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CROSS CULTURAL BRAND DESIGN: ADAPTATION OF CORPORATE BRAND
IDENTITY UNDER THE BELT AND ROAD INITIATIVE VALUES

The article aims to analyse and assess how Haier has incorporated China’s cross-border belt and road initiative
(BRI) values into its Japanese business operations and how Haier s corporate brand identity was implemented in Japan in
light of BRI values. The study intends to examine the efficacy of Haier s brand adaption techniques, and offer perspectives

for cultural incorporation and localization.

The article conducted an analysis of the literature on the BRI, the cultural nuances of the Japanese market, and
strategies related to the corporate brand identity of Haier. Data were collected mainly through secondary information
about Haiers activities, brand guidelines, marketing materials, market analysis reports and consumer feedback. A
comparative Study was conducted to compare Haier s practises and brand design strategies in China and Japan.

The article found that cultural adaptation and localization initiatives made by Haier under the BRI value conformed
to Japanese values and preferences, on the other hand, the strategy of localization in its massaging, cultural symbols, and
visual design was effective in building and designing its brand identity. The comparison in China and Japan revealed the
subtle distinctions and similarities between the two markets.

The article offers a thorough examination of Haier s incorporation of BRI values in its commercial activities and
corporate brand design in Japan, this study adds to the body of known information. The comparison of Haiers business
practices in China and Japan sheds light on how the BRI values may be adapted to various social, economic, and cultural
situations to develop a corporate identity.

The article has practical significance for Haier as well as other international corporations working in Japan as part
of the BRI would be able to utilize the findings of this study while planning the corporate brand design. The research and
assessment of Haier'’s BRI approach to values would be used as a guide for businesses looking to build a strong brand
identity, promote cross-cultural communication, and successfully modify their company s approach to conform to BRI values.
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MIKKYJIBTYPHUI TU3ANH BPEHAY: ATATITAIIISI KOPHOPATUBHOT'O
BPEHAY NI IHHOCTI IHIIIATUBY «OJAWH MOSIC»

Mema cmammi — npoananizysamu ocoonusocmi inmezpayii YyiHHOCmMel MIJNCHAYIOHANIbHOL KUMAacbKol iHiyiamusu
«00un nosc, ooun waxy (BRI) kxomnaniero Haier y ceoi 6isnec-onepayii ¢ Anouii. ¥V docridscenni nepeddayaemocs
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npoauanizyeamu egpekmusHicms memoodis adanmayii opendy Haier ma 3anpononysamu nepcnekmusu KyasmypHoi iHKop-
nopayii ma aoxanizayii.

Ilposedeno ananiz nimepamypu wo0o susuerus disnvHocmi BRI, KynibmypHux HIOGHCI8 ANOHCHKO20 PUHKY MA CMpa-
meeii, no8’sa3anoi 3 KopnopamusHow idenmuunicmio opendy Haier. [ani 6ynu 3ibpani nepesaxcno uyepes 8MOPUHHY
inghopmayito npo Oisienicme Haier, Openo-eaionainu, MapKkemunso6i mamepiany, 36imu 3 anaiizy puHKy ma ei02yKu
cnooicusauie. bByno npoeedeno nopieHsibHe 00CIIONCEHHs Npakmuk i cmpamezii ouzauny opendy Haier y Kumai ma
Anownii.

Busigneno, wo iniyiamueu xyremypuoi adanmayii ma nokanizayii, 30iticneni xomnanieio Haier ¢ pamkax yinnocmi
BRI, 6ionogioanu anoHcoKum yiHHOCMAM ma YynoOOOAHHAM, CMpamezis 10KANI3ayii 8 KYIbIMypHUX CUMBOAAX MA 8i3YAlb-
HOMY Ou3aliHi Oyna epekmueror y cmeopenti ma pospodyi idenmuunocmi 6pendy komnanii. Ilopisuanns 6 Kumai ma
Anonii 6usaeuno mouxi ioMinHocmi ma nooiOHOCMI MidiC YuUMU 08OMA PUHKAMU.

