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The localized infiltration marketing of foreign/imported brands of mooncakes

Wei Xuefei
(School of Humanities, Fujian University of Technology, Fuzhou 350118, China)

Abstract; Mooncakes, as a symbol of the traditional Chinese mid-autumn festival, is an essential
choice of the festival goods for consumers. Fierce brand competition is witnessed in the present do-
mestic mooncakes marketing. Some imported/foreign brands are getting popular with the young con-
sumer crowds due to their infiltration marketing strategies in the process of domestication. The suc-

cess of the imported brands lies in exploiting the brand advantage and priotizing the cultural improve-

ment and emotional experience of the brands.
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