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Abstract 
In the social and economic development process in China's new era, the automobile 
industry has always been an essential pillar of the economy. Due to the late start of 
China's automobile culture, the public's automobile consumption concept has not been 
fully mature and stable, and China's traditional consumption concept greatly influences 
automobile consumption. When buying cars, Volkswagen is often influenced by various 
factors, which affect the sales of cars to a certain extent. Therefore, in the field of 
automobile cultural marketing, based on the current consumer psychology, brand 
certification and public recognition are often influenced by traditional culture and have 
distinct Chinese characteristics. According to the current consumption status, people are 
investigated in the field of ideology and culture in order to seek better development 
direction. This paper investigates the ideology and culture of China's potential auto 
consumer groups based on economic marketing. It uses the current development 
direction of the auto industry as an indicator to analyze the testing system for 
strengthening China's auto culture marketing in the new era. 
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1. Introduction 

With the continuous development of China's social economy, the number of cars per capita is 
increasing year by year, and the sales channels of cars are becoming more and more mature. 
Under the influence of traditional Chinese culture, the public gradually presents a unique 
ideological and conceptual understanding of the purchase of cars. Therefore, studying the 
influence of people's ideology and culture has a positive guiding effect on the direction of 
marketing. The purpose of this paper is to explore the influencing factors of Chinese culture in 
the current automobile culture marketing model to provide some reference opinions for 
automobile culture marketing. 

2. Definition of Cultural Marketing 

Cultural marketing, as the name suggests, refers to the behavior of using corporate culture as a 
medium to guide consumers to interact. Based on the development connotation of traditional 
culture, unique cultural significance is integrated into marketing methods so that consumers 
can psychologically generate corresponding emotional resonance. and integrate cultural 
concepts into marketing activities to drive consumption[1]. At the same time, it is different from 
simple material consumption and has rich cultural significance afterward. From the marketing 
perspective, the brand culture is consciously infiltrated into all aspects of automobile 
production and marketing to launch a brand culture with a strategic vision. In the current 
consumption field, as a powerful strategy, automobile culture marketing is of great significance 
to the future transformation of automobile culture marketing[2]. 
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3. The Main Types of Cultural Marketing 

The "culture" of marketing cultural marketing is not rich and shadowy. This article can divide 
cultural marketing into seven main types from the perspective of cultural content, see Fig. 1. 
 

 
Fig. 1 Main Structural Classification of Automobile Cultural Marketing 

3.1. Knowledge Culture Marketing 
With the continuous development of science and technology, modern products' scientific and 
technological content is also increasing. To truly enjoy the value of products and services, 
consumers must know more about the knowledge and information contained in them[3]. 
Cultural marketing takes the dissemination of modern product knowledge and related modern 
science and technology to cultivate and improve the scientific quality of the public as the entry 
point of its marketing to guide consumption and form a unique knowledge and cultural 
marketing. Knowledge culture has surpassed itself in these marketing activities and is used as 
a means of management. Some large multinational companies often use knowledge culture 
marketing to open up territories and carry out marketing activities. In the early stage of 
entering the Chinese market, Intel tirelessly promoted the improvement of computer 
performance by Pentium processors in the process of computer sales and promotion, thereby 
establishing a good brand image in the minds of Chinese consumers[4]. 

3.2. Public Welfare Cultural Marketing 
Enterprises directly participate in education, medical care, environmental protection, charity, 
and other social and public welfare activities to contribute to society and serve society to 
achieve cultural marketing activities to develop markets and establish brands[5]. Procter & 
Gamble invested in establishing an integrated sand control base of 1,000 mu, which is the 
primary source of sandstorms in Beijing. Procter & Gamble has won the respect of Chinese 
consumers with its large number of public welfare activities, and its position in the Chinese 
market is logical[6]. 
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3.3. Fashion Culture Marketing 
The so-called fashion culture marketing is to carry out marketing activities to adapt and create 
popular fashion culture. Fashion culture marketing is closely related to popular topics, social 
mentality, and aesthetic tastes to adapt or create popular consumption concepts and behaviors 
in a specific social period. Fashion culture marketing is perceptual, emotional, aesthetic, and 
symbolic, so it is fleeting, ephemeral, and volatile. Therefore, seeking novelty, curiosity, and 
change is always the theme of fashion culture. It requires enterprises to follow the pulse of the 
times at any time, and constantly create new fashions and new trends to maintain the 
sustainable charm of products and services, see Fig. 2.  
 

 
Fig. 2 Chinese Automobile Culture Marketing Mode 

4. Analysis of the Characteristics of Chinese Cultural Factors 

China has a long history and culture. In the process of the development of the times, various 
ethnic groups have integrated with each other to build a rich and colorful Chinese culture. 
Among the many schools of thought, none have the most significant influence on the Chinese 
people than the three schools of Confucianism, Buddhism, and Taoism. Based on the belief in 
Confucianism in all dynasties and dynasties, they have been elevated to the national school of 
study, and they will be used in China for the next two thousand years. People have had a 
profound impact. This article focuses on a brief exploration of Confucian culture in order to 
analyze good values better[7]. 

