New 

Zealand makes similarity (S) and degree of usage (DOU) low, increasing the potential of transferring 

live streaming sales. Similar to live streaming, there is no similar customer reviews platform like Red 

in New Zealand (low S and DOU), although it was considered practical for enhancing conversion rate 

(high U). Douyin and private traffic management have lower LOT scores, because TikTok and email 
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marketing technique are available to New Zealand SMEs, which increase S score. As a global version 

of Douyin, TikTok has similar features and algorithms for short-video spreading, while functions such 

as adding shopping links to short video and live streaming are not available on TikTok. The divergent 

opinions of marketing experts reduced the U and EOU score. New Zealand participants who have 

used TikTok considered it an effective channel for digital marketing, while others focused on its 

young user group and difficulties in producing short videos. Private traffic management gained high 

scores on U and EOU, since maintaining old customers is cheaper than acquiring new customer, and 

loyal customers contribute more to sales (Daud et al., 2016; Ziliani & Ieva, 2015). Private traffic 

management channels used by Chinese SMEs are more versatile and direct compared to email 

marketing. It is worth noting that the LOT model illustrate the potential of transferring a technology, 

instead of the usefulness of a technology. For example, SEO was perceived as one of the most 

effective digital marketing techniques, but the LOT score (1) was lowest since SEO strategy was 

already mature in New Zealand. Influencer marketing approach was considered similar to Taobao 

influencer, and U as well as EOU score were low due to SMEs’ limited budget and untraceable 

marketing performance.  

As discussed above, the LOT model delineates the likelihood of transferring each digital marketing 

technology/strategy, and it has indicated that live streaming, customer review platform like Red, and 

short video on TikTok are considered as the digital marketing platforms/strategies that have most 

potential of being transferred from China to New Zealand. These results corresponds to the 

qualitative findings. 

However, the limitations of LOT model may include:  

a. Each score was valued subjectively; 

b. The model is in embryo, and needs to be tested empirically with quantitative approaches;  

 Summary 

In first section of this chapter, digital marketing platforms and approaches used by Chinese SMEs 

were discussed and related to past literature. Although previous studies shed little light on digital 

marketing strategies and techniques used by Chinese SMEs, some literature provided constructive 

opinions on live streaming benefits, big data approach, Taobao platform, and TikTok effects.  

The second section discussed findings from New Zealand marketing experts. Despite that some 

digital marketing strategies as well as platforms from China are taking the lead and even ahead of 

the U.S., New Zealand participants had little knowledge. This is due to language barrier, Internet 

isolation and culture difference.  
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Results from Falasca and Piven (2020) showed that email marketing, marketing automation and 

video content were crucial for SMEs in New Zealand. This study would argue that live-streaming, 

short video, customer reviews, and private traffic management are the skills should be acquired by 

New Zealand marketing practitioners in the future.  

While the digital marketing and e-commerce platforms in China and New Zealand are fundamentally 

different, the marketing concepts used by SMEs owners and managers are similar. From a macro 

perspective, Chinese and New Zealand SMEs are using comparable digital marketing techniques. To 

engage with customers, Chinese SMEs used e-commerce searching function and social media to 

attract new customers, and actively managed their private traffic to maintain loyal customers and 

increase their re-purchase rate. New Zealand small business also drew online traffic from search 

engines as well as social media, and retain customer loyalty by affiliate marketing and email 

marketing. On the other hand, in contrast to New Zealand SMEs, Chinese small business showed a 

more innovative trend by taking advantage of AI, big data, and advanced platforms such as live 

streaming marketplace and business oriented social networks.   

The suggested Likelihood of Transferring (LOT) in this study has indicated that live streaming, 

customer review platform like Red, and short video on TikTok are considered as the digital marketing 

platforms/strategies that have most potential of being transferred from China to New Zealand. 

Perceived challenges of cross-cultural knowledge transfer are lack of understanding in digital 

marketing, cultural difference, language barriers, attitudes and availability of technology. 

Finally, possible means of transferring marketing knowledge across borders are suggested as below: 

- Building business collaborations 

- Hiring global managers as intermediaries 

- Involving marketing agencies’ and educating systems’ engagement 
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CHAPTER 6: Conclusion & Implications 

6.1 Introduction 

Findings were discussed in view of previous literature in the last chapter, and the Likelihood of 

Transfer (LOT) was introduced and adopted to analyse possibilities of each technology and strategy 

to be transferred to New Zealand. In this chapter, a summary of research, contributions, limitations 

as well as recommendation for future research will be presented.  

