
‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 

國立政治大學科技管理研究所 

 

碩士學位論文 

 

 
Culture-‐based	  marketing	  innovations	  for	  

LUXGEN7	  SUV	  in	  Russia	  
	  
	  
	  
	  

指導教授: 許牧彥博士 

 

研究生:達沙/Daria Tingaeva 

 

中華民國一百零二年六月 
 

 
 
 
 
 
 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

	  
II	  

Abstract 
 
The purpose of this research is to develop a marketing plan for a new brand, which 

intends to enter a foreign market. The basis of the research is a proposal of marketing 

plan for LUXGEN7 SUV, the vehicle, which the company Yulon Motor is going to 

introduce into the Russian market in Q3 of 2013.   

Russia is an absolutely new market for Yulon. Russia has a severe climate and specific 

road conditions. There is a huge cultural gap between the Taiwanese and the Russians: 

the customs, traditions, way of life, values and preferences of the Russian consumers are 

strikingly different from the Taiwanese.  

The main premise of the research is that the cultural-centric marketing approach will be 

the key mechanism for LUXGEN to increase its brand awareness among the Russian 

consumers, to build a reputation of the brand, which puts their traditions, cultural values 

and preferences on the first place and to establish warm and sincere relationship with the 

Russian people.  

The theoretical framework of this research is not limited by only marketing study 

literature, but it also includes the analysis of the books and articles on psychology and 

culture studies for deeper understanding of the subject. 

The main results of the research are: 

- Choosing females as main targeted customers of LUXGEN in Russia; 

- Finding out what localization of its brand name and exterior design LUXGEN 

should undertake according to the linguistic and color preferences of the 

Russians; 

- Creating a special advertisement campaign for LUXGEN taking into consideration 

psychological and cultural aspects and defined what communication media should 

be used to make advertisement message reach the potential customers; 

- Designing several marketing events and activities for LUXGEN to organize in 

order to provide its consumers with special experiences. 

 

Keywords: automobile marketing, archetypes, brand awareness, consumer 
behavior, cultural-based marketing, LUXGEN, localization, Russia 
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Chapter	  1	  -‐	  Introduction	  

1.1.	  Research	  motivation	  
 
Unique implementation of advanced technology and safety innovations has helped 

automobile industry newcomer LUXGEN to make a successful start in its home market 

of Taiwan. Now the ambitious young brand is going to conquer new markets, and Russia 

is supposed to be the first one. 

However, due to culture differences it will be quite a challenge for LUXGEN to set up a 

successful operation procedure in the Russian market. Despite the trend of globalization, 

Russian consumers are still very conservative. They are proud of their traditional cultural 

values and have a hostile attitude to the brands that neglect or do not respect these values. 

Thus, it is vitally important for LUXGEN to demonstrate to the Russian consumers that, 

although is it a foreign brand, it treats their national cultural values with consideration 

and respect. 

 It goes without saying that developing a mere marketing plan for LUXGEN in the 

Russian market will not be enough. We believe that a deeper research in which such 

subjects as psychology and cultural studies are incorporated into a marketing plan might 

make a bigger contribution to LUXGEN`s successful performance in Russia. 

 

1.2.	  Research	  objective	  
 

This study aims to gain better understanding on how a customer-centric marketing 

approach can be used as a mechanism for a new brand to enter a foreign market and 

increase its brand awareness. This premise will be based on the example of LUXGEN, 

for which we are going to develop a marketing plan, integrated with such subjects as 

psychology and cultural studies in order to provide it with recommendations how to 

create a positive brand image from the point of view of the Russian consumers and stand 

out of the crowd of the competitors.  

 

1.3.	  Research	  question	  
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- What is the potential of the Russian market for LUXGEN? 

- What are the challenges for LUXGEN in Russia? 

- Who will be the targeted customers of LUXGEN in Russia? 

- What steps should LUXGEN undertake to overcome the challenges and gain the 

attention of consumers in Russia? 

 

1.4.	  Research	  method	  
 

In this research we use the following methods:  

- The review of marketing study, psychology and culture studies literature; 

- Collecting secondary data; 

- Amplification with questionnaire survey for Russian native speakers to present the 

empirical data in the research; 

- Result analysis. 
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Chapter	  2	  -‐	  Literature	  review	  	  
 

2.1.	  Marketing	  innovation	  
	  
According to Levitt (1962), who analyzes the perspective of “growth and profit through 

planned marketing innovation”, “marketing is a neglected frontier” since most marketing 

innovations were characterized as accidental and originated from outside the central cores 

of the industries in which they have ultimately developed. He argues that product 

innovations demanded a creative thought and imagination about new marketing methods. 

Moore (2004) has given a customer-focused definition of marketing innovation. He 

believes that marketing innovation improves customer-touching processes either in 

marketing communications (e.g. use of the Web and trailers for viral marketing of The 

Lord of the Rings movie) or in consumer transactions (e.g. Amazon’s e-commerce 

mechanisms and eBay’s online auctions). Apart from defining different types of 

innovation, Moore (2004) has also matched them to the stages of product life cycle. More 

specifically, he matched the initial phases with disruptive, application innovation, and 

product innovation. As the product matures, process innovation, experiential innovation 

and marketing innovation are important while in the declining phase business model 

innovation and structural innovation can be used. 

A very clear definition of marketing innovation can be found in the Oslo Manual by 

OECD, the 3-rd edition: “marketing innovation is the implementation of a new marketing 

method involving significant changes in product design or packaging, product placement, 

product promotion or pricing” (OECD, 2005) aimed at “better addressing customer 

needs, opening up new markets, or newly positioning a firm’s product on the market, 

with the objective of increasing the firm’s sales” (OECD, 2005).  

The Oslo Manual, the 3-rd edition, provides us with the differences between the various 

types of innovation. In Table 1 we summarized the comparison between marketing 

innovation and the other forms of innovations:  

1)  Marketing Innovations presuppose significant change in the design of an existing 

product, not significantly improved functional or user characteristics, like product 

innovations do; 
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2)  Marketing Innovations are the activities aimed at increasing sales volumes or 

market share, but not the activities aimed at decreasing unit costs or increasing 

product quality, which is the main feature of process innovations; 

3)  Clarifications might be required for innovations that are both organizational and 

marketing. In this case innovations should involve new marketing methods (not 

just sales activities). 

	  

2.2.	  Product-‐centric	  vs.	  customer-‐centric	  marketing	  	  
	  
Galbraith (2002) provides a clear distinction between the goals of a product-centric and a 

customer-centric focus: a “product-centric company tries to find as many uses and 

customers as possible for its products”, whereas “a customer-centric company tries to 

find as many products as possible for its customer" through focusing on the product 

integration. Table 2 shows that the customer-centric approach puts the customer's needs 

and the relationship with the customer at every core aspect of the business, whereas the 

more traditional product- centric approach focuses on the transactional sale of products. 

Fader (2012) underlined the importance of customer experience in customer-centric 

marketing. Unlike product centric marketing approach, which is focused on the products 

that the company brings to market rather than the customers who buy those products, 

customer centric marketing have robust mechanisms designed to augment customer 

experiences. Such firms value and consider customer satisfaction in everything they do. 

They talk about experiences, and benefits, and often feature imagery of people on their 

marketing pieces. They design pricing models to fit customers’ lives and often integrate 

them with partners and offer platform deals.  

2.3.	  Brand	  localization	  and	  culture	  
 

Speaking about the approaches, which brands should develop to meet consumer 

expectations when they intend to penetrate into a foreign market, Baker and Sterenberg 

(2003) state that the nature of the local culture in which the brand must operate is one of 

the main factors that should be taken into primary consideration.  

Countries included in their study were plotted on two axes depending on whether their 
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orientation toward brands is individualistic or collectivist and on whether they are 

oriented more toward their own culture and values (local focus) or more receptive to 

global influences (global focus).  

As Baker and Sterenberg (2003) point out, Cultural Individualists are the countries (in 

their research Russia belongs to this group), which have a high pride in their culture 

combined with strong individualistic values. This requires both localization and an 

individual connection with local consumers, with the individual connection probably 

more important than the cultural one. 

Global Individualists have a weaker interest or pride in their own culture and a 

correspondingly greater openness to the world. While there is thus a low need for 

localization, consumers in these cultures still have a high need to connect with brands at 

an individual level. They may thereby feel part of a wider global “tribe”. 
Global Sensitives are collectivist societies that are open to the world. Connectivity 

through and availability of global brands is often more important than pride in local 

culture. There is thus a medium need for localization in these cultures, more a matter of 

translation than adaptation. A product or brand's origin and where it is manufactured are 

important. 
Cultural Sensitives are the collectivist markets consumers take high pride in local 

culture. They expect global brands to understand and respect their culture and, when 

possible, adapt to local situations both in terms of communication and product features 

(Baker & Sterenberg, 2003). 

2.3.1.	  The	  definition	  of	  culture	  
 

The term “culture” is very broad. It has different meanings in the fields of 

communication, psychology, sociology, anthropology, and information studies. In this 

research we use the notion “national culture”, which definition is borrowed from 

anthropology. According to Hofstede, (1980) national culture is equivalent to the 

collective mental programming of a group, tribe, minority, or a nation. It is the aggregate 

of individual personality traits. He defines national culture as “the collective 

programming of the mind which distinguishes the members of one group or category of 

people from another” (Hofstede, 1991). He suggests that people share a collective 
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national character that represents their cultural mental programming. This mental 

programming shapes values, beliefs, assumptions, expectations, perceptions and 

behavior.  

 

2.3.2.	  The	  role	  of	  culture	  in	  localization	  process	  
 
As claimed and proven by Hoft (1995), Marcus and Gould (2000) and Faiola (2002), 

culture plays a central role in the localization process. They have described numerous 

cases of market failures where companies did not thoroughly consider local culture 

issues.  

Culture is highlighted in the definitions of localization in industry and academia. 

According to the Localization Industry Standards Association (LISA), an international 

association founded in 1990, localization is “the process of modifying products or 

services to account for differences in distinct markets” which covers three main 

categories: linguistic issues, content and cultural issues, and technical issues.  

Academia researchers make even bigger emphasis on culture when discussing the 

concept of localization. Gribbons (1997) defines localization in a similar way as LISA 

does, but he gives prominent status to culture by putting cultural issues above technical 

issues. In his two-level localization process, localization includes adjusting the features of 

the product (e.g., translation, punctuation, dates, etc.) to mirror the needs and conventions 

of the target audience on the surface level and adjusting the aesthetic appeal, images, 

colors, logic, functionality, and communication patterns on the cultural level. 

To illustrate the importance of culture and its complexity in localization practices, Hoft 

(1995) presented an Iceberg analogy. The researcher suggests that issues of translation, 

punctuation, and aesthetic appeal are just the tip of the iceberg (the visible section above 

the water that is only 10 percent of the whole). But the iceberg’s huge body is invisible. 

Ninety percent of the iceberg consists of unspoken and unconscious rules, i.e. common 

knowledge, values, traditions and cultural archetypes shared within a culture. 

 

2.3.3. The specifics of national Russian culture and character 
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Being holistic and influential, Russian culture (Slavic-Orthodox culture) is treated as one 

of few global cultures (Huntington 1993). 

Russian culture can neither be defined as western or eastern one. Through the centuries 

Russia absorbed the basic values of both the West and the East - reason and inspiration. 

And it served as a bridge between Western and Eastern cultural traditions, with the 

certain psychological dependence on both (Trubetzkoy, 1991). Due to different 

tendencies of world history coming from the east and the west and which coincided in the 

Russian people, Russia became a nation of inherent opposites and contrasts. These 

contradictions of Russian character were often discussed by historians. 

According to one of the best Russian historians of the nineteenth century V. Kluchevski, 

the national character combined among the others such qualities as: the habit of patient 

struggle against misfortunes and hardships; ability to concentrate efforts; ability to 

cooperate within large geographic space (Kluchevski, 1904). The other famous 

intellectual, P. Chaadaev defined contradictive Russian national character by such 

features as: brutality and inclination to violence; impersonal collectivism; Messianism; 

internal freedom; kindness; humanism; gentleness; search for truth (Chaadaev, 1991). 

People in Russia take great pride in their cultural uniqueness and expect the rest of the 

world to admire their cultural heritage. 

 

2.3.4.	  Language	  localization	  
 

According to GALA (2013) definition, language localization “describes the process of 

adapting a product to a specific international language or culture so that it seems natural 

to that particular region” so that to make a product or service appear as if it had been 

developed specifically in and for the local market and allow a company to communicate 

effectively with international consumers and users (GALA, 2013). 

Ibeh, Luo and Dinnie (2005) found that by offering consumers an experience in their 

preferred language that is both sensitive and relevant to the local culture, localization 

affords to: 

- Build a community of users (or potential users) within a region or who share language 

and culture; 
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- Expand accessibility and connectivity for global consumers; 

- Customize the brand for the target market;  

- Offer a better consumer experience and more convenience. 

 

2.3.5.	  Color	  localization	  
 

2.3.5.1.	  Color	  effects	  in	  marketing	  
 

Schmitt and Pan (1994) consider color to be a vital part of products, services, packages, 

logos, displays and collateral.  

According to Madden, Hewitt and Roth (2000), color design is a potent cue for product, 

brand differentiation and for creating a sustaining corporate identities as well as 

consumer perceptions. 

Aslam (2006) describes color as an integral element of corporate and marketing 

communications. It induces moods and emotions, influences consumers’ perceptions and 

behavior and helps companies to position in the market and differentiate from the 

competitors.  

 

Color and the product 

Kotler (1973) argues that the tangible product is only a small part of the total 

consumption package and that buyers respond to the total product including pleasantries, 

imagery and collateral. Cheskin & Masten Inc. (1987) state that, while product quality is 

the ultimate determinant of consumer satisfaction, imagery is the vehicle that generates 

interest via “sensation transference” (Cheskin & Masten Inc., 1987) among the target 

population, thereby implying that the emotional response so triggered by colors in 

products, packages and logos influences consumer perceptions of the product and the 

company.  

 

Color and the advertising messages 

Color is instrumental in attracting consumer attention to media advertisements. 

Researches of Hornik (1980), Berg-Weitzel and Laar (2001) showed that adapting 
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advertisement execution to the local preferences, culture and marketing mix for each 

foreign market is effective.  

Lee and Barnes (1989) found that the product and color of print advertisements and the 

product and type of magazine were correlated and there were differences in the use of 

color in racially oriented magazine advertising but not so between gender-sensitive 

magazines.  

 

2.3.5.2.	  The	  necessity	  for	  color	  localization	  
 

Aslam (2006) believes that different cultures differ in their aesthetic expressions as colors 

represent different meanings and aesthetic appeals in different cultures. The meanings 

given to some colors may be pan-cultural, while some are regional and some are unique 

to specific cultures and it is imperative to explore the meanings and effects of a chosen 

color in the target market before the launch of a product or promotion campaign. Figure 2 

is the model of color application in marketing, developed by the researcher. 

 

2.4.	  	  Experiential	  marketing	  
 
Holbrook and Hirschman consider experience an essential element of the relations 

between the brand and consumers. Experience, as defined by Holbrook and Hirschman 

(1982) within the realms of management, involves a personal occurrence with emotional 

significance created by an interaction with product or brand related stimuli. 

Schmitt (1999) defines experiential marketing as a unique approach to the task of 

marketing goods and services, a concept that integrates elements of emotions, logic, and 

general thought processes to connect with the consumer. As the researcher pointed out, 

the goal of experiential marketing is to establish the connection in such a way that the 

consumer responds to a product offering based on both emotional and rational response 

levels (Schmitt, 1999).  