4.1. People-oriented Simple Values 
China emphasizes people-oriented ideas. This has been important in developing ideology and 
culture for two thousand years. Today, this article focuses on the traceability of culture. Starting 
from ancient times, it conducts a comprehensive survey of Chinese ideology and culture. As a 
culture that has influenced China for more than two thousand years, Confucianism is a crucial 
civilization that cannot be bypassed. These ideas are undoubtedly the best interpretations in 
the historical verification, so in the current cultural development, the proper study of the 
ancients' ideas and concepts plays an essential role in today's social development. 
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4.2. The Idea of Advocating Frugality 
Due to the influence and restriction of the external environment, pragmatism is emphasized in 
the general consumption concept of the people, which is different from the consumption 
proposition in the West to a certain extent. Some ideas and propositions made more than 2,000 
years ago are no longer used in the development of modern society. With the continuous 
integration of world cultures, people's thoughts are also influenced by foreign cultures. With 
the continuous development of the social economy, in the current consumption, Under the 
influence of the concept of socialism and entertainment, people's consumption concept has 
been released unprecedentedly. Nevertheless, at the same time, it should be noted that ideology 
and culture, as important potential influencing factors of a country, have an essential 
directional effect on the ideology and behavior of its citizens. It cannot blindly rely on reform 
and opening up to integrate into the world, and everything will be fine, just like Western ideas. 
The concept of consumption is in line with the development of modern and contemporary, and 
the ideology and culture of the country in the past are in decline and decay. It is necessary to 
have a correct understanding of the national culture from an ideological perspective to obtain 
corresponding inspirations in various fields of social development in the future and to more 
clearly and completely recognize the potential influencing factors of social development. 

4.3. Advocated Ideological Values 
Self-cultivation is the foundation of self-cultivation. In Confucian classics, there are many 
repeated expositions of the spirit of benevolence. The core elements of Chinese traditional 
culture play an important guiding role in the process of history and are differentiated from 
Western and Japanese countries. Advocate being good at thinking about problems from the 
perspective of others, so that different results can be obtained, treat others with integrity, be 
anxious about what others need, and have a broad mind to understand the world. In the history 
of Chinese ideological and cultural development, this sentence significantly impacted the 
subsequent ideological and cultural development. The marketing process of this article 
requires multiple checks on the quality of the products, paying attention to integrity-based, 
providing customers with a good consumption experience, and doing what they do not want to 
do, and the products do not meet the established standards. It should report to marketing 
management to increase investment in product quality, do an excellent job in the supervision 
of quality brands to win the trust and support of consumers, and create a unique corporate 
culture in the current era, Competitive with core value competitiveness. 

5. Current Situation of Chinese Automobile Culture Marketing 

5.1. Ambiguous Strategic Positioning 
Enterprise strategy is the planning for future enterprise resource allocation and market 
business for sustainable operation and continuous development and growth. Many Chinese 
auto company leaders believe that the success of a company's strategy formulation is how much 
profit the company makes, so all business activities are centered on maximizing the market 
competition and making more profits. The strategic positioning with the ultimate goal of 
winning profits may lead to a series of distortions in business behaviors in the business process, 
see Fig. 3. 
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Fig. 3 Chinese automobile culture and advertising promotion (taking electric vehicles as an 

example, in millions) 

5.2. Weak Corporate Culture Foundation 
A phenomenon that exists in the current Chinese auto corporate culture is that entrepreneurial 
culture is equated with corporate culture. For a long time, the entrepreneur's cultural character 
determines the critical factors of the corporate culture. Mind and vision, long-term and short-
term, material and ideal, determine the future direction of auto companies, especially private 
ones. Entrepreneurs with dreams, emphasis on management, long-term vision, broad-
mindedness, and concern for human nature, as well as the automotive corporate culture formed 
under their leadership, have formed the benchmark of Chinese automotive corporate culture. 
Representatives of such leaders are Yang Baoshan, chairman of Brilliance Auto. The other is to 
focus on short-term interests, narrow-minded, inconsistent, arrogant, and arrogant 
entrepreneurs, and the corporate culture formed under their influence will eventually lead to 
the end of the enterprise. 

5.3. Brand Management Confusion 
A brand is the accumulation of a culture, which includes the traditional, historical, geographical, 
and corporate culture of the place where the enterprise and its spirit are located. Facing the 
dangerous situation of the mighty brand war of international automobile groups, Chinese 
automobile operators are indifferent and vague to the concept of a brand and ignore the role of 
the asset price of the brand on the sustainable development of the enterprise. They did not build 
a well-known car brand from a strategic height and seek long-term development. Instead, they 
are eager for quick success and only care about the production and sales of cars. 