Y ecmammi npononyemocs pemenvhutl ananiz enposadaicenns yinnocmetl BRI komnanieio Haier y ceorwo komepyitiny
OiANbHICMb Ma OU3aiiH KOpnopamueHozo opendy 6 Anouii; dane 0ocnioicenHs 0onosHioe obcse gidomol ingopmayii.
Topieusnns 6isnec-npaxmuk Haier 6 Kumai ma Anouii nponusae ceimno na me, sk yinnocmi BRI mosicyms 6ymu aoan-
MOBAHI 00 PI3HUX COYIANbHUX, eKOHOMIYHUX MA KYIbINYPHUX CUmMYyayill 0Jid pO36UMKY KOPROPAMUBHOI I0eHMUYHOC.

Cmamms mae npakmuune 3nadenus 014 Haier, a maxodc iHwux MidcHapoOHux kopnopayiti, wo npayroroms & Ano-
Hii' 6 pamkax BRI, ocKinbku 60HU 3MOXNCYMb SUKOPUCTIAMU PE3YTbMAMUL Yb020 O0CHIONCEHHA NPU NIAHYE8AHHI OUSAUHY
KopnopamugHozo 6pendy. Hocnioxcenns ma oyinka nioxody Haier 0o yinnocmeti BRI mooicyms Oymu sukopucmati sik
iHGhopmayitini Oawni O KOMRAHIN, SIKI NPpAZHymb ROOYOY8amu CUIbHY [0eHMUYHICIb OPeHOY, CRPUSIMU MINCKYIbIYPHIl
KOMYHIKayii ma ycniwiHo Moouixyeamu nioxio ceoei komnauii 6ionogiono do yinnocmeii BRI

Knrouoei cnosa: epagiunuii ousaiin, gipmosuti cmuie 6penody, noeomun, iniyiamusa « O0un nosic — 0OUH WLIAXY,

KYIbMYPHULL 0OMIH.

Problem Statement. The Chinese government
took the “Belt and Road Initiative” (BRI) as a
development plan to promote connectedness and
economic collaboration among nations (Lewis et al.,
2021). Under these perceptions, different Chinese
corporation has expanded their business in the
international arena. However, in global business,
corporations frequently confronttheissue of modifying
their “corporate brand identities” to correspond with
local beliefs and cultures when they extend their
activities across borders (Safeer et al., 2022). A cross-
cultural brand design strategy is essential in the
global marketplace for effectively evolving corporate
image identities to appeal to various target audiences.
The process of developing a corporate identity starts
with choosing an effective plan to communicate the
specific features of the corporation to the outer world
and this communication could be influenced by the
cultural perspective of the specific region.

As a worldwide organisation, Haier offers home
appliance goods that are innovative, superior, and user-
focused to satisfy the shifting demands of customers
throughout the world, the company has increased its
activities around the globe, notably in Japan, a nation
recognised for its particular culture and aesthetic. In
developing the corporate brand identity, Haier has
focused on quality products to offer goods that are
innovative, superior, and user-focused to satisfy the
shifting demands of customers throughout the world
(Zhong et al., 2022).

Analysis of research. During the execution of this
research, a number of scientific and special practical
studies were used, which reveal the sequence and
peculiarities of creating a corporate identity of the
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company, as well as the specifics of the functioning of
companies with the support of visual corporate style. To
create a powerful “corporate brand identity”, a cross-
cultural brand design approach involves comprehending
and adopting the cultural quirks and preferences of
the target market. In this regard, we used the author’s
robotics J.-N. Kapferer «The new strategic brand man-
agement: Creating and sustaining brand equity long
term» (Kapferer, 2008). Revealing and explaining
the latest techniques used by companies worldwide,
author Jean-Noél Kapferer covers all the leading issues
faced by the brand strategist today, supported by an
array of international case studies. the book reveals
new thinking on a wealth of topics including: brand
architecture and diversity strategies; market adaptation
approaches; positioning in the private label and store
brand environment, and much, much more.

Building a strong and recognisable brand identity
requires brand consistency. The article by the authors
is of great value for the topic of our work A. Bengts-
son, F. Bardhi, M. Venkatraman «How global brands
travel with consumers: An examination of the rela-
tionship between brand consistency and meaning
across national boundaries» (Bengtsson et al., 2010).
The paper studies how consumers create brand
meanings at home and abroad as well as the impact
of context (e.g. place) on the meaning of global
brands for the same consumers. The authors use a
qualitative approach to examine brand meanings
for two prototypical global brands, McDonald’s and
Starbucks, at home and abroad. The comparative
characterisation presented in this study convinced
us of the effectiveness of this method in the study of
brand building strategies.