Caru and Cova (2003) argue that for any experience to become part of experiential 

marketing the result must be “something extremely significant and unforgettable for the 

consumer immersed into the experience”. 
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McCole (2004) believes that experiential events group people according to their values, 

enjoyment, personality type and social group. This can create groups with quite diverse 

traditional segmentation characteristics. Once the brand resonates with this value set the 

link between individual and brand becomes emotional rather than merely functional and 

the customer is therefore far more likely to be loyal. 

Smilansky (2009) defines the main goal of experiential marketing as “giving something 

positive back to the people who spend their hard-earned cash purchasing your products 

and services”, in this way “strengthening and building a real relationship between your 

customers and brands”. 

 

2.5.	  	  The	  theory	  of	  advertising	  psychology	  and	  archetypes	  in	  marketing	  
 

Any advertisement message appeals to a potential consumer of a certain type of product 

or service. The effectiveness of the advertising message first and foremost depends on a 

research on the portrait of the consumer – determining his/her psychological and social 

attitudes and stereotypes, understanding his way of life. In order to predict the person's 

motivation and make a certain impact on it, a marketing specialist need to identify the 

structural elements of this person`s psyche, which can be controlled, and therefore can be 

changeable according to the aims which an advertiser set. 

Identification of these elements, or points of impact is the main challenge of advertising 

psychology, which is based on the person`s psych theories developed by different 

psychological schools. 

Recently, the theory of archetypes has become widely spread in marketing. The reasons 

for the popularity of this theory is the fact that, as Mark and Pearson (2002) believe, an 

effective and targeted advertising should base on an integral and understandable brand 

concept. The main condition of the integrity of the brand is provided only if it is based on 

the homogeneous image. This image should be simple and straightforward. And 

archetype is exactly such a homogeneous, simple and understandable image. 

The theory of archetypes derives from the theory of analytic psychology of Swiss 

psychologist K. -G. Jung (1875 – 1961). In regards to marketing, applying some 

provisions of this theory allows to create integral brand images of products and services 
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in the mind of the consumer. From the point of view of Jung`s theory, brand identity is a 

coherent set of archetypal characters, psychological programs, emotionally attached 

associations, which are closely interconnected with each other and which can strongly 

influence the consumer`s behavior. Beneath we will briefly explain the basic concepts of 

C. Jung`s theory of analytical psychology: the structure of psyche, conscious and 

personal unconscious, collective unconscious, and then we will try to see how they can be 

applied to advertising practices.  

 

2.5.1.	  The	  structure	  of	  psyche	  
 

According to Jung (1969), we can schematically present the human psyche in the form of 

globe with three layers. In its center there is consciousness, which Jung (1969) called 

Ego. The ego is the bearer of personality, it is the organizer of our thoughts and 

intuitions, feelings, and sensations, and has access to memories which are not repressed. 

Above it there is much more extensive layer of forgotten or repressed personal memories, 

feelings, and behaviors, which Jung (1969) called the personal unconscious. Above all is 

the collective unconscious, filled with ancient images and behavioral responses that are 

repeated many times in the history of mankind. 

According to the ideas of Jung (1969), the human mind is holistic in nature and 

represents the unity of complementary and constantly interacting with each other 

conscious and unconscious processes. 

 

2.5.1.1.	  	  The	  personal	  unconscious	  
 

The personal unconscious is a product of the interaction between the collective 

unconscious and the development of the individual during life. Jung’s (1969) definition 

of the personal unconscious is as follows: 

“Everything of which I know, but of which I am not at the moment thinking; everything 

of which I was once conscious but have now forgotten; everything perceived by my 

senses, but not noted by my conscious mind; everything which, involuntarily and without 

paying attention to it, I feel, think, remember, want, and do; all the future things which 
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are taking shape in me and will sometime come to consciousness; all this is the content of 

the unconscious”.  

 

2.5.1.2.	  The	  collective	  unconscious	  and	  archetypes	  
 

In Jungian psychology, an inherited pattern of thought or symbolic imagery derived from 

the past collective experience and present in the individual unconscious. 

According to Jung (1971), “Archetypes are like riverbeds which dry up when the water 

deserts them, but which can be found again at any time. Archetype is like an old 

watercourse along which the water of life has flowed in this channel, the more likely it is, 

the sooner or later the water will return to its old bed”. 

Archetypes are forms or images of a collective nature worldwide as constituents of myths 

and as individual products of unconscious. These are imprinted and hardwired into our 

psyches. Archetypes predispose us to approach life and to experience it in certain ways, 

according to patterns laid down in the psyche. Archetypes include figures, events and 

objects. These images find expression in the psyche, in behavior and in myths. It is only 

archetypal images that are capable of being known and coming to consciousness, the 

archetypes themselves are deeply unconscious and unknowable. Archetypes have a 

fascinating, numinous quality to them which makes them difficult to ignore, and attracts 

people to venerate or worship archetypal images. As Jung (1969) said, “All the most 

powerful ideas in history go back to archetypes”.  

 

2.5.2.	  The	  personal	  unconscious	  and	  the	  concept	  of	  nostalgic	  advertising	  
 

There are different levels of psychological structure, and each of them has its own 

patterns of perception (in our case, the perception of advertising messages) and 

interaction with others. According to Brovkin (1999), an effective advertising message 

should affect both the conscious and the unconscious structure of the consumer`s psyche 

as conscious behavior is often caused by deep psychological processes and is only a 

reflection of the unconscious. 
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One of psychological methods, which can be used in advertising, is increasing 

subconscious impressions in order to transfer it to the conscious, or stirring up forgotten 

memories. If these memories are pleasant, the pleasure caused by them can be transferred 

to the product and its brand image (Brovkin, 1999).  

In his research Hirsch (1992) found out that nostalgic feelings and thoughts drive the 

behavior of people. 

Goulding (2001) proves that nostalgia is a part of people’s consumption experience and, 

therefore, a part of preference or choice.  

Reisenwitz, Iyer, and Cutler (2004) consider nostalgia an important marketing topic (that 

influences trends in designing, decorating, entertaining, collecting, retailing, media, arts, 

and advertising.  When experiencing nostalgia in a consumption context, consumers are 

supposed to show higher purchase likelihood with regard to the advertised products 

(Reisenwitz et al, 2004). 

According to the ideas of Sierra and McQuitty (2007) people are often not only 

influenced by immediate circumstances, but also by their pasts and their anticipated 

futures. Consumers cannot return to the past, but they can try to preserve it through 

nostalgic consumption activities (Sierra and McQuitty, 2007). Consumers who are 

exposed to a nostalgic advertisement, are supposed to transfer evoked memories of 

former times to products; thus, having nostalgic feelings as well as having mental images 

of former times in mind may positively influence consumers’ judgment processes, which 

results in more favorable product evaluations (Sierra and McQuitty 2007).  

2.5.3.	  	  The	  archetypes	  of	  collective	  unconscious	  and	  advertising	  
 

Geraschenko (2006) pointed out that the human brain uses the archetypes of the 

collective unconscious to facilitate the process of decoding information to response to it 

rapidly. No extra efforts are required to interpret the meaning of the advertising image, 

based on archetypes, because the interpretation inherited from our predecessors can be 

easily and quickly reproduced in our minds.  

Mark and Pearson (2002) believe that the best way to create emotional affinity through 

meaning is to use archetypal images to fulfill “basic human desires and motivations and 

evoke deep emotions and yearnings”. The narratives and meanings behind archetypes let 
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customers relate to brands by making brands seem alive. The authors list twelve 

archetypes arranged along four groups of motivations. Each archetype fulfills a deep- 

seated need. Table 3 classifies the twelve archetypes. 

 

2.5.4.	  Ethno-‐cultural	  archetypes	  	  
 
Besides universal cultural archetypes mentioned above, there are ethno-cultural ones. 

Although these archetypes have a more narrow range of influence, they are the “constants 

of national spirit”, as Pendikova and Rakitina (2008) describe them, because they express 

fundamental properties of the ethnic group as a cultural entity. It is difficult to 

overestimate ethno-cultural archetypes in every national culture, since they determine the 

characteristics of art, historical destiny, character and outlook of the people who belong 

to the given culture (Pendikova & Rakitina, 2008). These archetypes represent in 

condensed form the collective experience and mental characteristics of ethnic groups. 

Ethno-cultural symbols include mythological and legendary characters and personalities 

of a given ethnic group, real historical events, national heroes, etc. Pendikova and 

Rakitina (2008) suggest that these characters can be incorporated into advertising images. 

Advertising, based on these characters, brings positive emotions (feelings of pride, 

belonging, patriotism), to the viewer, its semantic content is easily decoded and 

interpreted correctly by any representative of the nation. These advertising images can 

easily find the way to the heart of the Russian consumer, as they convey in the most 

distinct way a unique national character of the Russian people.  

According to Pivneva (2003), the most fundamental images of the Russian cultural 

archetypes are the wise woman, the hero and the leader.  
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Chapter	  3	  –	  Russia	  Automotive	  Market	  Analysis	  
	  

3.1.	  Russian	  automotive	  market	  overview	  
	  
With a population of over 140 million, Russia is a huge market, measured by the number 

of potential consumers. The consumer potential together with increasing income makes 

Russia one of the most attractive markets for the world automotive industry. According to 

Autostat Analytical Agency [AAA], 2012), Russia ranked seventh among the world's 

leading automobile markets with 2.81 million new cars in 2011, among them there are 

2.48 million passenger cars. 

Beginning from 2010, the Russian automotive market demonstrates consistent growth, 

mainly driven by increasing consumer confidence, receding unemployment, available car 

lending programs, recovery of demand and government support initiatives aimed at 

boosting the development of the vehicle market. Light vehicle sales in Russia increased 

by 30% in 2010 and by 39% in 2011 (Bonchev, 2012).     

Russia’s automotive market is the second largest in Europe, after Germany, and has 

significant growth potential. The light vehicle density in Russia is 250 cars per 1,000 

people compared to more than 500 cars in Germany and more than 640 cars in the US 

(Bonchev, 2012). In 2015, Russia is expected to be the largest car market in Europe, 

overtaking Germany (Bonchev, 2012).      

 An important consequence of Russia’s accession to the WTO in 2012 is a considerable 

reduction of customs duties on vehicles in 2012–2018, which is supposed to result in a 

certain shift in the demand structure in favor of foreign vehicles and increase their share 

in overall sales (AAA, 2012).  

3.2.	  Russian	  SUV	  market:	  major	  players	  
	  
SUV is the fastest growing segment of the Russian automotive market in recent years. In 

the period from 2007 to 2012 its share of the passenger car market rose from 14.5% to 

30.6% (AAA, 2013).          

 Figure 3 depicts the sales and market shares of top-15 SUVs in the Russian market, from 

the period since 2005 till 2012. Nowadays, most popular SUVs are represented by 
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Japanese, Korean, German, French and Russian brands. The figure shows that 

competition in the SUV segment becomes more severe every year, as more and more 

brands appear in the Russian market. 

3.3. Marketing	  of	  top-‐5	  SUVs	  in	  Russia	  
	  
Here we will briefly describe the specific features of marketing of top-5 SUVs in Russia. 

These top-5 SUVs are:  

1. Niva Chevrolet (59331 vehicles sold in 2012); 

2. Lada 4х4 (54656 vehicles sold in 2012); 

3. Renault Duster (47344 vehicles sold in 2012); 

4. Nissan Qashqai (36793 vehicles sold in 2012); 

5. KIA Sportage (32716 vehicles sold in 2012). 

 

3.3.1.	  Lada	  4х4 (Lada Niva) and Niva	  Chevrolet	  
 

Lada 4х4 (Lada Niva), produced by Russian automaker AvtoVAZ, is considered to be the 

progenitor of contemporarily crossovers. Before Lada Niva appeared in 1978, SUVs were 

bulky and very expensive. However, Lada Niva`s low price allowed more people 

purchase 4x4, and due to its multifunctionality it became very popular in Russia. Its 

original name was Lada Niva, but in 2006 the brand Niva was passed on to Niva 

Chevrolet, the SUV, produced by GM-AvtoVAZ, a joint venture between AvtoVAZ and 

General Motors. Niva Chevrolet is an upgraded model of Lada4х4. Its price is more 

expensive than Lada4х4`s, because of improved design and equipment. Their targeted 

consumer groups differ in terms of income. 

Lada 4х4 targeted consumers: the people with low or medium income who prefer 

active way of life and don't need luxury. 85% of them are males. People who live in rural 

areas with poor condition of roads or the ones who prefer active leisure - fishing, hunting, 

travelling in remote districts without roads.  

Lada 4х4 reasons for popularity: lowest price in the class, low repairing cost, excellent 

passability in off-road conditions. 
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Niva Chevrolet targeted consumers: the same as Lada4х4`s, but with higher income. 

Niva Chevrolet reasons for popularity: reasonable price, reasonable repairing cost, 

excellent passability in off-road conditions. 

 

Lada 4х4 and Niva Chevrolet marketing: creating the community of funs of the 

legendary brand 

 

This automobile has many records and achievements: in 1998 Lada 4х4 reached the 

North Pole; in 1999 it reached the height of 5762 meters in Himalayan mountains; this 

car has been used in Antarctic continent by Russian members of Antarctic expedition for 

more than 15 years (TopCar, 2008). Lada Niva have been driven on land, up mountains, 

through mud, and underwater. So, in Russia Lada SUV is considered to be a legendary 

car famous for its incredible passability in off-road conditions, so it does not need any 

advertising. Thus, the AvtoVAZ company does not spend much money on TV, online, 

outdoor or in-door advertising. It promotes the brand by event marketing, organizing 

expeditions and competitions. The aim of these events is to promote the brands and 

demonstrate the unique capabilities of these SUV in the conquering hard to reach places 

of Russia.  For example, in 2012 the GM-AvtoVAZ company hold the themed rally 

expedition called “Discover the treasures of Russia driving Niva Chevrolet”. A total 

distance covered by the expedition was 7000 km. The GM-AvtoVAZ team, who were 

driving Niva Chevrolet SUVs, together with the representatives of regional and federal 

media were able not only to appreciate the recent improvements of the automobile, but 

also to get acquainted with the culture and places of interest of Russia`s northern districts 

- the Urals, Siberia and Altai. On the route the team visited authorized dealers of GM-

AVTOVAZ in some cities, who introduced famous sights, "treasures" of the city. There 

were reports on each day of the rally on the website. Thus, the potential customers could 

see the unique capabilities of Chevrolet NIVA and get convinced that the vast expanses 

of Russia and its countless treasures are worthy of special attention. The company also 

regularly holds annual all-Russia competitions, such as Cup of Lada or Chevrolet Niva: 

on and off the road to Shanghai, as well as local competitions like circular race track and 

various winter rally competitions. It is the motorists who drive Lada cars who participate 
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in these events. All-Russia competitions may last 2-3 months, since usually they have 

several stages and cover huge territories – various hard-to-reach places of Russia and 

even other countries, being hold in the areas without roads in tough weather conditions. 

The owners of Lada SUVs who participate in these competitions consider themselves a 

community of people with common interests, values and lifestyle. They call themselves 

“Niva-drivers”. Besides taking part in competitions, Niva-drivers also like traveling over 

long distances by car and camping together in wild places of Russia. 

