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The Trouble for MNCs
Recently a China director of one of the world’s leading consulting firms 
commented in private that multinationals were not really doing as well 
as they should in China. Local firms were running well ahead of them in 
capturing market share in the country’s fast growing consumer market, 
and this state of affairs was likely to continue.  

Another – widely held – belief was expressed by a local business school 
professor, who said that the production of quality goods was proving 
a major challenge for local companies. These companies were, so he 
argued, systemically and culturally wired for producing volume at the 
lowest possible price, and this would be very difficult to change.

These two viewpoints might initially seem contradictory. If local firms 
are producing sub-standard quality goods, why are Chinese consumers 
buying them in preference to their better made, overseas counterparts? 
One answer could be that it is a result of fluctuating consumer markets; 
the greatest growth in the new Chinese consumer market lies in new 
entrants at the lowest level. For them, price is critical, the difference 
between buy and not buy. Products within their reach may not be high 
quality, but even a product that is doesn’t always work is better than 
no product at all. Meanwhile, MNCs offering higher quality, and higher 
priced goods, find that the number of people entering a consumer group 
with the spending power necessary to select premium products is for the 
first time, much smaller.

Furthermore, these new market entrants are also moving in from income 
levels where previously they would have favoured buying the cheaper 
goods made by local companies. For local companies this gives them 
an advantage in grabbing market share early as consumers rise up the 
income ladder. Their challenge is to keep them with better products 
that match those consumers more demanding requirements when their 
new disposable income levels increase. For global premium brands, the 
challenge is different. They will need to win them away from already 
existing brand relationships that they have with local companies. 

For MNCs with well-established branded products, there is also limited 
room for flexibility in adapting their products substantially to local 
tastes, as their brands are well-established globally with mighty global 
marketing machines with a consistent brand message. Local companies 
that are taking on the challenge of building brands for the first time can 
start with a clean sheet. The scenario will be troubling for international 
companies. If local companies do manage to change to more quality 
driven processes and business cultures, they will not only compete with 
the global brands at the bottom end of the consumer market. They will 
also gain advantages in competing for the middle sector.
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According to the company CFO, 
John Penver, the China market will 
account for 20% to 25% of its global 
business within five years. 

NEWS

news@sbr.net.cn

News in Brief
A summary of news for international businesses in greater Shanghai

Daily news updates
Stay in-the-know by visiting 
Shanghai Business Review's 
website, where the top news 
stories are updated daily, at: 
www.sbr.net.cn. Or alternatively, 
have the news delivered right 
to your inbox each Monday 
morning by subscribing to our 
Weekly Briefing at: www.sbr.
net.cn/subscribemainland.php

ENERGY & INDUSTRIALS
Active Power to cash in on 
power cuts
Active Power, a NASDAQ-listed 
backup power supplier, is eyeing the 
niche market in China - the 0.1% 
failure rate in China’s power supply 
reliability - and assumes its growth 
on the country’s increasing demand 
for a stable electricity supply. The 
power supplier recently launched its 
Beijing office providing uninterrupt-
ible power systems (UPS) to entities 
with mission-critical operations, 
including data centers, airlines, 
broadcasters, healthcare facilities, 
financial institutions and industry. 

FINANCIAL SERVICES
BNY Mellon’s China JV to 
double staff by 2011
BNY Mellon Western Fund Manage-
ment Co, a Chinese JV of the world’s 
largest custody bank, plans to nearly 
double staff by 2011 after receiving 
approval to start doing business in 
China, according to Bin Hu, Chief 
Executive Officer of the venture 
between BNY Mellon and Xi’an, 
China-based Western Securities Co. 
The venture is seeking a quota from 
regulators to invest in local-currency 
stocks after its US shareholder was 
awarded a license under China’s 
qualified foreign institutional investor 
(QFII) program.

Citic Bank to raise USD3.8bn
China Citic Bank Corp plans to 
raise up to Rmb26bn (USD3.8bn) 
in a rights offer to replenish capital, 
according to the company statement. 
The bank will offer up to 2.2 shares 
for every 10 held, for as many as 
8.59bn shares in Shanghai and Hong 

Kong, the bank said in a filing to the 
Shanghai Stock Exchange.

MBS China Centre relocated
Manchester Business School’s China 
Centre has now relocated to the 
Shanghai Centre. An official grand 
opening ceremony was held last 
month by Gavin Anderson, director of 
the British Council East China. The 
new office has over 300 m2 and is 
divided into training room and office 
area to provide MBS students & 
alumni a nice and spacious meeting 
place. The China Centre now has 
more than 120 Global MBA students 
with three cohorts and is expected to 
grow into one of the major important 
MBS overseas centres.