...............................................................................

The activities of business companies have been
examined by authors such as B. Zhong (2022),
Y. A. Lewin, L. Vilikangas, J. Chen (2017), M. Asif,
B. Y. Ling (2018) et al. Having analysed the literature
regarding the problem of this study it can be stated
that one of the main issues in different regions, as
well as in other consumer markets around the world,
is the development and maintenance of attractive and
appropriate corporate brand identities. In view of the
results of the analysis, This study looks at how Haier’s
corporate brand identity was influenced by the values
of BRI, and how it adopted the corporate brand
identity in Japan, and the study will also compare
its brand adoption strategies with Haier’s Chinese
design.

Purpose of the article. The objective of this
study is to analyse and assess how Haier has
incorporated BRI values into its Japanese business
operations and how Haier’s corporate brand identity
was implemented in Japan in light of BRI values.
The study intends to examine the efficacy of Haier’s
brand adaption techniques, and offer perspectives for
cultural incorporation and localization.

Presentation of the main material. Haier has used
a cross-cultural brand design approach and modified
its corporate brand identity to reflect BRI values which
evolved around collaboration, cultural harmony, and
sustainable production (while designing the corporate
brand identity in Japan). To maintain consistency
across all markets, Haier retains key components
of its corporate brand identity whilst customising
it for the Japanese market. Cultural adaptation and
localization initiatives made by Haier under the
BRI value remained the main strategy of Haier.
These initiatives were aimed to conform to Japanese
values and preferences, additionally, the strategy of
localization in its massaging, cultural symbols, and
visual design has remained effective in building and
designing its brand identity.

Haier & BRI Values. The Haier Group is a global
organization based in Qingdao, China. The firm,
which was founded in 1984, specialises in the design,
manufacture, and distribution of consumer electronics
and home appliances. Haier has swiftly extended its
global footprint and is now regarded as one of the
world’s leading appliance producers. The oldest
home appliance manufacturer in China, Haier also
led the industry’s «going global» movement (Investo-
saka, 2022). A vast variety of appliances, comprising
air conditioners, freezers, refrigerators, TVs, washing
machines, and kitchen appliances, are included in
Haier’s product line. The business has developed
internationally, creating a significant presence in
more than 160 nations. Haier is renowned for its
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client-centred strategy, emphasising the delivery of
goods that improve customers’ daily lives (Lewin et
al., 2017).

Haier Goods is well-known for its creativity,
quality, and affordability, Haier has focused on quality
products to offer goods that are innovative, superior,
and user-focused to satisfy the shifting demands of
customers throughout the world. At the moment,
Chinese overseas investment firms are greatly
influenced by Haier’s internationalisation plan, and
global brand strategy (Zhong et al., 2022). Haier
through its branding strategy, after a five-stage process
that includes a “brand strategy, multifaceted strategy,
global strategy, global brand strategy, and network
strategy” is now at its sixth step by incorporating
the eco-brand strategy which was added in 2019 and
mainly influenced by BRI values (Investosaka, 2022).

BRI Values. In 2013, Chinese President ‘Xi
Jinping’ announced the need for the development
of BRI with the hope of improving the connection
between European, African, and Asian nations (Lewin
et al., 2017). Economic coordination, the interaction
between cultures, and environmentally friendly
growth were prioritised through this initiative. The
BRI seeks to increase economic and trade relations
among participant nations. To improve respect for
and admiration of various cultures, it encourages
cultural collaboration, educational exchanges, and
tourist activities (Asif, Ling, 2018). As a member of
the BRI, Haier incorporates the BRI’s key principles
into its corporate practices in Japan. Haier, adopted
the “corporate brand identity” to present itself to the
outside world according to the cultural preferences in
the Japanese market.

