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Abstract 

With the development of globalization, the demand for multinational trade is booming. 
In this case, having a good grasp of the differences, no matter it is culturally, politically 
or otherwise, between the own country and other trading countries becomes very 
important. This article mainly takes McCormick and Laoganma, which are both from 
condiment industry, as examples to explore their excellent solutions for facing 
multinational trade and learn from their experiences. 
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1. Introduction 

Globalization has improved the integration of the world, which boost cultural exchange and 
innovation. Technological development creates leaps in communication, transportation, and 
cross-broader e-commerce. In this situation, global marketing has become more necessary than 
ever. It is not just about selling products internationally, but also about planning, producing, 
placing and promoting the company's products in the global marketplace. To enter a foreign 
market, besides cross-cultural communication, the key to successful entry is the 
implementation of promotion strategies. Global product promotion contributes directly to 
consumers’ awareness and loyalty of the brand. This report focus es primarily on the 
promotions of the condiment. According to the Collins English Dictionary, condiments are any 
spice or sauce, such as salt, pepper, or mustard [1]. With the increase of globalization, the 
popularity of international condiments has risen. Condiment, as a key to flavor and complement 
food, has become a necessity. Laoganma, Based on People's Daily, the official newspaper of 
China, has covered more than 150 countries and achieved the annual sales of 600 million bottles; 
McCormick, one of the largest condiment companies in the U.S., ranks 514th according to 
Fortune 500[2]. It has 32 brands in more than 150 countries and quickly occupied more than 
20% of the Market in China after its entry in 1989.  

2. Cultural Difference and Factors That Should be Considered During 
Global Marketing. 

To enter the foreign market, companies need to recognize the cultural differences to integrate 
the different cultures in their products. Culture refers to as “a shared set of values, attitudes, 
and beliefs that impact the behavior of individual and group in a society” [3]. Every country has 
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a unique set of culture which is shaped by the shared history and experiences of its people. 
Cultural differences need to be recognized and understood before cross-cultural adaptation and 
global marketing. The majority of cultural differences between Americans and Chinese include 
geography, language, religion, history, economic, and political system. Companies should adjust 
their business practices and communication strategies accordingly. The major condiment 
companies in China include foreign brands such as Kraft Food, McCormick, and Heinz.  

3. The Market of Chinese Condiment Industry 

In terms of the policy, Chinese government has issued a number of provisions to help upgrade 
the condiment industry, such as the Food additive production supervision and management 
regulations. In terms of economy, the demand for condiments and sauces in China is growing 
rapidly. The market for condiments and sauces in China is driven by increasing acceptance and 
inclusiveness of foreign products, rising incomes of the population, and an increase in the 
number and type of the restaurant industry. In terms of social culture, China makes the most of 
traditional and regional spices [4]. Chinese eating habit is deeply rooted, and the regional 
characteristics of the condiment industry are distinct--People’s tastes are different from one 
region to another. Spiciness, for example, is valued in Central and North China, while sweetness 
is popular in Eastern China [5]. In terms of technology, with the rise of social software and e-
business, the Internet has a greater impact on the food industry. China's spice market is not the 
only local brand with high sales, e-commerce has also allowed foreign brands to enter millions 
of households. 

3.1. Chinese Customer and Market Analysis 

The most popular condiment among the inhabitants of China is undoubtedly spicy. According 
to the survey conducted by daxue consulting, the preference for spice takes up to 33.62%. 
Besides, salty and sweet have a huge potential market, which take up to 30.81% and 16.07 % 
respectively. The sour flavor only attracts about 5% overall. Therefore, it is imported goods 
such as ketchup, and black pepper that mostly It suits the Chinese taste and gain popularity. It 
is the taste, brand reputation, and dates of production that become the determining factors of 
Chinese consumption, with of KOL mainly exerting effect on high-income families [6]. 

4. The Entry of U.S. Condiments into Chinese Market Exemplified through 
McCormick 

Based on the investigation of the condiment market in China, we will now focus on how 
American products enter Chinese market and use McCormick as an example. McCormick, one 
of America's most famous brands of condiment, is founded by Willoughby McCormick in 1889. 
In 1940, it began its operations outside the United States. In 1989, it entered China and 
gradually established production bases in Shanghai and Guangzhou successively. We find that 
the success of McCormick in entering the Chinese market strongly followed the 4P. Two of the 
most noteworthy aspects are “product” and “place”. 

In terms of “product”, McCormick has perfected its products in all aspects. For one thing, 
McCormick has done it through horizontal acquisitions. It has acquired leading companies in 
various countries' condiment industry segments to expand its global market share and has 
become diversified. For another, McCormick has integrated the industrial chain by the vertical 
merger of upstream enterprises. Besides, McCormick has set up a technology innovation center, 
which is committed to do scientific research of food and invent new flavors. It also has its own 
institution focusing on the improvement of the nutritional value of condiments. 

