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International Marketing: China
Consumer Profile
The IBP country of focus is China, which is the second largest consumer market in the world, behind the United States. The Consumer profile is made up of three groups: low-income class, middle class, and affluent households.  The low-income class or the ‘value' class consists of the vast majority and have disposable annual incomes ranging between $6000 and $16000, enough for covering basic needs only. The middle class, also known as mainstream consumers have annual disposable incomes ranging between $16000 and $34,000 (Atsmon, 2018). The last class is the affluent households whose members earn over $34000 annually and consist of about 2% of the China urban population, which accounts for approximately 4.36 million households. In general, the China population is about 1.4 billion, with urban population accounting for 58% and rural population accounting for 42%. 
China has more males than females who account for 51.7% and 48.5% consecutively. Consumers are segmented in five age groups: under 5 years accounting for 6.5% of the population; age 6-14 accounting for 13.4% of the population; age 16-24 accounts for 16.9% of population; age 25-69 accounts for 57.9% of the population; over 70 years accounts for 6.7% of population (Atsmon, 2018). China is classified among the countries with the highest literacy levels, which accounts for 96.4% (Atsmon, 2018). Finally, China had GDP per capita of $9.776.375 in the fiscal year of 2018 (Chung, 2019). A household product priced at less than $5 has a very large market in China, provided it is a basic product. This is because of the low-income class; potential customers of low priced products prefer austerity over extravagance because of their less disposable incomes. Therefore, the consumer profile shows that international businesses should target affluent households and mainstream consumers since they have high disposable income.
Trade Show Opportunities
  Trade exhibitions are integral platforms for global companies to meet potential customers and partners. Also, trade shows tend to assess possible opportunities and market trends. China is steadily shifting its economy from an investment-driven growth structure to a more consumption-led module (Chung, 2019). This paradigm shift cements the importance of trade fairs, which can educate corporations on opportunities possible in different factors. An example of a trade show in Canada is The National Women's day, a beauty show, listed on date 10, November 2019 at Quebec City, Quebec, Canada (TradeFairDates, 2019). 
Media Sources
The following are different media sources used in advertisement. The first media source is Television. According to the available data, about 95% of China people watch television, lending television an integral medium for advertisement. In 2017, TV advertisements accounted for about 31.4% of the total spending on advertisement (Atsmon, 2018). Some of the main televisions used for advertisements are central television of China, Anhui TV, Beijing TV, and Shanghai Media Group. The second media is press. Magazines and newspapers serve as major advertising platforms in the nation. They have been the leading sources in the last decade until 2017 when internet advertisements recorded high revenues than newspapers. The third media source is the web. At the end of the 2016 fiscal year, China recorded 731 million web users, slightly above half of the entire population. In 2017, the total revenues garnered from internet advertising accounted for 57% (Chung, 2019). Online and mobile phone advertisements are increasing swiftly. The leading web sources are focus media, Web2Asia China Marketing, and Nurun.  
Retailer Options
China retailer market is very crowded. However, two retailing outlets dominate the markets: Alibaba and Gaming Pioneer Tencent. Alibaba, online commerce, and Gaming pioneer Tencent, which work on social media, has established a formidable duopoly of record shares in the last few years. In 2017 alone, both outlets spent over $20 billion to shift shopping trends in China (Chung, 2019). The retails have hugely invested departmental stores, electronics retail, and supermarkets. Therefore, the two outlets serve as the most reliable options for distributing consumer products.
Advertising Legislation
Advertising in China is robustly regulated, and the government has the ultimate control of the advertising messages. The 2015 advertising law hints that "advertisements should be good for the physical and mental health of the people and should also conform to the professional code of ethics and safeguard the dignity and interests of the state" (Atsmon, 2018). Also, the advertising law prohibits the use of government images, national symbols, superstitious messages, obscene contents, or any content that can be detrimental to social stability. Also, China has strict regulations for tobacco. Similarly, Canada has robust strict regulations for advertisements. The law prohibits businesses to use misleading or false representations when promoting products or services. Advertisements aimed at children should conform to the "Broadcast Code for Canadian Code of Advertising Standards," except for Quebec province that has totally prohibited advertising to children (Baylis, 2011). 
Pricing
China's large consumer base is made of the individuals between mid-20s and mid-30s (Chung, 2019). These age groups are very educated and tend to be quality and value conscious. Unlike the old population, these age groups tend to save less and spend most of their income on entertainment and apparels. Thus companies who want to expand in China should consider value-based pricing model (Chung, 2019). Examples of an industry applying value-based approach in China is medicines and beauty products industry
Labeling
China is very clear on the labeling regulations. The China 2015 Food Safety Law requires prepackaged food to be labeled and show information such as name, net content, specification, ingredients, producer contact information, storage requirements and production license number (Atsmon, 2018).
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