There are reports about these competitions with photos in printed and on-line automobile 

magazines, some competitions are broadcasted on TV, so potential customers can see the 

vehicle in real life and got convinced in its excellent passability. This is more convincing 

for them than a filmed advertisement. What is more to the point, becoming one of the 

members of Niva-drivers community is a big motivation for many consumers to puchase 

these SUVs. 

 

3.3.2.	  Renault	  Duster	  
 

The automobile appeared in the Russian in the beginning of 2012 and became one of the 

bestsellers for a short period of time. In European market it is known under the name 

Dacia Duster. 

Targeted consumers: the people who prefer active way of life, with medium income. 

Most of them have family. These consumers are interested in new SUV models of 

international brands, but they are not reach enough to purchase one of them. They are 

looking for the most affordable model with the highest passability, but do not want to buy 

the vehicles produced by Russian or Chinese automakers.  

Reasons for popularity: well-known foreign brand SUV at the most affordable price. 

     

Marketing: “SUV 4х4 for everyone” campaign 

 

TV and online commercial 

Renault attracts Russian customers by highlighting its models` low prices and the cars` 

functionality. The commercial is based on comparison. Once upon a time people believed 
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that the earth was flat, until they found out that it was not; they believed that it was 

impossible to reach the sky until they got convinced that it was not true; people did not 

believe that they could not control the elements, until they could do it; it was believed 

that SUV was only for the elite, until Renault has shown that it is for everyone. 

In the beginning of the commercial the background is wild, beautiful nature, and in the 

end the car is driven in a city street, featuring that Renault Duster is a multi-purposed 

vehicle, which is suitable for no-road conditions as well as for urban life. 

Outdoor advertising  

There are banners with the image of the automobile and the slogan “SUV 4х4 for 

everyone” in the cities. 

In-door advertising 

Within the framework of this campaign, cars have been placed in shopping malls for one 

month in nine big cities: Moscow, Voronezh, Volgograd, Perm, Chelyabinsk, 

Krasnoyarsk, Saratov, Yaroslavl and Tyumen. Information terminals have been installed 

near the cars, where consumers could sign up for a test drive, get a brochure or contact a 

dealer. Promotional staff consulted visitors on the advantages of the new model. 

 

3.3.3.	  Nissan	  Qashqai	  
 

Nissan Qashqai appeared in Russia in 2007 and at once became one of the bestsellers.  

Targeted customers: young people who live in cities and practical families who 

appreciate reliability and modernity.  

Reasons for popularity: convenient for everyday use in a city, good price-quality ratio, 

combines the advantages of crossover and golf class vehicles. 

 

Marketing: creative “Urban Proof” saga – on&off-line campaign 

 

The “Urban Proof” slogan proposed for this advertisement campaign clearly reflects the 

positioning of the Nissan Qashqai as elegant, compact and functional SUV, which can 

overcome all the difficulties in city jungles. So, although part of Qashqai’s positioning 

was based around protection in the concrete jungle, advertising emphasized its fun, 
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dynamic quality. In 2006, within the framework of pre-launch campaign, "Soon in the 

City" banners appeared in the streets. Then the advertising campaign was supported by a 

series of «Urban Proof» themed online advertising. The prelude to the off-line campaign 

"100% Urban Proof" was the online activity of Nissan. The videos of unrealistic extreme 

tricks on huge ramps and jumps performed by cars were posted on the Qashqai Car 

Games site. These videos were posted on YouTube as well to redirect the viewers to 

Qashqai`s website. Then Qashqai`s commercials appeared on TV. These commercial 

looked like a parade of extreme sports: a giant "driver" used the car instead of a 

skateboard.  

The next part of advertising was «Artistic Paintball», a fresh and daring urban 

performance. This minute-long commercial is a gigantic one-sided paintball show: the 

city is trying to “kill” Qashqai in a paintball game, but the maneuvering car escapes from 

the balls of paint without any effort and does not have even a single drop of paint on its 

shiny surface at the end of the commercial. 

 

3.3.4.	  Kia	  Sportage	  
 

Targeted customers: young, confident men with average income who prefer an active 

way of life and are interested in sport cars. 

Reasons for popularity: good price-quality ratio 

 

Marketing: interactive advertisement campaigns 

 

“KIA Makes the Weather” campaign 

TV commercial 

The idea of the campaign is expressed through familiar Russian idiom “to make the 

weather”, which means “to set a trend”. If a product begins to influence the situation in 

the market and determine a new trend, the Russians say that it “makes the weather”. On 

the other hand, such expression allows focusing more attention on the weather, an 

important factor in Russia. In the advertisement concept the two meanings of the 

expression “make the weather” are used. In TV commercial Sportage is shown as a 
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weatherproof car, which can easily solve any problems, bringing vivid emotions in the 

life of his owner, and the world around.  

Prints and street banners 

The bright orange color of Sportage model in magazine prints and street banners creates a 

sunny and positive aura of the car, which always remains so despite of the changeable 

weather. 

Interactive Internet advertisement 

There was an interactive banner where the user could choose the weather for KIA 

Sportage, moving the slider between sunny summer and rainy, gray urban landscapes. 

That demonstrates that the car always remains reliable in spite of time of the year and the 

weather. 

“Occupy Your Territory” campaign 

Prints and banners 

KIA Sportage Limited Edition (SUV in two aggressive and audacious colors - black and 

orange) appeared in the Russian market in 2010. Within the framework of advertising 

campaign, it was positioned as a predator, an inhabitant of urban jungle that is able to 

suppress the other inhabitants due to its unique qualities - an exclusive design and 

defiantly striking styling. The visual image in magazine prints and street banners were the 

contours of a night city roads from the bird's eye view, which form a tiger grin. 

Such a concept of the advertising campaign was designed taking into consideration 

mentality of Russian targeted customers – young males: no one wants to be a herbivore 

on the roads of a city, everyone sees himself as a predator, aggressive and full of quiet 

dignity. KIA advertising message summons to occupy your own territory in the 

surrounding urban environment. 

Interactive on-line game 

Within the framework of the promotion of KIA in the promotion of KIA Sportage limited 

edition SUV, an interactive online game “The Battle of Cities. Occupy your territory” 

was launched. The players had to conquer other cities and protect their own territory. The 

one who occupied the largest territory could win iPad at the end of every week. 

Event marketing 
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In 2010 13 000 km-long Seoul-Moscow rally was held. Three new Sportage cars crossed 

the territory of South Korea, China, Mongolia and Russia. The reports about the rally 

were posted on the official blog page of Kia Motors Russia. 

The photo contest “Who makes the weather?” was held before the launch of an upgraded 

version of Kia Sportage in 2010. The reward for the winner was participating in the test 

of the upgraded Sportage for 3 days in the Caucasus with Russian automotive journalists. 

	  

3.3.5.	  Marketing	  of	  top-‐5	  SUVs	  in	  Russia:	  summary	  
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Table 4 summarizes the marketing activities of top-5 SUVs, which have lead them to 

success in the Russian market: 

- Creative commercials; 

- Interactive on-line activities; 

- In-door advertisement; 

- Outdoor advertisement; 

- Community of motorists; 

- Events marketing. 
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Chapter	  4	  –The	  Challenges	  of	  LUXGEN7	  SUV	  in	  Russia	  
	  

4.1.	  Yulon	  Motor:	  company	  description	  
 

Founded in 1949, Yulon Group's business operation includes automobile R&D and 

manufacturing, textile manufacturing, IT and high tech R&D and manufacturing, real 

estate development, financial service and investment, publishing and many more. 

YULON Motor Co., Ltd. was founded in 1953 and is based in Sanyi, Taiwan. It engages 

in the manufacture and distribution of automobiles and related parts primarily in Taiwan 

and Southeast Asia. The original romanization of the company's name is Yue Loong, but 

in 1992 the company renewed its logo and switched to the shorter Yulon name. YULON 

Motor company is associated wiht manufacturing quality vehicles in association with 

Nissan, Mitsubishi, GM, Chrysler, and Mercedes Benz. This Taiwan's largest automobile 

manufacturer has JV plants located in Taiwan, Mainland China and the Philippines. 

Yulon created a new brand to sell self-designed cars, Luxgen, in 2008. Unlike Yulon's 

other operations, Luxgen cars are self-developed, although some components, such as 

engines, required foreign design assistance. Luxgen vehicles are sold in Taiwan, but the 

company plans to expand its sells in a number of other emerging markets, too. Russia is 

one of the key markets among them. It will be Yulon's third overseas market after 

Vietnam and the Dominican Republic. 

4.2.	  The	  LUXGEN	  brand	  
	  
By focusing on the development of various high-tech features, LUXGEN strives integrate 

Taiwan's auto and IT industry to maximize the industrial value and to elevate Taiwan's 

automobile industry to a new level. Taiwan’s IT industry has been highly acknowledged 

around the world, and LUXGEN aspires to capitalize on that strength as an automaker 

and promote a Taiwanese auto brand on the global scale. LUXGEN successfully 

integrates Taiwan’s R&D strength between information technology and automotive 

knowledge. The brand was established to merge Taiwan’s highly advanced auto and 

information technology industries for creating a new generation of premium, forward 

thinking, and environmentally sustainable intelligent vehicles.     
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The LUXGEN brand consists of the elements “luxury” and “genius” to signify its 

dedication in offering luxurious, high-tech and smart automobiles. Based on the brand 

spirit of "Think Ahead," LUXGEN offers a unique sales and service experience that will 

far exceed the expectations. With the sophisticated onboard car program designed to 

“Think Ahead” for the drivers in integrating with HTC, LUXGEN is bringing the market 

a new level of road safety. All LUXGEN vehicles feature a state-of-the-art onboard 

computer system named “Think +”.         

4.2.1.	  LUXGEN	  brand	  values	  
	  
The core of the LUXGEN is forged in elements of LUXURY and GENIUS. LUXGEN 

models are completely developed and designed by LUXGEN with the support from its 

R&D partners around the world. “Luxury and Genius” its core branding message, is what 

differentiates LUXGEN in the global market. LUXGEN cherish every opportunity to 

make anyone feel indulged and reverend. LUXURY conducts to pleasure, comfort and 

sumptuous surroundings. LUXURY also stands for richness in details, indulgence and 

ability to satisfy and provide enjoyment. GENIUS speaks for uniqueness, forward 

thinking, facing challenge and ability to differentiate. Genius also is the tangibility of 

creative imagination, material, design and function. Genius also applies to human-centric 

application of technologies that engender both amazement and admiration. The 

combination of luxury & genius is complemented by the devotion to think ahead & 

exceed expectation in order to excel.         

  

4.3.	  LUXGEN	  in	  Russia	  
	  
According to Luxgen`s representatives, Luxgen cars could win a large share of the 

Russian market of 3 million car sales per year, about 10 times the size of Taiwan's market 

(WantChinaTimes, 2012). LUXGEN intends to invest NT$1.2 billion (US$41 million) in 

producing cars in Russia, which has become a major car market and battleground for 

international brands. (WantChinaTimes, 2012). These investments are required for 

the development of the dealer network, as well as for positioning and promotion of the 

new brand (Forbes Russia, 2012).        
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LUXGEN established a branch in Moscow in 2012, planning to assemble its SUV model 

through local assembly plants starting next year, making it the first Taiwanese carmaker 

to produce and assemble cars in a country other than Taiwan and China. Parts will be 

shipped from both Taiwan and plants from Dongfeng Yulon, the company's joint venture 

in China, to save the time and shipping costs. The first model to hit Russian market will 

be the LUXGEN7 (WantChinaTimes, 2012). This model is supposed to be launched into 

the market in the third quarter of 2013 (Zubko, 2012). The volume of production 

scheduled for 2013 is 10 000 vehicles (AvtoMir, 2012). Adaptation of the model for 

Russia involves suspension upgrades (replacing the shock absorbers), the installation of 

the increased battery and washer fluid reservoir and adding the headlight washer. 

Navigation system was russified.       

 Estimated price for the SUV is supposed to be 1 000 000 - 1 500 000 rubles, depending 

on equipment (AvtoMir, 2012).        

 LUXGEN representative in Russia is the first overseas subsidiary unit of LUXGEN, and 

the brand is well prepared to offer the “Think Ahead” services to the market (LUXGEN 

official web-site, 2012). Coming to Russia together with the brand there will be its 

LUXGEN LIFE+ Showroom, designed with the “Think Ahead” brand spirit as its core 

foundation and hi-tech presentations applied for human-centric services. The first 

LUXGEN LIFE+ Showroom will be launched in Q4 2013 year in Moscow. Number of 

showrooms will increase rapidly according to product plan and market demand (Zubko, 

2012).            

 Due to special weather conditions in Russia, a number of tests (road tests, low 

temperature tests) of LUXGEN7 SUV were conducted in 2012.     

 If LUXGEN's performance in the Russian market is successful, in accordance with 

LUXGEN original plan, that will not only be the proof for the development, innovation, 

and manufacturing capabilities of Taiwanese automotive industry to the Russians, but 

will also give Russian consumers a chance to drive a high-tech vehicle that integrates 

Taiwan's well-respected information technology and vehicle industries. 

4.4.	  LUXGEN7	  SUV:	  characteristics	  and	  description	  
	  
 LUXGEN7 SUV characteristics highlights: 
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 -  Large exterior dimensions (4800mm x 1930mm x 1760mm);  

 - Intelligent powered tailgate and exclusive anti-theft sport seat as standard equipment; 

 - Four visual assistance systems supported by a powerful "Think+" onboard computer 

 
LUXGEN7 SUV has a rather eye-catching vehicle design. The distinctive wing-shaped 

chrome nose trim and cascading grille express both power and confidence; meanwhile, its 

coupe-like profile and upward sweeping beltlines convey a sense of dynamic motion as 

well. Measuring at 4.8 meters long, 1.93 meters wide and 1.76 meters in height, 

LUXGEN7 SUV is large, while maintaining elegant and svelte proportions. 

In order to offer an impressively solid body structure, LUXGEN7 SUV adopts the Multi-

H floor structure and HRSS High Rigidity Safety Structure to achieve a flat and spacious 

interior floor and excellent level of impact-resistance characteristics. For the power train, 

the vehicle comes equipped with an intelligent 10-mode, 5-speed automatic transmission 

with manual shifting function co-developed by world's famous automotive transmission 

manufacturer Aisin for responsiveness, efficiency and driving enjoyment. LUXGEN7 

SUV`s intelligent 3-mode 4WD system can actively divide engine torque between the 

front and rear axles based on the road condition and driver input. 

In order to facilitate the cargo access, LUXGEN7 SUV is equipped with the intelligent 

power actuated tailgate as standard equipment. The intelligent power tailgate can be 

configured to open partially in order to prevent collision when parked in confined spaces 

such as an underground parking lot. 

The exclusive anti-theft sport seat is another standard equipment to demonstrate 

LUXGEN`s attentive consideration for its owners. When drivers press the button on the 

anti-theft seat for three seconds before locking the doors with the remote control, the anti-

theft system will activate by sliding itself forward and leaning against the steering wheel 

to deny unauthorized access of the vehicle. 

In terms of the interior design, LUXGEN7 SUV uses the premium leather seat with 

airline first class style surrounding head restraints together with the available heating, 

ventilation, electronic massage and lumbar support adjustment functions to ensure utmost 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

	  

	  
28	  

comfort anytime. In addition, the Hi-end Clarion audio system and JBL speakers provide 

premium sound quality and surreal vocal reproduction to music lovers. 