6.2 Research Summary 

This study started by outlining justifications in Chapter one, which presented digital marketing 

industrial current situation as well as updates in China and New Zealand. Chapter two reviewed 

relevant literature and organized into theoretical frameworks. Methodologies adopted in this 

research were presented in Chapter three, which discussed paradigm, multiple case study approach, 

instruments, field work for data collection, and data analysis methods. Findings were presented in 

Chapter four, which was separated into two sections since instruments used for Chinese participants 

and New Zealand participants were different. Chapter five discussed key results from two groups of 

participants, including three key findings from Chinese participants: 1) digital marketing platforms 

and strategies used by Chinese SMEs; 2) challenges for Chinese SMEs to digital marketing 

approaches; 3) major digital marketing trends in China; and three key findings from New Zealand 

participants: 1) previous knowledge of digital marketing industry in China; 2) perceptions of each 

platform and strategies used by Chinese SMEs; 3) barriers to learn digital marketing strategies from 

China. Chapter six provided research summary, contributions and discussion on limitations as well as 

future research direction. 

RESEARCH QUESTIONS: 

Aiming to explore the possibilities of digital marketing knowledge being transferred from China to 

New Zealand, this study developed main research question of: 

What is the potential for New Zealand SMEs to develop their digital marketing capabilities by 

learning from the experience of Chinese SMEs' adoption of digital marketing applications?  

The main question can be further broken-down to two subside questions:  

1) How are SMEs in China adopting digital marketing strategies and platforms? 

2) Can New Zealand SMEs learn from Chinese SMEs' adoption of digital marketing for SMEs in 

New Zealand? 
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The first sub-question was answered by presenting findings from online surveys as well as interviews 

of Chinese participants. Chinese SMEs mainly attract online consumers by making use of organic 

search, social media and private traffic management. Compared to New Zealand SMEs, Chinese 

SMEs showed a remarkable capability of consumer data analysis. In order to answer the second 

research question, New Zealand marketing experts were presented with findings from Chinese SMEs 

and provided professional opinions. In general, New Zealand marketing experts showed a positive 

attitude towards the effectiveness of Chinese platforms and online marketing strategies. Digital 

marketing technologies with most potential of being transferred from China were live streaming, 

Red as a customer review platform, TikTok short video, and private traffic management. However, 

major barriers that hinder knowledge being transferred from China to New Zealand included cultural 

difference, language barriers, attitudes and availability of technology. Additionally, most New 

Zealand SMEs still need to develop digital marketing expertise to make fully use of existing 

platforms. Possible solutions of transferring knowledge from China are suggested as below:  

- Building business collaborations 

- Hiring global managers as intermediaries 

- Involving marketing agencies’ and educating systems’ engagement 

Taking the barriers and marketing capabilities of New Zealand SMEs into consideration, it may take a 

long way to transfer digital marketing knowledge from China to New Zealand.  

6.3 Research Contribution 

This research contributes to digital marketing literature as well as potential business practices for 

SMEs in China and New Zealand.  

6.3.1 Contribution to the Literature 

This study has sought to bridge the gap in digital marketing knowledge transfer from China by 

finding digital marketing techniques and platforms used by Chinese SMEs and exploring New Zealand 

marketing experts perceptions on them. This study extends the existing literature in several ways. 

Previous literature failed to reveal how online platforms were used by Chinese SMEs, who have 

benefited immensely from e-commerce platforms and social media development in China. Common 

marketing strategies such as WOM, affiliate marketing as well as social media marketing adopted by 

SMEs receive little attention from marketing curriculum (Cheng et al., 2016). In addition, researchers 

who are not from China may find it challenging to explore the digital marketing practices by Chinese 

SMEs. This study can provide an overview of online marketing applications in China. The findings of 

this research also illustrates difficulties including the particular issue of data falsification of live 
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streaming promoting contributes to the literature by exposing obstacles in internet marketing 

innovation. Trends of Chinese digital marketing discussed in this study may present forthcoming 

research topics to investigate.  

Moreover, few literature has discussed the knowledge transfer from China to other countries. 

Considering China’s leading role in e-commerce and rapid development in economics, it is important 

to address the online marketing movement. As major social networks in western countries like 

Facebook has been repeated reported to learn from Chinese social media, paying attention to 

updates in China is becoming increasingly significant for researchers. Furthermore, despite that 

knowledge transfer has been a popular topic in academic field, most journals focused on knowledge 

transfer within organisations such as multi-national companies, the field of knowledge transfer 

between two countries needs to be addressed. The Likelihood of Transfer Model developed in this 

study contributes to the field of Knowledge and Technology Transfer Model for SMEs, particularly to 

the test phase of technology transfer in which each technology’s possibilities of being accepted and 

adopted is significant.  

New Zealand and China have been close trading partners since the New Zealand–China Free Trade 

Agreement (FTA) signed in 2008, and the Regional Comprehensive Economic Partnership (RCEP) deal 

signed in 2020 created the world’s largest free trading zone, which brings ample opportunities as 

well as challenges for New Zealand SMEs. Being able to access global market would provide more 

potential for New Zealand SMEs’ growth, however, SMEs with less competence may face difficulties 

in maintaining current business within the rapidly changing environment.    

