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The Intrinsic Contradiction of the Logic of Chinese People’s

Self-Action in the Process of Marketing Practice

——A case study of Chinese immigrant entrepreneurs

ZHANG Jin-yang

(Nanjing University, Nanjing 210046, China)

Abstract: The answer to whether the logic of Chinese people’s self-action can interpret their successful
marketing practice is negative. On the basis of the empiric data review, the paper analyzes the mar-
keting practice of Chinese people to illustrate the fragmentation of the logic of Chinese people’s self-
action in the process of marketing practice. Between the subjectivity and the institutional structure in
such social construction exists an intrinsic contradiction to be revised. A paradigm with situational
factors may find its way to explain generally the marketing practice of Chinese people.
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