In LUXGEN7 SUV, safety is the utmost priority. Standard safety equipment includes 

dual front SRS airbags, ABS Antilock Braking System, BAS Braking Assistance System, 

EBD Electronic Brake Distribution system. Furthermore, dual side protection airbags, 

dual side curtain airbags, ESC Electronic Stability Control, TCS Traction Control System 

are also available options. 

The Think+ onboard computer system which offers video and audio entertainment, 

telecommunication, GPS navigation, personal safety, owner exclusive and system 

settings functions are complemented with four advanced visual assistance systems 

including Eagle View+ (a 360 degree surveillance system), Side View+ (Blind Spot 

Monitoring System), LDWS+(Lane Departure Warning System) and Night vision+ (high 

sensitivity night vision enhancement system) offering unparalleled functionality. 

 

4.5.	  LUXGEN7	  SUV:	  current	  positioning	  in	  the	  Russian	  market	  
	  
In the interview for one of Russia`s biggest automobile magazines “Za Rulyom RF”, Mr. 

K.C. Hu, president of the Luxgen Motor Co, said that in Russia LUXGEN7 SUV has the 

same price level as Honda CR-V and Toyota RAV4. However, the set of options and 

technical equipment of this vehicle will meet the requirements of the customers who buy 

the cars that belong to high-price segment, such as Infiniti and Mercedes-Benz. (Forbes 

Russia, 2012). In this way, LUXGEN creates a new niche – IT car equipped with all the 

technical innovations at relatively affordable price, so from this point of view its brand 

proposition is truly unique. According to Mr. S. Demidov, Luxgen Motor Russia 

Managing Director, the combination of advanced technology, high quality and reasonable 

pricing makes Luxgen7 SUV very attractive in the Russian market (Zubko, 2012). 

4.6.	  LUXGEN7	  SUV:	  potential	  obstacles	  in	  the	  Russian	  market	  
	  
Russian automobile experts do not dare to characterize this new brand as a potential 

bestseller. The competition in the SUV segment is too severe in Russia. Zubko (2012) is 

rather skeptical about LUXGEN`s perspectives in the Russian market: when an average 
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Russian customer sees the crossover of a little-known brand at a price of 1.2 million RUB 

(the original stated price for basic version of LUXGEN SUV), he (she) would begin to 

consider what other, well-known brands can be bought at this price, and would be likely 

to prefer Honda CR-V (1.219 million rubles), Kia Sorento (1,169 million RUB) or 

Volkswagen Tiguan (1.194 million RUB) or basic versions of premium-class small 

crossovers, such as Audi Q3 (1.287 million RUB) and Land Rover Freelander 2 (1.233 

million RUB).          

 Thus, according to Zubko (2012), if in 2-3 years the number of LUXGEN cars sold in 

Russia will be counted in thousands, that will be an undoubted success for the Taiwanese 

company. What is more to the point, the specialists afraid that in the minds of Russian 

consumers LUXGEN might be associated with Chinese car brand (Forbes Russia, 2012). 

These fears are quite reasonable: according to the official diplomacy practices, Russia 

supports one-China policy; therefore the image of Taiwan as a part of PRC is transferred 

through the official media. Chinese products are associated with poor quality in the eyes 

of Russian consumers, so it is obvious that the perception of LUXGEN as a Chinese 

automobile will be very harmful for its brand image.    

 We can see that it is necessary to develop a marketing campaign to eliminate prejudiced 

attitude towards a new brand and increase LUXGEN brand awareness as well as build a 

favorable brand image in the Russian market.   

4.7.	  LUXGEN	  7	  SUV	  and	  the	  competitors	  
	  

4.7.1.	  Price	  and	  quality	  ratio	  
	  
Figure 4 demonstrates the price-quality ratio of SUV brands in the Russian market in 

2012. In this figure quality includes equipment level, comfort, and safety. In the figure 

the quality level of SUV brands is rated from 1 to 5.  1 represents low quality level, 2 – 

medium quality level, 3 – upper quality level, 4 – high quality level, 5 – premium quality 

level. The price of any SUV is the price for a full equipment (premium) version.   

LUXGEN7 SUV has the same price level as Toyota RAV4, but at the same time the 

same quality level as Mersedes-Benz GLK350 and Infiniti FX. 
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4.7.2.	  Comparison	  of	  technical	  specifications	  
	  
According to Yulon Motor representatives, LUXGEN7 SUV in Russia will be at the 

same price level as Toyota RAV4. However, the set of options and technical equipment 

of this vehicle will meet the requirements of the customers who buy the cars that belong 

to high-price segmen. Table 5 compares the technical specifications of LUXGEN7 SUV 

with Infiniti FX 35 and Mercedes-Benz GLK350. Table 5 shows that: 

- LUXGEN is inferior to Infiniti and Mercedes-Benz in terms of speed and power, at the 

same time its fuel consumption level is not low;  

- LUXGEN has the smallest length/width/height dimensions and curb weight among the 

compared vehicles, but its luggage compartment volume is the biggest one; 

- LUXGEN`s engine and fuel tank capacities are the smallest ones.  

4.8.	  LUXGEN	  in	  the	  Russian	  market:	  SWOT	  analysis	  
	  

Strength:  

1. High quality 

2. Innovative IT car concept (integration of automotive and IT industries) 

3. Unique brand proposition: IT car equipped with all the technical innovations 

at relatively affordable price 

Weakness: 

1. New little-known brand 

2. Vehicle performance characteristics are not as good as most of the 

competitors` 

3. Not a low price 

Opportunities: 

1. A huge market which continues to demonstrate consistent growth 

2. Favorable conditions for foreign vehicle brands 
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Threats: 

1. High density of competitors in the SUV market 

2. The perception of LUXGEN as a Chinese brand 
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Chapter	  5	  -‐	  Market	  Research	  
	  

5.1.	  Method	  
	  
In order to establish the empirical basis of marketing innovation, this research has studied 

the market by following methods: 

1.  Collecting secondary data; 

2.  Conducting an opinion survey. 

	  

5.2.	  Collecting	  secondary	  data	  
	  
We have collected the data related to such fields as automotive marketing, psychology, 

linguistics and cultural studies in order to gain deeper understanding of the trends in 

Russian automotive market, as well as the psychological traits, aesthetic and linguistic 

preferences of Russian consumers. 

 

5.2.1.	  Russia`s	  automotive	  market	  trends	  
	  
According to the study of Y. Zaitsev, a head of Russia`s automobile research department, 

TNS Global, and M. Raibman, Russian director for advertisement agencies, TNS Global, 

there is an increasing number of Russians who intend to purchase a car (Zaitsev & 

Raibman, 2011) and the second car, which is shown in Table 6. 

From Figure 5 we can see that the most likely buyers of cars are married young people 

(18-34 years old) who have no children yet, and married young people with preschooler 

children (0-5 years old)	  (Zaitsev & Raibman 2011): 

Speaking about socio-demographic and psychographic characteristics of Russian 

motorists, Zaitsev & Raibman (2011) found that although the profile of a typical driver is 

male, the number of female drivers has almost doubled for the last six years (Zaitsev & 

Raibman 2011), which is depicted in Table 7. 

 

On the ground of the above-mentioned facts: 

-‐ an increasing percentage of Russians who already have a car and intend to buy one 
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more; 

-‐ the most likely buyers are young families; 

-‐ a significant increase of female drivers 

we can conclude that more and more Russian men buy a second car specially for their 

wives, so we can suggest LUXGEN to focus on female car market segment. 

5.2.1.1.The	  consumer	  behavior	  of	  Russian	  married	  female	  drivers	  
 
The Skoda brand marketing research “What do women want from automobile”, 

conducted in 2012, showed that the first and foremost requirement for Russian female 

drivers is easy driving. It is important for male drivers to control the process of driving 

and "feel the road", but women, unlike them, would prefer it more if the car can do 

everything instead of them. Therefore, most women prefer cars with automatic 

transmission, parking assistant and other electronic assistants. In this respect, LUXGEN 

intelligent car with advanced technology equipment is the best vehicle to meet the 

demands of Russian female consumers.  

According to the research of Zaitsev and Raibman (2011), the factors that are most 

important to Russian women in the process of taking decision to purchase an automobile 

are as follows, as shown in Table 8: 1) attractive design; 2) maintenance cost; 3) fuel 

consumption, unlike men, for whom the most important is: 1) maintenance cost, fuel 

consumption; 3) volume of engine, power. 

From this point of view, due to elegant exterior and luxurious inferior design, LUXGEN 

brand vehicle has every opportunity to win the heart of a Russian woman. 

The research of Ababkov, Kaidanovskaya, Perret and Shebi (2004) proves that, generally, 

Russian females have a few social roles: a wife, a mother and a worker. According to the 

data from Federal State Statistics Service of the Russian Federation for 2011, in 79% of 

married Russian women go to work. Women in Russia have more responsibilities than 

men, since, besides going to work outside of the house, they have to bear sole 

responsibility for household and childcare. They need a car to take children to 

kindergarten or school, then pick them up, to go to work and shopping. Most Russian 

families are big, often with 2 or 3 generations living together. So, women also often use 

the car for transportation of her relatives. 
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The research, conducted by a female on-line magazine “JustLady” (2012) indicates that 

Russian females prefer big cars, like SUVs, because: 

1) For businesswomen is not only a necessary means of transportation, but also a part of 

her image, a way of producing an appropriate impression on colleagues and business 

partners. Therefore, women choose fashionable and elegant luxury SUVs, which give 

them a sense of confidence.  

2) Women often use car for transportation of kids and other members of the family, or 

relatives, that's why a big size of a car, its safety and driving comfort, which provide a 

sense of security are vitally important.  

3) The road conditions in many parts of Russia are not good enough, however, poor 

quality of roar is not a big problem for a SUV vehicle. 

5.2.1.2.	  Psychographic	  profile	  of	  female	  consumers	  
  

The “domino” segmentation (Figure 6) , made by Zaitsev and Raibman (2011), where 

consumers are divided into groups according to their psychographic attitudes reveals a 

psychographic profile of automobile consumers. The ten groups are mutually opposed to 

each other: "Socially oriented" vs. "Mavericks"; "Modest" (in terms of consumer 

demands) vs. "Trendy"; "Keepers of the home" vs. "Risk takers"; "Conformists" vs. 

"Non-conformists"; "Organized" vs. "Impulsive".  

According to this research, a typical driver is organized and modest non-conformist. The 

graph shows that there is no a significant difference between male drivers and a typical 

one: male drivers are less trendy, more modest.   

But there is an obvious difference between female drivers and a typical driver. Most of 

female drivers are trendy, socially oriented, there are many keepers of the home among 

them: women often drive a car for transportation of children.	  	  

5.2.2.	  The	  symbolism	  of	  colors	  in	  traditional	  Russian	  culture	  
	  
Every country and culture attaches certain symbolic values to colors. These values, which 

are unique for every culture, resulted from the cultural and historical development of the 

given society.  
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Russian psychologists Kudrina and Mescheryakov (2011) made a research in the culture-

specific values for each color in Russian culture basing on the analysis of literature and 

the content-addressable experiment in which Russian native speakers participated. The 

specialist of cultural studies Mishenkina (2011) analyzed national and cultural specificity 

of the concept "color" for Russian native speakers. The specialist of linguistics and 

cultural studies Tarakanova (2012) studied the semantics of the main colors in the 

traditional Russian folk culture. The results of these psychological, cultural and linguistic 

studies are summarized in Table 9. 

The importance of red, blue and light blue colors in Russian culture deserve special 

mention.  

The Russian word for red, “krasniy” also had the meaning “beautiful” in the past.  

The Russian language has specific words for light blue (pronounced “goluboy”) vs. blue 

(pronounced “siniy”). 

Kulpina (2001) and Serov (2004) consider blue and light blue colors as ethnical colors of 

Russia. The authors analyzed many examples from Russian poetry, fiction and other 

sources, in which blue and light blue colors were the indivisible background of the texts 

related to Russia. At the same time, the color of lakes, rivers, the sky, eyes, etc. is the 

prototype of the blue/light blue colors (Serov, 2004). The blue/light blue color and its 

prototypes are the personification of everything good in Russian culture (Kulpina, 2001). 

	  

5.3.	  Opinion	  survey	  
	  
Within the framework of our research we conducted an on-line questionnaire survey 

“Linguistic and color preferences of the Russians in automobile branding”. We focused 

on the category of color as one of the most important aspect of an automobile design. 

 

Means of conducting the survey: by Internet, through a Russian on-line researchers and 

opinion surveys server VirtualExS.ru 

Number of respondents: 56 

Nationality of respondents: Russian Federation 

Native language of respondents: Russian 
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Gender proportion of the respondents (Figure 7):  

Males – 31 (55%) 

Females – 25 (45%) 

 

Age proportion of the respondents (Figure 8):  

The majority of the respondents (47 persons, 85%) belong to 18-33 yrs. age range: among 

them there are 28 males (90% of all the male respondents) and 19 females (76% of all the 

female respondents). 

 
Marital status proportion of the respondents (Figure 9): 

The majority of the respondents (44 persons, 79%) are married, among them 25 persons 

are males (81% of 31 male respondents), and 19 females (76% of 25 female respondents). 

21% of the respondents (12 persons) are single, among them 6 persons are males (19% of 

31 male respondents), and 6 females (24% of 25 female respondents). 

 

 
The proportion of the respondents, who have and who do not have children (Figure 

10): 

The majority of the respondents (46 persons, 82%) do not have children; among them 

there are 27 males (87% of 31 male respondents) and 19 females (76% of 25 female 

respondents). 

Only 18% of the respondents (10 persons) have children, among them there are 4 males 

(13% of 31 male respondents), and 6 females (24% of 25 female respondents). 

 

Car ownership proportion of the respondents (Figure 11): 

43% of the respondents (24 persons) have their own cars, among them there are 15 males 

(48% of 31 male respondents) and 9 females (36% of 25 female respondents).  

25% of the respondents (14 persons) have a car in their family, but do not drive it 

themselves; among them there are 5 males (16% of 31 male respondents) and 9 females 

(36% of 25 female respondents). 

32% of the respondents (18 persons) do not have car at all, among them there are 11 

males (35% of 31 male respondents) and 7 females (28% of 25 female respondents). 
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The survey shows that the majority of the female respondents belong to 18-33-age range, 

married (most of them do not have children yet), most of them drive a car by themselves, 

or, at least, there is a car in their family. 

 
Opinion survey and results:  
 
Automobile color preferences of the respondents (Figure 12): 
 
The top-5 automobile colors, preferred by the respondents are as follows: 

1)  Black (33 persons, 22%) 

2)  White (27 persons, 18%) 

3)  Blue (23 persons, 15%) 

4)  Red (17 persons, 11%) 

5)  Silver (16 persons, 11%) 

 

Top-5 colors in the rating of the male respondents are: 

1)  Black (20 persons, 23%) 

2)  White (16 persons, 18%) 

3)  Blue (12 persons, 14%) 

4)  Silver (11 persons, 13%) 

5)  Red (7 persons, 8%) 

 

Top-5 colors in the rating of the female respondents are: 

1)  Black (13 persons, 20%) 

2)  White (12 persons, 18%) 

3)  Blue (11 persons, 17%) 

4)  Red (10 persons, 16%) 

5)  Silver (5 persons, 8%) 

 

Respondents` attitude to unusual colors of automobiles (Figure 13): 
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Generally, the majority of the respondents (30 persons, 54%) have a favorable attitude to 

unusual colors of automobiles: among them there are 17 females (68% of 25 female 

respondents), and only 13 females (42% of 31 male respondents). 

