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ABSTRACT 

 

Internet represents an increasingly relevant marketing channel for reaching foreign 

countries (Sinkovics, Sinkovics, & Jean, 2013). The aim of this paper is to understand 

how Western firms can exploit digital platforms to enter and sell their products in the 

contradictory market of China: more advanced than the Western one but also with 

many restrictions. Drawing from a literature about Internet as communications (Bilby, 

Reid, & Brennan, 2016) and sales channel (Bai, McColl, & Moore, 2017; Deng & 

Wang, 2016; Petersen, Welch, & Liesch, 2002), we develop three propositions to be 

tested in China. We carry out a qualitative research based on interviews with seven 

key informants operating in the Chinese market. Findings discuss the peculiarities of 

the Chinese digital environment. We confirm that dealing with Internet in China is 

different from other countries, therefore even if companies already have competences 

related to web marketing, they need to (re)learn how to use it and adapt their 

marketing strategies. Moreover, despite the growing role of the Internet as retailing 

channel in the Chinese market, we find that digital platforms do not substitute local 

distributors because of their primary in guanxi established. Internet has not substituted 

existing channel intermediaries but it has been rather added to them in a omnichannel 

strategy 
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