Hallmark's Asian Valentine
The tradition of card giving on Valentine's Day seemingly an American phenomenon is taking root in Asia, too. Yet, when Asian customers buy Valentine's Day cards, they often choose the original English versions even when they don't speak the language. 
Hallmark's greeting cards are known throughout the world. The Kansas city-based company has developed into a $3.5 billion corporation, from its beginnings in 1910 when Joyce C. Hall started producing cards from samples he stored under his bed. Now, over 90 years later, Hallmark has developed into a global company with expansion into Asia a major part of its strategy.　 

　In Asia alone, the Kansas city-based firm acquired a company in Japan in 1994 and founded creative organizations in Hong Kong and Singapore in 1998 and in Shanghai in 1999. Hallmark representatives like to point out that Asia has developed into an "area of emphasis." Hong Kong and Singapore are being turned from distribution centers into investment centers. 

　 In the United States alone, 67% of Valentine's Day activities consist of giving Valentine's Day cards as gifts to people. And in 2000, according to Hallmark, Americans spent more than $3.6 billion on Valentine's Day. But while the market in the United States is huge, the potential for Hallmark's 1,330 different Valentine's Day cards in Asia is even bigger.　 

  Based on the sales of Hallmark cards, it appears that the number of consumer romantics in China, Japan and Korea is rising. This is not surprising, given that Hallmark greeting cards have proven to be a great way to overcome some of the emotional restrictions that still reign in a number of Asian societies. 　 

Notes to the Text
 

1. The Kansas city-based company has developed into a $3.5 billion corporation, from             its beginnings in 1910 when Joyce C. Hall started producing cards from samples he stored under his bed.

The headquarter of the $3.5 billion corporation is now in Kansas City; however, the corporation can be traced back to 1910 when Joyce C Hall started producing cards from samples he stored under his bed.

2. The problem in Eastern societies is that cultural norms and romance often run into a dilemma: in Eastern societies, people are often facing a conflict between cultural norms and romance…

3. To assess just how emotional Japanese men can be in all walks of life, just recall the occasional news feature of a top Japanese or Korean CEO apologizing in tears for the weak performance or bankruptcy of his company in front of his nation's TV cameras.

It is not so difficult for us to understand how emotional Japanese men can be when we watch the men apologizing in tears on TV for their weak performance and bankruptcy of their companies.

4. Contrary to Hallmark's expectations, it turns out that Asian lovers prefer to give their sweeties English-language cards even when they speak little or no English.

It was beyond Hallmark's expectations that Asian lovers would like to buy cards with English words even though they speak little or no English.

5. Thus, their customers can achieve both a display of their hip cosmopolitan flair5, while also sending their sweetie that all-important message of love at the same time.

In this way, Hallmark's customers can send their important love messages to their sweeties, and on the other hand they can show how fashionable they are by following international trends.

