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Abstract 

China as the world’s largest social-media marketing place, its way of marketing is 
dramatically different from its counterpart in the western countries. This is greatly influenced 
by China’s special social environment and traditional culture. This study focus on the social 
marketing methods adopted by Durex and applied in China context. Durex use its official 
weibo account as the main channels to promote its product, corporate image and interact with 
consumers. The purpose of the study is to appraise the effect of Durex’s way of social 
marketing on Chinese consumer’s perceived brand image and consumer purchase intention 
and to what extent help build their brand equity. The mixed qualitative and quantitative 
methods are employed in this research. The findings demonstrate that consumers are very 
acceptable to Durex’s creative way of social marketing and it does help Durex to shape a 
valuable company brand image.   
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A study on effect of Durex social media marketing on Chinese 

consumer’s purchase intention and Durex’s brand equity 

1. Introduction 
The mode of marketing-communications and media business has experienced dramatic 
change since the 2000S. Traditional advertising’s marketing share and revenue have been 
downsizing and shrinking dramatically (Vranica 2009). Marketing companies tend to look for 
another effective way to promote their products. And a new way of marketing- social media 
marketing opens a new era for marketers, a new interactive way to contact and engage 
consumers (Gallaugher & Ransbotham, 2010; Kozinets, de Valck, Wojnicki, & Wilner, 2010). 
In a digital era, marketers are actively launching online marketing campaigns to attract more 
customers’ attention (Gurau, 2008). This fascinating and efficient way creates new 
opportunities for brand promotion and brand equity building (Correa, Hinsley, & De Zúñiga, 
2010; Spillecke & Perrey, 2012). The wide application of digital marketing pushes social 
media to a significant position on marketing promotion, which arouses many researchers’ 
kindness on this area. According to the report from McKinsey Quarterly(Chiu, Ip& Silverman, 
2012), China has the most active social media environment in the world, with over 300 
millions of web users, covering blogs, social-networking sites, microblogs and various online 
communities. This figure is approximately equal to the joint population of U.K., Spain, Italy 
and Germany. Moreover, China’s online users spent over 40% of their time on social media, 
which is foreseen to keep on ascending.  Despite the great benefits brought by social media, 
it is still hard to appraise the effect of social media marketing behaviors on consumer 
purchase intention and brand equity(Schultz & Block, 2012; Schultz & Peltier, 2013). There 
have been many articles featuring social media effect on other sectors, but research on 
intimate product sector’s social marketing effect is still not very commonly seen, in particular 
focusing on the brand Durex in China market. Durex is a brand of intimate products. Intimate 
products refer to "products related to the hidden parts of the human body, such as 
contraceptive products, sanitary napkins, breast enhancement products, prostate medicines 
and etc"(Liu, 2009). Durex, as a sex health products company, in a country like China where 
sex is a sensitive topic, it is not a simple matter to promote it successfully. Hence, this aim of 
this study is to evaluate consumer’s perception of Durex’s way of marketing, the effect of 
Durex’s social marketing on consumer purchase behaviors and on its brand equity. Brand 
equity refers to the value of a brand. It is a term employed in the marketing industry 
describing the value of having a well-known brand name, based on the idea that brand name 
owner gains more profits simply from brand recognition, as consumers tend to believe that a 
product with reputable brand is better than products with less-known brand name 
(Aaker&David 1991; Keller&Lane 2003; Leuthesser& Kohli 1995; Ailawadi etc., 2003).  
 
Empirical data is going to collect from Durex official weibo website, on-line data source 
website, and a survey will be conducted amount weibo fans of Durex in order to gather more 
primary data to further support this study. 
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1.1 Problem discussion 

Durex is a globally recognized gender health brand that was once part of the UK SSL Group 
and was acquired by Reckitt Benckiser in 2010. The Durex brand was born in 1929. The 
name comes from a combination of three English words: Durability, Reliability, and 
Excellence. After more than 80 years of testing, Durex has become synonymous with 
superior quality and is trusted by consumers around the world.  
 
In China, there are 30-40% market share (Baike.baidu.com). Obviously, China is a big market 
for Durex. However, in China's implicit and restrained cultural environment, whether it is 
about feminine care products or contraceptive products, marketing of intimate products can 
easily cause consumers to feel offended because they touch the privacy of the human body or 
contain sexual cues. Taking contraceptive products as an example, in addition to cultural 
environment restrictions, China’s laws and regulations also regulate special products such as 
condoms. In 1989, the documents issued by the State Administration for Industry and 
Commerce clearly pointed out that regardless of whether the products related to sex life are 
allowed to be produced, they should be banned in advertising. Articles 9 and 10 of the 
Advertising Law of the People's Republic of China also have relevant provisions on 
advertising that it should not jeopardize the good manners of society, which also affects the 
marketing of intimate products to a certain extent (Wang, 2013). 
 
In current China environment, Durex’s marketing needs to be scrupulous to public order and 
behave in good customs. Under the premise of obeying social morality, ingenious marketing 
has to be cautious not to offend the audience, at the meantime still cater to their psychology 
needs and improve their brand loyalty. In marketing phrase, brand loyalty refers to a 
consumer’s commitment to repurchase or continuation of using the same brand. It is showing 
in the way of repeated buying of a product, service or other positive actions such as 
word-of-mouth recommendation (Dick&Basu,1994).And eventually added value to Durex 
brand equity, in other words, generating added value for the product (CB.COM.CN). 
 
Apparently Durex has to be cautious on how to market its product under China’s special 
cultural and social background.  
 

1.2 Purpose of the study 

The purpose of the study is to assess the effect of Durex’s way of social marketing on 
Chinese consumer’s perceived brand image and consumer purchase behavior and to what 
extent help build their brand equity. Following research questions are put forward in order to 
meet with this study purpose: 
 
1）How do consumers perceive Durex's social marketing methods and content? 
2）To what extent can the social marketing methods and contents applied by Durex affect the 
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consumer's purchase behavior, customer brand relationship and brand equity? 
3）What’s the impact of microblogging interaction (likes, comments, forwarding, and other 

UCG, User Content Generation) on consumers’ brand attitude, brand engagement? 

2. Theoretical framework 

Social media nowadays has largely changed the traditional ways used by marketers to initiate 
marketing promotion campaigns. This part aims to briefly review relevant theories on social 
media marketing, brand equity and consumer purchase intention. 

2.1 Social media and social media marketing  

Social media offers an online platform for people to share information with others. Patino, 
Pitta, and Quinones (2012) assume that social media creates an environment where users can 
gather together to create and exchange their thoughts and ideas via generated contents. It has 
been studied in various areas. From the perspective of marketing, social media serves as great 
tools for marketers to reach more customers in the specific social media platform and thus to 
establish closer relationship with users (Kelly, Kerr, & Drennan, 2010). Typically, social 
media as two-way communication channels shape a virtual community to promote mutual 
interaction based on various platforms including blogs, microblogs, email and social 
networking site(Kelly, Kerr, & Drennan, 2010). Social media plays an important role in 
reshaping the way that brand content is invented, spreading and digested (Tsai & Men, 2013). 

Social media generally is treated as a powerful element of marketing promotion. This 
component can influence markets through two different aspects based on different categories. 
According to Zhu and Chen (2015), profile-based and content-based constitute the two core 
categories of social media, which are respectively related to the nature of connection and 
interaction. In their view, profile-based social media is concerning about personal members. 
Marketers always post the advertising content on social media with information and topics 
that might be attractive to the users. The profile-based social media are used to maintain 
connection. Content-based social media, differently, mainly focus on contents, discussions 
and comments on the published contents. The main point of this kind of social media is to 
promote interaction between users and the published content.  

Social media marketing is always used by marketers to promote marketing communication. 
Hanna, Rohm, and Crittenden (2011) states that social media provides unique opportunities 
for marketers to advertise product and brand promotions. The previous literature shows that 
the communication fostered by social media in marketing mainly present in two aspects.   

The primary aspect is that the impact made by customers on their products and brands. Chen, 
Fay, and Wang (2011) state that the activities that customers share their user experience with 
other customers through social media could have impact on the product and brand of a 
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company. They also state that social media affect purchase intention with the behaviour to 
share knowledge and experiences among other users. Many firms now choose to use online 
interactions with their users to inspire customers to share the products. The other aspect is 
that social media are used by many businesses as a direct marketing action to promote its 
business. As such, social media is used as a tool to avoid the boundaries of time and space in 
the process of interactions with potential customers, which in turn foster a closer relationship 
(Mersey, Malthouse, & Calder, 2010). Social media actually offer a mean for a business to 
learn about customers’ needs, opinions, and recommendations on product and brand in time.  

Social media enables an organisation to transfer its product and brand uniqueness to 
customers via the way of peer to peer communication. The research made by Godey et al. 
(2016) reflects that trendiness is another significant element of social media marketing, which 
allows a business to post the last information about products on social media to attract 
customers. In this sense, social media always serves as a platform for marketers to initiate 
advertising and promotional campaigns to increase sales. Mangold and Faulds (2009) show 
that advertising is one of the main social media marketing activities to arouse awareness and 
affect consumer’s perception on the product and brand. Social media marketing makes great 
contributions to strengthen customer relationship by increasing customer satisfaction through 
frequent connection and interaction with customers (Ding &Keh, 2016). Simply put, social 
media marketing has a great impact on branding and promotion.  

2.2 Social media marketing and brand equity 

2.2.1 Brand equity 

Brand specifically is widely perceived as a value asset for a business that largely affects 
purchasing decisions. Wood (2000) holds that brand is a key factor for an organisation to 
differentiate its products from others. It has large impact on a consumer’s perception of the 
product. Concerning about brand equity, it is about the factor of brands and added value 
(Wood, 2000). In other words, brand equity is related to differentiated products with 
optimised value identified in the marketplace. Wood (2000) states that brand equity requires a 
business to continuously concentrate on managing brand portfolio and generating added 
value for the product, based on which the potential profits of an organisation can be achieved. 
Briefly, brand equity can be defined as a brand value that is determined by customers’ 
perception and experiences (Keller 1993). 

The previous literature tends to understand brand equity from various ways. Among all of the 
researchers, the most remarkable one might be the research made by Aaker, who proposes a 
brand equity model for measuring marking brand value. Aaker (1991) proposes that there are 
five separate interdependent variables of brand equity, respectively brand awareness, brand 
associations, brand quality, brand loyalty and other exclusive brand assets. These five factors 
have been perceived as the major sources of brand value. Aaker (1991) has provided the 
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definition of brand equity in the most comprehensive way for now from the marketing 
perspective: “A set of brand assets and liabilities linked to a brand, its name and symbol, that 
adds to or detracts from the value provided by a product or service to a firm and/or to the 
firm’s customers.” Understanding the brand equity actually makes great contributions to the 
improvement of an organisation’s competitiveness. “Brand equity is the positive effect of the 
brand on the difference between the prices that the consumer accepts to pay when the brand is 
known compared to the value of the benefit received”(wikipedia.org). 

 

Figure 1. Brand Equity (Aaker, 1991) 
Aaker has also combined some modern thoughts on marketing and described a 
comprehensive yet concentrated set of factors that help to the development of brand equity 
(Aaker, 1996a). He has thought about it carefully that, to a larger extent, the equity of a brand 
relies on the regular purchase from a number of people. Consequently, the concept of brand 
loyalty is built as an essential component of brand equity. Strong influence of brand 
recognition on consumer’s option and market share is talked about and recorded widely in 
marketing literature. That is why Aaker takes the concept of brand awareness as a second 
component of brand equity. Based on the PIMS findings (Buzzell and Gate, 1987), perceived 
quality is acknowledged as another significant component. Other proprietary assets, such as 
patents, trademarks, and established channel relationships make up the final component. 

2.2.2 Social media marketing to brand equity 

Social media marketing activities have great impacts on brand. Tsai and Men (2013) hold that 
this new type of marketing shapes the way to invent, spread and digest brand content. In this 
sense, social media is perceived as a popular platform to affect online brand. It is always used 
by marketers to promote all forms of electronic communication. In general, social media as 
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an effective channel provides unique opportunity for an organisation to transform information 
through electronic information, which fosters the process to share and exchange opinions and 
communication on daily basis (Alves, Fernandes and Raposo, 2016). It almost dominates the 
process of obtaining information about brands with the support of contents generated by users. 
As such, social media marketing has influence on brand awareness. 

2.3 Social media marketing and purchase intention 

2.3.1 Purchase intention 

Purchase intention is concerning about customer’s intention and further behaviours towards a 
specific brand. Hutter, Hautz, Dennhardt, and Fulller (2013) treat purchase intention as 
customers’ will to make promises on potential purchasing or future consumption. Beyond the 
willingness, purchase intention is also linked with the customer’s decision to repurchase. In 
other words, purchase intention refers to the degree to which customers’ perceptual 
conviction to purchase a specific product. There are several key factors that affect purchase 
intention. For example, a cue to arouse customers attention to considering a product or brand 
to be involved in their buying set is an important factor to affect purchase intention (Hutter et 
al., 2013). Before actual buying, customers will recognise an intention to purchase, and make 
further analyse and research about the products. Other researchers indicate that purchase 
intention is highly associated with customers preference to a brand or a product (Hutter et al., 
2013). In this sense, the measurement of purchase intention can be made on the basis of 
customers attitudes to a brand. As an indicator for further purchasing decisions and 
contributions to a brand, the measurement of purchase intention is of great importance to 
marketers. 