ABC IPO officially the 
world’s biggest
Agricultural Bank of China officially 
completed the world’s largest IPO 
by fully exercising its over-allotment 
quota, bringing the total amount 
raised by the bank to about 
USD22.1bn.

Sandvik’s fast-track expansion
Swedish cutting-tools and machinery maker 
Sandvik aims to grow in China at a rate twice 
the industry average for its mining and construc-
tion division, according to Antonin Beurrier, in 
charge of Sandvik Mining and Construction for 
East Asia, who visited Shanghai on the occasion 
of the inauguration of a new R&D centre in 
China. The firm, which has a major plant in Jiad-
ing District, makes products ranging from drill 
rigs to crushers and loaders.

BASF to build plant in Huizhou 
Germany’s BASF will build a new dispersions plant in Huizhou, Guang-
dong Province to meet growing demand from South China, according 
to the chemicals group. With an annual capacity of 100,000 tons, the 
new plant will produce carboxylated styrol butadiene dispersions for 
the paper industry and acrylic dispersions for industries like coatings 
and construction.
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Marketing Director of Sodexo Greater China
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will expand by double digits in the 
coming years, according to Albert 
Ng, Ernst & Young’s China chair-
man and its managing partner in the 
mainland, Hong Kong, Macau and 
Taiwan. “We have seen over 20% 
yoy growth in our revenue in the H1 
this year,” said the company official. 
However the company expects to 
see the global revenue remain flat 
in fiscal year 2010 and increase in 
that of 2011, according to James 
Turley, chairman and CEO of Ernst 
& Young, who visited Shanghai. 

Rules aim at foreign 
investment firms
China’s Supreme People’s Court 
issued a set of regulations providing 
a detailed ruling for cases involving 
foreign investment companies re-
garding share transfer, anonymous 
investment and other procedures. 
The regulations mainly focus on 
conflicts involving foreign limited 
liability companies, including the ef-
fectiveness and legal consequences 
of equity transfer contracts without 
administrative approval, according 
to a statement on the website of the 
Supreme People’s Court. The new 
rules also specify various conditions 
for anonymous investment, and 
consider contracts invalid only when 
investors allegedly violate laws and 
regulations or intend to escape legal 
responsibilities.

US firms mixed on biz 
environment
The continued rapid growth of 
China’s economy has encouraged 
many American companies to ex-
pand their operations in the country. 
However, some work in areas such 
as wider market access, improved 
IPR protection and greater transpar-

ICBC Credit Suisse raises 
USD2b for China bond fund
ICBC Credit Suisse Asset Man-
agement Co raised RMB14bn 
(USD2.1bn) and will set up China’s 
largest bond fund. The ICBC Credit 
Suisse Double Profit Bond Fund, 
run by the asset management 
arm of Industrial & Commercial 
Bank of China, will buy domestic 
government debt, corporate bonds, 
short-term bills and yuan-denomi-
nated convertible notes, according 
to an undisclosed source. Credit 
Suisse Group AG owns 25% of 
ICBC Credit Suisse, which man-
aged nearly RMB90bn (USD13.5bn) 
as of 31 December, according to the 
company data. The fund is yet to be 
formally disclosed in China. 

McDonald’s yuan bond to 
finance expansion 
Standard Chartered Bank launched 
the first multinational yuan bond in 
Hong Kong for McDonald’s Corp, 
while Hang Seng Bank became the 
first lender to allow corporate clients 
to pay salaries in yuan through it. 
McDonald’s Corp, through Stan-
dard Chartered Bank (Hong Kong), 
became the first multinational cor-
poration to issue a yuan bond, with 
a Rmb200m (HKD228.86m), three-
year note at a 3% interest rate. The 
offer, sold only to institutional clients 
including fund companies and 
private banks, was sold out within 
hours and was oversubscribed. 
McDonald’s wants to expand its 
franchises on the mainland and 
double its China network to more 
than 2,000 outlets by 2013.

Optimism over rise in China 
revenue
Ernst & Young is “optimistic” and 
expects that its revenue in China 

AUD credit cards by BoC 
available 
The Bank of China has launched 
an Australian dollar credit card in 
Shanghai as it taps into the growing 
number of tourists and students 
visiting to Australia. So far, the for-
eign exchange lender has launched 
credit cards denominated in US 
dollars, Hong Kong dollars, euros 
and the pounds to ride on increas-
ing outbound consumption.

