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Ingredient Branding and Shanzhai Product

Shen Yu Wang Yu
( School of Economics Nanjing University Nanjing 210093  China)

Abstract  “Brand” is the guarantee of product quality. Why are customers willing to purchase a Shanzhai product which
has no brand? We argue that upstream manufacturers can brand intermediate good through ingredient branding strategy in
some circumstance which will help potential customers to assess the quality of Shanzhai product with such branding ingredi—
ent and provide opportunity of market entry for Shanzhai firms. The paper demonstrates above arguments and analyzes influ—
ence of ingredient branding strategy to each participants in the market by establishing a dynamic game.

Key words: Shanzhai; ingredient branding; intermediate goods; market entry