The firm makes investments in supply chain
systems, logistical infrastructure, and logistics systems
in Japan to enhance coordination and interaction in
line with BRI values. To promote connections that are
advantageous to both parties, the corporation creates
alliances and collaborations with regional suppliers,
distributors, and enterprises. Haier adopted the joint
venture strategy in Japan to adopt the resources
effectively for instance with Sanyo Electronics. By
encouraging energy-efficient equipment and lowering
carbon emissions, the firm incorporates eco-friendly
practices into its business activities in Japan.

Corporate Brand Identity. The distinctive
combination of values, features, and characteristics
that identify and separate an organisation from
its rivals is referred to as corporate brand identity
(Essamri et al., 2019). It includes both physical and
intangible factors including vision, mission, and brand
personality, along with visual features involving as
logos, colours, and typography. A solid corporate
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brand identity contributes to the creation of a consistent
and recognisable brand image. A distinctive corporate
brand identity assists organisations in gaining the
confidence, legitimacy, and loyalty of their customers,
workers, and stakeholders (Koporcic, Halinen,
2018). Transparency and consistency, significance,
individuality, and integrity are common elements of
effective business brand identities. A solid corporate
brand identity may assist a business in attracting and
retaining consumers, developing partnerships with
partners, and generating profits.

The brand of the corporation is essential to its
accomplishment, and strong brands enable a business
to expand not just locally but also worldwide (Schmitt,
1994). Using the momentum of its powerful local brand
based on high quality and customized manufacturing,
Haier expanded into new markets and arose as a rapidly
expanding worldwide corporation. Keeping in view,
the importance of corporate brand identity, Haier has
concentrated on corporate branding instead of product
branding. Strategic management of “brand identity”
is an essential activity that has long been recognised
by the brand management curriculum (Urde, 2013).
Nevertheless, “corporate branding” has received a
lesser amount of focus than product branding. The term
“corporate brand” implies that the brand is supported
by a company and is a component of the corporate
brand (Balmer, 1995). Identity is the key component
of a corporate brand. While viewed alongside the
competition, a corporate brand identity is what
distinguishes it from its rivals and depicts it as valuable
to its stakeholders (Kapferer, 2008). The organization’s
logo, marketing materials, and the impression given off
by different business operations are further elements that
affect corporate identity (Schmitt, 1994).

...............................................................................

The general principles of Corporate Brand
Identity. The shaping of an enterprise’s brand image
is something that requires creative work. In actual
operation, it must be carried out in accordance with
its inherent laws and adhere to the unique principles.
The general principles of corporate brand image
mainly include the principles of imageability, whole-
ness and strategy.

The principle of imageability is the foundation
of corporate image shaping. Corporate brand image
needs to highlight the individuality, contact the mar-
ket competition, emphasize differentiation, from the
practical point of view, unique and innovative. To this
end, it is necessary to highlight the characteristics of
the industry and the characteristics of the enterprise.
To apply symbolic marks, such as trademarks, etc.,
through the visual recognition design, so that cor-
porate characteristics are easy to disseminate, easy
to remember, so that the corporate image is deeply
rooted in people’s hearts. The principle of wholeness
is the guarantee for the shaping of corporate image.
First of all, the corporate image should be closely
linked with the spirit of the enterprise, the way of
business, interpenetration, constituting a unified
overall culture of the enterprise. Secondly, the shap-
ing of corporate image depends on the joint efforts of
all employees. Strategic principle is the fundamental
of corporate image shaping. Corporate image is not
static, the enterprise must be based on the objective
changes in the situation, timely update the corporate
image, to create a more socially acceptable image, in
order to adapt to the market economy and the devel-
opment of enterprises, the needs of social progress.

Corporate Brand Ildentity of Haier in China. The
corporate identity of Haier is defined by numerous

Fig. 1. China Brand Expo 2023.
URL: https://m.sohu.com/a/674371735_121106991/?pvid=000115_3w_a&010004_wapwxf{zlj
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key aspects and components. The word «Haier»
is printed in a strong, contemporary style as the
organization’s logo to represent energy, enthusiasm,
and determination. In China, Haier’s corporate
identity is strengthened by consistent branding
throughout all touchpoints, providing a strong brand
footprint. In China, Haier has developed a strong
corporate brand identity centred on “innovation,
interconnectedness and intelligence”. Blue, white
and green comprise Haier’s brand colour palette,
reflecting innovation, sustainable development,
and simplicity, accordingly.