The majority of the males (58% of all the male respondents) do not like unusual color 

design of automobiles, while only 32% of the female respondents do not approve such 

design either. 

 

One of the aims of marketing innovations for LUXGEN7 SUV was to suggest some 

creative color for it. The respondents were asked the questions about their attitude to gold 

and purple colors of automobiles. They were also asked to suggest other colors, which 

they consider interesting. 

 

Respondents` attitude to gold color of an automobile (Figure 13): 

The majority of the respondents (20 persons, 35%) do not like gold color, among them 

there are 14 males (45% of 31 male respondents), and 6 (24% of 25 female respondents). 

21 persons, 38%) think that gold color of a car is “so-so”, among them there are 8 males 

(26% of 31 male respondents), and 13 females (52% of 25 female respondents). 

Only 15 respondents (27%) expressed favorable attitude to this color, among them there 

are 9 males (29% of 31 male respondents), and 6 females (24% of 25 female 

respondents). 

 

Respondents` attitude to purple color of an automobile (Figure 14): 

Generally, the majority of the respondents (32 persons, 57%) like purple color, among 

them there are 17 males (55% of 31 male respondents), and 15 (60% of 25 female 

respondents). 

Only 5 respondents (9%) expressed negative attitude to this color, among them there are 

3 males (9% of 31 male respondents), and 2 females (8% of 25 female respondents). 

19 persons (34%) think that it is “so-so”, among them there are 11 males (35% of 31 

male respondents), and 8 females (32% of 25 female respondents). 

 

Other unusual colors of cars preferred by the respondents (Figure 16): 
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The top-3 colors, suggested by the respondents, are: orange (suggested by 4 respondents), 

sky-blue (suggested by 2 respondents) and indigo (suggested by 2 respondents). 

 

The pronunciation of “LUXGEN” by the respondents (Figure 17): 

For the majority of the respondents (39 persons, 70%) it is more convenient to pronounce 

the name of the brand according to the phonetic system of the Russian language: [l'uks 

'gen]. 

Only 8 respondents (14%) pronounced it according to the English original ['lʌksʤiːn]. 9 

respondents (16%) had their own versions of the pronunciation of the brand. 

 

More euphonious variant of “LUXGEN” pronunciation for the respondents (Figure 

18): 
The majority of the respondents (34 persons, 60%) think that the Russian variant of 

pronunciation [l'uks 'gen] is more euphonious than the English one ['lʌksʤiːn]. 

The official English pronunciation ['lʌksʤiːn] seems more euphonious only to 23 

respondents (41%). 

 

Clarity of the meaning of the brand through the pronunciation as [l'uks 'gen] for 

the respondents (Figure 19): 

From the point of view of overwhelming majority of the respondents (46 persons, 

82%), the meaning of the LUXGEN brand through the Russian pronunciation as [l'uks 

'gen] is clearer than through the English one.  

The meaning of the English pronunciation seems clearer only to 10 respondents (18%). 

 

Basing on the data we have collected and the results of opinion survey, we can conclude 

that female consumers, whose number demonstrates significant growth, might be a very 

perspective segment for LUXGEN in Russian market. The consumer portrait of a typical 

Russian female motorist is as follows - a trendy, socially oriented keeper of home.  

In regards of the Russian consumers` preferences in automobile design, we could see that 

the empirical data gained from the answers of the respondents of our survey is congruent 

to information on the traditional symbolic semantics of colors in Russian culture. 
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Although Russian females prefer the colors, which have a deep cultural meaning for them 

(e.g. black, white, blue, red). There is a slight difference between the color preferences of 

male and female respondents: unlike men, women like red color of car more, because this 

vivid and stylish color emphasized their individuality, since an automobile for women is 

an important part of their image. For the same reason the female respondents proved to be 

more open-minded in terms of innovative color design of an automobile, i.e. they 

demonstrated favorable attitude to creative, unusual colors (e.g. purple or orange). 

As regards to the convenience of pronunciation of the brand name, the respondents` 

answers demonstrate that is more natural for them to pronounce it according to the 

phonetic system of the Russian language. Moreover, the Russian variant for the 

pronunciation of the brand seems more euphonious and meaningful than the English 

original.  

Thus, it is obvious that the localization of the color design and pronunciation of the brand 

is a vitally important option for LUXGEN in the Russian market. We will discuss this 

topic more comprehensively in the next chapter. 
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Chapter	  6	  -‐	  Marketing	  Innovation	  Proposal	  
	  

6.1.	  The	  goals	  of	  marketing	  innovation	  for	  LUXGEN	  in	  the	  Russian	  market	  
	  
From SWOT analysis in Chapter 4 we can conclude that the main goals of marketing 

campaign are:  

- Finding consumers group who would appreciate innovative IT equipment of 

the vehicle is even more than its physical performance characteristics; 

- Breaking the stereotype that LUXGEN is a Chinese brand; 

- Creating such an image of the brand, which is vivid, unique and, at the same 

time, very close to Russian consumers, in order to make it noticeable and 

easily recognizable among a big number of competitors; 

-  Increasing brand awareness; 

- Accentuating the strong sides of the brand (high quality, innovative IT car 

concept, unique brand proposition), which justify the price and create an 

advantage over the competitors. 

 

6.2.	  LUXGEN7	  SUV:	  defining	  targeted	  customers	  
	  
Since LUXGEN7 SUV`s technical characteristics of speed and power are inferior to its 

competitors`, we should define the consumers for whom these aspects are not so 

important as the vehicle`s safety and IT-based innovations. We would like to suggest that 

women should be chosen as targeted customers in Russia, because they don't pay so 

much attention to speed and power characteristics of a vehicle as men do.  

 LUXGEN7 SUV does not belong to a low-price segment, that's why its targeted 

customer is supposed to be married females for who husbands can purchase a car. 

In the previous chapter we have suggested that LUXGEN should consider female drivers 

its targeted consumer group in Russia. Why LUXGEN might the best choice for Russian 

females? 

-‐ Russian men have a stereotype that a woman just cannot be a good driver, and that`s 
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why driving is too dangerous for her and other passengers in the car. But the 

intelligent functions of LUXGEN car (THINK+, 23 built-in electronic control units, 

etc.)  will shatter all the fears and doubts of Russian men, so they can be sure that 

driving will be an easy and safe for a woman. 

-‐ Due to some psycho-physical features of women, they cannot see objects as well as 

men do when it is dark, so the possibility of car accidents increase at night time. 

However, LUXGEN`s highly sensitive intelligent system NIGHT VISION+ can 

provide safety for a female driver in low-light conditions. 

-‐ The most likely buyers belong to the so-called “IT generation”, to whom intelligent 

technologies give a sense of security. 

 

So, Russian men are very likely to purchase such an intelligent car for their wives. 

Therefore, it is difficult to overestimate the importance of such females to be its 

important targeted consumer group.  

We must admit that LUXGEN has some disadvantages in comparison with the 

competitors. But are these disadvantages so important for women? 

LUXGEN is inferior to Infiniti and Mercedes-Benz in terms of speed and power; at the 

same time its fuel consumption level is not low, engine and fuel tank capacities are small. 

However, women are more cautious drivers then men, they don't need to drive fast. If a 

vehicle is driven at a normal (not too high) speed, it will save fuel even if fuel 

consumption characteristics are rather high.      

 And besides, although LUXGEN has the smallest length/width/height dimensions and 

curb weight among the compared vehicles, its luggage compartment volume is the 

biggest one among the competitors. Women always need a big luggage compartment to 

put there shopping and many other necessary things. 

6.2.1.	  Mentality	  and	  spiritual	  values	  of	  Russian	  females	  
	  
What information on our targeted consumer group should be taken into consideration? 

In Russia, most people have an inflexible image of gender roles and skills: men cannot 

cook, clean house, or perform child care, whereas women are bad at driving cars, 

managing finances, and supervising others. Men are valued for patriarchal and stern 
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leadership, bravery, physical strength, and rationality; women are valued for beauty, 

intuition, emotional depth, and selfless generosity. Women are held in high regard as 

mothers, nurturers, and bearers of the most sacred dimensions of the culture. Many 

people value this conception of femininity and fear that it might be destroyed by 

feminists’ concepts.  

Although emancipation ideas have spread all over the world, Russian women stay faithful 

to the traditional views of the male and female roles in a relationship. A Russian man is 

considered to be a provider who supplies the family with tangible assets, while a woman 

is viewed as a housewife and the mother of children. In contemporary Russia, many 

women use all the opportunities to get a good education, get a good job and build their 

careers. However, family always remains the main priority for most Russian women. The 

tradition that everyone should love their own home and protect their family is instilled 

into Russians since the early childhood. 

6.3.	  Cultural-‐centric	  marketing	  approach	  for	  LUXGEN	  
 

We believe that cultural-centric approach will be the best marketing strategy for 

LUXGEN to win the hearts of Russian consumers. LUXGEN should create the image of 

the advanced intelligent technology brand, which is friendly to Russian customers, the 

brand which is respectful to the national spirit, values, traditions and customs of the 

Russians. The LUXGEN team has already made great efforts in the sphere of adjusting 

the vehicle for the weather and road conditions in Russia. However, it is also vitally 

important for LUXGEN`s to develop a specific marketing campaign taking into 

consideration the traditional culture, mentality and spiritual values of Russian people. 

That will allow LUXGEN to position itself as a humane intelligent brand, which aims to 

establish long-lasting warm relationship with Russian consumers and treat them with 

delicate care and respect.  

According to Baker and Sterenberg (2003), Russia is a Cultural Individualists 

society, which has a high pride in its culture combined with strong individualistic values. 

This requires that LUXGEN should succeed both in localization and making individual 

connection with local consumers.  
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6.3.1.	  Language	  localization	  of	  the	  brand	  name	  
	  
Problems of the pronunciation and transliteration 

 

Transliteration, or the conversion of scripts or writing, is a procedure of replacing text 

written in one script or writing system with the characters of another script or system in 

order to make the text (e.g., proper names) legible for users of another language or script 

(World writing systems, 1996). 

The name “LUXGEN”, which consists of the elements “LUXURY” and “GENIUS”, is 

pronounced as ['lʌksʤiːn]. It should be transliterated in Russian as “ЛАКСДЖИН”. 

However, due to some specific features of the Russian language, it is more habitually for 

Russian native speakers to pronounce this name as [l'uks'gen] (“ЛЮКСГЕН” in 

Russian). In 10 out of 15 specialized printed and on-line automotive magazines the name 

of LUXGEN was transliterated as “ЛЮКСГЕН” according to the Russian pronunciation 

of the brand.  

 

Adjusting the pronunciation and transliteration for the convenience of Russian native 

speakers 

 

The survey proved the fact that Russian native speakers tend to pronounce the name of 

the brand as [l'uks'gen] “ЛЮКСГЕН” (69%, or 38 out of 55 respondents). 

Moreover, almost 60% of the respondents (33 out of 55) believe that the pronunciation 

[l'uks'gen] “ЛЮКСГЕН” sounds more euphoniously than ['lʌksʤiːn] (ЛАКСЖИН), the 

official one. 

What is more to the point, the pronunciation [l'uks'gen] and the transliteration 

“ЛЮКСГЕН” is more semantically meaningful to the Russian native speakers. In the 

name “ЛЮКСГЕН”, “ЛЮКС” (L`UKS) means “luxurious” in Russian, and “ГЕН” 

(gen) is a part of the adjective “ГЕНиальный” (GENial`nyi) and noun “ГЕНий” 

(GENiy), which mean “genius” in Russian. Indeed, the overwhelming majority of the 

respondents (81%, or 46 out of 55 respondents) agreed that the transliteration of the 
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brand as “ЛЮКСГЕН”, according to a more convenient pronunciation [l'uks'gen], clearly 

conveys the meaning of the brand. 

We believe that if the name of LUXGEN is transliterated into Russian in accordance with 

the pronunciation [l'uks'gen] “ЛЮКСГЕН”,  

-‐ it will be more convenient to the Russian native speakers to pronounce; 

-‐ the meaning of the brand name will be much more clear to the Russians who do not 

speak English; 

-‐ it will be another opportunity for LUXGEN to demonstrate a respectful attitude to 

the Russians and their language. 

 

6.3.2.	  Localization	  of	  the	  exterior	  design	  
 

Luxgen7 SUV offers seven color choices: Delicate White, Fashionable Grey, Titanium 

Silver Blue, Platinum Orange, Visionary Silver, Technological Black and Starry Bronze.  

We found out that the colors of cars, which are especially popular with the Russian 

respondents are black, white, blue, red, silver.  

We can predict that such colors of LUXGEN7 SUV as Technological Black, Delicate 

White, Titanium Silver Blue and Visionary Silver will be especially popular with the 

Russian female consumers. Obviously, red color should be added to LUXGEN7 SUV 

color palette as well. 

The survey showed that 68% of the female respondents find unusual colors attractive and 

creative. 

Thus, we can suggest that some unusual color, e.g. golden or purple, should be included 

to the color palette of LUXGEN7 SUV to make its design more creative and eye-catching 

for Russian consumers. However, the answers of the respondents have revealed negative 

attitude to golden color and their interest in purple color of the vehicle.  

So, purple color might also be added to the color palette of LUXGEN7 SUV. 

In our survey we asked the respondents what other unusual colors of cars they find 

attractive. The top-3 colors in their rating were: orange, sky blue and indigo. 
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LUXGEN already has Platinum Orange in its color palette, so we can conclude that this 

color might be popular in Russia as well. More shades of blue (light blue, indigo, etc.) 

can also be an option for the color design of LUXGEN. 

Thus, we are able to make an assumption how the palette of colors for LUXGEN7 SUV 

should be adjusted in accordance with the taste of Russian consumers.  Besides 

Technological Black, Delicate White, Titanium Silver Blue, Visionary Silver and 

Platinum Orange, which tend to be popular in Russia, such colors as Red, Purple and 

more variations of blue might also be available as color options for the vehicle. Such an 

adjustment of colors palette will be another incontrovertible proof of LUXGEN`s friendly 

attitude to the Russian female consumers.	  

 

6.4.	  Creating	  specific	  advertisement	  of	  LUXGEN7	  SUV	  for	  the	  Russian	  consumers	  
 

A properly designed advertising campaign can help to win a niche for a product in the 

minds of consumers, and thus a market niche for the company, even if it neither has a 

leading position in the market nor large resources for advertising. 

In this chapter our aim is to design such an advertisement of LUXGEN7 SUV that would 

seem fresh and creative for the Russian consumers, but at the same time be very familiar 

to them and close to their cultural background. The advertising should also affect both the 

conscious and the unconscious structure of the consumer`s psyche. 

 

6.4.1.	  Nostalgic	  advertisement	  
 

People are often influenced by the happy memories of their pasts. If an advertisement 

evokes such memories, the pleasure caused by them can be transferred to the product and 

the brand image. 

We suppose that creating a nostalgic advertisement specifically for the Russians will be 

helpful to LUXGEN in the process of building warm relationship with them. 
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6.4.1.1.	  The	  case	  of	  Volkswagen	  nostalgic	  advertisement	  
 

One of the vivid examples of creating effective nostalgic advertisement in automobile 

industry is the case of Volkswagen.  

 

2012 Volkswagen Passat commercial “The Force” 

 

The advertisement features a young boy in full Darth Vader regalia attempting to use The 

Force to start a washer and dryer, and to wake the dog and a doll. After he is unsuccessful 

in those attempts, he is startled to discover he can start the car, though his father actually 

did it using a remote control.  