6. Research on the Testing System to Strengthen the Marketing of Chinese 
Automobile Culture in the New Era 

6.1. Chinese Culture and Automobile Marketing Strategy 
6.1.1. Chinese Culture and Rewards, Price Promotion 
Chinese people like small and small favors, typical of small farmers' cultural influence. At the 
same time, they pay attention to practicality. Adding incentives to promotion strategies can 
arouse greater interest among consumers, such as gifts of travel, mascots, and additional 
services. However, it is necessary to combine the content of the reward with the performance 
so that consumers can feel both the benefits and the functions of the product. Significant 
discounts and price reductions can attract Chinese buyers, but this behavior cannot be applied 
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to high-brand models; otherwise, the brand image will be damaged. It should not be used too 
often in low-end and mid-end brands, but once or twice a year. 
6.1.2. Chinese Culture and Advertising Promotion 
Advertising itself is a kind of culture. It can quickly transmit product information and establish 
a corporate image. It is the most profitable way of promotion. Promote corporate culture and 
product features in advertisements, and long-term advertising campaigns can establish 
consumers' awareness of the company. We must mention China's new and unique 
microblogging culture regarding advertising promotions. Weibo has increased its authority and 
users' interest through the addition of various cultural, artistic, sports, and political dignitaries. 
Under the influence of Confucianism, Chinese people have always believed in authority and 
followed the trend, and the large-scale reposting of Weibo will give consumers a strong buying 
signal. Therefore, through authoritative official microblogs and car advertisements broadcast 
by celebrities, consumers can be interested in purchasing. Advertisements can also be used on 
reality shows and variety shows. At present, the pace of Chinese life is accelerating, and the 
pressure is also increasing.  
6.1.3. Chinese Culture and Outdoor Activities 
Chinese people like to join in the fun and watch, set up a stage in the open air, and hold quizzes 
with prizes, and exciting activities, which can mobilize the enthusiasm of the masses to 
participate and play a promotional role. For example, on August 8, 2019, FAW Toyota carefully 
planned the CROWN Crown Bamboo Forest Concert between the bamboo sea and green yin, a 
famous scenic spot in Anji, Zhejiang Province. It vividly interprets the brand theme of FAW-
Toyota CROWN Crown, which is a "hard and soft, intellectual life," a perfect fusion of music 
culture and CROWN brand spirit. 
6.1.4. Chinese Culture and Event Marketing 
Event marketing is also a reasonable means of promotion strategy. Taking advantage of events 
to create momentum and inspire recognition can be more effective with less effort. For example, 
the Diaoyu Island incident on Huangyan Island and the return of the Titanic can be implanted 
in corporate concepts. For example, comparing this car product to a Land Cruiser and cruising 
on islands and reefs, such promotion methods will surely arouse the enthusiasm of the whole 
country. In 2020, Foton Motor has created "aerospace quality" in the field of commercial 
vehicles by assisting the transportation of "Shen 6". Personal sale is a process that must be 
experienced in the marketing of automobile companies. Personal sales can directly establish 
emotional connections with customers and facilitate the dissemination of corporate cultural 
values and the cultural characteristics of automotive products. It has substantial flexibility and 
low cost. Not many professional car salesmen can tell the corporate culture, and the 
controllability of the company over the marketers cannot be guaranteed. It is bound to affect 
the construction of corporate culture connotation.  

6.2. Chinese Culture and Automobile Channel Strategy 
China's more established and successful channels are mainly tangible markets such as auto 4S 
stores, auto cities, auto direct sales stores, and intensive trading markets. At the same time, 
dealers mostly use the agency system. Intangible markets such as auto supermarkets and the 
Internet are still in China. Not much development. Influenced by Confucian orthodoxy, China 
believes that high-quality products should have particular selling points. Consumers are more 
assured of sales places that can be seen and touched in the tangible market, and these high-
profile stores are the first choice for car buying activities. Automobile brand franchise stores 
are in line with the Chinese mentality, and this is also an unshakable mainstream sales channel 
in China's automobile market. If the brand franchise has the strength, it can expand the area as 
much as possible, increase the variety of products, and create a good consumption environment. 
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The humanized planning layout and design for different regions can give consumers a visual 
impact. The thought of etiquette and harmony requires that the services of marketing channels 
must be thoughtful, coordinated, and comprehensive. 

7. Conclusion 

Through the research on the current situation of China's automobile market, this paper finds 
the importance of automobile marketing based on Chinese cultural factors. Through applying 
cultural factors in automobile enterprise marketing, this paper finds a breakthrough in 
automobile marketing. This paper also focuses on some strategies most closely related to 
cultural factors in the analysis, hoping to inspire academic research in automobile marketing. 
Looking forward to the future, the growth of China's auto market will continue, Chinese auto 
companies are facing more challenges than opportunities, various new issues in auto marketing, 
and Chinese auto companies are facing development bottlenecks. The cultural connotation is 
bound to be further squeezed out of the market by foreign brand cars. However, this article 
firmly believes that the wisdom and courage of the Chinese people can take root and sprout on 
a cultural island just like the culture of Chinatown. Chinese cars in the future will have their 
cultural characteristics. 
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