Corporate Brand Identity of Haier in Japan.
Haier’s introduction into the Japanese marketplace
in 2002 was a key step forward in the company’s
worldwide expansion. Haier proactively modified
its corporate brand to match BRI values and appeal
to Japanese customers, recognising the particular
cultural environment and consumer preferences in
Japan. BRI has rendered the opportunity to Haier
to extend its operations internationally and to
build a strong presence in a variety of regions by
following its value which would have an impact
on its corporate brand identity (Lewin et al.,
2017). Cultural appropriation and localization are
important components of Haier’s design adaption
for the Japanese market. Haier understands how
crucial it is for its brand identity to reflect Japanese
culture, customs, and customer preferences. Haier
makes sure that its design decisions represent the
values and sensibility of Japanese consumers by
being aware of the regional environment.

Haier has taken a localised approach to success in
the Japanese market, respecting regional traditions
and customs while remaining consistent with its
worldwide brand identity. Although the business’s
branding and colour scheme remained the same,
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its marketing and advertising strategies have been
adjusted to Japanese preferences and tastes. Haier
has produced customised lines of products to meet
the unique demands of Japanese consumers, among
them mini refrigerators suited for small kitchens.
The expansion of Haier into Japan accords with the
BRI objective of increasing economic engagement
between China along other Silk Road countries. Haier
exhibits its dedication to recognising and integrating
with local cultures by implementing localization
practices, which is a basic element of BRI. BRI’s
commitment to sustainable development and focus on
individual techniques is mirrored in the organization’s
concentration on sustainability, innovation, and
customer happiness. Haier’s participation in
community outreach  programmes, including
disaster relief operations in Japan, demonstrates
the company’s commitment to social responsibility
and win-win collaboration, both of which are core
elements of BRI

Design Adaptation of Corporate Brand
Identity in Japan. Haier started working on
a worldwide branding strategy after securing
a lucrative and stable position within China
which could be evidenced by its five-stage
strategy (Balmer, 1995). With improved product
competitiveness and solid business operations,
this approach seeks to establish the firm as an
indigenous brand in many global marketplaces.
Haier’s corporate identity in Japan ought to exude
a dedication to superior standards considering the
value Japanese customers set on reliability and
quality. This might be accomplished by paying
close attention to each detail, using precise
engineering, and emphasising product toughness.
Technology cooperation and creative thinking are
the goals of the BRI. As a technology-focused
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Fig. 2. On May 18, 2022,Haier Japan held a new product launch conference in Tokyo to release new mid-to-high-
end products, including large-capacity three-door refrigerators, the industry’s smallest front-loading washing
machine, and Haier Japan’s 20th anniversary limited-edition refrigerators and freezers.

URL: https://mp.weixin.qq.com/s’/hRW2hBe4lJt72pZwmFAg7g
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Haier’s Packaging in China (2020)
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Haier’s Packaging in Japan (2021)

Fig. 3. Haier’s Packaging Practices in China and Japan
URL: https://www.haier.com/csr/whkyzt/?spm=net.social-assistance_pc.header_ 148881 20200630.1
URL: https://www.haier.com/jp/information/news/P020211022448288506763.pdf?spm=jp.ContactHaierJP_
pc.AboutHaierContent 20200702.3

business, Haier promotes its R&D expertise and
presents cutting-edge goods and services. Haier’s
dedication to modern technology and its capacity
to develop goods that satisfy changing customer
expectations in the digital era may be highlighted
through the brand design throughout Japan.

Haier’s corporate brand identity may be seen on
a variety of carriers in Japan involving: corporate
clothing, packaging, promotional items, documenta-
tion, transportation, household appliances.

Corporate Clothing: In Japan, Haier employees
dress in uniforms that highlight the organization’s
corporate identity. These uniforms promote diversity,
competence, and sustainability, which are all BRI
ideals.

Packaging: Haier’s packaging for products in
Japan is the same as in China, with the same blue,
green, and white colour scheme, providing quick
brand identification. However, the package design has
been modified to better fit Japanese customer tastes,
including the use of greater minimalist designs and the
use of Japanese characters. Haier’s packaging in Japan
complies with the organization’s worldwide branding
standards while including significant Japanese design
features, expressing Haier’s appreciation for Japanese
culture and visual appeal.