According to Advertising Age estimation, the video has become one of the most-watched 

viral ads of all time. In its first year the ad had over 49.4 million views. The video is also 

the most shared ad of all-time (Advertising Age 2013). On May 23, the Passat 

advertisement won an online competition on the CBS special Clash of the Commercials: 

USA vs. the World, in which people were asked to choose ”the greatest commercial of all 

time" (Medich, 2011). 

What are the reasons for such popularity of this advertisement? James Rainey of the Los 

Angeles Times said the advertisement could get inside people’s heads and stay there 

because it combines the iconic 'Star Wars' character and a classic sentiment—a child’s 

desire to be larger than life. It is bringing back childhood memories - every child`s 

longing for miracles that makes this commercial so memorable. Just like how the car 

evokes imagination in the boy, the car evokes the inner six-year-old self of Volkswagen’s 

potential and existing customers.  

 

2011 Volkswagen Golf Cabriolet commercial in UK 

  

The ad is filmed as faded home video of children, riding on toy cars, bumper cars and 

enjoying kart racing. The slogan of the commercial is “Remember how the cars you had 

the most fun in never had a roof?” This commercial is specially designed to "hook" the 

viewer consciousness by causing a range of unconscious childhood memories.  
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6.4.1.2.	  Option	  for	  LUXGEN	  nostalgic	  advertisement:	  cartoon	  in	  the	  style	  of	  classic	  
illustrations	  from	  children`s	  books	   	   	   	   	   	   	   	  
	   	  
The technique of evoking forgotten childhood memories can be used in LUXGEN 

advertisement in another creative way. We suggest that the commercial should be created 

as a cartoon drawn in the style of illustrations from children`s books. The warmest 

childhood memories of many Russian people are related to the moments when, sitting 

close to their parents or grandparents, they listened them reading a book and watched the 

pictures from there. The illustrations, which are familiar to every Russian from 

childhood, deeply loved by many generations of Russian children, are the ones drawn by 

Yuri Vasnetsov (1900-1973), Russia's leading artist of children's stories and fairy tales. 

Although he is the artist of the Soviet era, children`s books with his illustrations still 

enjoy great popularity in Russia today.  

We believe that an advertisement in a form of cartoon stylized like such illustrations from 

children`s books (Figure 20) can make Russian customers return to warm, nostalgic 

atmosphere of their childhood.  In addition, we can suggest that blue and red should be 

prevailing in the color palette of advertising, since they have a significant cultural 

meaning for the Russians. 

6.4.2.	  The	  archetypes	  of	  collective	  unconscious	  in	  advertising	  
 
The technique of using archetypes of collective unconscious in advertising makes it 

especially effective. Archetypes are the images and motives that have also existed in our 

mind; so, no extra efforts are required to interpret the meaning of the advertising image, 

which is based on these archetypes. Thus, such an advertising message is very clear to the 

consumer and, at the same time, it produces a deep impression on him (her), since, thanks 

to the archetypes, it is perceived on an unconscious level. 
 

6.4.2.1.	  Archetypes	  in	  advertising	  of	  top-‐5	  automobile	  brands	  in	  Russia	  
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Table 10 classifies the top-5 automobile brands in Russia according to the archetypes in 

their advertisement: 

- Kia Sportage – Ruler; 

- Nissan Quashqai – Jester; 
- Lada 4х4, Niva Chevrolet, Renault Duster – Regular Person; Explorer 
 

6.4.2.2.	  LUXGEN	  advertisement:	  matching	  positioning	  and	  values	  with	  archetypes	  
  

In previous chapter we suggested LUXGEN positioning as a car for females, which 

makes driving process easy and safe. The values proposed by LUXGEN are stability and 

mastery of driving due to safety innovations and intelligent technology. This is a highly 

innovative and intelligent magic helper, whose magical smartness does provide a sense of 

security. If a man decides to buy such a car for his treasured woman, - this wise decision 

is worth admiration, because it demonstrates that he really cares about the safety and 

comfort of his beloved one, and that makes him a hero.  

Thus, we suggest that LUXGEN should express this brand image through the archetypes 

of: 

“Caregiver” – 1) a man who wants to take care of his beloved one and do his 

best for the family; 

2) on the other hand, caregiver is the smart car itself , that provides a sense of 

security;  

 “Hero” – a man whose decisions and behavior are worth admiration; 

 “Magician” – a smart car as a magic helper for a woman. 

 

Table 11 compares the archetypes in advertisements of the top-five competitors and the 

archetypes we suggested for LUXGEN: 

- Kia Sportage – Ruler; 

- Nissan Quashqai – Jester; 

- Lada 4х4, Niva Chevrolet, Renault Duster – Regular Person, Explorer 

- LUXGEN7 SUV – Caregiver, Hero, Magician 

As we can see, the brand image of LUXGEN differs very much from the brand images of 
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the competitors, because it is based on different archetypes, which allow creating a 

unique, multifarious brand image of the car. 

  

6.4.3.	  Russian	  ethno-‐cultural	  archetypes	  in	  LUXGEN	  advertisement	  
 

In Russia, the practice of using ethno-cultural archetypes in advertisement is not 

sufficiently developed yet (Pendikova & Rakitina, 2008). Indeed, from the advertisement 

of LUXGEN`s top five competitors in the Russian market we can see that no car brand 

includes such archetypes into their advertisement. 

If Russian ethno-cultural archetypes are included in the context of LUXGEN 

advertisement, it will not only enhance its communicative efficiency, but also help create 

a unique product image, easily recognizable and perceived by the Russian consumer. 

Since LUXGEN`s targeted customers are women for whom their husbands buy a car, we 

can suggest that the archetype of woman should be included in LUXGEN advertisement 

as well. The hero (in the advertisement the man who buys a car for his wife) is both 

universal and ethno-cultural archetype.  

We should find such characters in Russian culture, which satisfy two conditions: 

 

1)  they represent the archetypes of the wise woman and the hero; 

2)  they are a couple 

 

There are such characters in Russian folklore: the representative of the wise woman is 

Vasilisa the Wise, the ideal of Russian woman, both beautiful and wise (for more detailed 

information on Vasilisa the Wise see chapter “Personification of Smartness and Wisdom 

in Russian Culture”), and the hero is represented by Ivan the Prince. His actions are the 

pattern of achieving success. Always following his sense of duty, Ivan the Prince 

performs some dangerous and difficult tasks associated with risk and heroism, and going 

through all the trials makes him worthy of the status of "Prince". Ivan the Prince is 

susceptible to the influence of the woman, who acts as his most valuable helper and 

supporter in difficult times. And this woman character is Vasilisa.  
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6.4.4.	  Archetypes	  in	  LUXGEN	  advertisement:	  summary	  
 

In the advertisement there can be a combination of both universal and ethno-cultural 

archetypes. Here we will summarize the archetypical matrix for LUXGEN advertisement: 

- “Hero” – a man whose decisions and behavior are worth admiration (Ivan the 

Prince); 

- “Caregiver” – 1) a man who wants to take care of his beloved one and do his 

best for the family (Ivan the Prince);  

- 2) on the other hand, caregiver is the smart car itself, that provides a sense of 

security; 

-  “Wise woman”- Vasilisa the Wise; 

- “Magician” – the smart car as a magic helper for a woman. 

	  

6.4.5.	  A	  plot	  for	  LUXGEN	  advertisement	  
	  
We believe that the advertisement story will be more creative if it is not a ready-made 

plot adapted from a famous Russian fairy tale. It should rather be a brand new fairy tale 

plot, but with the famous characters – Vasilisa the Wise and Ivan the Prince - which are 

familiar to every Russian.  

Although there are traditional folklore background and outfit of the main characters, the 

story takes place in our days. Ivan the Prince and Vasilisa the Wise are a married couple 

with two kids. Vasilisa is a young woman with an active life position – she wants to be 

both a business lady and a keeper of home; being a caring husband, Ivan the Prince 

wishes to make her life more comfortable, for that purpose he wants to buy her a car. His 

requirements are very high - he wants to buy a car that would guarantee the safest driving 

process for his Vasilisa. Failing to find such a car among the existing ones, because they 

are not smart enough, he goes to a far Fairy Kingdom, because he heard that there he can 

find a magic car (LUXGEN), which he needs for his wife. After he presents such a car to 

Vasilisa, she is very happy, now she has time for everything: both for work and keeping 

home, and even meeting with friends. Everyone says that Ivan is a real hero, who knows 

how to protect his wife and give her everything the best. In the end, Ivan says that today 
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the most important mission for the hero is to take care of a wife, a family. He advises that 

every man can follow his example, but they don't need to go to the far Fairy Kingdom 

anymore, because Ivan brought lots of such smart cars to Russia (the fairy-tale 

explanation why LUXGEN appeared in the Russian market) for other men who would 

decide to follow his example, so what they need to do is just easily buy these magic smart 

car for their wives. There will be other series about the adventures of Ivan and Vasilisa, 

where there will be featured different functions of LUXGEN (for example, Ivan is 

kidnapped by an evil enemy, Vasilisa rescues him, she drives LUXGEN to take Ivan back 

from the enemy, who tries to make them lost their way, but thanks to LUXGEN smart 

navigation system, they can escape from him). 

This plot will express the advertisement message: “The smartest choice for your Vasilisa. 

LUXGEN: Making fairy tale come true”. 

 

6.4.6.	  LUXGEN	  advertisement:	  a	  fairy	  tale	  cartoon	  series	  
   

The fairy tale serial advertisement will easily capture the attention of consumers, making 

them wait for the continuation. 

Earlier we suggested that LUXGEN advertisement should be created in a form of cartoon 

which looks like famous illustrations for children`s books made by the Russian artist Y. 

Vasnetsov. The colorful, entertaining and witty illustrations of Vasnetsov in children`s 

books are considered to be the best depicting of Russian folklore (Encyclopedia of 

Russian Painting), so the cartoon in the style of these illustrations will be the best 

background for the folklore story shown in the advertisement. 

We believe this advertisement will be especially effective and will have a deep impact on 

the Russian consumer due to the following reasons: 

 

- Vivid images of fairy-tales characters are created on the basis of  childhood memories 

of Russian consumers, because the style of advertisement cartoon is reminiscent of 

their favorite illustrations from children`s books. In this way the advertisement 

affects personal unconscious level of consumers` psyche; 

- Red and blue colors, prevailing in the advertisement convey a deep symbolical 
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meaning; 

- Archetypes used in the advertisement are related to collective unconscious level of 

psyche; 

- The characters and the plot are created taking into consideration the psychographic 

characteristics of the Russian female motorists; 

- The advertisement combines both universal archetypes and ethno-cultural ones, which 

are especially close to the Russians. 
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Chapter	  7	  -‐	  Cooperation	  Network	  and	  Strategic	  Alliance	  
 

In order to launch the advertisement, it is necessary to establish the network of 

cooperators who will convey LUXGEN`s advertisement message to broad masses of 

consumers. This network will include: 

- Internet; 

- Magazines; 

- Vendors for outdoor advertisement, 

The cooperation with an opinion leader for a better translation of the information on the 

new product to a wide range of consumers is no less important. 

At the same time, the strategic alliance with HTC has an essential value-added meaning 

for LUXGEN brand. 

We also suggest LUXGEN to incorporate experiential marketing into its image strategy 

in Russia. That will require the cooperation with: 

- Big shopping malls; 

- Providers of Internet content; 

- Dealer centers; 

- Automotive journalists. 

 

7.1.	  LUXGEN7	  SUV	  advertisement	  and	  communication	  media	  
 

7.1.1.	  Internet	  
	  
Nowadays, Internet is an integral part of life of the Russians, especially young generation 

(18-33 years old), and women are not an exception.  

7.1.1.1. QR	  code	  access	  Internet	  commercial	  and	  interactive	  on-‐line	  	  banners	  
 

Thus, we suggest LUXGEN to focus on Internet advertising. Potential consumers will be 

redirected to LUXGEN`s commercial on YouTube by QR code. There will also be 

interactive vivid advertisement banners, in which the characters of the advertisement 

suggest the potential consumers to click on a mouse to watch the full version of the 
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advertisement and visit LUXGEN`s web site. These interactive banners should be located 

in the web sites, which are most popular with the targeted audience, i.e. the ones related 

to beauty, fashion, home design, cooking, childcare.  

 

7.1.1.2. Interactive	  Internet	  game	  
 

Internet game, created specially for Russian females, can also be included into 

LUXGEN`s “Making Fairy-Tale Come True” marketing strategy. Potential consumers 

will be able to get access to the game by QR codes on the street banners, prints, and 

advertisement images from the magazines. There can also be an interactive advertisement 

banner on the Internet to invite users to play this game, which is named “Luxgen Fairy 

Kingdom”. The game will be designed for both potential and existing consumers, but for 

the latter ones more opportunities will be available. 

Since our targeted audience is females, the main character of the game is Vasilisa The 

Wise. The character is supposed to drive a Luxgen car, so in the beginning of the game 

there is a brief introduction of intellectual systems of the car, e.g. Eagle View, Side View, 

Night Vision, etc. The user will be able to obtain more detailed information by a click of 

a mouse. The two main objectives of Vasilisa are: 

1) to eliminate various evil witches from the Fairy Kingdom by taking part in 

intellectual battles with them; 

2) to participate in  beauty contents and fashion shows. 

In the end of every month three best players will be nominated and granted with HTC 

smartphones as a prize.  

 

7.1.3.	  Magazines	  
 
Russian motorists also frequently read magazines, but preferences of male and female 

drivers slightly differ, as Figure 12 shows. 

Since such magazines as “Cosmopilitan”, “Telesem`” and ”Za Rulyom” and are popular 

with females, we suppose that LUXGEN`s advertisement images could be placed in these 

three magazines. 
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“Cosmopolitan” is Women's Magazine for fashion, beauty, relationship and Celebrity 

News. 

“Telesem`” is a weekly-TV Guide with news, TV program, movies and TV series. 

“Za Rulyom” is the most large-circulation automotive publication in CIS countries. 

 If advertisement is placed in these three magazines, its message will appeal to our 

targeted audience: women will get interested in the new vehicle destined specifically for 

them, the most intelligent, beautiful and treasured customers. 

The advertisement in the magazines is supposed to be the images from LUXGEN fairy-

tale commercial with the message “The smartest choice for your Vasilisa. LUXGEN: 

Making fairy tale come true.” Every advertisement image will also contain the QR code 

for seeing the full version of the fairy-tale advertisement online. 

 

7.1.4. Outdoor	  advertising	  
 

Such type of communication media as billboards and banners in the city will be used for 

LUXGEN advertisement as well.  

Usually, billboards and banners are placed along the roadway or near gas stations. 

However, LUXGEN`s advertisement will be placed near kindergartens, schools and 

shopping malls – the places which are very likely visited by the targeted audience - 

women take kids to school and then pick them up when classes are over; they often go to 

malls for shopping. 

 

7.2.	  Opinion	  leaderships	  
 

An opinion leader can be considered an informal leader and has been defined as an 

individual who frequently influences others’ attitudes or behavior (Rogers, 2003). 

The opinion leaders for LUXGEN7 SUV should meet the following requirements: 

 

- being a couple, who personify an ideal loving and caring family. The husband is a 

man who makes a smart choice by choosing the smartest car to provide ultimate 

safety of driving for his wife; 
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- being able to exert an influence on the targeted consumers and their husbands. 