2.3.2 Social media marketing to purchase intention 

The previous researches indicate that social media marketing strategies have large impacts on 
customers purchase intention. The primary effect of social media marketing on purchase 
intention is that it offers customers opportunities to recognise a brand by generating and 
distributing relevant brand content (Fauser, Wiedenhofer& Lorenz, 2011). The other 
important effect is the influence on obtaining brand information and triggering consideration. 
According to Fauser et al. (2011), social media always offer links about company websites, 
which actually offers opportunities for customers to gather more information about the brand. 
After that, social media marketing also triggers customers’ consideration to purchase. Fauser 
et al. (2011) reflect that social media makes contributions to making buying decisions by 
two-way communications with a company and real time feedback. Social media marketing 
plays an important role in establishing closer customer relationship, which in turn affects the 
further buying decision.  
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2.4 Brand attitude and Brand equity 

2.4.1 Brand attitude formation 

Attitude represents an important part of a person’s personality and can be expressed in 
different ways by different people. The specific terms which can be used to describe attitude 
are “love, hate, agree, disagree, accept, do not accept and etc.” (Nikolova, 2012). Attitude is 
not a fixed thing, it could be changed under certain circumstances. That happens regularly in 
one way or another, such as in marketing communication, Internet or even with the influence 
of social media (Bohner, 2002). Attitudes are of substantial importance because they portray 
people’s general cognition about the world and thus influence their future behaviour (Crano, 
2008). This attitude could mean anything from hating a kind of food or loving a specific 
brand. Attitudes can lead to emotive, behavioural or perceptive reaction, which means some 
people are directed by their emotions, some are by their faith and the rest are more likely to 
take an action. There is possibility that different attitudes are comprised of completely 
perceptive or completely emotive or behavioural reactions. But it is not always required for 
all the three mentioned factors to be showing up at the same time (Bohner, 2002). 

2.4.2 Brand attitude to brand equity 

This thesis explores in a large part about the social media, social media marketing and 
branding. Branding is quite a broad concept covering many aspects. This research is trying 
to go deeper into it and focuses on brand attitude perspective and the influence of social 
media on the formation of positive attitudes of consumers towards brands preferences. As 
quoted from Lynn Upshaw, the author of “Building brand equity”, branding “"is something 
much deeper than a name, logo, or slogan," "It is a working model for a long-term 
customer relationship that leads to profitability." It is a "promise kept." Attitudes play an 
important role in branding, rather than just in mental effect. Some researcher has 
acknowledged that brand attitude is a significant foundation in the building of brand equity 
(Keller, 2001). If a company manager succeeds in creating an influential brand equity, that 
will bring about many advantages, including deeper customer loyalty, easier marketing 
communication, higher acceptance to a higher tagged product price, more chances to 
succeed in brand stretching, and more capabilities to compete with its opponents in same 
industry(Keller, 2001). Brand attitude could be defined appropriately by Keller(1993), 
“Consumers’ overall evaluations for a brand”. Brand attitude serves an important role as it 
lays the foundation for a consumer’s behaviour, provides answer on how people perceive a 
product or service, whether consumer has found what they need from the product, and how 
much demand for such product in the market, how popular it is (Keller, 1993).  
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2.5 Brand engagement 

Brand awareness is able to be created by the convenient means of modern marketing tools. 
For example, a consumer without having frequent purchase on a certain product often rates or 
writes reviews could have an influence on potential or existing buyers (Haven et al., 2007). 
Thus, a new term featuring the brand awareness in social media is created, which is named 
engagement. As quoted from Hollebeek (2011), “customer engagement with a brand is a 
mixture of intellectual and emotional interactions featuring customer’s contextual and 
brand-related state of mind.” As a matter of fact, engagement includes four aspects that a 
consumer could experience with a brand over time, which are involvement, interaction, 
intimacy and influence (Haven el al., 2007). A brand could involve its fans or customers by 
sharing photos, video or recent dynamics update, which could attract the attention from 
customers effectively and quickly (Manning-Schaffel, 2009). Engagement between customers 
and a brand produces positive effects on service quality and enhances customer satisfaction 
by receiving customer’s feedback ( Moorthi, 2002). Furthermore, this kind of interaction also 
create a sense of involvement (Bhattacharya & Sen, 2003).  

2.6 Successful factors on social media marketing  

2.6.1 Good quality of marking content 

As quoted from Kaplan and Haenlein(2010), social media can be described as a number of 
applications which could let users to create and exchange user-generated content(UGC), and 
make contribution to conceptual and technical base of Web 2.0. Viewing from a business 
angle, it is acknowledged that social media serves as an interactive platform for sharing, 
discussing, creating and modifying UGC, which is essential to business (Kietzmann et al., 
2011). In order to achieve a successful marketing in both traditional and social media 
marketing, good quality of content is key element, especially important that the content is 
from original and sounds creative (Holt, 2016). It is further supported by Safko & Brake 
(2009) that social media content can intrigue interactive conversations, and successful social 
media contents further generate more online interactions from consumers, increasing value 
co-production. Based on the above-mentioned statement, we would be able to assume that if 
there are more followers or customers getting involved in the interaction process, the more 
successful the contents seems to be. This hypothesis has similarity to Rushkoff (2010)’s 
concept of network viral media. Viral contents spread to users and some vulnerable users get 
“infected”. Supposed that these “infected” users share contents with others, there will be 
more users getting “infected” following a “exponential curve”(Li, 2016). However, there is a 
significant difference between the viral content and successful social media marketing 
contents. That is, viral content disseminates by means of gossip or comical message while 
social media marketing contents have clear marketing goal in plan (Li, 2016). Successful 
content varies depending on where the environment is( Li, 2016).  
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2.6.2 Up-to-date marketing content 

The achievement of Durex in China is as a result of successful social marketing.Among all 
the brands who use digital and social media to attract the customers’ attention in China, 
Durex might be the most remarkable one. The brand adopts various tactics range from 
humour on social to personalied via e-commerce, which also produces witty and shareable 
content (Doland, 2015). In China, traditional TV advertising is banned by the government to 
condoms leading Durex to shift its attention to the digital markets (Tayloer et al., 2000).This 
shift drives the success of Durex in China.  
 
Social media now has been increasingly becoming an important part to affect content 
marketing. The report from the Content Marketing Institute shows that social media was the 
most widely used tactic by content marketers with 88% of marketing professionals to use this 
tactic (Sarah, 2014). The role of social media in coding content can be analysed through three 
different dimensions including both the psychology, marketing and economic analysis of 
advertising (Lee et al., 2014). It assumes that informative and persuasive advertising are two 
important ways to affect customers’ behaviours (Chandy et al., 2001). The informative 
advertising plays an important role in shifting audiences’ beliefs about products existence or 
prices while the persuasive advertising shifting the preferences directly (Lee et al., 2014). 
This research focuses on persuasive content with the form of pathos and logos strategies to 
influence audience behaviours (Berger, 2012). According to Lee et al. (2014), an attempt to 
send philanthropic contents to customers and to induce empathy and to affect audiences’ 
emotions can be seen as pathos persuasion. With the reference to persuasion by logos, it 
refers to the content with remarkable facts to attract audiences’ attention and to affect their 
buying decisions (Lee et al., 2014). 
 
Message delivered by Durex to customers in China mainly can be analysed through 
persuasive advertising. Contents shared by Durex always follow current event with a 
speciality of funny quips. For example, rose gold colour iPhone in 2014 was widely discussed 
by Chinese people and when people were talking about the products, Durex kept the pace 
rapidly by explaining how to make a DIY version to audiences by creating a video on Weibo, 
a famous social media in China, which showed that integrating a red condom with a grey 
phone together could eventually turn into a rose (Donald, 2015). The post immediately 
attracted the attention of Weibo users and got more than 760 shares and comments (Donald, 
2015).The combination of its products with current events indeed help Durex to arouse the 
customers’ awareness of the brand. 
 
In 2018, Durex closely followed Apple’s new product launch. The brand posted three 
different contents to keep pace with the launch of Apple’s new products in the early morning 
of September 13 (Lu, 2018). Almost every case was applauded. Ten minutes before Apple's 
launch, Durex put out an advertising poster "Wait a minute, another one". It is also called 
"Did you come in?" (Lu, 2018). The content was not only related to in-time report of the 
launch, but also highly related to the products of Durex. At 00:59 on the 13th, a minute before 
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the press conference, Durex initiated another wave by delivering an invitation letter with the 
content of “Wait for a happy reunion, Dai Huanju”, please join us for a Durex special event, 
at here, for FUN and LOVE (Lu, 2018). The content with the meanings to be happy, to wear 
happy gathering, for fun, to join Durex activities. At 2:25 a.m., Durex delivered its message 
again which focused on the new dual-card dual-standby feature of the iPhone Xs Max. Using 
the most important feature of the new product "double cards, double waiting" at this Apple 
launch, the article "double cards, double wearing" was concise and concise, and the pictures 
were full of texture, which triggered the climax of the text (Lu, 2018). Following the current 
event that Chinese people focus, Durex successfully arouses the brand awareness.  
 
The other famous content marketing is the attempts of Durex to link itself with the holidays 
in China especially romantic holidays. These include western Valentines’ Day, Chinese 
Valentine’s Day and I Love Your Day (May 20) (Donald, 2015). On May 20, 2018, a special I 
Love You day in China, Durex delivered a group of marketing content lasting about 13 hours 
to express its love to famous brands in China (Hei, 2018). The first one was to Volkswagen 
Beetle with contents ‘Think Small, Love Big’, which clearly reflected the uniqueness of the 
brands (Hei, 2018). The second one was to Xiami Music, a famous Chinese music brand 
showing that ‘Say love with all you have, but don't say it with all you have’ (Hei, 2018). The 
content was linked with behaviours implications of Durex and the indications of this music to 
explore light. All of these contents delivered by Durex clearly shows its product 
characteristics and other uniqueness with funny statement, which successfully arouses’ 
audiences’ interests.  
 
Apart from using content advertising in social media, motivation by social networks to affect 
consumer behaviours is another important way to affect social media marketing. According to 
Muralidharan and Men (2015), exchanging product-centric information through social media 
serves as an important way to affect consumer’ behaviours. In this sense, information 
motivation with the characteristics to seek opinion and advice about the products will greatly 
affect the perception of the products (Wang and Fesenmaier, 2003). It eventually drives 
people to communicate with the others about the products.  
 
Social media of Durex in China is not just to use as a tool to deliver marketing content, but a 
platform to build relationship with customers. According to Donald (2015), marketing 
content in Weibo of Durex is very China-centric with which the brand acts as a friend or to 
have friends instead of a way to target people. Durex uses the strategy of pathos and logos to 
promote its brand effectively. But the behaviour of Durex is far beyond just delivering 
persuasive information. The brand tends to interact with their audiences or friends and to 
share moments in their life rather than just push brand messages (Donald, 2015). As a 
platform to exchange information and build relationship, Weibo indeed helps Durex to 
enhance its relationship with its audiences, which in turn provides unique opportunities for 
the brand to offer opinion and advice to its friends (Muralidharan and Men, 2015). In this 
sense, Durex is able to deliver its product information to audiences successfully.  
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2.6.3 Cultural factors on marketing content 

Culture has already been a significant factor to affect advertising strategies. Culture according 
to Eves and Cheng (2007) is defined as the tradition, beliefs and values that shape the 
behaviours and attitudes of a group of people which are unique to others. The previous 
literature shows that a model of high-low context culture largely affects the advertising 
strategies in different countries (Wagh and Miller, 2011). It indicates that in a country with 
high context cultures such as Japan and China, marketers should adopt a more subtle and less 
direct approaches to advertising (Wagh and Miller, 2011). China with a high context culture 
is not always accept the direct appeal of advertising making it difficult for Durex to directly 
appeal its target audiences in China. On the other side, different cultural dimensions also 
affect advertising. According to Pantano (2011), marketing strategies should be adjusted 
depending on whether target audiences are from individualistic or collectivistic cultures as 
these factors affect the public regulations on the products.  
 
By launching successful marketing programmes, Durex has already branded its name in 
China. Despite of the fact that Durex accounts for 30% markets share in China, the market is 
still small that only one in 10 sexually active Chinese uses sexual products (Piskorski, 2014). 
Limited to the cultural factors, it is a tough job for the brand that produces sexual products to 
successfully market its products. The uniqueness of Chinese culture requires foreign 
companies to take the cultural factors into consideration and to effectively consider the 
marketing communication package. The reason why sex appeal is difficult to advertise in 
China and to Chinese consumers actually is as a result of its traditions and morals. 
 
The very fact is that the behaviours of Chinese are largely affected by a traditional Chinese 
state religion, Confucianism. Although it is no longer a state religion, its belief has deeply 
rooted in Chinese mind. One of the major values of Confucianism is hold conservative 
attitudes towards sex-related issue, which has denominated the Chinese society for thousands 
of years (Pantano, 2011). The establishment of modern China greatly reasserted the 
traditional sexual morals that the topic of sexual issues was not banned but was limited to 
several areas. Unfortunately, the Cultural Revolution during the 1966 to1967 in China swept 
the overall Chinese society making the sexual topic be strictly banned in China (Wagh and 
Miller, 2011). After the revolution, the attitudes toward sexual issue were changed, but it was 
still affected by traditional values. According to Wagh and Miller (2011), Confucianism is 
still a strong moral rule to affect all aspects of Chinese society making it difficult for Chinese 
people to hold open attitudes to sexual issues. As a result, the Chinese regulators are stricter 
to limit sexual material in the mainstream media.  
 
The influence of traditional values to Chinese is large. Wagh and Miller (2011) states that 
customers’ attitudes to advertising tools are also largely affected by cultural factors. They 
hold that despite of the fact that Generation Y, the young in China, is open to new ideas, the 
aggressive executions of sexual advertisement will make them feel being offended. From this 
perspective, the traditional Confucian values largely affects Chinese sexual behaviours and 
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attitudes making it difficult for brands to use mainstream media to directly advertise their 
brands.  
 

