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Abstract: k1 A
FIEEE
This paper analyze the difference between Chinese culture and American culture in terms of value o PR A e
system and common behavior, and suggests that Chinese marketing is based on Qing Li A SO AR S 2

(Feeling/Situation Reason) and American marketing is based on Fa Li (Lawfulness Reason). We
then discuss relevant issues in the development of a Chinese theory of marketing and their implications
for cross cultural marketing. bR
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