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1. Introduction

In my essay, I’m going to analyze the strategy of Haagen Dazs does in China and Japan market. I mainly focus on the different foreign market entry mode and the different branding position of Haagen Dazs in China and Japan. The first part is Corporate Mode. Foreign market entry mode analysis of China will accord to China policy and China market. Corporate mode analysis of Japan will focus on the situation of Japanese market. The second part is Branding position. In this part, I will analyze why Haagen Dazs positing itself as a top-end ice cream brand in China, why Haagen Dazs is a price-friendly brand in Japan. 
2. Background
Häagen-Dazs /ˈhɑːɡəndɑːs/ is an ice cream brand, established by Reuben and Rose Mattus in the Bronx, New York, in 1961. ("History". Häagen-Dazs®. RetrievedSeptember 25, 2011.)
Haggen Dazs uses pure natural materials, without any preservatives, artificial flavors, stabilizers and pigments. New York Times magazine gave Haagen-Dazs "Rolls-Royce in Ice Cream industry". Haagen-Dazs advocate "enjoy, perfect" lifestyle, encourage people to pursue high quality of life to enjoy. While providing ice cream, Haagen-Dazs places great importance on creating an atmosphere in which to enjoy the Haagen-Dazs ice cream in an unforgettable experience, this is also "Haagen-Dazs moment." Haagen-Dazs has developed rapidly since entering the Chinese mainland market in 1996, and currently has more than 200 outlets in mainland China. (From Haagen Dazs official Website in China)
3. Foreign Market entry mode
An entry mode is an institutional arrangement that a firm uses to market its product in a foreign marketin the first three to five years, which is generally the length of time it takes a firm to completely enter a foreign market (Root, 1994).
3.1 China: flexible corporation Mode 

Haagen Dazs entered China at 1996. After The third plenary meeting of the Central Committee of the Communist Party of China in 1978，open-door policy was officially written into our constitution. Chinese president Xiaoping Deng said, "Opening to the outside world is of great significance. It is impossible for any one country to isolate itself and develop itself in a closed-door manner. It is impossible not to strengthen international exchanges, to introduce advanced science and technology and capital from developed countries," (Xiaoping Deng, 1993)
Opening up mainly refers to opening up to the outside world and opening up to the outside world in the broad sense. The policy environment is positive for Haagen Dazs, especially China is a totalitarianism country. Because of China reform and opening up policy, China do not have severe limiting policy, so that Haagen Dazs choice flexible corporation.
In addition, the entering strategy of Haagen Dazs is opening physical store in developed cities first then extending to some developing cities in China. The economic and consumption level conditions, etc. of different cities are not same. Otherwise, China government controls China market very much, China policy may change, one specific corporation mode is not suitable for China’s situation. Therefore Haagen Dazs have flexible corporation mode in China. 
3.2 Japan: Joint Venture
A joint venture (JV) is a business entity created by two or more parties, generally characterized by shared ownership, shared returns and risks, and shared governance. Companies typically pursue joint ventures for one of four reasons: to access a new market, particularly emerging markets; to gain scale efficiencies by combining assets and operations; to share risk for major investments or projects; or to access skills and capabilities.
(Roos, Alexander; Khanna, Dinesh; Verma, Sharad; Lang, Nikolaus; Dolya, Alex; Nath, Gaurav; Hammoud, Tawfik. December 17, 2014) 
Compared with China, Häagen-Dazs entered the Japanese market in 1984 by forming a joint venture with Suntory (Suntory Holdings Limited (サントリーホールディングス株式会社 Santorī Hōrudingusu Kabushiki-Gaisha) is aJapanese brewing and distilling company group. Established in 1899, it is one of the oldest companies in the distribution of alcoholic beverages in Japan, and makes Japanese whisky.) (WIKIPEDIA Website, Suntory) and Takanashi Milk(Takanashi Milk Products Co., Ltd. produces and sells dairy products. The company offers milk and beverages, fermented milk, desserts, creams, cheeses, ice creams, organic products, and other items.)  (Bloomberg Website, March 15, 2018 2:22 PM ) , which has produced their products there ever since. The most popular ice cream brands in Japan are Baskin Robbins and cold stone, both of which have shops in each shopping mall. It is very tough for Haagen Dazs develop market in Japan. The competition is very intense. What’s more, Japan is a developed country, its GDP is high, Japanese domestic ice cream industry is complete. Hence, Japanese market is competitive for Haagen Dazs, putting too much capital in Japan would have very high risk. With the corporation of local partners could decrease the risk and increase its competitive strength and opportunities, and help Haagen Dazs create a powerful presence in Japan market.    
4. Brand Positioning
Both theorists and practitioners argue that the positioning statement should be written in a format that includes an identification of the target market, the market need, the product name and category, the key benefit delivered and the basis of the product's differentiation from any competing alternatives
(Geoffrey Moore,1991)
4.1 Brand Positioning in China

Through Chinese government Macro control, the high inflation rate in China had decreased. Overheated demand situation was reversed. China government put forward to increase China economy and expand opening up in more files of China. This is a report from Eighth National People's Congress fourth meeting 