2.7 Conclusion of theory part 

The evolution of internet brings lots of opportunities for marketers to reshape their marketing 
strategies. Various new marketing tools are emerging to drive a good business performance 
(Gurau, 2008). This part makes a brief review of relevant theories of social media and social 
media marketing. It finds that social media not only serves as a tool for a business to 
strengthen customer relationship by frequently interaction and communication, but also acts 
as a promotional tool to arouse brand awareness and to affect customers’ purchase behaviours. 
The literature review finds that social media marketing indeed has large impacts on brand 
equity and customer purchase intention by shaping and exchanging relevant contents on the 
platform.  

3. Methods 

3.1 Introduction of Methods 

Methods illustrated in this part is used to guide the researcher to reach a desired research 
outcome. This part makes a brief demonstration of methods. To begin with, it analyses the 
research design for this research including the component of research philosophy, research 
approach, research method and research strategies. Then, this part describes the methods to 
collect data and analyse data in details.  

3.1.1 Research philosophy 

Research philosophy influences people’s perception on reality. Generally, ontology and 
epistemology are two important dimensions of research philosophy (Saunders, Lewis & 
Thornhill, 2012).Among all the ontologies, constructivism is the most proper philosophy for 
this research. From the perspective of constructivism, reality changes alone with the human 
beings’ perceptions and actions (Saunders et al., 2012). The effect of social media on brand 
equity and purchase intention might change according to different situations. Purchase 
intention as an attitude preference exist in reality. However, it might be different at different 
occasions. So, constructivism will serve as a guidance for ontology.  

The selection of epistemology heavily depends on ontology (Saunders et al., 
2012).Influenced by constructivism, the epistemology of interpretivism will affect how to 
understand the research(Saunders et al., 2012). Under such a condition, how a researcher to 
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grasp the meaning of a society is of great importance to conduct this research (Bryman & 
Bell, 2015). Concerning about the relationship between social media marketing, brand equity 
and customer purchase intention, it is necessary for the research to identity why consumers 
take certain actions and to grasp the meaning of consumer behaviours. Thus, this research 
will concentrate on the effect of social media marketing on brand equity and purchase 
intention in China.  

3.1.2 Research approach 

Research approach includes two different types, respectively deductive approach and 
inductive approach (Saunders et al., 2012). There actually is a scientific cycle of the research 
approach. Although these two approaches exist in the same cycle, the start points are totally 
different. The selection of the research approach is largely related to the previous research 
philosophy. In this sense, a deductive approach will be selected as the major approach for this 
research to begin with a review of relevant literature and theories, coming up with data 
collection, get results and generalise the results effectively (Saunders et al., 2012).  

Briefly, this approach will drive a deep understanding for a specific event by empirical data 
collected from Durex official weibo and also survey numerical analysis. With the 
understanding of the effect of Weibo, a social medium of China, on brand equity and 
purchase intention to Durex, this research aims to analyse how social media marketing affects 
brand equity and purchase intention in China.  

3.1.3 Research methods 

There are two typical research methods including quantitative methods and qualitative 
methods (Saunders et al., 2012). Generally, quantitative methods are used to test relevant 
theories based on numerical analysis while qualitative methods are used to make a deep 
understanding of a social issue rather than numerical analytics (Saunders et al., 2012). 
Corresponding to the previous research approach, this research will use both qualitative and 
quantitative methods for data gathering and analysis. This is regarded as mixed methods 
research as it combines both qualitative and quantitative data collection and analytical 
methods (Saunders et al., 2016). 

3.1.4 Research strategies 

Research strategies are always used to identify what kinds of data are collected to conduct a 
research. Generally, primary data and secondary data are two major types of data for 
researches (Saunders et al., 2012).The primary data, also known as the first-hand data, are 
collected by the researcher to conduct a specific research while the secondary data are 
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collected on the basis of analysing others’ works towards the same topic (Saunders et al., 
2012). Primary data concerning about the fans of Durex in Weibo is used to conduct this 
research. Secondary data are collected from Durex weibo official website and online 
commercial data-based website new rank. 

3.2 Data collection and data analysis 

3.2. 1 Data collection 

Guided by a mixed method of qualitative and quantitative approach, this research use a case 
study Durex marketing examples to analyse the effect of social media on brand equity and 
purchase intention. Durex, a global leading gender health brand, is selected as the case for 
this research. The official Weibo as one of the major Chinese leading social mediums is used 
to make an in-depth analysis. In order to obtain data effectively, an online survey is also 
conducted to collect relevant data.  

The author begins with the qualitative data collection. In order to do this work well, the 
author downloaded the weibo app in mobile phone and specially followed the Durex weibo 
account so as to catch and read the first-hand and latest update of Durex microblog contents 
and could also check the Durex fans’ responses. Update frequency is being observed, and also 
it is noticed with the way how Durex weibo contents are being created. Following aspects are 
found from Durex official weibo, such as taking advantage of festivals and holiday themes, 
and making use of the current event and industry hotspot to create their own marketing 
contents. In order to have a more comprehensive understanding of Durex’s publishing 
contents, the author also gathered some secondary data from the New Rank (newrank.cn), a 
database service website running in Shanghai, China. The advantages for collecting data from 
on-line data base instead of asking directly from Durex company is that managers and 
employees of that company would not be bothered by interviewers and by questionnaires 
popping through their letter boxes (Bryman&Bell, 2011). New rank shows Durex weibo 
contents from the year 2011 to 2019, the exact time of launching every piece of content, how 
much forwarding, comments, likes, links, main page links and updated time, very detailed 
and specific. 
 
In addition, the author also conducted a web survey with two self-structured questionnaires 
featuring different subjects in order to collect more insightful and primary data and to better 
answer the research questions. Through web survey, potential respondents are invited to visit 
the website where questionnaires can be found and completed online. The questions created 
from the two questionnaires are strongly related with research questions and guided by 
theories applied. The author has also referred to other example questionnaires content and 
formats so as to make these two questionnaires more up-to-standard. And finally the author 
chose a commercial survey website WJX based in China to design and programme the survey 
questions online since commercial website has more advanced features to assist with the 
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author’s research. Questions are programmed in the way that respondents can scroll down 
and see all questions in advance. After questionnaires are completed, a web address is created 
and address link is sent to respondents. The website charges a certain amount of fee based on 
the number of respondents who complete the questionnaires and the length of time when 
questionnaires are active. Each respondent’s reply is saved on the website and entire form can 
be retrieved when data collection process ended. The software of the commercial website 
provided the coding service as well which greatly saves the author’s time and to avoid 
possible coding error when editing more than 400 questionnaires.   

3.2.2 Data analysis 

The way to analyse data is influenced by the qualitative and quantitative mixed method. The 
data are collected through an online weibo app, third party organizations and survey, the 
analysis is based on the numerical and statistical analysis.  

Combining with quantitative statistical analysis, the author is going to make a deep analysis 
of a specific event. In generally, a case study requires researchers to effectively identify the 
relationship between different complex issues (Saunders et al., 2012) The reason why Durex 
is selected as a case is that the specific condition in China adds difficulties in marketing 
gender health products effectively (Marketing Research in China, 2016). This brand has a 
large share in China（Baike.baidu.com） .How the organisation achieves such a good 
performance inspire the researcher to conduct more deep analysis. Based on the analysis, the 
researcher can find the effect of social media marketing on brand equity and purchase 
intention in China. An online survey with two different questionnaires is conducted to collect 
data from fans of Durex in Weibo. The aim of the survey is to analyse how Weibo affects 
their perception and behaviours on the product and the brand.  

In addition, a descriptive method will also be used to analyse the data further. It requires the 
researcher to develop a comprehensive summarisation of the activities of subjects’ behaviours 
and attitudes to a specific issue in detail to gain insights of this phenomenon (Kim et al, 2016). 
From this way, the different understanding of different participants will be reflected 
effectively. It therefore tries to understand the deep meaning behind the collected data. 

3.3 Conclusion of method 

This part provides a general outline of methods for this research. It shows that this research 
will be guided by a combined method of qualitative and quantitative method. A case study of 
Durex will be conducted to make relevant analysis. Correspondingly, a descriptive approach 
will also be used to analyse relevant data and to figure out the deep meaning behind the data.  
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4. Qualitative empirical data on Durex weibo 

marketing 

Durex is a brand representing a variety of condoms initially developed and manufactured by 
the company SSL international in the United Kingdom. And then in the year of 2010, SSL 
international was acquired by the Anglo-dutch company Reckitt Benckiser. It is one of the 
world's best-selling condom brands, accounting for 30% of the market share in the 
world(BBC news, 2010). In 2006, Durex became one of the top 2 besting selling condom 
brands in the United states, just second to the Trojan condoms (Koerner, 2006). 

Durex's history goes back to 1915 when the London Rubber Company was founded. 
Launched in 1929, the brand stands for "Durability, Reliability and Excellence." In 2007, the 
last factory that produced Durex condoms in the UK stopped production and production was 
transferred to China, India and Thailand (BBC news, 2010). 

The Durex product line covers a wide range of areas from condoms, lubricants, and sex 
products (Durex.com). 

4.1 Durex in China 

Durex produces about one billion condoms a year in China, which accounts for more than 40% 
of the Chinese market, is sold in more than 150 countries, and holds a leading position in 
more than 40 markets (Durex.com). 

Durex's official microblogging, also named as Weibo, was released on Sina Weibo in China 
in January of 2011(Fu&Li, 2016). The number of its weibo fans has reaches 3.14 million in 
2019 and the number of its posted microblogs is over 20,000. (Sina Weibo, 2019).  

Durex's marketing in China is cautious, because Chinese people usually prefer larger families 
which are different from western style, and product campaigns normally launch in a more 
subtle way in order to meet with Chinese social ethical requirements. According to the 
traditional cultural concept in China, sex is a topic that is best not to be clearly raised (Zhou, 
2011). 

4.1.1 Durex Weibo Propagation 

Basic introduction 

Durex official weibo opened in 201l, with its front page covering brand profile, wechat public 
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account promotion, original content announcements, store links and etc. 

Weibo mainly promotes brands, links to service platforms and e-commerce platforms, and 
emphasizes creativity and originality. Expressing the brand's position, it has established a 
good brand image. 

 

 

Brand Images 

When Durex official weibo was officially opened, its brand image features image of the otaku, 
releasing some content about the product itself or intercepting the chicken soup content from 
on-line paragraph. However, this kind of content is very weak in attracting the users. Later, 
Durex realized that they need to adjust to make it more interesting. Based on the product 
itself, it positioned its image as a gentleman who knows how to live, have fun and spread the 
sexual knowledge in a relaxed and humorous way. Content has also begun to be implicit and 
with a little dirt, especially in conjunction with hotspots and transform into their own content. 
These points are more and more relevant to the high demands of Internet users in this era. 
This is also Durex's adaptation to the change times and a keen sense of the transformation of 
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marketing methods（Durex.com）.    

4.1.2 Weibo content 

Update frequency 

Durex's official Weibo is updated with about 3-9 microblogs per day, mostly with 6-8 pieces. 
The basic release time is at 10:00 in the morning, 12:00-13:00 at noon, 14:00-15:00 in the 
afternoon, and every hour or so between 18:00-22:00 in the evening. Since the opening of 
Weibo in January 2011, as of 1st April, 2019, a total number of 19,608 microblogs have been 
released, which lasted as long as 99 months, 2900+ days, and 8 years, an average of 8 
microblogs per day! (new rank, 2019). This continuous adherence to high quality output is 
the most important reason why Durex can be widely recognized by the public (new rank, 
2019). 

Category of advertising copywriting 

Take advantage of Festival and Holiday theme 

Durex have never missed to make use of any festival to do advertising copywriting, from 
beginning of the year to the end, doing ads copywriting with the topic of Spring Festival, 
New Year's Day, Western Valentine's Day, Women's Day, April Fool's Day, Dragon boat’s 
Festival, Father's Day, Chinese valentine’s day, National’s day, Christmas and etc., even 
World Wetland Day and World sleep day (Durex official weibo 2016-2019).   

This is using Women’s day as a topic to do ads copywriting related with Durex, with 21175 
forwardings by Durex weibo fans which is the on the top list in March 2019 comparing with 
the average forwarding of 379 of other weibo contents; and also received the most likes with 
a number of 23998 while the average likes for other contents is only 1691 in March 
2019(new rank, 2019). We can see that this is the most popular weibo content in March 2019. 
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Source: Durex official weibo 2019 

Take advantage of current event and industry hotspot 

Every time when there is a hot event happened, there are always a lot of works “following the 
wind”. However, when it comes to “event borrowing marketing”, Durex always can catch 
most of the eyes with the latest master piece of works. Take following case as example, in the 
afternoon of 1st August 2016, Durex updated its weibo contents related with the merger of 
Didi and Uber just around 2 hours right after this merger news showed up. Didi and Uber are 
two famous companies with both of their business area in providing the service of ridesharing 
app. During these time, other industry’s copywriters may still be thinking hard on how to 
combine this event with their own products to do marketing, while Durex has got the upper 
hand on this event and done to its perfection. 
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Weibo content in English: DUDU Car sharing, experienced drivers’s choice.          
Source: Durex official weibo 2016.   

Another typical case is Apple card. At Apple spring conference on 26th March, 2019， Apple 
company launched a new service, an updated service to Apple pay, which is Apple Card, a 
kind of credit card. Applicants can be approved in a few minutes and can use immediately 
through Apple pay. Consumers who use Apply card can get 2-3% cash back on a daily basis 
from every purchase amount they have made. It is called Daily Cash. Seizing this industry 
hotspot, Durex quickly updated its weibo copy writing, Daily Crush.   
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Weibo content in English: #Apple conference##AppleCard#Daily Unlimited    
Source: Durex official weibo 2019.   