McCormick has paid attention to the differences between Chinese and Western cultures and 
developed products that tailor for Chinese people without losing their own style. Specifically, 
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after entering China, McCormick found that Chinese has a huge potential market for hot sauce. 
Therefore, it acquired an American spice company to specialized in producing hot sauce and 
conducted a special survey to ensure the sale. Finally, McCormick developed a unique taste: a 
perfect combination of sweetness and spiciness, bring freshness to Chinese consumers. 

When it comes to the “place”, catering and retailing are the inevitable choices for condiment 
enterprises to go large-scale [7]. In addition to the home part of the retail business, McCormick 
has built a food processing and catering service channel by expanding into the industrial sphere. 
It tracks the annual flavor trend, releases the flavor forecast report, and develops new products 
to expands the condiment market. Nine of the world's top ten food and beverage companies as 
well as those of the world's top ten restaurant chains, such as KFC, Starbucks, and Haagen-Dazs, 
are all customers of McCormick. 

5. Condiment Market Environment in China and the Entry of Laoganma 
into U.S. Market  

The United States, as the top importer and consumer of dressing, sauces, and condiments, 
represents a 20 percent share in the total world’s consumption and 23 percent in the world’s 
imports [8]. Nowadays consumers not only prefer traditional sauces but also accept foreign 
condiments, international producers have the opportunity to offer a varied range of ethnic 
products [8]. In the US, Chinese food and condiments were highly commodified at the national 
level [9]. The interest in Asian cuisine drives the growth of Global exoticism. Chinese condiment 
companies such as Laoganma also gain a foothold in such a foreign market.  

5.1. American Consumers’ Psychological Analysis  

Truly understanding the buying behavior of American consumers is the key to success in the 
US market. For one thing, American is a melting pot, and so are their food culture and 
condiments pantries. There is increasing consumption of sriracha sauce and hot sauce due to 
multicultural change [10]. Cross-cultural interaction and Americans’ preference for new things 
promote the launching of new flavors of dressings. For another, due to COVID-19, people are 
now more health-concerned and price-conscious. Health issues linked with the consumption of 
GMOs (genetically modified organisms) have fueled the demand for naturally produced 
products. Also, young people are mostly attracted by promotions and discounts. Though “made 
in America” is still a consumer trend in America, the young are concerned with sustainable 
products and are ready to switch their brands if new products offer more sustainable choices 
[11-13]. Therefore, Laoganma should be ready to offer innovative, natural, economical, and 
sustainable products to capture market share in the U.S.  

5.2. Marketing Strategy of Laoganma 

Laoganma, a traditional Chinese chili sauce, has well established itself in the US condiment 
market. In terms of product, Laoganma not only emphasizes the authenticity of Chinese flavors 
and an appropriate mixture of multiple spices. The successful globalization of Laoganma is 
partly due to its unique cultural identity. Laoganma attracts the American market through its 
brand construction such as name and image. Besides deliberately placing an run-of-the-mill 
looking middle-aged Chinese woman known as “dama”on product packaging, its brand name--
Laognma--translated as “The Godmother”, also stresses the characteristics of maternal joy and 
the importance of family bond in China.  

In terms of place, partnership and franchising are taken into consideration. Laoganma manage 
to franchise in the US by a partnership with companies to establish its presence in the foreign 
market. In terms of price, the price of Laogama is 10RMB i.e, $1.50, and has hardly experienced 
fluctuation during the last few years. By using raw material with lower cost from China, 
Laogama manages to maintain its competitive advantage and quality. 
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6. Conclusion 

The current global condiments market environment has a good prospect. With the 
development of economic globalization, cross-border transactions are more frequent, and more 
factors of culture and communication need to be taken into account. Whether it's American 
products entering the Chinese market, or Chinese products entering the American market, it is 
necessary to explored constantly on the different in customers’ cultural influence, product, 
promotion. 

7. Recommendation 

7.1. Recommendations For Condiments Industries 

(1) Attach great importance to consumer analysis and make adaptive changes according to the 
flavor preference in the potential market. Understanding the different eating habits of the 
foreign markets can help identify or create the demand. 

(2) Franchising or licensing. These are easier ways to enter a new market as they involve low 
risk and resource commitment. Moreover, companies should use the joint venture to enter the 
foreign market since it will help them establish a marketing presence and a share of information. 

7.2. Recommendations in General 

(1) Focus more on brand construction, such as increasing the attractiveness of the packaging 
and increasing the extent of cultural message delivery. Since the appearance of a product exert 
great influence of consumer buying behavior. 

(2) Increase brand exposure, using social media marketing strategy such as cooperating with 
cyber celebrity, investing in online ad compaign, and participate in the industry fairs or trade 
shows.  

(3)Improve the quality of products since quality of the product is the main determinant of the 
adhensiveness of users. 
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