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A Study of the Cultural Adaptation of Advertising Narratives by French Beauty Brands in
China: A Case Study of POLARE and CHA LING

Jiang Tianhao, Liu Xiaoxia®
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Abstract: When French beauty brands enter the Chinese market, their primary task is to translate their "French
narrative" into a Chinese story that Chinese consumers can understand and appreciate. The success or failure of this
process directly impacts the brand's communication effectiveness and market performance. To explore the key factors
involved, this paper examines two case studies: the first is POLARE, which has enjoyed a favourable reception in
the Chinese market in recent years; the second is CHA LING (CHA LING). The analysis reveals that successful
cultural translation (as seen with POLARE) involves more than merely incorporating a few Chinese symbols; rather,
it entails integrating the brand's core values into the authentic daily lives and emotional needs of contemporary
Chinese consumers, thereby achieving a form of "fusion innovation". Conversely, adaptations that have met with lower
acceptance among Chinese consumers (such as CHA LING) often remain confined to the superficial borrowing of
symbols, whilst the narrative contexts remain distant from consumers' real-life experiences, making it difficult to evoke
deep resonance. This study aims to provide concrete and actionable strategic insights for other international brands
seeking to localise their communications in China.
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