Once again, this marketing won great success, many people actually get to know Apple card 
from Durex’s weibo launch. Weibo user’s reading time on a Weibo content stays only 2-3 
seconds, short but powerful word, combined with hotspots, product selling points, and 
audience’s interest, it is undoubtedly a successful case.  

Take advantage of entertainment industry news, including TV dramas and movie stars 

Game of Throne, the American fantasy drama television series created by David Benioff and 
D.B. Weiss for HBO, adapted from A song of Ice and Fire, George Martin’s series of fantasy 
novels. It tells about the story in the mythical continent of Westeros, several powerful 
families fight for control of the Seven Kingdoms. Original release was in April 2011 and lasts 
to present 2019. Since 2015, China Tencent Video has become the exclusive official 
authorized broadcast platform for HBO's television series, which include the import of 
above-mentioned Game of Throne, thus Chinese audience are also very familiar with this 
drama TV series. When Game of Throne is coming to the end game, this TV series has once 
again attracted a lot of attention. Based on this hotspot, Durex release another excellent weibo, 
Game of Durex, which got 1469 likes in a short time. 
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Weibo content in English: Final 6 episodes, 9 years of companionship. You and Me, game of 
ice and fire. Source: Durex official weibo 2019.   

Durex has been quite cautious in selecting the hotspots and current events, they don’t chase 
all hotspots, not taking advantage of every event. Hotspots are divided into positive and 
negative aspects. Blindly choosing hotspot with no bottom line will only bring negative effect 
to its brand image. Selective events-borrowing marketing is the way that Durex is doing. 
Durex don’t use the events i.e. a movie star is cheating, a famous sport player divorced or 
others arousing people’s sense of discomfort. When Durex gave up those opportunities, it 
actually helped itself evade more potential crisis and risks to the brand image. 

Apart from the above ways of marketing, Durex also utilize other ways of promoting, such as 
posting of science knowledge, classic adaptation of poetry, image description or using 
dynamic graphics, recreation of emoji expression, making association and interacting with 
other industries and etc. 
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4.1.3 Weibo interaction and activities 

The interaction generally starts from a topic, such as “Du jue hu shuo”, meaning put an end 
to nonsense, involving the interaction with weibo users. This is a question-and-answer 
interaction. Durex come up with an interesting question or topic, Durex followers express 
their free minds on that weibo page, and followers can also respond to each other’s answers, 
to liven up the atmosphere, attracting more people to participate. 

Summary of weibo communication 

The key words for Durex official weibo operation is fast response, take advantage of current 
hotspot, focus, interesting, easy to understand but speculative, interactive and humanity. 

Durex's ability to respond quickly is something that everyone can see. Secondly, it focuses on 
the manufacture of content, not purely publishing media ads. Durex often put the product in 
the scene of life and knows how to borrow hot-spot event marketing in a short time. In the 
well-known pictures or events, it is very conducive to the imagination or association of 
copywriting; however, Durex's copywriting is not very direct, but with a little guessing or 
speculative nature inside, people need to think for a while in order to figure out the complete 
meaning. After all, male users account for 77%. 

Durex's copywriting is mostly streamlined or short, and it mainly plays a role in reminding, 
while the matching picture is a real hit and fun. Every matching picture is embedded with 
some functions and features of Durex product, so that people can naturally remember the 
brand. In weibo interaction, Durex mocks itself as Dudu, which is quite witty, humourous and 
kind. 

Durex is also very concerned about the interaction with fans, and occasionally selects some 
users to interact. Durex's daily response and interaction make fans aware and feel that Durex 
is not just a brand, but also a living person with strong personality. 

4.2 Competing brands 

Because Durex mainly sells condoms, its competing products mainly are Okamoto and 
Jissbon on the market.  

Jissbon registered Weibo in 2010, a year earlier than Durex, and after more than 8 years of 
development, there are 310,000 followers (Jissbon weibo, 2019). Okamoto, who registered 
Weibo in the same year as Durex, has only 170,000 followers (Okamoto weibo, 2019), far 
less than Durex, who has 3.14 million followers (Durex weibo, 2019).   
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4.2.1 Weibo positioning comparison 

From Durex official weibo, we can easily find that it portraits a gentleman image with 
connotations, fun, literary, witty and a little dirt in positive side. Users like to communicate 
with its brand, just like being with a friend. But the positioning of Jissbon and Okamoto 
relatively seems less interesting.  

4.2.2 Weibo publishing comparison 

On the May labour’s day or others festivals, Jissibon did not publish any related weibo 
content. On the contrary, Durex publishes relevant weibo every time when there are festivals 
or major event happened, combining with its product characteristics to spread the topic. 
Undoubtedly, tracking hotspots is the most basic skill of marketing, and Durex can do it to 
the perfection. 

It is said that Durex marketing team have meetings every day to select suitable topics and 
keep publishing 6 to 7 original weibo copywritings. Even in the middle of the night, they can 
still track the hot spots even that just showed up for a few minutes. Success does not just turn 
up overnight.   

4.2.3 Weibo contents comparison 

Weibo contents style of Okamoto and Jissbon are quite similar, mainly mediocre gender 
knowledge publishing, topic discussion and sweepstake, or cite some emotional words from 
time to time. The style is a bit serious, not getting to the point of fun. 

Durex is separated from its competitors in this regard. Apart from the regular gender 
scientific knowledge, topic discussion and sweepstake, it also has a lot of interesting 
information to share. These information is usually shared in the social platform, easy for 
followers to forward to their own friends group if they think that is fun. The comprehensive 
sharing by different followers gradually allows Durex to form its own unique personality-a 
little shy, bored Otaku, occasionally talking about sexual jokes in an implicit way and 
occasionally emotional. 

In order to provide emotional counselling to Durex’s fans, it invites some famous and 
professional people to answer the questions, which is regarded as very considerate activity.  

These interaction deepens the communication between Durex brand and its fans, and also 
built a platform for fans to communicate with each other, making Durex’s official account no 
longer a virtual platform, but a physical organization which makes fans have more sense of 
belongings and identity. 
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4.3 Findings from questionnaires 

Two web questionnaires are conducted in order to collect enough data from different groups 
of people divided by ages, for example, group A consists of respondents between 18 and 25 
years old; group B between 26 and 30 years old; group C between 31 and 35 years old; group 
D between 36 and 40 years old and last Group E with 41 years old or above. 

Title of first questionnaire is Durex Weibo Marketing Strategy, and second questionnaire is 
Consumer’s perception on Durex’s “event borrowing, internet based” marketing---study on 
Durex’s weibo content.   

The first questionnaire aims to measure how people think of Durex’s marketing strategy. This 
is corresponding to the research question 1). How do consumers perceive Durex’s social 
marketing methods and content? And 2) How does this marketing strategy affect consumer’s 
purchase behaviours and brand equity? The whole questionnaire is composed of 15 questions, 
among which 6 questions are with more than one answer, while the rest are multiple choice 
questions. There are 213 effective number of people who answered the questions. The 
original questionnaires are compiled through a professional data research website WJX and 
final results are organized and presented in a systematical and statistical way for easy 
understanding.      

The second questionnaire is to further evaluate consumers’ perception on Durex’s “event 
borrowing” marketing. This questionnaire is formatted in Liker scale and composed of 7 
questions, different from the first questionnaire. Respondents were asked to rate on the scale 
(1- Disagree; 5-Agree). 

Both of the web questionnaires were sent via a professional online questionnaire survey 
website “Questionnaire Star”, or named as “Wen Juan Xing” in Chinese, and also sent to 
some Wechat groups such as SPSS statistics discussion group where there are 400-500 group 
members in there. It is sent in the form of a web link, when members click on the link and the 
questionnaire page will be automatically opened and presented on their computer or 
handphone. This website has provided the convenient operation and can greatly inspire 
respondents to get involved in the survey. When respondents filled all of the answers, they 
just need to click on Submit, questionnaire answers would be saved in the author’s account. 

Following the author is going to illustrate the findings from web questionnaires.  

4.3.1 Questionnaire on Durex Weibo Marketing Strategy 

Basic information of the respondents 

Table 1 Frequency analysis results of basic information of the surveyed respondents 
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 Number of 
Respondents Percent Valid Percent Cumulative 

Percent 

Gender 
Male 88 41.3 41.3 41.3 

Female 125 58.7 58.7 100.0 

Age 

18-25 yrs 63 29.6 29.6 29.6 
26-3 yrs 56 26.3 26.3 55.9 
31-35 yrs 60 28.2 28.2 84.0 
36-40 yrs  21 9.9 9.9 93.9 

41yrs or 
above 13 6.1 6.1 100.0 

Among the respondents, 88 were male, accounting for 41.3%; and 125 were female, 
accounting for 58.7%. Among them, 29.6% are 18-25 years old; 26.3% are 26-30 years old; 
28.2% are 31-35 years old; 9.9% are 36-40 years old; and 6.1% are 41 years old or above. So 
respondents who were being surveyed are concentrated at the age of 18-35 years old. 

Descriptive analysis of Durex weibo Marketing strategy 

Opinions on the viral marketing used by Durex in Weibo marketing                                             

The respondents' opinions on the marketing of viruses marketing used by Durex in weibo 
marketing are mostly novel, bold and creative, accounting for 74.6%. Some respondents think 
that there is generally no feeling, accounting for 22.5%; only 2.8% of the respondents think it 
was cheesy. See Table 2. 

Opinions on the topic marketing used by Durex in Weibo marketing   

Table 3 Opinions on the topic marketing used by Durex in Weibo marketing 

 Number of 
Respondents Percent 

Content combined with hot events 101 47.42 

Table 2  Opinions on the viral marketing used by Durex in Weibo marketing 

  
Number of 
Responden

ts 
Percent Valid 

Percent 
Cumulative 

Percent 

Novel, bold, creative 159 74.6 74.6 74.6 
Generally do not feel anything 48 22.5 22.5 97.2 
More Tacky 6 2.8 2.8 100.0 
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Interesting, witty 145 68.08 

Seized the needs of human nature 139 65.26 

You can get the message you need 67 31.4 
Content design 96 45.07 
Closely related to life 74 34.74 

As it can be seen from Table 3, the most attracting points from topic marketing content of 
Durex Weibo marketing are interesting, witty and grasping the inner needs of people; content 
and hot events combined marketing and content design are second most attracting points. See 
Table 3. 

Comparative analysis of viral marketing and topic marketing 

Table 4 Comparative analysis of viral marketing and topic marketing 

 Number of 
Respondents Percent Valid Percent Cumulative 

Percent 
Topic marketing 144 67.6 67.6 67.6 
Viral marketing 69 32.4 32.4 100.0 

 
Regarding topic marketing and viral marketing, above table shows that 144 respondents in 
the survey preferred topic marketing, accounting for 67.6%; while 69 respondents preferred 
viral marketing, accounting for 32.4%. Therefore, the survey shows that respondents are 
more inclined to topic marketing. See Table 4. 

Views on the plug-ins on Durex's official Weibo 

Table 5 Views on the plug-ins on Durex's official Weibo 

 Number of 
Respondents Percent 

Convenient for users to shop 118 55.39 
Interesting game attraction 138 64.78 
It is convenient for users to share with 
friends 119 55.86 

Not much attraction 31 14.55 

Regarding the views on the plug-ins on Durex's official Weibo, a large number of respondents 
believe that this is convenient for users to shop, attracted by interesting games and facilitate 
users to share with friends, but 14.55% of respondents think it is not so attractive. 

Whether correspondants watch Durex Weibo content when they scan weibo 

27 
 



Table 6 Whether correspondants look at Durex Weibo content when they scan weibo 
 

 Number of 
Respondents Percent Valid Percent Cumulative 

Percent 
Take the initiative to have a 
look 40 18.8 18.8 18.8 

Take a random look 165 77.5 77.5 96.2 
Don’t look at it 8 3.8 3.8 100.0 

As it can be seen from Table 6, when browing the weibo, 18.8% of the respondents will take 
the initiative to look at the content of Durex Weibo, and 77.5% of the people just take a 
random look, accounting for the vast majority. Only 3.8% of the respondents don't look at it.   

Whether correspondants can read the published contents of Durex's official Weibo in 
time 

 
As 

it 
can 
be 

see
n from Table 7, 64.8% of the respondents are able to see the contents published by Durex 
Weibo in time, and 35.2% of the respondents could not see the content published by Durex 
Weibo in time, indicating that most of the participants could still see the contents in time. 

Opinions on Durex Weibo contents published at every time period                                                              

Table 8 Opinions on Durex Weibo contents published at every time period 

 Number of 
Respondents Percent 

The information released is what I wanted 
to see at the time. 90 42.25 

Too little information but high quality 108 50.7 
Weibo is very reasonable in content 
distribution at every time period. 123 57.75 

Just so so 27 12.68 

57.75% of respondents have positive opinion on Durex weibo content distribution at every 
time period, this is majority, followed by 50.7% of respondents’ view that content quality is 
high though there is little information published at every time period. Most of them think 
positively at this regard. 

Table 7 Whether correspondants can read Durex Weibo content in time 

 Number of 
Respondents Percent Valid Percent Cumulative 

Percent 
Yes 138 64.8 64.8 64.8 
No 75 35.2 35.2 100.0 
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Reasons why respondents get involved in the interaction of Durex Weibo Marketing 

 

 

 

 

 

 

 

Most of the respondents get involved in the interaction of Durex weibo marketing is because 
its weibo content is humorous, fun and brings them the happiness, which is accounting for 
65.73%, and also many of them think they are able to learn some knowledge from it, this 
accounts for 50.23%. Fun and knowledge are two key points to attract respondents’ 
involvement. 