In case of this study, a comprehensive overview of digital marketing strategies in China was 

provided, and the discussion of challenges as well as future trends could shed light on the 

development of digital marketing industry in China.  

6.3.2 Practical Contribution to SMEs 

Limited budget and marketing expertise are the major barriers hindering New Zealand and Chinese 

SMEs’ business development. However, Chinese SMEs showed a stronger capabilities of applying 

data analysis and acquiring online marketing knowledge compared to their New Zealand 

counterparts. It is important for New Zealand SMEs to boost their digital marketing expertise and 

make use of the online channels in an environment of increasing competition and globalisation.  

For New Zealand SMEs targeting overseas market, they need to be equipped with the knowledge of 

global marketing trend. As China is leading in terms of e-commerce and online marketing, New 

Zealand SMEs cannot neglect digital marketing updates in China. New Zealand participants reported 
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difficulties for New Zealand SMEs targeting Chinese market, as they are facing a completely different 

environment. For New Zealand companies aiming to overcome knowledge transfer challenges, 

suggestions include: hiring English-speaking Chinese marketing professionals, make connections with 

marketing agencies based in China, and increase presence on Chinese social media mentioned in this 

study.  

New Zealand SMEs targeting domestic market can also benefit from this study in terms of the digital 

marketing techniques. Since around 50% of New Zealand start-ups may fail in the first five years 

(MBIE, 2017), SMEs should be provided with proper training of digital marketing techniques and 

strategies. On the other hand, SMEs owners need to expand business profitability by building up 

digital marketing knowledge.  

6.4 Limitations 

The first part of this research has expanded the knowledge of digital marketing techniques adopted 

by Chinese SMEs. However, the scope of this study sample is limited to twelve Chinese participants 

and five New Zealand participants. The twelve participants also had online shops on Taobao, which 

was used as the platform to represent online marketplace in China, but other e-commerce platforms 

such as JD.com and Pinduoduo are worth studying due to their size and influence in the industry. 

Chinese participants were from different industries, which could lead to distinctive mindset and 

business orientations. Moreover, participants were with diverse education levels and marketing 

backgrounds, and some SMEs owner have limited digital marketing knowledge. It is very likely that 

some newly-emerged digital marketing techniques from China are not mentioned in this research.  

SMEs’ attitudes towards adopting updated digital marketing tools need to be investigated. The 

interviewed New Zealand marketing experts have sufficient knowledge and experience, which is 

likely to represent a large proportion of SMEs in New Zealand. However, for SMEs that have not seek 

assistance from marketing agencies, they might have a constructing attitudes to updated digital 

marketing strategies and tools. According to Castagna et al. (2020), SMEs tend not to use innovative 

online marketing tools since their business priority is to make profit to sustain in the short-term.  

Since government, academic institution and business can act as the role of knowledge transferor, 

the test of effective knowledge transfer process should consider these organisations’ attitudes, 

motives and perceptions for promoting knowledge transfer process from China.  
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6.5 Recommendations for Future Research  

Future research could expand on the likeliness of transfer model discussed in this study. A 

quantitative test of each variable can clarify the model validity and contribute to the technology 

transfer field. 

Future research could consider exploring intermediates providing coordination across functional and 

geographical boundaries for marketing knowledge transfer. Organizations such as government, 

academic institution and business modes like joint ventures could also be considered, instead of 

limiting to marketing agencies. It is still a long way to go for Chinese digital marketing strategies 

affect other western countries, especially for SMEs, who are always slower than large organizations 

in terms of strategies and technology. Organizations such as universities, businesses and 

governments are important transferor in knowledge transfer process, and they active participation 

in knowledge transfer project can lead to increased efficiency and effectiveness.   

Moreover, future research can explore what Chinese SMEs can learn from New Zealand companies’ 

use of open systems such as Google and Facebook. Business environment in China and in New 

Zealand are distinctive. In New Zealand, businesses enjoy benefits from open systems such as 

Facebook and Google. While in China, business rely on mainstream e-commerce platforms. There 

are both advantages and disadvantages in using dominant e-commerce platforms. Large platforms 

have the ability of building sophisticated algorithms that attracting customers, while the dominance 

may lead to merchants’ difficulties. As Participant 10 reported, Alibaba forced businesses’ to stay on 

only on Taobao. This rule can help the platform gain more customers, but it reduces opportunities 

for businesses to generate profit. In April 2021, Alibaba Group was fined $2.8 USD for violating the 

anti-monopoly law in China, and the main reason was Alibaba’s practice of imposing a “pick one 

from two” choice on merchants (Bloomberg, 2021). Compared to Alibaba Group, Tencent provides a 

more open environment for businesses. For example, WeChat allows merchants to build their own 

mini-apps within WeChat. There is still much space for research regarding Chinese businesses using 

open systems.  