Promotional Items: Haier has designed a variety
of promotional goods, including pens, umbrellas,
and tote bags, which display its emblem and
brand colours. These things contribute to brand
recognition and reinforce the In Japan, Haier’s
advertising materials use the Japanese language
and images to provide concise information and
cultural relevancy.

Documentation: In Japan, Haier’s paperwork,
including warranty cards and product manuals in

ISSN 2308-4855 (Print), ISSN 2308-4863 (Online)

Japanese language, demonstrates the company’s
dedication to BRI principles. It prioritises sustainable
development and usability.

Transportation: In Japan, Haier chose one of
the busiest subways to promote its campaign. The
carriages not only have promotional posters, but the
in-car screen also scrolls a promotional video.While
sticking to BRI ideals, this provides exposure and
promotes Haier’s corporate brand.

Household Appliances: In Japan, Haier’s household
appliances exemplify the organization’s dedication to
innovation, excellence, and sustainability. Such a product
may be a Haier clothes washer with environmentally
friendly characteristics and a modern style.

Social ~ Responsibility and  Sustainability.
Sustainability and social responsibility are prioritised
by the BRI values which place a strong focus on
sustainable development, which 1is ecologically
favourable. By implementing sustainable practises
and supporting social activities that are in line with
regional requirements and objectives, Haier’s design
adaption in Japan takes into account these factors as
well. Haier shows its support for infusing sustainability
and ethical behaviour into the brand’s design adaption.
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Haier’s product manual in China
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Haier’s product manual in Japan

Fig. 5. Haier’s Localization Practices

Fig. 6. Haier Transportation in Japan showing Haier
Logo (2018)
URL: https://mp.weixin.qq.com/s/UoCDJ _
fOZvVBAgJcRxAqQg

By including eco-friendly characteristics, energy-
efficient goods, and a dedication to minimising
environmental effects, Haier’s brand identity in Japan
represents this approach.

Brand Consistency. Haier along with localization
branding design has kept all of the basic components
of its visual brand identity, such as the logo, colour
scheme, typography, and graphic design, consistent.
However, by adopting localization practices, Haier has
also maintained consistency in all brand interactions
in Japan, including packaging, promotional items,
internet pages, and social media platforms. Haier
increases its total brand awareness and image by
finding a balance between localised adaption and
global uniformity. By keeping key components
that represent its brand values despite modifying
its design, Haier preserves a consistent worldwide

Fig. 7. Haier’s appliance design for the Japanese
market (2022)
URL: https://mp.weixin.qq.com/s/
MJ216HMIKH2pJtFSu3EPOw

brand image and ensures brand awareness in various
regions.

In general, the BRI values are included in the
design adaption of Haier’s corporate brand identity
in Japan with an emphasis on combining cultural
features, harmonising with Japanese design opinions,
and upholding brand consistency. Haier wants to
develop a strong and culturally significant presence
throughout Japan by changing the brand identity to
appeal to the Japanese market. In Japan, Haier retains
a unifying design style and language throughout its
product line. Shapes, supplies, finishes, and labelling
are some examples of these components.

Localization. The feeling of intimacy and
association with the brand is enhanced by customising
the brand’s visual components, such as the logo,
visual style colours, and font to correspond with
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Fig. 8. On September 10, 2010, workers carrying a box
containing a Haier product exported to Japan. Haier
Electronics, a member of Haier Group, said Thursday
it will buy out its parent’s logistics subsidiary as part
of its efforts to expand its business scope.

URL: http://www.chinadaily.com.cn/m/
qingdao/2010-09/10/content_11286182.htm

local customs and cultural values (Essamri et al.,
2019). The strategies of greater intimacy with the
target consumers could be seen in its use of local
symbols, and aesthetics to appeal to the Japanese
consumers to develop an important position in the
market. This covers the usage of Japanese phrases
and signs in advertisements, packaging for goods,
and visuals. Four different writing systems are used
in contemporary Japanese: the Western-style alphabet
(romaji), two phonetic scripts named katakana and
hiragana, and the ancient kanji format made up of
Chinese ideographs (Schmitt, 1994). To foster the
feeling of recognition and intimacy with the local
audience, Haier’s logo in Japan needs to incorporate
tiny tweaks, such as colour alterations or minor
typographic changes.