Views on the reliability of products launched by Durex Weibo ads 

 

 

 

 

 

 

 

 

48.8% of repsondents think that products launched by Durex weibo is reliable, this is the 
majority. And 28.6% holds the view that it is very reliable, this is second majority in the 

Table 9 Reasons on the interaction with Durex weibo marketing 

 Number of  
Respondents Percent 

Humorous, fun, brings happiness 140 65.73 
Can grow knowledge 107 50.23 
Weibo marketing staff is polite to 
others 76 35.68 

When bored 64 30.05 
can participate in the production of 
Weibo content 66 30..99 

can help the audience solve problems 81 38.03 
close to the audience 46 21.6 

Table 10  Views on the reliability of products launched by Durex Weibo ads 

 Number of 
Respondents Percent Valid Percent Cumulative 

Percent 
Very reliable, is the official 
microblog of the brand  61 28.6 28.6 28.6 

Reliable, Weibo platform is 
trustworthy 104 48.8 48.8 77.5 

Just so so, nothing feels 
special  44 20.7 20.7 98.1 

Unreliable, microblogging 
ads are random 4 1.9 1.9 100.0 

Very unreliable, the 
recommended product 
quality is not good 

0 0 0 0 
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survey. No people hold the argument that its quality is not good. Durex weibo ads has 
positive impact on consumers, and its brand is well-accepted as well. 

Consumers’ purchase intention based on new product information published on Durex 
Weibo 

 

 

 

 

 

 

52.1% respondents express their willingness to buy the product in the future though they 
might not in need at the moment, which is the majority answer. And second majority 27.7% 
of the respondents say that they are in need of it and want to buy. Durex weibo marketing 
proves quite promising on product sales, especially have impact on future potential sales. 

The reasons for consumption through Durex's Weibo advertisement 

 

 

 

 

 

 

 

62.44% respondents purchase the product through Durex’s weibo advertisement because they 
are fond of the creativity of its way of promotion. This reason takes up the majority. Followed 
by 55.87%, the second majority answer, these respondents are influenced by the ads from the 

Table 11 Purchase intention on new Durex products published on Weibo 

 Number of 
Respondents Percent Valid Percent Cumulative 

Percent 
No need, don't want to buy 7 3.3 3.3 3.3 
Not needed at the moment, 
but will consider purchasing 
in the future 

111 52.1 52.1 55.4 

Just so so 23 10.8 10.8 66.2 
There is a need, but don't 
want to buy 13 6.1 6.1 72.3 

There is a need , want to buy 59 27.7 27.7 100.0 

Table 12 The reasons for consumption through Durex's Weibo advertisement 

 Number of 
Respondents Percent 

Official Weibo promotion 119 55.87 
Advertising selling point 109 51.17 
Advertising creativity 133 62.44 
Product design 106 49.77 
Weibo VIP forwarding 
recommendation 60 28.17 

Brand culture influence 84 39.44 
Emotional appeal consistent 59 27.70 
Others 3 1.41 
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official weibo ads. Creative contents is essential in influencing the sales. 

Gender difference analysis 
 
Analysis of the differences between gender on Durex's viral marketing 
 

Table 12 Gender difference on Durex’s viral marketing  
  Durex’s viral marketing 

χ2 
 p 

  Novel, bold, 
creative 

Generally do not 
feel anything 

 
More tacky  

Gender 

Mal
e 66 20 2 

0.163 0.922 
Fem
ale 93 28 4 

Note：*p<0.05,**p<0.01,***p<0.001 
 
As can be seen from Table 12, Durex's viral marketing is not significantly different in gender.
（p>0.05）. Results are from Chi-Square Tests. 
 
Analysis of the differences between gender on Durex's topic marketing 

 
As it can be seen from Table 13, Durex's topic marketing is not significantly different in 
gender.（p>0.05）. Results are from Chi-Square Tests. 
 
Analysis of gender differences on possibility of scanning weibo content  

 
Table 14 gender differences on possibility of scanning weibo content 

  Will you read Durex Weibo content 
when you scan Weibo? 

χ2 
 p 

  
take the 

initiative to 
have a look 

take a 
random 

look 

don’t look 
at it 

Gender 
Male 22 64 2 4.403 0.111 

Female 18 101 6 

Table 13 Gender difference on Durex’s topic marketing 

  Durex’s topic marketing 
χ2 
 p 

  Novel, bold, 
creative 

Generally do not 
feel anything More tacky 

Gende
r 

Male 65 19 4 
0.052 0.974 

Female 92 28 5 
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As it can be seen from Table 14, there is no significant difference in gender on the possibility 
of reading Durex weibo content when scanning weibo. 
 
Analysis of gender differences on whether respondents can see the published contents of 

Durex's official Weibo in time      
 
Table 15 Gender differences on whether respondents can see the published contents of 

Durex's official Weibo in time   

  
Can you see the published 
contents of Durex's official 

Weibo in time? 
χ2 
 p 

  Yes No 

Gender 
Male 62 26 

2.110 0.146 
Female 76 49 

 
As it can be seen from Table 15, there is no significant difference in gender on whether 
respondents can see the published contents of Durex's official Weibo in time. （p>0.05）. 
 
Analysis of gender differences on opinions of product reliability launched by Durex 

Weibo Advertising 
 
Table 16 Gender differences on opinions of product reliability launched by Durex Weibo 

Advertising 

 

Do you think the products launched by 
Durex Weibo are reliable? χ2 

 p 
Very 

reliable reliable Just so 
so 

Unreliabl
e 

Gender 
Male 29 40 18 1 

1.767 0.622 
Female 32 64 26 3 

 
As it can be seen from Table 16, there is no significant difference in gender on opinions of 
product reliability launched by Durex Weibo Advertising.（p>0.05）. 
 
Analysis of gender differences on purchase intension of the new products launched by 

Durex Weibo Advertising 
 
Table 17  Gender differences on purchase intension of the new products launched by Durex Weibo 

Advertising 

 What is your willingness to purchase the new product posted on 
Durex Weibo? 

χ2 
 p 
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No need, 
don't want to 

buy 

Not now, 
maybe in 

future 
Just so so 

I need, but 
don’t want 

to buy 

I need, want 
to buy 

Gend
er 

Male 2 43 10 5 28 
1.779 

 
0.776 Fema

le 5 68 13 8 31 

 
As it can be seen from Table 17, there is no significant difference in gender on purchase 
intension of the new products launched by Durex Weibo Advertising.（p>0.05）. 
Age difference analysis 
 
Analysis of different ages on Durex's viral marketing 
  

Table 18 Analysis of difference ages on Durex's viral marketing 

 

Durex's viral marketing 
χ2 
 p Novel, bold, 

creative 

Generally do not 
feel anything 

 

More 
tacky 

 

Age 

18—25 46 15 2 

9.463 0.305 
26—30 44 12 0 
31—35 46 13 1 
36—40 16 3 2 

41 or abve 7 5 1 
 
As it can be seen from Table 18, there is no significant difference in ages on Durex's viral 
marketing.（p>0.05） 
 
Analysis of different ages on Durex's topic marketing 
 

Table 19 Analysis of difference ages on Durex's topic marketing 

 

Durex's topic marketing 
χ2 
 p Novel, bold, 

creative 

Generally do 
not feel 
anything 

More 
tacky 

 

Age 

18—25 44 15 4 

16.842 0.032 
26—30 41 14 1 
31—35 49 11 0 
36—40 15 5 1 

41 or above 8 2 3 
As it can be seen from Table 19, Durex's topic marketing has significant differences in 
different ages (p<0.05). The attitude of the 36-year-old or above respondents is somewhat 
different from that under 36 years old. 
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Analysis of different ages on whether respondents will read weibo content when 
scanning weibo  
Table 20  

 

Will you read Durex Weibo content 
when you scan Weibo? 

χ2 
 p take the 

initiative to 
have a look 

take a 
random look 

don’t look 
at it 

Age 

18—25 12 47 4 

8.454 0.391 
26—30 10 46 0 
31—35 14 45 1 
36—40 3 16 2 

41 or above 1 11 1 
 
As it can be seen from Table 20, there is no significant difference in ages on whether 
respondents will read weibo content when scanning weibo.（p>0.05） 
 
Analysis of different ages on whether respondents can see the published contents of 
Durex's official Weibo in time   
 
Table 21 

 

Can you see the published 
contents of Durex's official 

Weibo in time? 
χ2 
 p 

Yes No 

Age 

18—25 31 32 

13.867 0.008 
26—30 43 13 
31—35 43 17 
36—40 15 6 

41 or above 6 7 
 
As it can be seen from Table 21, there is significant difference in ages on whether 
respondents can see the published contents of Durex's official Weibo in time  (p<0.05). The 
attitude of the 36-year-old or above respondents is somewhat different from that under 36 
years old. Participants over the age of 36 may not play Weibo frequently, so some of the 
respondents could not see the contents posted by Weibo in time. 
 
Analysis of different ages on opinions of product reliability launched by Durex Weibo 

Advertising 
 
Table 22 

 Do you think the products launched by 
Durex Weibo are reliable? 

χ2 
 p 
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Very 
reliable reliable Just so so Unreli

able 

Age 

18—25 22 25 14 2 

9.848 0.629 

26—30 16 28 12 0 
31—35 15 35 9 1 
36—40 5 11 4 1 
41 or 
above 3 5 5 0 

 
As it can be seen from Table 22, there is no significant difference in ages on opinions of 
product reliability launched by Durex Weibo Advertising.（p>0.05） 
 
Analysis of different ages on purchase intension of the new products launched by Durex 

Weibo Advertising 
 
Table 23 

 

What is your willingness to purchase the new 
product posted on Durex Weibo? 

χ2 
 p 

No 
need, 
don't 

want to 
buy 

Not now, 
maybe in 

future 

Just so 
so 

I need, 
but don’t 
want to 

buy 

I need, 
want to 

buy 

Age 

18—25 4 43 3 3 10 
24.528 

 
 
 
 

0.079 

26—30 0 26 7 5 18 
31—35 0 27 8 3 22 
36—40 2 8 3 2 6 
41 or 
above 1 7 2 0 3 

 
As it can be seen from Table 23, there is no significant difference in ages on purchase 
intension of the new products launched by Durex Weibo Advertising.（p>0.05）. 
 
Conclusion of Questionnaire about Durex Weibo Marketing Strategy 
There are 88 male respondents and 125 female respondents participated in this questionnaire 
survey. Ages start from 18 to 41 years or above. The questionnaire collected their different 
opinions on Durex weibo marketing. And then the author use Chi-Square Tests to examine 
the different opinions between different gender and different age groups. The test shows that 
there is no significant difference in genders. All results are p>0.05. However there exists 
significant difference in ages on the aspects of topic marketing and on whether they can see 
the published contents of Durex's official Weibo in time. These two results are p<0.05. 
Regarding topic marketing, for the age group between 18-35 years old, they hold the views 
that Durex topic marketing is novel, bold and creative. However, age group of or above 36 
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years old do not agree that much, very few of them agree with this opinion. Regarding the 
question about whether they can see durex weibo content in time, the age difference exactly 
the same as topic marketing, 18-35 normally can see the weibo content on time; but 36 years 
old or above cannot promise to see it on time, perhaps participants over the age of 36 do not 
have so much interest in playing Weibo frequently, or their time is pretty much occupied by 
family stuff, children education, caring for old parents and focus on personal career 
development. Their spare time is relevantly less than their younger age. 
 

4.3.2 Questionnaire on Consumer’s perception on Durex’s “event 

borrowing, internet based” marketing---study on Durex’s weibo 

content 

Questionnaire reliability test 
 
This questionnaire is designed in the format of Liker scale. The Liker scale is a psychometric 
sale method which is universally used in research that utilizes questionnaires. It is a very 
popular approach to scaling responses in survey research (Wuensch 2005). 
 
In statistics, Cronbach’s alpha is a tool to measure internal consistency, which is, how closely 
related a set of items are as a group. It is considered to be a measure of scale reliability 
(Cronbach, 1951). 

Table 24   Questionnaire reliability test  

 
Corrected 
Item-Total 
Correlation 

Cronbach's 
Alpha if 

Item Deleted 

Cronbach's 
Alpha 

1. Do you think Durex's Weibo is creative?— 
I think the topic of Durex's official Weibo 
promotion is creative. 

0.6317 0.6217 

0.733 
The promotional text of Durex’s official 
Weibo turns me on. 0.4913 0.6946 

I think Durex is very innovative in using 
other topics to do their own marketing. 0.4748 0.7026 

Score the creative level of Durex’s event 
using marketing promotion. 0.5202 0.6755 

2. Would you be willing to participate in the 
discussion of the topics on Durex Weibo?— I 
am willing to browse, follow, forward or 
comment on Durex's official Weibo. 

0.6321 0.7394 
0.799 

I am willing to discuss a certain topic of 0.6101 0.7493 
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Durex's official Weibo marketing with my 
friends. 
I feel that Durex's official Weibo is very 
interactive with me. 0.5851 0.7613 

I have the willingness to participate in the 
topic discussion published by Durex Weibo. 0.6198 0.7450 

3. Do you think Durex Weibo’s event 
marketing is timely? — The Durex weibo 
marketing topic quickly combined the latest 
social hotspots 

0.3653 -.499a 

0.099 
From the Durex weibo topic, we can learn 
about the latest social hotspots. 0.3048 -.458a 

Durex Weibo topic is not so related to the 
latest social hotspots. -0.5092 0.6879 

Durex Weibo topic is highly relevant to 
social hot spot topics. 0.2908 -.346a 

4. Do you think there is difficulty in 
forwarding Durex's Weibo?— The content of 
Durex marketing promotion can be shared 
naturally with friends and family. 