Finally, an inclusion of wider range of participants may supplement the current Chinese digital 

marketing framework discussed in this study. By interviewing participants from the same industry 

and similar educational background, researchers can reach conclusions with greater transferability.  
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APPENDIX A – ETHICS APPLICATION 

Application for Research Approval (Postgraduate) – Form 

or Template 

Document Name Application for Research Approval (Postgraduate) 

Document Number AG210-7 

Owner Chair of Strategic Research Committee 

Developer Chair of Strategic Research Committee 

 

Link to electronic form or template 

 

 

RAD Form (Postgraduate Qualifications Only) 

APPLICATION FOR APPROVAL OF RESEARCH ACTIVITY 

RETURN the completed form to the Research Ethics & Approvals Committee, REACapprovals@eit.ac.nz 

1. Applicant details 

  

1.1 Name of Applicant(s) Lingjun ZHANG 

1.1a Applicant’s email address  

   

1.2 Applicant enrolled 

qualification 

Master of Applied Management 

   

1.3 School and Faculty School of Business 

   

1.4 Contact Phone  

   

1.5 Supervisor(s) Jonathan Sibley 

1.5a Supervisor(s) email 

addresses 

JSibley@eit.ac.nz 

   

mailto:REACapprovals@eit.ac.nz
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1.6 Project Title Paths to Enhanced Profitability in New Zealand SMEs 

Using Social Media: Learning from China 

   

1.7 Project Start Date and 

Duration 

17/02/2020; 6 terms 

 

2. Research Outline 

 A research proposal may be requested by the committee. 
2.1 Aims/objectives/hypotheses of project (describe in plain language, free from jargon) 

To explore how can New Zealand SMEs adopt Chinese digital marketing methods. 

2.2 Participants (include information on the participant population, inclusion and exclusion criteria, number and 

age range of participants, method of recruitment and any payment or reward offered) 

Management-level employees from SMEs of New Zealand and China 

2.3. Explain the data collection methodology (submit questionnaires, interview / focus group questions, etc., 

who will actually collect the data, where will data collection actually take place.) 

Interview, case study and secondary resources 

2.4 Data analysis and storage (explain your data analysis procedures and data storage and retention plan) 

Abductive reasoning approach that includes : 

- Data reduction 

- Data display 

- Conclusion verification 

Data will be save on student’s personal laptop, iCloud and Google Drive 

 

2.5 How will the data be reported, and to whom? (what reports, presentations and/or publications are 

planned) 

Paper 

 

3. Will the research 

3.1 Collect confidential, personal or financial information? 
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Yes (Type here and explain why you are collecting this information, who will have access to it)   

 

No 

3.2 Involve more than minimal risk? 

Yes (Type here and explain what these risks are and how you plan to control and minimise them)   

 

No 

3.3 Involve vulnerable participants? 

Yes (Type here and outline who the vulnerable participants are, how you will ensure they understand the 

project and you are able to gain consent)   

 

No 

3.4 Record research participants on audio or videotape? 

Yes (ensure participants are aware of recording, have consented to participate knowing this, and explain here 

how you will handle confidentiality, anonymity and storage of the recordings)   

Might include recordings for interviews 

No 

3.5 Involve or impact upon Maori? 

Yes (if the purpose is to draw comparisons with Māori, or if the results will have clear implications for Māori, 

indicate here the consultation you have undertaken and how you will involve Māori in the project.  If your 

research involves working with Māori communities, indicate how you will access those communities and 

how you will ensure participation.)   

 

No 

3.6 Use of proprietary internet survey software (e.g. Google Forms, SurveyMonkey, 

Zoomerang) 

Yes Any staff or graduate students who develop internet-based surveys as part of their research at EIT must 

complete the Internet Survey Software Agreement form included with this document 
No 

 

 

Signature of the Applicant:  Date: 2/07/20 

    

Principal Supervisor Signature  Date:  

 

 

Use of Proprietary Internet Survey Software (e.g. Google Forms, Zoomerang, SurveyMonkey™) 
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Any staff or graduate students who develop internet-based surveys as part of their teaching or research at 

EIT must agree to the following in addition to the standard EIT Computer Use Policy above: 

• All text entered into the survey software must have been put through spell checking software. 

• The final version of any research surveys must be approved by the EIT Research Ethics and Approvals 

Committee. 

Specific requirements for SurveyMonkey™ users: 

At EIT, SurveyMonkey™ software is provided for the use of staff and students (hereinafter referred to as 

‘Users’) with approved research proposals.  Within the software it is not possible to provide individually-

accessible folders for surveys, which means all of the surveys are accessible by any User.  This then requires 

Users to be extremely careful when editing, downloading or deleting surveys, so that they do not modify or 

delete someone else’s survey. 