 

The persons who meet these two above-mentioned requirements are Andrey 

Konchalovsky, one of the prominent Russian movie and theater directors, and Yulia 

Vysotskaya (born August 16, 1973), a famous Russian actress and television presenter. In 

their happy and loving family there are two kids. Both the husband and wife are public 

and media figures. 

The use of such opinion leaders will lead to a greater believability of the brand. In the 

eyes of Russians A. Konchalovsky is a loving husband and father who always thoroughly 

analyzes every step to minimize risks. His decision to entrust the safety of his family to 

the most intellectual car will be a good example for other men to follow. Y. Vysotskaya, 

a caring wife and mother, is also considered a very beautiful and stylish woman who 

leads an active way of life. From the point of view of Russian females, she is an ideal 

woman. 

Due to the incredible reputation of this couple, who often appears on media, we believe 

that they are able to exert a profound influence on the Russian females and their 

husbands. 

 

7.2. Incorporate	  with	  HTC	  to	  breaking	  the	  stereotype	  of	  being	  Chinese	  brand	  
 

Taiwan is famous all over the world, including Russia, for its innovative high-tech 

products of such as ASUS, ACER and HTC. According to LUXGEN`s representatives, it 

is intelligent technologies-based concept through integrating with HTC that will 

differentiate LUXGEN in the Russian market as a Taiwanese brand (Forbes Russia, 

2013).  

We believe that LUXGEN should continue to develop its brand image in that direction. 

In order to strengthen the connection between LUXGEN and HTC brands, we would like 

to suggest that a special marketing activity, called “Two Minds Are Better Than One” 

should be organized. The phrase “Two minds are better than one” is a famous Russian 

proverb. This activity presupposes getting an HTC smartphone for free when purchasing 

a LUXGEN smart car. HTC smartphone can also be a prize for some contests conducted 
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by LUXGEN for the existing and potential consumers. 

7.3. Experiential	  marketing	  for	  LUXGEN7	  SUV	  
 

We believe that experiential marketing interaction in real-time, a live brand experience 

and thereby a significantly deeper consumer bonding process are also necessary for 

strengthening the relationship between the LUXGEN brand and the Russian consumers, 

as well as bringing unforgettable experiences to them. 

7.3.1.	  LUXGEN	  Show+	  experiential	  theater	  	  
 

One of the most important tools for a successful promotion of LUXGEN in Taiwan are 

showrooms with multimedia theater Show+ in every LUXGEN department, where the 

potential customer can experience a virtual 6-8 minutes test drive of the vehicle. This 

marketing approach can be considered unique, especially in terms of technological 

implementation.  

We believe that such 3D showrooms will enable LUXGEN to stand out from its 

competitors in this segment in the Russian market. A 3D and interactive SHOW+ 

experience theater at the booth enables the visitors to have a grand new futuristic hi-tech 

car appreciation. We would like to suggest that additional mini-showrooms should be 

established in the places which are often visited by LUXGEN`s potential consumers – 

females with high income. Such places are, first and foremost, big shopping malls where 

expensive luxury brands are sold. One of the most representative examples is Crocus City 

Mall in Moscow.  Women come to this place with a purchasing intention, and they are 

overwhelmed by positive emotions caused by shopping process. This is an ideal mindset 

for the desire to experience a virtual test-drives of LUXGEN and making a purchasing 

decision afterwards. 

 

7.3.2.	  Creating	  the	  community	  of	  LUXGEN	  lady	  motorists	  
 

The examples of Russian SUV brands have demonstrated that consumers` sense of 

belonging to the community of the brand`s lovers is an effective tool of establishing 

warm and sincere relations between the brand and the consumer.  
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In order to establish such a community, a forum for targeted customers – females might 

be created and be called “LUXGEN Lady”. In this way, it will be easily for them to share 

their experience on driving LUXGEN SUV and exchange useful information. Besides the 

subjects related to the vehicle, women consumers will also be able to discuss such topics 

as family, relationship, children, beauty, fashion, cooking, etc. This community will also 

have the  pages on Facebook and VKontakte, a Russian version of Facebook. 

LUXGEN can organize various contests for the users of the forum, such as “Miss 

Beauty”, “Miss Fashion”. There can also be creative contents when the users will have to 

write an essay on the subjects like “My first acquaintance with LUXGEN” or  “The 

inspiration that came over me in a traffic jar”. The users can have their personal blogs, 

among which the most interesting one will be given an annual award “LUXGEN blog of 

the year”. In these contests, users` voting will choose the winners. LUXGEN team might 

organize annual quizzes, in which the winner, defined by the group of independent 

experts, will be granted with the title “Miss Intelligence”. There can also be the contests 

for kids, such as to draw a family and LUXGEN.   

The forum can also be an interactive platform between the consumers and the team of 

LUXGEN Russia, where any user can contact the representative of LUXGEN Russia to 

make a suggestion regarding the vehicle, marketing campaign, special promotion, etc. 

Besides, this forum can be the place for LUXGEN Russia marketing specialists to 

conduct various opinion surveys for more deep understanding of consumers` needs and 

preferences. 

 

7.3.3.	  Event	  marketing	  
 

The example of top-5 SUVs in the Russian market demonstrated that event marketing 

plays an important role in featuring their advantages and brand values.  

  

7.3.3.1.	  Creative	  Blind	  Drive	  Show	  
	  
Speaking about LUXGEN, its Blind Drive Show in Taiwan incredibly represents the 

“Think Ahead” context. The blind drive performance is already a piece of work that 
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speaks best of LUXGEN’s SUV product force in Taiwan (LUXGEN, 2012). The term 

“blind drive” means that the driver is sitting in the LUXGEN car with all the windows 

covered, while the only thing the driver can rely on is the 4WD LUXGEN7 SUV with its 

LUXGEN THINK+ system integrating the Side View+ and Eagle View+.  LUXGEN7 

SUV is even able to climb up to a 28 meters high seesaw moving forward and backward 

smoothly in the sky. Russian visitors who will see such a show will definitely be 

impressed with the strong capability of Taiwan’s IT, and the strength of the car.  In 

Russia, such shows can be organized during opening ceremonies of LUXGEN dealer 

centers.  The show should be designed as a fairy-tale performance as a part of “Making 

Fairy Tale Come True” campaign: the driver will perform the role of Ivan Tsarevich, who 

is testing the car for Vasilisa.  The show can be supplemented by various entertainments 

for children, such as concerts, contents, games, since potential consumers will be invited 

to come to watch the show with their families, and LUXGEN will position itself as a 

brand, which is considered even towards its smallest potential future consumers.   

7.3.3.2. Family	  travelling	  with	  photo	  contest	  
	  
 In addition, we would also like to suggest LUXGEN to hold such an activity as 

organizing group travelling by cars to different places for the owners of LUXGEN with 

their families.  Since family travelling by car over a long distance has always been ne of 

the most favorite activities in Russia, we believe that this event, conducted by LUXGEN 

will attract much attention of Russian motorists and become very popular among the 

owners of LUXGEN SUVs. What is more to the point, a big group travelling, which 

includes many families will make a trip even more interesting, give the opportunity to 

make new friends and provide the participants with the sense of belonging to a 

community of people who have something in common.    

 The participants will be supposed to take photos during the trip, and the best photo 

report will be posted on LUXGEN Russia web site and “LUXGEN Lady” forum. The 

prize is supposed to be a new HTC smartphone.      

 It is also suggested that some automotive journalists should be invited to join such trips 

to make reports about them in automotive magazines. 
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Chapter	  8	  -‐	  Conclusion	  
 

Although Russia is a very lucrative automobile market with a huge growth potential, it is 

not easy for a new brand automaker like LUXGEN to operate in it. The main obstacles 

that might hinder the development of successful business and the growth of market share 

are associated with high density of competitors, low brand awareness, relatively high 

price level and power characteristics, which are inferior to the characteristics of the 

competitors. 

We defined the following goals of LUXGEN`s marketing campaign in 

Russia:  

- Finding consumers group who would appreciate innovative IT equipment of 

the vehicle is even more than its physical performance characteristics; 

- Breaking the stereotype that LUXGEN is a Chinese brand; 

- Creating such an image of the brand, which is vivid, unique and, at the same 

time, very close to Russian consumers, in order to make it noticeable and 

easily recognizable among a big number of competitors; 

-  Increasing brand awareness; 

- Accentuating the strong sides of the brand (high quality, innovative IT car 

concept, unique brand proposition), which justify the price and create an 

advantage over the competitors. 

 

Having analyzed marketing campaigns of the most successful automobile brands with the 

highest figures of sells in the Russian market, we developed an innovative marketing plan 

for LUXGEN. 

First and foremost, we suggested that women should be chosen as main targeted 

customers of LUXGEN in Russia, because for them such aspects as speed and power of 

the vehicle are not so important as safety and IT-based innovations, which are the main 

competitive advantages of LUXGEN.  

Marketing campaign for LUXGEN in the Russian market was developed on the basis of 

the customer-centric approach, i.e. putting customers, not the product itself, on the first 

place. That presupposes creating the image of the advanced intelligent technology brand, 
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which is friendly to Russian customers and respectful to their national spirit, values, 

traditions and customs.  

For that purpose, we suggested that LUXGEN should make a language localization of the 

pronunciation and transliteration of its brand name for the convenience of the Russian 

native speakers, as well as the localization of its exterior design according to the color 

preferences of the Russians. 

We created a special advertisement campaign “The smartest choice for your Vasilisa. 

LUXGEN: Making fairy tale come true” in the style of fairy-tale cartoon-series. Although 

the main targeted consumers are Russian females, the advertisement will also be aimed at 

males to motivate them to purchase LUXGEN7 SUV for their wives. We believe that, 

thanks to this advertisement, LUXGEN will be able to win the hearts the Russian 

consumers, since we took into consideration such aspects as pleasant childhood memories 

of the Russias, their ethno-cultural archetypes, as well as psychographic characteristics of 

the Russian female motorists when creating such an advertisement. Due to the use of 

some specific psychological archetypes in this advertisement, it looks very creative, 

making the brand stands apart against a background of the competitors in the Russian 

market.  

Then we defined what communication media should be used to make advertisement 

message reach the potential customers: billboards, Internet, radio and magazines.  Within 

the framework of Internet advertisement, we also introduced the thematic on-line game 

for the potential and existing customers. 

We stressed the necessity of choosing the opinion leader for LUXGEN7 SUV, since it 

will be a new product with innovative concept. The opinion leader, defined by us, a 

prominent Russian mind sports champion, will be able to exert a profound influence on 

the potential consumers. 

In order to eliminate the stereotype that LUXGEN7 SUV is a “Chinese car”, the 

Taiwanese automaker should emphasize the interconnection between its innovative smart 

car concept and HTC intelligent technologies, which are integrated into it, since HTC is 

considered a famous Taiwanese brand in Russia. For that purpose we suggested that such 

a marketing activity as getting HTC smartphone for free when purchasing LUXGEN7 

SUV can be conducted. 
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As an important part of customer-centric approach, experiential marketing activities will 

be vitally important tools for LUXGEN to build warm relationship with the Russian 

customers and bring unforgettable experience to them. This presupposes establishing 

experiential showrooms for LUXGEN in the places mostly visited by targeted consumers, 

creating a special forum for LUXGEN female motorists to provide them with a sense of 

belonging to a group and organizing various events, such as creative blind drive show 

“Making Fairy Tale Come True” supplemented by various entertainments for children to 

demonstrate how LUXGEN is considerate even to its smallest customers, as well as 

conducting the activities like group family travels over a long distance  by cars. 

We believe that, the marketing campaign, which will include all the above-mentioned 

steps, will help LUXGEN to build a reputation of the most friendly, customer-oriented 

automobile brand in the Russian market.  
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List	  of	  Tables	  
	  

Table	  1:	  Difference	  between	  marketing	  innovation	  and	  other	  types	  of	  innovation	  	  
Marketing Innovation Other Types of Innovation 

 

 

significant change in the design of an 

existing product 

Product 

 

significantly improved functional or 

user characteristics 

 

 

activities aimed at increasing sales 

volumes or market share 

Process 

 

activities aimed at decreasing unit 

costs or increasing product quality 

Organizational 

 

clarifications might be required for innovations that are both organizational 

and marketing. In this case innovations should involve new marketing 

methods (not just sales activities). 
Source: OECD, 2005 

 

Table	  2:	  Comparison	  of	  the	  product-‐centric	  and	  customer-‐centric	  approaches	  
 Product-Centric 

Approach 

Customer-Centric 

Approach 

Basic philosophy Sell products; we'll sell to 

whoever will buy 

Serve customers; all 

decisions start with the 

customer and opportunities 

for advantage 

Business orientation Transaction-oriented Relationship-oriented 

Product positioning Highlight product features 

and advantages 

Highlight product's benefits 

in terms of meeting 

individual customer needs 

Focus Internally focused, new Externally focused, 
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product development, new 

account development, 

market share growth 

customer relationship 

development, profitability 

through customer loyalty 

Management criteria Portfolio of products Portfolio of customers 

Selling approach How many customers can 

we sell this product to? 

How many products can we 

sell this customer? 

Customer knowledge Customer data are a control 

mechanism 

Customer knowledge is 

valuable asset 
 Source: Shah, Rust, Parasuraman, Staelin and Day, 2006 

	  

Table	  3:	  Archetypes	  in	  branding	  and	  4	  groups	  of	  motivation	  
 
Motivation Archetypes Drivers Examples 
Stability and control Creator Craft something new, 

non-conformist, self-
expression, 
endeavored to tap into 
the human 
imagination, led by 
vision, creating 
something tangible 
and endurable, give 
consumers choices, 
innovative in artistic 
and design 

Crayola, Kinko`s, 
Seasame Street 

Caregiver One of most powerful 
archetypes, trusted, an 
icon of home, security 
and continuity, pure 
natural and gentle, 
altruist, moved by 
compassion, 
generosity, and desire 
to help others, feared 
of instability, hold 
promise of innocence, 
empathy, 
communication, 
consistency 

Princess Diana, 
Johnson&Johnson, 
AT&T, Campbell 

Ruler Exerts control, leader, 
role model, 

White House, 
Cadillac, Ralph 
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administrator, 
knows what`s good 
for people, avoids 
uncontrollable 
change, high-status 
products to enhance 
power, lays down the 
category law, 
standards, the ideal 
behaviour, security 
and stability in 
chaotic world 

Lauren 

Belonging and 
enjoyment 

Jester Has fun, energy, 
irreverence, mischief, 
desire for change, 
interaction, great 
brand identification, 
impulsive, 
spontaneous, present, 
ridicule category 
conventions, dismiss 
of self-important and 
over- confident, 
established brands 

Charlie Chaplin, 
Pepsi 

Regular Person Be fine with self, 
down to earth, 
friendly and 
supportive brands, 
unselfish, helpful, 
gives people a sense 
of belonging, or being 
part of a group, 
environment where 
everyone knows your 
name 

Wrangler Jeans, 
GEICO 

Lover Give/find love, 
romantic and 
glamorous, dreamlike, 
dashing, chivalrous, 
sensual, experiences 
joy, delight, idealist, 
longing for a better 
world 

Victoria`s Secret, 
Godiva Chocolate, 
Hallmark 

Risk and mastery Hero Act courageously, 
strong, inspirational, 
motivational and 

Red Cross, Nike, 
Marlboro Man 
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disciplined, shows 
what`s possible if we 
believe, represents 
power, honor, success 
and victory, create 
innovations that will 
have a major impact 
on the world and can 
solve a major social 
problem 

Outlaw Breaks the rules, 
rebel, challenges the 
convection, release of 
pent-up passions, lets 
us out off the stream, 
helps retain values, 
paves the ways for 
revolutionary new 
attitudes, excitement 
from being “bad”, 
admired, but powerful 
and feared. 