According to “Resolution on the Implementation of the Plan for National Economic and Social Development in 1994，and the Plan for National Economic and Social Development in 1995", adopted at the Third Session of the Eighth National People's Congress, we should correctly handle the relations of reform, development and stability. Strengthen and improve macroeconomic regulation and control. We Plan to open to further expand opening up. (Chen Jinhua,1996)
From the Chart1 the environment of China before 1996 is vey positive for Haggen Dazs, and China economy increase stably, which means Chinese people have more money in their pocket. We can see from the chart1 that per capital disposable income of urban residents has exceeded 10,000 yuan since 2005. That means every Haagen Dazs target consumer have much more than 10,000 yuan, because the gap between the rich and the poor in China is very large. Second, because China's manufacturing industry is low, There are many low-end and cheap ice cream brands in China, and cheap retail brands have much more competition in the Chinese market. Haagen-Dazs hardly has an advantage in price, so it created a new market. Otherwise, because of massive low-products in China, many Chinese people would like to pursue high quality, top-end, luxury brand. So Haagen-Dazs brand position itself as a luxury high-end ice cream brand in China, its target customers are the top consumers in big cities.  

CHART 1
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(The Central People’s Government of the People’s Republic of China Web, November 06, 2013 at 10: 22)
4.2 Brand positioning in Japan

Haagen Dazs entered Japan market at 1984. Different with China, Haagen Dazs is inexpensive and is not like a luxury product in Japan. Through chart2, Japan is very well positioned in the standard of the living of its population. After 1983, Japan got rid of the stagnation of the economic recession. ‘The Western capitalist world economic crisis that began in the late 1970s lasted for three and a half years. Japan entered this global economic crisis from March 1980. By the end of 1982, industrial production had intermittently declined, stagnated for 34 months, and it had only begun to emerge from the recession after 1983.’(Mingshan Jin, 1983) It is clearly show that Japan GDP per capital annual growth increased in 1983. Japan's gap between rich and poor narrowed. Japanese Consumer psychology is not like China, they don’t have consumption psychology that pursuing luxury thing to show their wealth. What’s more, ‘Expensive things always have good quality’ only make sense in China. Hence, Haagen Dazs position itself as a middle price ice cream brand. So, there is no specific ‘target customer’ in Japan market. Haagen Dazs have wider customer group in Japan, every one could be its target consumer. 
CHART2
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Japan GDP Annual Per Capita Evolution

Date GOP Hill§ ‘GDP Growth (%) Date | GDPpercapita | GDP PC.Annual Growth
1984 129822118 45% | | 1984 108145 54%
1983 122423508 31% | | 1983 102645 83%
1982 1,122,18218 34% | 1982 94745 75%
1981 120509318 42% | 1981 102455 97%
1980 1,090541M5 28% | | 1980 93395 31%
1979 1,049,579M5 55% | | 1979 9,0585 32%
1978 1,008,392118 53% | 1978 87765 302%
1977 717,696M 5. a4%| | 1977 63035 219%





(Countryeconomy.com)

CHART3
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If desire for goods increases while its availability decreases, its price rises. On the other hand, if availability of the good increases and the desire for it decreases, the price comes down. — Ibn Taymiyyah
(Hosseini, Hamid S, 2003)
From Chart3, if the price rises, the desire for goods increases. If availability of the good increases and the desire for it decrease, the price comes down. The demand of Haagen Dazs ice cream in Japan is low, because Haagen Dazs has many competitors in Japan, the most popular two are Baskin Robbins(Baskin-Robbins is the America's largest chain of ice cream specialty shop restaurants. Based in Massachusetts [2] it was founded in 1945 by Burt Baskin and Irv Robbins in Glendale, California.) (WIKIPEDIA, Baskin Robbins) and Cold Stone(Cold Stone Creamery is an American ice cream parlor chain. Headquartered in Scottsdale, Arizona, the company is owned and operated by Kahala Brands.) ( Ruggless, Ron, 2009), it is very easy to find their physical shop in every shopping mall in Japan. So it positions its price low, and position itself as a ordinary ice cream brand.
5. Organizational Structure

General Mills holds No. 2 positions worldwide in both yogurt and super-premium ice cream, with brands including Yoplait and Häagen-Dazs.  It announced a new global organizational structure in 2016. As previously announced, Jeff Harmening, President and Chief Operating Officer has assumed global operations responsibilities reporting to Chairman and CEO Ken Powell.  As part of this new structure, the company is eliminating the position of International Chief Operating Officer.  Effective Jan. 1, 2017, four business groups will report directly to Harmening, each led by a Group President:

· North America Retail (U.S. Retail & Canada) led by Jon Nudi
· Europe & Australia led by Bethany Quam
· Asia & Latin America led by Christina Law
· Convenience Stores & Foodservice led by Shawn O'Grady                                      
(General Mills Reports Fiscal 2016 First-Quarter Results)
General Mills through simplifying the organizational structure of the company, Accelerated communication between superiors and subordinates, improved the efficiency of work. 
6. Conclusion
Running or entering a foreign market for a company is full of challenges. It not only need to analysis the various policies in different years, the situation of the economy of that market, but also need to find a way that suitable for itself. When a company is going to enter a foreign country, there is not only one way to be succeed, the market in that country may have another possible. Haagen Dazs abandoned the original market in China, and created a new ice cream market in China. In addition, if a foreign company wants to develop in another country, seizing the moment is the most important. Haagen Dazs seized on the policy and economy reform of China in 1996, the stable economy of Japan in 1983. The market can also help a company develop well, but market entry mode can not be same in every country. Haagen Dazs uses different market enrty mode in Japan and China, because Japan and China have many differences. All in all, the policy, economy and law, etc. of a foreign country influences the market entry strategy of foreign company.   
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