Requirements for use of the EIT SurveyMonkey™ software:  

• Users must utilise EIT provided templates (below) for survey invitations and instructions unless agreed 

otherwise with the EIT Research Ethics and Approvals Committee. 

• Users will remove their survey and data from SurveyMonkey™ when their project is complete. 

• Student User’s right to use the EIT version of SurveyMonkey™ ends when the student is no longer 

enrolled as an EIT student. 

• Users must not open, modify or delete any other user’s survey(s). 

• Surveys will be deleted at a timeframe agreed with the EIT Research Ethics and Approvals Committee. 

AGREEMENT 

I, _______________Lingjun ZHANG______________ (name) of 

___________________________________________ (address) 

___________________________________________ (EIT student ID#) 

agree to abide by the requirements for the use of proprietary internet survey software. 

Signed:  ____________________________________ Date:  ____02/07/20_________ 

TEMPLATE 

Required first page of an internet survey: 

You are invited to participate in a research project being conducted by <<your name>>, a <<qualification 

being sought>> student at the Eastern Institute of Technology. 

The aim of this study is <<enter study aim or aims>> 

The title of the study is: 

<<study title>> 
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This survey is anonymous. No one, including the researcher, will be able to associate your responses with 

your identity. Please do not indicate in your responses your name, institution or geographic region.  Your 

participation is voluntary and you may choose to stop responding at any time during the survey. 

The completion of the survey indicates your voluntary agreement to participate in this research project and 

<<any other inclusion/exclusion criteria>>.  

Ethical approval has been granted by <<ethical approval granting body>>. (Approval Number <<number>>) 

Questions regarding this study can be directed to <<your name>> at <<your contact information>> or <<your 

supervisor’s name>> at <<supervisor’s email address>>. 

This survey will close on <<day and date>> 

TEMPLATE  

Required last page of an internet survey: 

The last page of the survey should have a final question: 

I consent to participate in this survey:  Yes   No 

 

Then thank your participants and provide any additional information regarding where to find results of the 

survey, etc.  Finish with your name and contact/email information. 

 

 

Key Information 

Review Frequency 24 

Last Review 11/25/2015 

Next Review 11/25/2017 

Related Items : REAC Flow (Postgraduate) - Procedure; AG200-3: Research Consent; AG200-4: 

Research Notification - Form 

 

  

http://staffnet/QMS/Working%20Research/REAC%20Flow%20(Postgraduate)%20-%20Procedure.docx
http://staffnet/QMS/Working%20Research/Research%20Consent%20-%20Form.docx
http://staffnet/QMS/Working%20Research/Research%20Notification%20-%20Form.docx
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APPENDIX B – LOW RISK RESEARCH QUESTIONNAIRE  

Low Risk Research Questionnaire (Postgraduate) – Form 

or Template 

Document Name Low Risk Research Questionnaire (Postgraduate) 

Document Number AG210-10 

Owner Chair of Strategic Research Committee 

Developer Chair of Strategic Research Committee 

 

Applicant details 

 

Name of Applicant(s) Lingjun ZHANG 

Applicant’s email address  

  

Applicant enrolled qualification Master of Applied Management 

  

School and Faculty School of Business 

  

Contact Phone  

  

Supervisor(s) Jonathan Sibley 

Supervisor(s) email addresses JSibley@eit.ac.nz 

  

Project Title Paths to Enhanced Profitability in New Zealand SMEs Using 

Social Media: Learning from China 

  

Project Start Date and Duration 17/02/2020; 6 terms 

 
Part A  
The statements below are being used to determine the risk of your project causing physical or 
psychological harm to participants and whether the nature of the harm is minimal and no more than 
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is normally encountered in daily life.  The degree of risk will then be used to determine the 
appropriate approval procedure.  
Does your Project involve any of the following?  
(Please answer all questions. Please indicate either YES or NO for each question)  
Risk of Harm  

1. Situations in which the researcher may be at risk of harm. YES NO 

2.  Use of questionnaire or interview, whether or not it is anonymous which might 
reasonably be expected to cause discomfort, embarrassment, or psychological or spiritual 
harm to the participants. 

YES NO 

3. Processes or results that are potentially disadvantageous to a person or group, such as the 
collection of information which may expose the person/group to discrimination. YES NO 

4. Collection of information of illegal behaviour(s) gained during the research which could 
place the participants at risk of criminal or civil liability or be damaging to their financial 
standing, employability, professional or personal relationships. 