MTV, Hovard 
Stern, Harley-
Davidson 

Magician Affects 
transformation of idea 
into material reality, 
evokes amazement 
through intuition, 
makes 
impossible happen, 
exotic or ancient 
origin of the 
product, dynamic 
change of the 
category, highly 
innovative 

Sony, Calgon, 
Mastercard 

Independence and 
fulfilment 

Innocent Retain/renew faith, 
seeking for the good 
in life, potential of 
beauty in all things, 
spontaneous, trusting 
nostalgic, tapping into 
the emotions, purity, 
goodness, morality, 
simplicity, 
straightforward 
values, seen as 

Coca Cola, 
McDonalds 
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truthful, honest and 
reliable 

Explorer Authentic, pioneer, 
individual, own
 values, 
challenges to try new, 
independent, self 
sufficient, 
adventurous, daring, 
represents self-
discovery, life-
altering experiences, 
trial, promotes new 
products, something 
they believe in 

Amazon.com, 
United States 

Sage Understand the world, 
thoughtful, 
independent attitude, 
represents wisdom, 
freedom, tells the 
truth, original, holds 
own opinion, need for 
autonomy, enlightens 
consumers, provide 
expertise or 
information, or 
encourage customers 
to think 

Oprah Wifrey, 
Procter&Gamble, 
Adobe 

Source: Mark and Pearson, 2002  

 

Table	  4:	  Marketing	  activities	  of	  top-‐5	  SUVs	  in	  the	  Russian	  market	  
SUV 
brand 

Marketing activity 

 Creative 

commerci

al 

Interactive 

on-line 

activities 

In-door 

advertise

ment 

Outdoor 

advertise

ment 

Communit

y of 

motorists 

Events 

Lada 4х4     n n 

Niva 

Chevrolet 

    n n 

Renault n  n n   
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Duster 

Nissan 

Qashqai 

n n     

KIA 

Sportage 

n n  n  n 

	  
	  

Table	  5:	  Technical	  specifications	  of	  Luxgen7	  SUV,	  Infiniti	  FX	  35	  and	  Mercedes-‐Benz	  GLK	  
350	  

Specifications SUV brands 

Luxgen 7 SUV Infiniti FX 35 Mercedes-Benz GLK 
350 

Length/width/height, 
mm 

4650/1805/1490 4865/1925/1650 4536/1840/1669 

Curb weight, kg 1800-1915 1890-1953 1940 

Wheelbase, mm 2720 2885 2755 

Luggage compartment 
volume, liters 

470 376 450 

Axle 4 WD 4 WD 4 WD 

Engine Type 2,2 L MEFI TURBO 3,5 L V6 3,5 L V6 

Engine capacity, cu. sm 1798 3498 3498 

Max power, h.p. / rpm 175 / 5200 307 / 6800 306 / 6500 

Maximum torque Nm / 
rpm 

280/2500-4000 355 / 4800 351/2400-5000 

Maximum speed km / h 210 228 238 

Transmission type 5-speed  
Automatic 

7-speed  
Automatic 

7-speed Automatic 

Fuel tank capacity, liters 75 90 66 

Fuel consumption 
(combined, 100 km) 

11.2 - 11.9 12.4 10 .5 

PRICE, RUB 1 200 000 - 1 500 000 1 610 000 - 1 810 000 1 900 000 - 2 400 000 

Source: Avto-Russia, 2012 
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Table	  6:	  Percentage	  of	  Russians	  who	  intend	  to	  purchase	  a	  car	  
 2006 2011 

Intend to purchase a car, % 11 15 

Among them already have one, % 47 61 
	  Source: Zaitsev & Raibman, 2011 

 

Table	  7:	  The	  number	  of	  female	  drivers	  in	  2006	  and	  in	  2012	  in	  the	  statistical	  population	  is	  
people	  aged	  18	  years	  and	  older,	  living	  in	  cities	  with	  a	  population	  of	  more	  than	  100	  
thousand	  	  
	  
2006 2012 

1.7 million 3.07 million 
Source: Zaitsev & Raibman, 2011 

 

Table	  8:	  The	  most	  important	  factors	  for	  males	  and	  females	  in	  the	  process	  of	  making	  
decision	  to	  purchase	  an	  automobile	  

Decisive factors 

 Men Women 

1. Maintenance cost 

2. Fuel consumption 

3. Volume of engine, power 

1. Attractive design 

2. Maintenance cost 

3. Fuel consumption 
Source: Zaitsev and Raibman, 2011 

 

 

Table	  9:	  Cultural-‐specific	  semantics	  of	  color	  in	  Russian	  culture	  
Color Semantics 

Black Protection, elegance, sophistication, formality, solemnity, luxury, 

wealth, calmness, religion (black clothes of monks), vehicles (as a 

symbol of luxury), Malevich's black square, the black hole 

White Marriage, bride, hospital, doctors, religion (angels, God), death, 

childhood, infinity, something unknown; truce, white bear 
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Red Life, health, youth, beauty, beautiful, something best, a holiday, a 

celebration, the color of communism, the Soviet Union, revolution, a 

symbol of danger and prohibition, the color of speed, war, a symbol of 

football clubs 

Orange Oranges, tangerines, sunset, marigold, sunflower, fire 

Yellow Madness, insanity, betrayal, separation, warning, attracting attention, 

childhood, pastries (e.g. pancakes) 

Green Longing, resolution, providing freedom of action; Islam, New Year, 

Greenpeace, hope 

Blue A symbol of masculinity, strength, power, positive qualities of 

character, freedom, dream, ethnical color of Russia 
Sources: Kudrina and Mescheryakov, 2011; Mishenkina, 2011; Tarakanova, 2012 

 

Table	  10:	  Archetypes	  in	  the	  advertisement	  of	  top-‐5	  automobile	  brands	  in	  Russia	  
Motivation Archetypes  Drivers and their 

expression 
Brands 

Stability and control Creator   
Caregiver   
Ruler Leadership (Predator 

in jungle) 
Kia Sportage 

Belonging and 
enjoyment 

Jester Fun, energy,  
excitement ( extreme 
sports, playing 
paintball) 

Nissan 
Quashqai 
 
 

Regular Person Down to earth, 
friendly, gives people 
a sense of belonging, 
or being part of a 
group 
 
Down to earth, 
friendly, helpful 

Lada 4х4, Niva 
Chevrolet 
 
 
 
 
 
Renault Duster 

Lover   
Risk and mastery Hero   

Outlaw   
Magician   

Independence and 
fulfillment 

Innocent   
Explorer Travelling, exploring 

new places;  
Lada 4х4, Niva 
Chevrolet 
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Table	  11:	  Archetypes	  in	  the	  advertisement	  of	  top-‐5	  automobile	  brands	  in	  Russia	  and	  in	  
the	  proposed	  advertisement	  for	  LUXGEN	  

 
Pioneer,  
 life-altering 
experiences, 
travelling 

 
 
Renault Duster 

Sage   

Motivation Archetypes  Drivers and their 
expression 

Brands 

Stability and control Creator   
Caregiver Trustworthy, an icon 

of home, security and 
continuity 

LUXGEN 

Ruler Leadership, 
establishing the rules  

Kia Sportage 

Belonging and 
enjoyment 

Jester Fun, energy,  
excitement ( extreme 
sports, playing 
paintball)  

Nissan 
Quashqai 

Regular Person Down to earth, 
friendly, gives people 
a sense of belonging, 
or being part of a 
group 
 
Down to earth, 
friendly, helpful 

Lada 4х4, Niva 
Chevrolet 
 
 
 
 
 
Renault Duster 

Lover   
Risk and mastery Hero Inspirational, 

motivational, 
represents honor 

LUXGEN 

Outlaw   
Magician Affects 

transformation of 
idea into material 
reality, makes 
impossible happen, 
exotic origin of the 
product, dynamic 
change of the 
category, highly 
innovative 

LUXGEN 

Independence and Innocent   
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Figure	  12:	  Top-‐3	  most	  read	  magazines	  among	  male	  and	  female	  motorists	  
Male Female 

1. ”Za Rulyom” – 30% 1. “Cosmopolitan” – 26% 

2. “Telesem`” – 13% 2.  “Telesem`” – 22% 

3. “Argumenty i Fakty” – 12% 3. ”Za Rulyom” – 16% 

 Source: Zaitsev & Raibman, 2011 

 

	   	  

fulfilment Explorer Travelling, exploring 
new places;  
 
Pioneer,  
 life-altering 
experiences, 
travelling 

Lada 4х4, Niva 
Chevrolet 
 
 
Renault Duster 

Sage    
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List	  Of	  Figures	  	  
	  
	  

 
 Source: Baker and Sterenberg, 2003 

Figure	  1:	  Cultural	  attitudes	  relating	  to	  brands	  
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Source: Aslam, 2006 

Figure	  2:	  A	  hypothetical	  model	  of	  color	  application	  in	  marketing	  (arrows	  show	  the	  
direction	  of	  influence)	  
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Source: Drive, 2012, 2013; ZaRulyom, 2006, 2007, 2008, 2009, 2010, 2011 

Figure	  3:	  Top-‐15	  SUV	  sales	  in	  Russia,	  2005-‐2012	  
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Hyundai	  Santa	  Fe	  
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Source: Forbes Russia, 2012; AvtoMir, 2012 

Figure	  4:	  Price-‐quality	  ratio	  of	  SUV	  vehicles	  in	  the	  Russian	  market	  
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	  Source: Zaitsev & Raibman, 2011 

Figure	  5:	  The	  most	  likely	  buyers	  of	  cars	  in	  Russia	  
 

 
Source:	  Zaitsev	  &	  Raibman,	  2011	  
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‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

	  

	  
80	  

Figure	  6:	  Psychographic	  profile	  of	  female	  motorists	  in	  Russia	  
 

	  

Figure	  7:	  Gender	  proportion	  of	  the	  respondents	  of	  the	  survey	  “Linguistic	  and	  color	  
preferences	  of	  the	  Russians	  in	  automobile	  branding”	  

 

 
 

55%	  

45%	   Males	  

Females	  

0	  

5	  

10	  

15	  

20	  

25	  

30	  

35	  

18-‐25	  yrs.	   26-‐33	  yrs.	   34-‐41	  yrs.	   42-‐49	  yrs.	   50-‐57	  yrs.	  Older	  then	  
58	  yrs.	  

Total	  

Males	  

Females	  



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

	  

	  
81	  

Figure	  8:	  Age	  proportion	  of	  the	  respondents	  of	  the	  survey	  “Linguistic	  and	  color	  
preferences	  of	  the	  Russians	  in	  automobile	  branding”,	  Y-‐axis	  shows	  the	  number	  of	  

respondents	  who	  belong	  to	  a	  certain	  age	  group	  
 
 
 

 

Figure	  9:	  Marital	  status	  proportion	  of	  the	  respondents	  of	  the	  survey	  “Linguistic	  and	  color	  
preferences	  of	  the	  Russians	  in	  automobile	  branding”,	  Y-‐axis	  shows	  the	  number	  of	  

respondents	  who	  chose	  a	  certain	  answer	  
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Figure	  10:	  The	  proportion	  of	  the	  respondents	  of	  the	  survey	  “Linguistic	  and	  color	  
preferences	  of	  the	  Russians	  in	  automobile	  branding”,	  who	  have	  and	  who	  do	  not	  have	  

children,	  Y-‐axis	  shows	  the	  number	  of	  respondents	  who	  chose	  a	  certain	  answer	  
 

 

 

Figure	  11:	  Car	  ownership	  proportion	  of	  the	  respondents	  of	  the	  survey	  “Linguistic	  and	  
color	  preferences	  of	  the	  Russians	  in	  automobile	  branding”,	  Y-‐axis	  shows	  the	  number	  of	  

respondents	  who	  chose	  a	  certain	  answer	  
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Figure	  12:	  Automobile	  color	  preferences	  of	  the	  respondents	  of	  the	  survey	  “Linguistic	  

and	  color	  preferences	  of	  the	  Russians	  in	  automobile	  branding”,	  Y-‐axis	  shows	  the	  

number	  of	  respondents	  who	  prefer	  a	  certain	  color1 

 
 

 
 

Figure	  13:	  Attitude	  to	  unusual	  colors	  among	  the	  respondents	  of	  the	  survey	  “Linguistic	  
and	  color	  preferences	  of	  the	  Russians	  in	  automobile	  branding”,	  x-‐axis	  shows	  the	  number	  

of	  respondents	  who	  prefer	  a	  certain	  answer	  
 
 
 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1	  Here the respondents could choose several colors	  
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Figure	  14:	  Attitude	  to	  gold	  color	  of	  a	  car	  among	  the	  respondents	  of	  the	  survey	  
“Linguistic	  and	  color	  preferences	  of	  the	  Russians	  in	  automobile	  branding”,	  Y-‐axis	  shows	  

the	  number	  of	  respondents	  who	  prefer	  a	  certain	  answer	  
 
 
 

 

Figure	  15:	  Attitude	  to	  purple	  color	  of	  a	  car	  among	  the	  respondents	  of	  the	  survey	  
“Linguistic	  and	  color	  preferences	  of	  the	  Russians	  in	  automobile	  branding”,	  Y-‐axis	  shows	  

the	  number	  of	  respondents	  who	  prefer	  a	  certain	  answer	  
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Figure	  16:	  Other	  unusual	  colors	  of	  cars	  preferred	  by	  the	  respondents	  of	  the	  survey	  

“Linguistic	  and	  color	  preferences	  of	  the	  Russians	  in	  automobile	  branding”,	  Y-‐axis	  shows	  

the	  number	  of	  respondents	  who	  prefer	  a	  certain	  answer1 

	  
 

 

Figure	  17:	  The	  pronunciation	  of	  “LUXGEN”	  by	  the	  respondents	  of	  the	  survey	  “Linguistic	  
and	  color	  preferences	  of	  the	  Russians	  in	  automobile	  branding”,	  Y-‐axis	  shows	  the	  

number	  of	  respondents	  who	  think	  that	  a	  certain	  variant	  of	  pronunciation	  is	  correct	  
 
 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1	  Here the respondents could suggest their own variants	  
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Figure	  18:	  More	  euphonious	  variant	  of	  “LUXGEN”	  pronunciation	  for	  the	  respondents	  of	  
the	  survey	  “Linguistic	  and	  color	  preferences	  of	  the	  Russians	  in	  automobile	  branding”,	  Y-‐
axis	  shows	  the	  number	  of	  respondents	  who	  prefer	  a	  certain	  variant	  of	  pronunciation	  

 

 

Figure	  19:	  Clarity	  of	  the	  meaning	  of	  the	  brand	  through	  the	  pronunciation	  as	  [l'uks	  'gen]	  
for	  the	  respondents	  of	  the	  survey	  “Linguistic	  and	  color	  preferences	  of	  the	  Russians	  in	  
automobile	  branding”,	  Y-‐axis	  shows	  the	  number	  of	  respondents	  who	  prefer	  a	  certain	  

answer	  
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Source: Folklore songs for children, 2012 

Figure	  20:	  Illustrations	  by	  Y.	  Vasnetsov	  
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