Beijing looks to broaden 
renminbi use
The People’s Bank of China 
launched a pilot project to allow 
foreign central banks and overseas 
lenders substantially increased 
investment in its domestic interbank 
bond market, in a move aimed at 
encouraging the internationalisation 
of the Chinese currency. Foreign 
central banks, lenders in Hong 
Kong and Macao that already 
conduct renminbi clearing and 
overseas banks involved in renminbi 
cross-border trade settlement will 
be allowed to participate in the 
Rmb19,5bn (USD2,87bn) interbank 
bond market.

China’s FDI up nearly 30% 
in July
The amount of foreign direct invest-
ment (FDI) China received in July 
rose by 29.2% yoy to USD6.924bn, 
said Yao Jian, spokesman of the 
Ministry of Commerce (MOC). 

The figure brought the country’s 
FDI inflow to USD58.35bn in the 
first seven months of the year, an 
increase of 20.65% from a year 
earlier.

China-related M&As 
rebound
Most China-related M&A deals have 
rebounded strongly in the H1 and 
set the scene for robust activities 
for the remainder of 2010 and into 
2011, accounting firm Pricewater-
houseCoopers (PwC) reported. 
Chinese outbound M&As in H1 have 
reached record levels, whereas do-
mestic and in-bound M&As volumes 
increased by 26% to 1,884 in the 
H1, compared to a three-year low in 
the H1 of 2009.

Cross-border trade rich in 
yuan
More than Rmb26.6bn (USD3.9bn) 
of yuan settlement has been made 
in Shanghai via the cross-border 
trade yuan settlement trial, accord-
ing to the vice mayor of Shanghai, 
Tu Guangshao. Shanghai was 
among the first batch of five cities 
in July 2009 to run the trial aiming 
to make the local currency go 
global. In June China expanded the 
settlement to 20 provinces and mu-
nicipalities from Shanghai and four 
cities from Guangdong Province. 
The new list includes Beijing and Ji-
angsu, Zhejiang, Fujian, Shandong 
and Sichuan provinces. 

NEWS

48%
Drop in sales of new homes 
in Shanghai in the first seven 

months of this year, compared 
with the same period last year. 

Source: Shanghai Statistics 
Bureau.

UBS to set up an M&A 
team in China 
UBS AG will establish a mergers 
and acquisitions (M&A) team in 
China after the nation’s share of 
global transactions more than 
doubled in the past three years, 
according to Bloomberg. China 
accounted for 7.9% of the global 
value of deals so far this year, up 
from 3% in 2007, according to 
data compiled by Bloomberg. M&A 
deals involving Chinese compa-
nies amounted to USD155bn last 
year, up from USD63bn in 2005, 
Bloomberg data show.

52%
Increase in Shanghai International 

Port Group’s profits in H1 2010.
Source: Shanghai International 

Port Group.
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report on sustainable development 
- the 2009 L’Oreal China Sustain-
ability Report, which delivers a full 
picture of L’Oreal’s sustainable 
achievements and commitments 

made in 2009. By 2015, L’Oreal 
China intends to reach its goal 
of reducing total greenhouse gas 
emissions, the water consumption 
and waste by 50%. The French 

ency, is needed before the country 
grows into a more attractive invest-
ment destination, according to David 
Basmajian, director of communica-
tions & publications from AmCham 
Shanghai. A survey released in 
April by AmCham Shanghai said the 
business environment in China has 
either improved or stayed the same 
over the past six months.

Yuan-ringgit trading 
initiated
China began trading in the yuan 
against the Malaysian ringgit, mark-
ing another step to internationalise 
its currency. The introduction of 
a sixth currency to trade against 
the yuan comes after the People’s 
Bank of China announced it would 
open the yuan bond market to funds 
accumulated overseas through trade 
settlement or central bank swaps. 

Citigroup eyes A-share 
business
Citigroup Inc is seeking a license for 
yuan-backed A-share investment 
banking business, and the bank 
has no plan to list in Shanghai, its 
regional head announced. Stephen 
Bird, chief executive officer for Citi 
Asia Pacific, added that the A-share 
business license is a strategic goal, 
and the bank is cautious as it seeks 
a JV partner for business. Citigroup 
looks to develop its operations in 
China, one of its priority markets. 
The bank has just opened its 29th 
consumer banking outlet in Shang-
hai and it also plans ten further 
outlets.