YES NO 

5. Collection of blood, body fluid, tissue samples or other samples. YES NO 

6. Any form of exercise regime, physical examination, deprivation (e.g. sleep, dietary). YES NO 

7. The administration of any form of drug, medicine (other than in the course of standard 
medical procedure), placebo. YES NO 

8. Physical pain, beyond mild discomfort. YES NO 

9. Any EIT teaching which involves the participation of EIT students for the demonstration of 
procedures or phenomena which have a potential for harm. YES NO 

 
Informed and Voluntary Consent  

10. Participants whose identity is known to the researcher who give oral consent rather than 
written consent (if participants are anonymous, you may answer No). YES NO 

11. Participants who are unable to give informed consent. YES NO 

12. Research on your own students/pupils. YES NO 

13. The participation of children (seven (7) years old or younger). YES NO 

14. The participation of children under sixteen (16) years old where parental consent is not 
being sought. YES NO 

15. Participants who are in a dependent situation, such as people with a disability, or residents 
of a hospital, nursing home or prison or patients highly dependent on medical care. YES NO 

16. Participants who are otherwise vulnerable. YES NO 

17. The use of previously collected information or biological samples for which there was NO 
explicit consent for this research. YES NO 

 
Privacy/Confidentiality Issue  

18. Any evaluation of services or organisational practices where information of a personal 
nature may be collected and where participants may be identified. YES NO 

 
Deception  

19. Deception of the participants, including concealment and covert observations. YES NO 

 
Conflict of Interest  



 

178 
 

20. Conflict of interest situation for the researcher (e.g. is the researcher also the 
lecturer/teacher/treatment-provider/colleague or employer of the research participants 
or is there any other power relationship between the researcher and the research 
participants?) 

YES NO 

 
Compensation to Participants  

21. Payments or other financial inducements (other than reasonable reimbursement of travel 
expenses or time) to participants. YES NO 

 
Procedural  

22. A requirement by an outside organisation (e.g. a funding organisation or a journal in which 
you wish to publish) for EIT’s Research Ethics and Approvals Committee approval. YES NO 

23. This research contributes towards an EIT Postgraduate or Masters thesis / applied 
research project.  

YES NO 

 
Use of proprietary internet survey software (e.g. Google Forms, SurveyMonkey, Zoomerang) 

24. Any staff or graduate students who develop internet-based surveys as part of their 
research at EIT must complete the Internet Survey Software Agreement form included in 
the RAD or Research Notification forms. 

YES NO 
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Part B  
The flowchart on the last page should be used to determine if your project requires ethical approval 
by a Regional Health and Disability Ethics Committee.  
 
Determine the type of approval procedure to be used (choose one option):  
 

If you answer YES to any of the questions 1 to 22 
(Part A) and the HDEC flowchart result is “NO. 
HDEC review is NOT required for your study”, then 
Prepare an application for the EIT Research Ethics 
and Approvals C’tee using the RAD (Postgraduate) 
form. 
 

 If you follow the HDEC flowchart and the result is 
“YES.  HDEC review is required for your study”, then 
Prepare an application using the Health & 
Disability Ethics Committee Application Form 

 

The HDEC website is: 

http://www.ethics.health.govt.nz/applying-review  

 

Key Information 

Review Frequency 36 

Last Review 12/1/2015 

Next Review 12/1/2018 

Related Items AG200-6: Research Requiring Ethical Approval and Notification; : Application for 

Research Approval (Postgraduate); AG104-6: Code of Conduct Postgraduate Research: 

Code of Conduct Postgraduate Research Supervision Agreement; AG104-5: Code of 

Conduct Postgraduate Research Supervision Contract; : REAC Flow (Postgraduate); 

AG102-2 : Recognition of Authorship; QA102: Recognition of Authorship; AG102-1: 

Recognition of Authorship Agreement; AG200-5: Research Protocol for Working with 

Māori; AG200-7: Student Participants in Research 

 

  

http://www.ethics.health.govt.nz/applying-review
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APPENDIX C – Research Consent Form 

 

Research Consent - Form – AG210-14 

  

 

 

Project Title:  An Exploratory Study of the Potential for SMEs in New Zealand to Learn from Chinese 

SMEs regarding Digital Marketing 

Researcher(s): Lingjun ZHANG 

I have read and I understand the Information for Research Participants sheet dated 01/08/2020 for 

volunteers taking part in this study.  I have had the opportunity to discuss this study and am satisfied 

with the answers I have been given. 

I understand I am able to withdraw all of my information until 01/11/2020  

I understand that taking part in this study is voluntary (my choice) and that I may withdraw from the 

testing at any time and this will in no way affect my future health care / continuing health care / 

academic progress/ employment (delete those phrases which are not appropriate as well as this 

bolded section). 

I understand that my participation in this study is confidential and that no material which could 

identify me will be used in any reports on this study. 

I have had time to consider whether to take part, and know who to contact if I have any questions 

about the study. 