0.5912 0.7147 

0.773 I can discuss the content of Durex Weibo 
with others or the opposite sex under any 
circumstances. 

0.6248 0.6764 

I can forward, comment and share Durex's 
Weibo content without any burden. 0.6116 0.6933 

5. Do you think Durex's weibo marketing is 
close to its own business and products? — 
Durex marketing content is closely related to 
the brand's own attributes. 

0.5249 0.6167 

0.701 
The characteristics of Durex's event-using 
marketing are consistent with the 
characteristics of its own products. 

0.4524 0.6614 

Durex's event marketing content is close to 
its product connotation. 0.4950 0.6342 

Durex marketing topic is a good combination 
and application of its corporate culture. 0.4817 0.6424 

6. What do you think of the corporate image 
of Durex?— Durex is a company with strong 
capabilities. 

0.4920 0.5796 

0.671 Durex has a certain sense of social 
responsibility and contribution. 0.3392 0.6797 

I think Durex is well-known and occupies 
most of China's market. 0.4929 0.5771 
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In the reliability analysis, the reliability of the questionnaire should reach 0.7 before a formal 
questionnaire can be conducted. In this social science field, the reliability can just reach 0.6 
or above. Except for the third item, the reliability of every other items reach 0.6 or above. 
Therefore, the questionnaire has the qualified reliability test. 
 
Descriptive statistic analysis 

“A descriptive statistic (in the count noun sense) is a summary statistic that quantitatively 
describes or summarizes features of a collection of information” (Mann, 1995). 

I think Durex products have a good sales. 0.5030 0.5763 
7. What do you think of Durex's corporate 
attributes? — Durex products have a good 
user experience and quality reputation. 

0.5015 0.6189 

0.695 
Durex has a wide range of products that 
better satisfy the needs of consumers. 0.5046 0.6178 

Durex product development team has a group 
of talented employees. 0.4426 0.6539 

Durex's products in China have good quality. 0.4770 0.6334 

Table 25  Descriptive statistics 

 N Minimum Maximum Mean Std. 
Deviation Variance 

1.1 217 1 5 4.10 .763 .582 
1.2 217 1 5 4.00 .930 .866 

1.3 217 1 5 4.08 .902 .813 

1.4 217 1 5 3.99 .884 .782 
2.1 217 1 5 3.42 1.065 1.134 

2.2 217 1 5 3.13 1.124 1.264 

2.3 217 1 5 2.99 1.095 1.199 

2.4 217 1 5 3.16 1.173 1.377 

4.1 217 1 5 2.74 1.202 1.445 
4.2 217 1 5 2.38 1.197 1.432 
4.3 217 1 5 2.56 1.113 1.238 

5.1 217 1 5 3.94 .823 .677 

5.2 217 1 5 4.00 .920 .847 
5.3 217 2 5 3.98 .828 .685 

5.4 217 1 5 3.91 .921 .849 
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According to the analysis results of each small item in the first big item, the respondents 
think that Durex's Weibo is creative; for the analysis of whether or not they are willing to 
participate in the topic discussion of Durex Weibo, the participation response is a bit higher 
than neutral; for the question of whether there is any obstacle to the sharing of Durex's Weibo, 
the attitude of the respondent show that they still has some obstacles; whether Durex's Weibo 
is close to its own enterprise and product, the survey respondents' view is that Durex's Weibo 
is close to its own company and products; About Durex's corporate image, respondents agree 
at a certain extent that Durex is a company with strong capabilities, occupying most of 
China's market, have a good sales, and have a certain degree of contribution to society; 
Regarding Durex's corporate attributes, some of the respondents agree that Durex products 
have a good user experience and quality reputation; and Durex has a variety of products to 
better meet consumer demand; Durex product development team has a bunch of talented and 
excellent employees and Durex products in China have good quality. 
 
Student’s Test (T test) on mean independent sample 
 
Gender difference analysis 
 

Table 26 Gender difference analysis 

 
Male（N=101） Female（N=116） 

t p 
M SD M SD 

Mean 1 4.06 .628 4.03 .671 .302 .763 
Mean 2 3.25 .785 3.11 .955 1.229 .220 
Mean 4 2.57 .963 2.54 .982 .238 .812 
Mean 5 4.00 .636 3.92 .635 .976 .330 
Mean 6 4.06 .590 4.14 .605 -1.047 .296 
Mean 7 4.07 .580 4.08 .644 -.147 .884 

Note：*p<0.05,**p<0.01,***p<0.001. 
 
The mean 1 to the mean 7 represent the first big item to the 7th big item respectively. As it 
can be seen from Table 26, from mean 1 to the mean 7, there is no significant gender 
difference (p>0.05). That is, there is no gender difference in following items, whether or not 
Durex's Weibo is creative; whether or not to participate in the discussion of the topics on 
Durex Weibo; whether or not there is difficulty in forwarding Durex's Weibo; whether or not 

6.1 217 2 5 4.21 .812 .659 
6.2 217 2 5 3.81 .869 .756 
6.3 217 1 5 4.07 .920 .846 
6.4 217 1 5 4.31 .766 .587 
7.1 217 1 5 4.15 .809 .654 
7.2 217 1 5 4.03 .952 .907 
7.3 217 2 5 4.00 .811 .657 
7.4 217 1 5 4.14 .816 .666 
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Durex's weibo marketing is close to its own business and products; thoughts on the corporate 
image and corporate attributes of Durex. 
 
Age difference analysis 

 
The mean 1 to the mean 7 represent the first big item to the 7th big item respectively. As it 
can be seen from Table 27, from mean 1 to the mean 7, there is no significant age difference 
(p>0.05). 
 
Conclusion of Questionnaire on Consumer’s perception on Durex’s “event borrowing, 
internet based” marketing 
There are 101 male respondents and 116 female respondents on this survey. Ages are from 18 
to 41 years old or above. This questionnaire is designed in Liker Scale and author use the tool 
of Cronbach’s alpha to test its reliability. Item 3 is removed from the analysis due to its value 
did not reach 0.6. Descriptive statistic presents that respondents have positive attitude 
towards Durex’s way of marketing, its products quality and its company brand image. 
However, it also show that respondents still have difficulty in forwarding Durex weibo to 
their friends’s group or to other social media openly, which means, they can accept this type 
of marketing by themselves, but they are still having doubt of the extend of social acceptance 
towards this kind of topics. 
 

5. Discussion 

 
5.1 Consumers’ Perception on Durex's Social Marketing Methods and Content  

 
Consumers react differently to social media marketing methods and contents employed by an 
organization. Considering the viral marketing used by Durex in Weibo (microblogging) 
marketing, 159 individuals (74.65%) found its messages to be novel, bold, and creative, 48 
respondents (22.54%) did not feel anything about these messages, and only 6 participants 
(2.82%) felt that the words used by Durex were tackier. In viral marketing, commercial 

Table 27 Age difference analysis 

 
>= 3（N=91） < 3（N=126） 

t p 
M SD M SD 

Mean 1 4.01 .627 4.06 .668 -.555 .579 
Mean 2 3.24 .891 3.13 .874 .931 .353 
Mean 4 2.70 1.009 2.45 .933 1.896 .059 
Mean 5 3.92 .660 3.99 .617 -.783 .434 
Mean 6 4.10 .643 4.11 .567 -.076 .940 
Mean 7 4.13 .612 4.04 .616 .979 .329 
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entities focus on fostering the sale of a brand or product through the generation of messages 
that spread like a virus, or in simple terms, quickly. Social networking sites have emerged as 
the perfect platforms of posting such messages due to their speed and ease to share (Hutter et 
al., 2013). For this case, significant control of a company's marketing strategy lies squarely 
on the consumers since a firm risks the message being misinterpreted by the consumers. 
Social media is an essential tool that users can utilize to develop and exchange user-generated 
content (UGC). From a business perspective, networking sites act as an essential platform on 
which organizations can share, discuss, create, and modify the content, which is integral to 
the operational activities of a firm (Godey et al., 2016). For a company to achieve success in 
social media marketing, its messages need to be of high-quality and creative, if it is to go 
viral.  
 
Furthermore, Durex Weibo marketing employs topic marketing approach to attract the 
interest of the consumers. The findings of this study illustrate that 101 individuals (47.42%) 
believed that the topic marketing content of Durex combined content with hot events, 145 
people (68.08%) thought that the content was exciting and witty while 139 participants 
(65.26%) believed that the messages used seized the needs of human nature. Besides viral 
marketing, topic marketing has also evolved into a critical marketing tool used by 
organizations to influence the perception of the consumers (Balakrishnan, Dahnil, & Yi, 
2014). It involves generating creative messages that resonate with a particular event, which 
attracts the attention of the consumers and increases their curiosity about a specific brand. 
Just like viral marketing, the content generated in this marketing approach needs to be 
creative and of high-quality. 
 
When asked about the best marketing strategy that they prefer between topic marketing and 
viral marketing, 144 participants (67.61%) said they opted for topic marketing while 69 
individuals (32.39%) preferred viral marketing. In topic marketing, an organization generates 
bold and creative messages that resonate with a specific event and at the same time, displays 
the unique features of a product or service to the consumers. From an organizational 
perspective, most entities differ in their preference of topic and viral marketing. Most firms 
prefer topic marketing due to the enhanced control that they have over the marketing and 
advertisement of a particular product. This control is not present in viral marketing. A 
significant proportion of the control in this particular type of marketing lies with the 
consumers. As a result, a message that goes viral can culminate into the successful marketing 
process of a brand. Contrarily, messages that fail to go viral or are misinterpreted by the 
customers can harm the marketing activities of a firm, and in the end, weaken its brand name 
and equity. 
 
A great content marketing approach used by Durex, is its attempts to connect with romantic 
holidays in China. For instance, on May 20th, 2018, a special “I Love You Day” in China, 
Durex developed a series of marketing content that lasted for 13 hours in which the company 
showcased its appreciation for famous brands in China. For instance, to show its love for 
Volkswagen, the company developed the content "Think Small, Love Big." Also, in 2018, 
Durex showcased its appreciation for Apple's new product launch by creating an advertising 
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poster that read "Wait a minute, another one." Durex’s approach to link its content marketing 
to creative brands and special events in China has contributed to its immense success in 
China. From this study, 136 participants (63.85%) felt that the viral marketing content of 
Durex Weibo marketing was more fun, while 128 individuals (60.09%) believed it had 
excellent viewing visual effects, which attracted their attention. 102 participants (47.89%) felt 
that the content could be inspirational while 81 people (38.03%) were of the view that the 
content by Durex promoted the joy of life.   
 
Consumers can also be drawn to the features that are embedded in the social media marketing 
content of an organization. For instance, considering the plug-ins on Durex's official Weibo, 
118 participants felt that they were convenient for users to shop, 138 believed that they posed 
as an exciting game attraction, 119 respondents thought that they were suitable for users to 
share with friends, and 31 people felt that the plug-ins were not attractive.Additionally, this 
study focused on finding out whether the participants would read Durex Weibo content when 
they scanned Weibo. The results indicate that 40 participants (18.78%) would take the 
initiative and have a look, 165 people (77.46%) would take a random look, and only 8 
respondents (3.76%) would not look at the content.When asked whether they could see the 
published contents of Weibo on time, a majority of the participants, 138 individuals (64.79%) 
said they could see the content on time while 75 respondents (35.21%) believed they could 
not see the content on time. For organizations to attract the attention of the consumers and 
win their loyalty towards their brands, they need to embed high-quality features to their social 
media marketing content (Deghani & Tumer, 2015). Ideally, the elements should complement 
the needs of the consumers and ensure effective navigation through the material. Durex 
Weibo marketing incorporated a series of attractive and creative features that attracted not 
only the interest of the consumers but also ensured a timely and convenient navigation 
through its content.  

 
5.2 Effect of the Application of the Social Marketing Methods and Contents by Durex on 

the Consumers’ Purchase Behavior, Customer Brand Relationship, and Brand Equity  
 
Social marketing methods influence the purchasing behaviors of consumers. Through posting 
content on social media, an entity can communicate effectively with the consumers regarding 
the unique attributes of the products and services that it is offering. From this platform, the 
consumers can attain valuable insights into the nature of the commodities and services that a 
company is providing, which is vital in influencing their purchasing decisions (Lu, W. Chang, 
& H. Chang, 2014). Although condom advertising in China is banned, Durex utilizes the 
social media platform to create funny and creative messages that provide a hint to the unique 
qualities of the company's products. In the process, they attract consumers to their products 
and influence their perception and loyalty in the long run (Doh & Hwang, 2009). In this sense, 
enhanced creativity in developing social media marketing content is also an essential factor in 
influencing the purchasing decisions of the consumers. 
 
According to the findings of this study, 140 individuals (65.73%) were involved with the 
interaction of Durex Weibo marketing since they believed it was humorous, funny, and it 
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brought happiness. Additionally, 107 (50.23%) people felt that the content could grow 
knowledge, 76 (35.68%) believed that the marketing staff was polite, 64 participants (30.05%) 
interacted with the company’s content when bored, and 81 individuals (38.03%) felt that 
Durex Weibo marketing could assist the audience in solving problems. Consumers that are 
positively drawn to the marketing content of an organization have increased chances of 
purchasing the products and services produced by that organization (Karakaya & 
GanimBarnes, 2010). Purchase intention, to be precise, encompasses the customer's purpose 
and behavior towards a specific brand. It also embodies the willingness of the consumers to 
make promises of potential purchasing or future consumption. Different factors affect the 
purchasing behaviors of consumers. Examples include the consumer taste and preference for 
a specific brand and the nature of the advertisements posted by the organization (Godey et al., 
2016). The humor and creativity linked with Durex Weibo marketing draw consumers to their 
products, which influences their perception, purchasing decision, and loyalty towards the 
products of the company. 
 