Logo: The logo plays a crucial role in expressing
a brand’s identity. Haier modifies its logo for Japan
to appeal to the local market. The basic components
of the Haier logo are still there, including the
stylised «H» and the colour red, which stands
for enthusiasm and energy. This facilitates the
corporation to create an emotional connection
with Japanese customers, this adaption raises
brand awareness and affinity. However, to promote

Haier

Fig. 10. Haier Red logo (2004-2013).
URL: https://www.haier.com/cn/
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Fig.9.0nJ
Festival kicked off in Odaiba, Tokyo. In this festival,
Haier’s AQUA brand conducted online and offline
interactive activities with 15,000 visitors
to the festival, injecting new elements into
the festival.

URL: https://m.sohu.com/a/245527402_630562

tuary Music

greater local ties and foster a feeling of closeness
amongst Japanese customers, Haier in Japan needs
to include cultural symbols like cherry blossoms or
the famous Mount Fuji. This can entail combining
regional icons into the logo design to develop
a relationship with the community and foster a
feeling of closeness among Japanese customers by
including these components.

Typography: A crucial aspect of visual
communication is typography. To accommodate
Japanese design aesthetics and linguistic preferences,
Haier modifies the font used in Japan. Haier efficiently
conveys its brand message by using Japanese
consumers’ recognisable typeface. The typeface was
chosen to fit the Japanese cultural environment. For
accessibility and authenticity, this could involve
utilising more Japanese typefaces or adding kanji
characters. To convey a feeling of cultural integrity,
Japanese typography could utilise native Japanese
typefaces or incorporate kanji characters. With this
modification, Haier’s messaging will be clear and
appealing to the local audience.

Colours: Haier utilize colours to compliment
Japanese aesthetic preferences or cultural connotations
while maintaining red as the brand’s dominating
colour. The colours used by Haier are deliberately
chosen to complement Japanese aesthetic tastes
and cultural connotations. Although the primary
red colour of Haier’s corporate identification may
not change, other hues have also been added to fit
with the cultural background of Japan for instance,
Haier has incorporated blue colour and simplicity in
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Haier 124

NQUA

Haier’s strategy to leverage Sanyo's brand in Japan
(2011)

Haier launches new AQUA brand identity in Japan
(2012)

Fig. 11. Haier’s Localization Practices.
URL: https://www.haier.com/press-events/news/20111018_133131.shtml
URL: https://www.haier.com/press-events/news/20120216_131398.shtml

its log colours. Haier is now able to have a visually
appealing and culturally appropriate brand presence
in Japan thanks to this modification.

Visual Style: To conform to Japanese design
ideas, including simplicity, minimalism, and concern
for detail, Haier developed a visually attractive and
culturally appropriate brand presence by utilising
simple layouts, clean lines, and soft textures. Haier
changes its visual aesthetic to reflect Japanese design
aesthetics. This can entail embracing Japanese
aesthetic principles like minimalism, clarity, and
dedication to detail.

Comparison with Design in China. Even though
Haier’s design adaption in Japan respects the local
way of life, it’s crucial to note the most significant
contrasts and parallels between Haier’s designs in
China as well as Japan.

Emphasis on Innovation and Modernity. Although
the Chinese and Japanese designs both incorporate
elements of their own cultures, the Chinese designs
for Haier frequently lay a greater focus on creativity
and innovation. This is consistent with the quick
technical development in China and the idea of Haier
becoming a creative and forward-thinking business.