I agree to take part in this research 

 

 Yes No 

I consent to my interview/activity being videotaped/audiotaped   

I wish to receive a summary of the results   

 

 Signed: _______________________________________________ 

 Name: ________________________________________________ 
 

 Signature of Research Participant’s Support Person (if applicable) 
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 _________________________________________________ 

 Date:  _____________________ 

 Witness:  _______________________________________________ 

 

I/We as researcher(s) undertake to maintain the confidentiality of information gather during the 

course of this research. 

Signed_________________________________________________ 

Dated______________________ 

This study has been approved by the <<ethics committee>> on <<date>>, Reference # << >>. 

 

 

 
Document information – Office use only 

Document Name Research Consent - Form 

Document Number AG210-14 

Executive Executive Dean Education, Humanities and Health Science 

Owner Research Manager 

Developer Research Administrator 

Review Frequency 36 

Last Review 1/03/2018 

Next Review 1/03/2021 

Related Items Click here for Related Documents (available only on Staffnet) 
AG210-7 : Application for Research Approval (Postgraduate) 
AG210-13: Application for Research Approval (Staff) 
 

Version history New format 22/05/2018 

 
 

  

http://staffnet/qms/PublishedLibrary/Forms/BasicView.aspx?View=%7bC62B3AA7-FA7A-48ED-8602-27F02C8BCC12%7d&FilterField1=QMSParent&FilterValue1=QA210
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APPENDIX D – Survey for Chinese Participants 

Section A – Background Information 

To gain basic information of participants and their businesses 

1. Age 
 18 – 25        
 26 – 30  
 31 – 35 
 36 – 45 
 45+ 

2. Gender  
 Female 
 Male 

3. Qualifications 
 Associate or below 
 Bachelor 
 Master or above 

4. Experience 
 Less than 1 year 
 1-3 years 
 4-8 years 
 9+ years 

5. Role in company 
 Business Owner 
 Marketing Manager 
 Operation Manager 
 Other 

6. Annual Turnover/Revenue of your company 
 ￥100,000 or below 
 ￥100,000 - ￥500,000 
 ￥500,000 - ￥1 Million 
 ￥1 Million - ￥5 Million 
 ￥5 Million or above 

7. Number of locations 
 Online Only  
 1 – 5 
 6 – 10 
 11 – 20 
 21 or more 

8. Number of full-time stuff (incl. yourself) 
 1 
 2 – 5 
 6 – 10 
 11 – 19 
 20 or above 

9. How long have you been in business? 
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 Less than 1 year 
 1 – 5 years 
 5 – 10 years 
 10 – 20 years 
 20 or above 

10. How long have you been in online business? 
 Same as above 
 Less than 1 year 
 1 – 5 years 
 5 – 10 years 
 10 – 20 years 
 20 or above 

11. Type of Product  
 Clothing 
 Maternity  
 Cosmetics 
 Food & beverage 
 Professional equipments 

12. Do you have your own warehouse or do you do dropshipping? 
 I have my own stock 
 I use dropshipping 

13. Is your business rely more online or B&M? 
 Online 
 B&M 

14. What is your target market? 
 Male  

 0-5 years old 
 6-10 years old 
 11-20 years old 
 20-25 years old 
 26-25 years old 
 36 – 50 years old 
 51+ 

 Female 
 0-5 years old 
 6-10 years old 
 11-20 years old 
 20-25 years old 
 26-25 years old 
 36 – 50 years old 
 51+ 

Section B – The Use of Digital Marketing Platforms 

To gain insights of Chinese SMEs’ digital marketing knowledge and 
activities 

15. What digital platforms are you aware of? 
 SMS 
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 SEM 
 Wechat 
 Weibo 
 Taobao 
 Red 
 Douyin 
 Others (Please specify) 

16. What are the digital platforms that you use? 
 SMS 
 SEM 
 Wechat 
 Weibo 
 Taobao 
 Red 
 Douyin 
 Others (Please specify) 

17. What are your preferred digital channels? 
 SMS 
 SEM 
 Wechat 
 Weibo 
 Taobao 
 Red 
 Douyin 
 Others (Please specify) 

18. What are the most effective digital channels? 
 SMS 
 SEM 
 Wechat 
 Weibo 
 Taobao 
 Red 
 Douyin 
 Others (Please specify) 

19. Among that channels you use, which ones are effective for acquiring new customers? 
 SMS 
 SEM 
 Wechat 
 Weibo 
 Taobao 
 Red 
 Douyin 
 Others (Please specify) 

20. Among the channels you use, which ones are effective for retaining old customers? 
 SMS 
 SEM 
 Wechat 
 Weibo 
 Taobao 
 Red 
 Douyin 
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 Others (Please specify) 
21. To what extent are your customers familiar with online shopping? 