Besides influencing their purchasing decisions, the creativity of Durex Weibo adverts also 
helps in developing an effective relationship between customers and the brand. Customer 
brand relationship refers to the level of connection that the consumers have towards a specific 
product or service offered by a particular organization. This study found out that a majority of 
the participants were willing to purchase new products posted on Weibo due to the creativity 
of Durex ads on this platform. In a way, it helps in the association of the consumers with the 
specific brand, which is also critical in influencing their purchasing decisions. Therefore, the 
unique design of the adverts influences the consumers’ choices by attracting to select the 
brand. The reason for this is that consumers are easily attracted to appealing adverts that 
influence their preferences(Nwankwo, Aboh, Obi, Agu, & Sydney-Agbor, 2013). Companies 
should strive to sway the preferences and attitudes of consumers in favor of their products 
and services.   
 
Although content marketing might not influence the purchasing decisions of the consumers at 
the moment, it has high chances of swaying their choices in the future. According to the 
findings of this study, only 7 participants (3.29%) showcased their willingness to purchase 
the new product posted on Durex Weibo. Additionally, 13 individuals (6.1%) recognized that 
there was a need, but they did not want to buy. In contrast a significant proportion of the 
participants, for this case, 111 participants (52.11%) believed that they did not need the 
products posted in Durex Weibo but would consider purchasing in the future. In this regard, 
entities need to consider content marketing as a long term strategy of influencing the 
purchasing decision of the consumersand determining the extent of the relationship that they 
have with a particular brand (Nikolova, 2012). In the short term, social media marketing 
concentrates on winning the perception and loyalty of the consumers, and strengthening their 
connection with a specific product, which will determine their buying decisions in future. 
 
The findings of this study also illustrate the perceptions of the consumers towards the 
products launched by Durex Weibo. When asked whether the products were reliable, 61 
individuals (28.64%) held the view that they were very reliable and that the platform acted as 
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the official microblog of the brand. 104 participants (48.83%) believed that the commodities 
were reliable and that the Weibo platform was trustworthy, 44 respondents (20.44%) felt that 
the products were just the same and that Weibo marketing had no impact, and 4 people 
(1.88%) said that the products were unreliable and that the microblogging ads  posted on 
Weibo platform were random. From these results, a significant proportion of the respondents 
considered the products launched on Durex Weibo to be reliable. Such a move was due to the 
enhanced brand equity for the advertised commodities. Ideally, brand equity offers value to 
the consumers through fostering their interpretation of the product, increasing their 
confidence in the purchasing decision, and maximizing the satisfaction they derive from the 
consumption of a specific product. For firms, brand equity bolsters their competitive 
advantage and strengthens brand loyalty.  
 
Besides effective product designs, enhanced emotional appeal of social media content, and 
brand culture influence, the creativity of advertisements is the primary trigger of consumer 
purchasing decisions. In this study, 119 individuals spent through Durex’s Weibo ads due to 
the official Weibo promotion while 109 participants were attracted to the advertising selling 
point. However, 133 people (62.44%), the highest among the respondents, were drawn to the 
creativity of the company in developing its Weibo ads. Through developing high quality and 
humorous messages, Durex has managed to influence the purchasing decisions of the 
consumers in China (Shahzad et al., 2019). In addition to strengthening the brand image and 
equity of Durex, the increased creativity of the firm’s Weibo marketing has granted it a 
competitive edge over potential rivals such as Okamoto and Jissbon.  
 

5.3 Impact of Microblogging/Weibo Interaction on Consumers’ Brand 

Attitude and Brand Engagement 

 
Microblogging/Weibo interaction has a significant influence on consumers’ brand attitude 
and brand engagement. Brand attitude, to be precise, refers to the opinions that consumers 
have regarding a particular product, which is determined through market research 
(Chitharanjan, 2016). Brand attitude highlights the thoughts and perceptions of consumers 
about a specific product or service. It concentrates on evaluating whether a product 
complements the needs of a consumer or the degree to which the customers need the product. 
Brand engagement, on the other hand, embodies the process of developing an emotional or 
rational connection between a consumer and a brand (Haida & Rahim, 2015). Through 
increased creativity in its Weibo ads, Durex has managed to foster the attitude of the 
consumers towards its products. For instance when asked whether the topic of Durex’s 
official Weibo promotion is creative, 67 individuals (30.88%) agreed while 112 participants 
(51.61%) agreed a little. Similarly, a significant proportion of the participants held the view 
that the promotional texts of Durex Weibo marketing turned them on. Such humorous and 
high-quality messages contribute to the formation of positive attitudes towards the products 
of Durex. 
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Different consumers have different attitudes towards products and services offered by a 
company (Du Plessiss, 2010). However, to foster their brand attitude, an entity needs to be 
creative in the manner in which it markets its brand. Besides increased creativity, 
organizations also need to offer products and services in a convenient and reliable way to the 
consumers. The participants in this study elicited mixed reactions when asked whether Durex 
Weibo event marketing is timely. In determining whether Weibo’s marketing topic combined 
quickly with the latest social hotspots, 101 individuals (46.54%) agreed a little, 47 accepted 
(21.66%), 58 were neutral (26.73%), 8 (3.69%) disagreed a little, and 3 (1.38%) disagreed. 
The average score of their response, for this particular inquiry, was 3.83. In exploring the 
relevance of Durex Weibo topic to social hotspot topics, 127 (58/53%) individuals agreed a 
little, 31 (14.29%)agreed wholeheartedly, 41 (18.89%) were neutral, 13 (5.99%) disagreed a 
little, while 5 (2.3%) disagreed entirely. These results reflect the attitude that the consumers 
have towards the marketing strategy and products of Durex Weibo. The concepts of enhanced 
innovation in its products and marketing initiatives have ensured that consumers develop a 
positive attitude towards the company's brands. 
 
Furthermore, microblogging interaction through likes, comments, and other UGC can 
enhance brand engagement. It provides a perfect platform for an organization to communicate 
with its consumers and build a productive relationship (Pradiptarini, 2011). In exploring the 
engagement of the consumers to Durex Webo’s brands, the participants were asked whether 
they were willing to take part in the discussion topics on Durex Weibo. According to the 
results, most individuals, 76 (35.02%) hinted that they were willing to browse, follow, 
forward, and comment on Durex’s official Weibo. 65 (29.95%) were neutral, 32 (14.75%) 
agreed a little, while 10 (4.61%) disagreed. The average score for the response to this inquiry 
was 3.42. Additionally, most participants felt that Durex official Weibo was very interactive 
with them. In a way, the company has improved the efficiency of its interactive features to 
ensure that consumers do not encounter any potentialdifficulties when engaging in the 
interaction process. Through effective communication and interaction with the consumers, 
the company succeeds in making sure that the customers identify positively as well as 
associate with the product (Shojaee & Azman, 2013). Brand engagement is also an essential 
construct in determining the purchasing behavior of the consumers. The more the consumers 
are engaged with a particular brand, the higher their chances of purchasing that brand. 
Companies create a team of talented employees that help to increase their brand engagement. 
For this case, social media experts, communication specialists, and public relations 
individuals come together and develop an efficient platform on which the consumers and the 
brand interact. 
 

6. Conclusion 

 
The study has established that marketing-communications and media business continue to 
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experience massive transformation since the 2000s. Rapid advancements in technology have 
seen many companies embrace the internet as their primary advertising medium in the 
modern era. Most commercial entities are using social networking sites as a vital tool of 
widening their market base and strengthening their brands. The advent of social media 
marketing marks a major paradigm shift in how organizations market their products and 
services. Through the launching of intensive online marketing campaigns, an entity can 
increase its market base, revenue potential, brand loyalty, and competitive advantage. With 
over 300 million users, the social media environment is the most active platform in the world. 
Commercial entities such as Durex are quick to exploit this opportunity to foster their market 
share and solidify their brand names. The fast growth of social environment in China is 
partially because of the fact that it is more difficult for government to control the contents 
published on social media than any other information channels. This reflects one essential 
aspect that Chinese market is quite unique. It is important to understand some other slight 
differences of the country’s consumers, content, and platforms (Chiu, IP&Silverman, 2012). 
 
As evidenced in this study, social media plays an important role in influencing the purchasing 
intention and brand equity of the consumers. For instance, Durex Weibo marketing affects the 
buying decisions of the consumers. Through the use of creative and humorous messages, the 
company develops an interactive online marketing campaign that attracts the attention of the 
consumers to the new products launched on this social media marketing platform. This form 
of marketing also bolsters the relationship that the consumers have with a specific brand. 
Companies that communicate effectively with its customers have increased chances of 
fostering the association of consumers with their brands. Besides influencing purchasing 
decisions, social media marketing also strengthens brand equity, which embodies the level of 
satisfaction and confidence that the customers derive from using specific products from 
selected companies. Durex Weibo marketing has allowed this organization to ensure 
customers develop a positive attitude towards its products as well as foster their engagement 
with new products launched on this platform. 
 
The continuous use of the topic marketing approach attracts the interest of the consumers. 
However, for a company to achieve success in social media marketing, it has to be ensured 
that the messages sent across through the adverts are creative and of high-quality. This will 
contribute to the widespread of the adverts, reaching out to numerous people to make the 
firm’s products viral. Separately, the generation of creative messages that are directly related 
to a particular event that is attended by numerous consumers will win their attention, increase 
their curiosity about a specific brand, and possibly, make them to change their perception 
about the goods or products. However, it is imperative that an organization generates bold 
and creative messages that are associated with a specific event as this helps the firm to 
display the unique features of a product or service to the attending consumers. In this case, it 
has been established that the great content marketing approach used by Durex seeks to 
associate with romantic holidays in China enhances the company’s influence on consumer 
choices, preferences, and perceptions on its goods or services. The online sites and social 
media platforms should be designed to allow easy use by visitors and facilitate convenience. 
Consequently, social media advertising helps consumers to obtain valuable insights regarding 
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the nature of the commodities and services that a company is offers. This is crucial in 
influencing the purchasing decisions of the clients. It is also important that the adverts are 
associated with the specific brand that company wants to market.  
 

7. Managerial Implications 

This research has provided the information by surveying more than 200 respondents and 
summarized their attitudes towards Durex marketing contents on official weibo. 
The findings show that people of age above 36 years old do not intend to spend that much 
time on weibo as the younger generation do. So if Durex would like to expand their market 
share by attracting more people of above 36 years old, marketers from Durex should develop 
another way of marketing as a compliment to the social media weibo marketing. And from 
the findings, we also learn that people of above 36 years old are not so much in favour of the 
topic marketing, they do not agree deeply that Durex topic marketing content is noval, bold 
or creative. Thus, marketers should adopt a more conservative way of doing marketing in 
favour of this age group. 
 
In terms of gender difference, men and women traditionally approach purchasing decisions 
very differently, however the findings from the statistics show that there is no distinguish 
gender difference on the opinions of Durex’s way of marketing and purchase intention. 
 
Regarding the way of successful marketing, contents are of essential importance, especially 
the marketing contents used are original, creative and witty. This attracts readers to stay on 
the page and wanted to read regularly. Languages used is suggested to be more implicit 
instead of talking it openly, this is to cater for the traditional Chinese culture, so consumers 
will not feel much offended. Secondly interaction with weibo fans from time to time is also 
another effect way to keep consumers’ attention. More followers involving in the interaction 
means contents published are successful.  
 
Frequency of updates is also suggested to bear in mind, which could refresh followers’ 
memory, keeping their loyalty to the brand. Consumers might not in need of this product right 
now, but if one day they need this, this product brand will automatically enter their mind and 
becomes as their first choice. 
 
When chasing the hot spot events, marketers should also be aware not to step into the 
minefield. Hotspots are divided into positive hotspots and negative hotspots, blindly going 
with hotspots will only bring negative effects to its brand image. So a selective and positive 
hotspot is recommended to use. 
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8. Limitations 

 
One limitation is that this research only uses one case Durex to study, cross-case study could 
cover more perspectives and can help to find out more difference between Durex and other 
same industry brands such as Okamoto and Jissbon, and thus understand more of the reasons 
why Durex succeed while other brands are far behind. 
 