Fig. 12. Japanese brands Haier and AQUA light up
Ginza in Tokyo (2020)
URL: https://m.163.com/news/article/
F2PHUDGKO041590BA.html?from=dynamic&isFrom
OtherWeb=true
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Cultural Influences. In Japan, simplicity,
minimalism, and concern for detail are frequently
prioritised in design aesthetics. The «wabi-sabi»
design aesthetic, which originates in Japan, emphasises
finding beauty in nature’s components and flaws. These
cultural influences can be seen in the sleek lines, subtle
beauty, and user-friendly characteristics of Haier’s
Japanese design. The design adaption reinforces a
localised brand identification in Japan by taking into
consideration certain cultural features of that country.
However, design aesthetics in China frequently
emphasize boldness, cultural tradition, and symbolism.
To appeal to the tastes of the local market, Haier’s
designs for goods in China use classical Chinese
design features like elaborate structures, calligraphy,
and vivid colours. The design of Haier in China
honours the visually pleasing and cultural heritage of
the country. Chinese artwork frequently incorporates
writing in calligraphy classical themes, and symbols.

Design Language. Functionality, user-friendly
interfaces, and effective space utilisation have been given
top priority in Haier’s establishment in Japan. Products
seem sleek and contemporary, paying close attention
to environmental factors. To be attractive to Japanese
consumers, clarity and simplicity in the packaging and
design of products may also be emphasised. The design
of Haier in China may incorporate both contemporary
design fads and traditional Chinese characteristics.
The emphasis can be on designing things with
outstanding visual appeal that inspire feelings of cultural
identification and patriotism.

Colour Preferences: Red is a colour with deep
cultural meaning in China, representing luck and
wealth. As a result, the red colour is used more
prominently in Haier’s design in China. The colour
scheme in Japan may be changed to reflect cultural
preferences and connections between colours and
harmony, the natural world, and trust.

Typography: China and Japan employ language
and typography in different ways. Although the
adaption in Japan uses Japanese characters (katakana,
kanji, and hiragana,) and appropriate local typefaces,
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Fig. 13. Haier logo evolution diagram globally
to depict logo consistency. (1984-now).
URL: https://www.haier.com/cn/

2004 - 2013

Haier’s typography in China mostly uses Chinese
characters (simplified or conventional) and scripts.

Visual Style: The energy and variety of the Chinese
market may be seen in the visual style of Haier in
China, which may have more vivid colours, elaborate
patterns, and strong design features. To appeal to the
tastes of Japanese customers, the visual style in Japan
could emphasize delicacy, refinement, and elegance.

Brand Perception. Haier presents itself in Japan as
being a trustworthy, premium brand that prioritises
technical advancement. To make an impact on
Japanese consumers who appreciate workmanship
and resilience, emphasis may be placed on meticulous
detail, precise engineering, and robustness. Haier is
a widely recognised and reputable brand in China.
It might be seen as an inventive and progressive
business that exemplifies the nation’s technical
breakthroughs and worldwide viability. The design
of Haier products sold in China may be intended to
support these brand views and speak to the ambitions
of Chinese consumers.

Conclusion. Companies that are going worldwide
need to get acquainted with the cultural quirks and

...............................................................................

preferences of customers in each market. Haier has
been able to establish itself as a worldwide brand
while honouring and supporting the cultural values
and tastes of the markets it seeks by successfully
adjusting its design and personality. The ability of
Haier to successfully localise its design to appeal
to both Japanese and Chinese clients serves as an
example of the value of localization in building a solid
brand image and forging connections with customers
abroad. The BRI values-based design adaption of
Haier’s corporate brand identity shows the company’s
dedication to cultural sensitivity and localisation.
To cater to the aesthetic inclinations of the nation
of Japan, Haier’s design includes simple and exact
components. The design emphasises innovation and
technology while incorporating traditional cultural
elements in China.

The BRI values were included in Haier’s design
adaption of its corporate brand identity in Japan,
demonstrating the company’s dedication to cultural
inclusion and relevance in the region. Haier enhances
its brand recognition and builds relationships with
Japanese customers by embracing aspects of Japanese
culture and design sensibility. In comparison, the
cultural quirks and market preferences in each
country cause the design adaption in Japan and
China to be distinct from one another. In Japan, Haier
proactively interacts with regional stakeholders,
designers, and talented people. Haier can learn about
customer preferences, cultural quirks, and design
trends in Japan because of this cooperative approach.
Haier makes sure that its brand identity represents
the values and goals of the Japanese market by
creating collaborations and supporting local talent.
Haier demonstrates its dedication to BRI values by
incorporating sustainability and social responsibility
into its corporate identity. However, Haier needs to
include more culturally related elements in the design
adoption of corporate brand identity.
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