 My customers shop almost everything from online 
 My customers sometimes shop online 
 My customers hardly shop online 
 I don't know 

22. What are your intentions for digital marketing campaigns? 
 Building brand image 
 Reducing marketing cost 
 Increasing sales 
 Acquiring new customers 

23. Are you able to build your own digital channels? 
 Yes (if yes, please specify the channel ______________ ) 
 No 

24. What are the major difficulties you have in digital marketing campaigns? 
 Limited budget 
 Lack of professionals 
 Lack of approriate platforms  
 Lack of experience 
 Delivery time 
 Others (Please specify _______________ ) 

 

Section C – Business during Lockdown   

To gain insights of Chinese reaction to lockdown  

25. To what extent did lockdown affect your business? 
 Greatly (my revenue reduced by 50% or more) 
 To some extent (my revenue reduced by 20% - 30%) 
 Very little ((my revenue reduced by 10% or less) 
 Not at all 
 My business grew during lockdown 

26. What measures did you take to deal with that? 
 I changed my marketing channels 
 I changed my sales channels 
 I changed my digital marketing methods 
 I changed my products 

27. Are you planning to continue with these methods? 
 Yes 
 No 

 

Section D – Knowledge of New Zealand / Western platforms   
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To gain insights of Chinese companies’ knowledge of New Zealand and 
western countries 

28. Do you know anything about New Zealand digital marketing or business? 
 Yes (Please specify _____________ ) 
 No 

29. What US platforms do you know? 
 Facebook 
 Instagram 
 Youtube  
 Twitter 
 Pinterest 

30. What Chinese platforms do you think New Zealand SMEs can use to promote their 
businesses in New Zealand? 
 SMS 
 SEM 
 Wechat 
 Weibo 
 Taobao 
 Red 
 TikTok 
 Others (Please specify) 

Questions for participants with physicla stores: 

31. Is your online or offline stores demands for more budget? 
 Online 
 Offline 

32. What are the benefits of online stores over offline stores? 
 Budget 
 Labor 
 Customers’ experience 
 Others (Please specify ______________ ) 

33. What are the benefits of offline stores over online stores? 
 Budget 
 Labor 
 Customers’ experience 
 Others (Please specify ______________ ) 
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APPENDIX E – Interview Questions for Chinese Participants 

1. How do you feel about the increasing popularity of digital marketing? (Explore Chinese SMEs’ 

attitudes, knowledge and perceptions) 

2. To what extent is your business using digital marketing in comparison with traditional 

marketing? (Explore Chinese SMEs’ attitudes, knowledge and perceptions) 

3. Are you considering increasing your budget for digital marketing? (Explore digital marketing 

potential in Chinese market) 

4. What are your intentions for digital marketing campaigns? (like building brand image, reducing 

cost, increasing sales, acquiring customers...) (Explore Chinese SMEs’ expectation for digital 

marketing) 

5. What is your perception of digital marketing strategies in China?    

a. Positive aspects: 

b. Negative aspects/Issues: 

6. For the platforms you use to acquire new customers, which ones are the most effective? What is 

the estimated cost to gain a new customer on average? 

7. How do you maintain loyal customers? 

8. What are the major difficulties you have in digital marketing campaigns? 

9. What measures did you take to deal with lockdown? 

10. What are your future online marketing plans/orientation?  
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APPENDIX F – Interview Questions for New Zealand Participants 

1. To gain participants’ background information: 

1) How long have you been in this industry? 

2. To understand basic digital marketing and e-commerce knowledge in New Zealand 

1) Are businesses in New Zealand using big data for online store operation or gaining consumer 

insights? 

2) What are the most used e-commerce platforms? 

3) What are the most used digital marketing platforms? 

3. To explore New Zealand participants’ previous knowledge of Chinese digital marketing:   

1) Do you have any customers selling to China? 

2) How do they learn Chinese marketing techniques? 

3) Are they doing marketing themselves in China? 

4) Do they use Chinese marketing agencies? 

5) Do you know any Chinese e-commerce platforms? 

6) Do you know any Chinese social media platforms? 

4. To explore New Zealand marketing experts’ perception of each digital marketing 

platform/strategy used by Chinese SMEs: 

1) Introduction each digital marketing platform/strategy used by Chinese SMEs (see 

Presentation slides in Appendix F):  

2) After presentation of each digital marketing strategy/platform, each New Zealand 

participant was asked the following questions: 

a) Is there similar digital marketing platform/strategy used by New Zealand 

SMEs? 

b) If there is no similar digital marketing platform/strategy, do you think 

New Zealand SMEs can use the presented platform/strategy? 

5. To explore New Zealand marketing experts’ perception of each digital marketing 

platform/strategy used by Chinese SMEs: 

1) Do you think there are some strategies/platforms that SMEs can use to sell in NZ? 

2) Do you think there are some strategies/platforms that SMEs can use to sell into China? 

3) Which strategies do you think will be most effective for New Zealand businesses? 

6. To explore information source of New Zealand marketing experts: 

1) Where do you get new marketing information? 
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APPENDIX G – Presentation for New Zealand Participants 
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