Another limitation is that respondents’ background is supposed to be covered in more details, 
such as adding more personal information on their education background, location. These two 
aspects could possibly help readers to understand whether different educational background 
makes any difference in their answers, or if different cities they stay in also make another 
difference to answers. 
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Appendices 

Appendix A: Questionnaire 1 

Questionnaire about Durex Weibo Marketing Strategy 

Hello, 

This is an academic questionnaire, which does not involve any commercial interests. The 

purpose is to understand the relevant situation of Durex Weibo marketing strategy. Please fill 

out this questionnaire according to your actual experience. This questionnaire is purely for 

academic research. It is anonymous and the information is absolutely confidential. Please 

answer all questions, thank you for your active cooperation and participation! 
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1. Your gender? [Multiple choice questions] 

Option Subtotal Proportion 

A、Male 88 41.31% 

B、Female 125 58.69% 
Effective number of people who answered this 
question 213  

 
 
2.  How old are you?  [Multiple choice questions] 
 

Option Subtotal Proportion 

A 18—25years old 63 29.58% 

B 26—30years old 56 26.29% 

C 31—35years old 60 28.17% 

D 36—40years old 21 9.86% 

E 41years old or above 13 6.1% 

Effective number of people who answered this 
question 213  

 
 
3. What do you think of the viral marketing used by Durex in Weibo(microblogging)  
marketing?   [Multiple choice questions] 
 

Option Subtotal Proportion 

A、Novel, bold, creative 159 74.65% 

B、Generally do not feel anything 48 22.54% 

C、More tacky 6 2.82% 

Effective number of people who answered this 
question 213  
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4. What do you think of the topic marketing used by Durex in Weibo(microblogging) 
marketing?   [Multiple choice questions] 
 

Option Subtotal Proportion 

A、Novel, bold, creative 157 73.71% 

B、Generally do not feel anything 47 22.07% 

C、More tacky 9 4.23% 

Effective number of people who answered this 
question 213  

 
5.  What do you think of the topic marketing content of Durex Weibo Marketing that attracts 
you?    [More than one correct answer] 

Option Subtotal Proportion 

A、content combined with hot events 101 47.42% 

B、interesting, witty 145 68.08% 

C、seized the needs of human nature 139 65.26% 

D、you can get the message you need 67 31.46% 

E、content design 96 45.07% 

F、closely related to life 74 34.74% 
Effective number of people who answered this 
question 213  

 
6. What do you think of the viral marketing content of Durex Weibo marketing that attracts 
you? [More than one correct answer] 

Option Subtotal Proportion 

A、more fun 136 63.85% 

B、can learn common sense in life 97 45.54% 

C、can inspire 102 47.89% 

D、good viewing visual effects 128 60.09% 
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E、to promote the joy of life 81 38.03% 
Effective number of people who answered this 
question 213  

 
7. Which marketing do you prefer, viral marketing or topic marketing?   [Multiple choice 
questions] 

Option Subtotal Proportion 

A、topic marketing 144 67.61% 

B、Viral marketing 69 32.39% 
Effective number of people who answered this 
question 213  

 
 
8. What do you think of the plug-ins on Durex's official Weibo??    [More than one correct 
answer] 

Option Subtotal Proportion 

A、convenient for users to shop 118 55.4% 

B、interesting game attraction 138 64.79% 

C、it is convenient for users to share with friends 119 55.87% 

D、not much attraction 31 14.55% 
Effective number of people who answered this 
question 213  

 
 
9. Will you read Durex Weibo content when you scan Weibo?   [Multiple choice questions] 

Option Subtotal Proportion 

A、take the initiative to have a look 40 18.78% 

B、take a random look 165 77.46% 

C、don’t look at it 8 3.76% 

Effective number of people who answered this 
question 213  

 
 

56 
 



10. Can you see the published contents of Durex's official Weibo in time?    [Multiple 
choice questions] 

Option Subtotal Proportion 

A、I can 138 64.79% 

B、I can't 75 35.21% 
Effective number of people who answered this 
question 213  

 
 
11. What do you think of Durex Weibo contents published at every time period?   [More 
than one correct answer] 

Option Subtotal Proportion 

A、the information released is what I wanted to see at 
the time. 90 42.25% 

B、too little information but high quality 108 50.7% 
c、Weibo is very reasonable in content distribution at 
every time period. 123 57.75% 

d、Just so so 27 12.68% 
Effective number of people who answered this 
question 213  

 
 
12. Why are you involved in the interaction of Durex Weibo Marketing?   [More than one 
correct answer] 

Option Subtotal Proportion 

A. Humorous, fun, brings happiness 140 65.73% 

B. Can grow knowledge 107 50.23% 

C. Weibo marketing staff is polite to others 76 35.68% 

D. When bored 64 30.05% 
E、can participate in the production of Weibo 
content 66 30.99% 

F、can help the audience solve problems 81 38.03% 
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G、close to the audience 46 21.6% 

Effective number of people who answered this 
question 213  

 
 
13. Do you think the products launched by Durex Weibo are reliable?     [Multiple choice 
questions] 

 Subtotal Proportion 

Very reliable, is the official microblog of the brand 61 28.64% 

Reliable, Weibo platform is trustworthy 104 48.83% 

Just so so, nothing feels special 44 20.66% 

Unreliable, microblogging ads are random 4 1.88% 
Very unreliable, the recommended product quality 
is not good 0 0% 

Effective number of people who answered this 
question 213  

 
 
14. What is your willingness to purchase the new product posted on Durex Weibo?    
[Multiple choice questions] 

Option Subtotal Proportion 

No need, don't want to buy 7 3.29% 
Not needed at the moment, but will consider 
purchasing in the future 111 52.11% 

Just so so 23 10.8% 

There is a need, but don't want to buy 13 6.1% 

There is a need , want to buy 59 27.7% 
Effective number of people who answered this 
question 213  

 
 
15. If you are spending through Durex’s Weibo ads, what are the reasons??   [More than 
one correct answer] 

Option Subtotal Proportion 
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Official Weibo promotion 119 55.87% 

Advertising selling point 109 51.17% 

Advertising creativity 133 62.44% 

Product design 106 49.77% 

Weibo VIP forwarding recommendation 60 28.17% 

Brand culture influence 84 39.44% 

Emotional appeal consistent 59 27.7% 

Other 3 1.41% 

Effective number of people who answered this 
question 213  

 
 

Appendix B: Questionnaire 2 

Consumer’s perception on Durex’s “event borrowing, internet 

based” marketing---study on Durex’s weibo content 

Hello, 

This is an academic questionnaire, which does not involve any commercial interests. The 

purpose is to understand the relevant situation of Durex Weibo marketing strategy. Please fill 

out this questionnaire according to your actual experience. This questionnaire is purely for 

academic research. It is anonymous and the information is absolutely confidential. Please 

answer all questions, thank you for your active cooperation and participation! 

Your gender?  [Multiple choice questions] 

Option Subtotal Proportion 
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A、Male 101 46.54% 

B、Female 116 53.46% 
Effective number of people who answered this 
question 217  

 
 
How old are you?  [Multiple choice questions] 

Option Subtotal Proportion 

A 18—25 years old 60 27.65% 

B 26—30 years old 66 30.41% 

C 31—35 years old 48 22.12% 

D 36—40 years old 23 10.6% 

E 41 years old or above 20 9.22% 

Effective number of people who answered this 
question 217  

 
 
1. Do you think Durex's Weibo is creative?  [Matrix table questions]  
Average score of the matrix：4.04 

Options Disagree A little 
disagree Neutral A little agree Agree Average 

score 
I think the 

topic of 
Durex's 
official 
Weibo 

promotion is 
creative. 

1(0.46%) 5(2.3%) 32(14.75%) 112(51.61%) 67(30.88%) 4.1 

The 

promotional 

text of 

Durex’s 

official 

Weibo turns 

2(0.92%) 10(4.61%) 51(23.5%) 76(35.02%) 78(35.94%) 4 
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me on. 

I think 
Durex is 

very 
innovative 

in using 
other topics 
to do their 

own 
marketing. 

1(0.46%) 12(5.53%) 38(17.51%) 84(38.71%) 82(37.79%) 4.08 

Score the 
creative 
level of 
Durex’s 

event using 
marketing 
promotion. 

1(0.46%) 13(5.99%) 41(18.89%) 95(43.78%) 67(30.88%) 3.99 

Subtotal 5(0.58%) 40(4.61%) 162(18.66%) 367(42.28%) 294(33.87%) 4.04 

 
 
2. Would you be willing to participate in the discussion of the topics on Durex Weibo?  

[Matrix table questions] 
Average score of the matrix：3.18 

Options Disagree A little 
disagree Neutral A little 

agree Agree Averag
e score 

I am 
willing to 
browse, 
follow, 

forward or 
comment 

on Durex's 
official 
Weibo. 

10(4.61%) 32(14.75%) 65(29.95%) 76(35.02%) 34(15.67%
) 3.42 

I am 
willing to 
discuss a 
certain 
topic of 
Durex's 
official 
Weibo 

16(7.37%) 51(23.5%) 63(29.03%) 62(28.57%) 25(11.52%
) 3.13 
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marketing 
with my 
friends. 

I feel that 
Durex's 
official 

Weibo is 
very 

interactive 
with me. 

22(10.14%
) 46(21.2%) 81(37.33%) 49(22.58%) 19(8.76%) 2.99 

I have the 
willingnes

s to 
participate 

in the 
topic 

discussion 
published 
by Durex 
Weibo. 

23(10.6%) 40(18.43%) 58(26.73%) 71(32.72%) 25(11.52%
) 3.16 

Subtotal 71(8.18%) 169(19.47%) 267(30.76%) 258(29.72%
) 

103(11.87
%) 3.18 

 
3. Do you think Durex Weibo’s event marketing is timely?  [Matrix table questions] 
Average score of the matrix：3.43 

Options Disagree A little 
disagree Neutral A little agree Agree Averag

e score 
The 

Durex 
weibo 

marketin
g topic 
quickly 

combined 
the latest 

social 
hotspots 

3(1.38%) 8(3.69%) 58(26.73%) 101(46.54%
) 47(21.66%) 3.83 

From the 
Durex 
weibo 

topic, we 
can learn 
about the 

3(1.38%) 24(11.06%) 44(20.28%) 101(46.54%
) 45(20.74%) 3.74 
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latest 
social 

hotspots. 
Durex 
Weibo 
topic is 
not so 

related to 
the latest 

social 
hotspots 

28(12.9%
) 

103(47.47%
) 67(30.88%) 18(8.29%) 1(0.46%) 2.36 

Durex 
Weibo 
topic is 
highly 

relevant 
to social 
hot spot 
topics 

5(2.3%) 13(5.99%) 41(18.89%) 127(58.53%
) 31(14.29%) 3.76 

Subtotal 39(4.49%
) 

148(17.05%
) 

210(24.19%
) 

347(39.98%
) 

124(14.29%
) 3.43 

 
 
4. Do you think there is difficulty to forwarding Durex's Weibo?  [Matrix table questions] 
Average score of the matrix：2.56 

Options Disagree A little 
disagree Neutral A little 

agree Agree Averag
e score 

The content 
of Durex 
marketing 
promotion 

can be shared 
naturally 

with friends 
and family. 

37(17.05%) 63(29.03%) 55(25.35%) 44(20.28%) 18(8.29%
) 2.74 

I can discuss 
the content of 
Durex Weibo 
with others 

or the 
opposite sex 

under any 
circumstance

59(27.19%) 73(33.64%) 41(18.89%) 31(14.29%) 13(5.99%
) 2.38 
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s. 

I can 
forward, 

comment and 
share Durex's 

Weibo 
content 

without any 
burden. 

43(19.82%) 63(29.03%) 67(30.88%) 34(15.67%) 10(4.61%
) 2.56 

Subtotal 139(21.35
%) 

199(30.57
%) 

163(25.04
%) 

109(16.74
%) 41(6.3%) 2.56 

 
5. Do you think Durex's weibo marketing is close to its own business and products?  [Matrix 

table questions] 
Average score of the matrix：3.96 

Options Disagree A little 
disagree Neutral A little 

agree Agree Averag
e score 

Durex 
marketing 
content is 

closely 
related to the 
brand's own 
attributes. 

2(0.92%
) 9(4.15%) 41(18.89%) 113(52.07%

) 52(23.96%) 3.94 

The 
characteristic
s of Durex's 
event-using 

marketing are 
consistent 
with the 

characteristic
s of its own 
products. 

3(1.38%
) 

12(5.53%
) 38(17.51%) 94(43.32%) 70(32.26%) 4 

Durex's event 
marketing 
content is 
close to its 

product 
connotation. 

0(0%) 10(4.61%
) 46(21.2%) 99(45.62%) 62(28.57%) 3.98 

Durex 
marketing 

3(1.38%
) 

12(5.53%
) 48(22.12%) 92(42.4%) 62(28.57%) 3.91 
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topic is a 
good 

combination 
and 

application of 
its corporate 

culture 

Subtotal 8(0.92%
) 

43(4.95%
) 

173(19.93%
) 

398(45.85%
) 

246(28.34%
) 3.96 

 
 
6. What do you think of the corporate image of Durex? [Matrix table questions] 
Average score of the matrix：4.1 

Options Disagree A little 
disagree Neutral A little 

agree Agree Average 
score 

Durex is a 
company 

with strong 
capabilities 

0(0%) 6(2.76%) 35(16.13%) 83(38.25%) 93(42.86%) 4.21 

Durex has a 
certain sense 

of social 
responsibility 

and 
contribution 

0(0%) 13(5.99%) 67(30.88%) 85(39.17%) 52(23.96%) 3.81 

I think Durex 
is 

well-known 
and occupies 

most of 
China's 
market. 

2(0.92%) 11(5.07%) 39(17.97%) 82(37.79%) 83(38.25%) 4.07 

I think Durex 
products have 
a good sales. 

1(0.46%) 5(2.3%) 19(8.76%) 92(42.4%) 100(46.08%) 4.31 

Subtotal 3(0.35%) 35(4.03%) 160(18.43%) 342(39.4%) 328(37.79%) 4.1 

 
7. What do you think of Durex's corporate attributes?  [Matrix table questions] 
Average score of the matrix：4.08 

Options Disagree A little 
disagree Neutral A little agree Agree Averag

e score 
Durex 

products 1(0.46%) 8(3.69%) 27(12.44%) 103(47.47%
) 78(35.94%) 4.15 
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have a good 
user 

experience 
and quality 
reputation. 
Durex has a 
wide range 
of products 
that better 
satisfy the 
needs of 

consumers. 

3(1.38%) 14(6.45%
) 35(16.13%) 87(40.09%) 78(35.94%) 4.03 

Durex 
product 

development 
team has a 
group of 
talented 

employees 

0(0%) 9(4.15%) 44(20.28%) 102(47%) 62(28.57%) 4 

Durex's 
products in 
China have 

good 
quality. 

1(0.46%) 4(1.84%) 41(18.89%) 89(41.01%) 82(37.79%) 4.14 

Subtotal 5(0.58%) 35(4.03%
) 

147(16.94%
) 

381(43.89%
) 

300(34.56%
) 4.08 
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