TPG yuan fund to tap boom
US private investment giant TPG 
Capital Inc was teaming up with the 
Shanghai municipal government 

to raise Rmb5bn (USD735m) for 
its first yuan-denominated private 
equity fund. The fund, named TPG 
China Partners, will invest in China’s 
medium and large companies that 
are engaged in consumer, retail, 
finance and health care as well 
as other modern services indus-
tries, according to the company’s 
announcement. TPG, which will 
open an office in Pudong, will start 
to raise funds in the next several 
months.

China puts rural credit 
cooperatives on sale
The China Banking Regulatory 
Commission (CBRC) said it hoped 
domestic banks and private and 
foreign investors take over the 
country’s most problematic rural 
credit cooperatives. Domestic banks 
can buy up to 100% of a coopera-
tive, but foreign investors or private 
firms are restricted to 20%, in line 
with limits on their stakes in Chinese 
banks, according to a guideline 
published on the CBRC’s website 
(wwww.cbrc.gov.cn). China had 
2,023 rural credit cooperatives by 
the end of June, with total outstand-
ing loans of Rmb5.5tr (USD0.8tr), or 
12.2% of the national total.

Citigroup plans to triple 
staff
Citigroup Inc plans to almost triple 
its work force in China by hiring up 
to 7,500 people in the next three 
years, according to Stephen Bird, 
its co-chief executive officer for the 
region. The hiring plans will support 
Citigroup’s efforts to expand in the 
region and compete with HSBC 
Holdings Plc and Standard Char-
tered Plc. Citigroup also planned 
to open two branches a month on 
average in China for the foresee-
able future, the maximum allowed 
by regulators, said Bird.

HEALTHCARE & 
PHARMACEUTICALS
L’Oreal releases 
sustainability report
The L’Oreal Group, the largest 
cosmetics corporation in the world, 
has issued its first country-specific 

NEWS

9.11 million 
sq.m

Sales of new homes in Shanghai 
in the first seven months of 2010.

Source: Shanghai Statistics 
Bureau.

P&G unveils new Beijing innovation centre
Procter & Gamble plans to invest at least USD1bn in China in the next 
five years, the company announced at the inauguration of a USD70m-
worth P&G Innovation Centre in Beijing. It is P&G’s sixth research 
facility worldwide and is expected to be one of its few innovation 
centres which support its global business. The centre, which special-
ises in product development and innovation in fields of fabric care, 
beauty and hairdressing, oral care, female care, baby care and snacks, 
is relocated this year to the suburban Shunyi District from Tsinghua 
Science Park. 



Advertorial, Information provided by ParkwayHealth Medical Centers.

By: Dr. Yong Lee, Family Physician at ParkwayHealth

It’s Time to Get Your
Annual Flu Shot!

According to the US CDC, the annual flu shot can reduce the chances of getting the flu by 70%-90%. This ultimately results in 
a reduction of personal as well as contact illness and workplace & school absenteeism. The single best way to prevent against 
the seasonal flu is to get the annual flu shot.

Dr. Yong Lee, US Board-Certified family practitioner at ParkwayHealth answers your frequently asked questions: 

Q: Who Should Be Vaccinated?

A: In general, anyone who would like to reduce the chance of 
catching flu is suitable to have the flu shot.  The vaccine is 
recommended to everyone over 6 months of age who do not have 
contra-indications such as egg allergy or previous serious reactions 
to the flu shot. 

However, it is highly recommended for children between 6-23 
months of age; people over 50 years old; and those with chronic 
diseases like asthma and other lung diseases, diabetes, immune 
compromised state and heart problems to take their annual flu shot. 

For children less than 9 years of age, two shots will be needed the 
first season they get the vaccine.

Q: Should I get a flu shot every year?

A: Yes. The flu virus is constantly changing, so the composition of 
the annual flu shot is changed every year to match the circulating 
virus. 

Therefore, you should get a flu shot annually during the fall period, 
ideally before the end of October. 

This year, the vaccine will contain protection against the H1N1 virus 
along with other seasonal viruses. 

Q: What will be the side effect of flu shot? 

A: Few people may have mild problems such as sore arm, fever etc. 
after the shot, but serious problems from inactivated flu vaccine are 
very rare. The viruses inside have been killed, so you will not get 
influenza from the vaccine. 

In some cases, people who get flu vaccine may still get the flu, but 
they will usually get a milder case than those who did not get the shot.

Q: What kind of flu shot is available at ParkwayHealth?

A: Vaccines provided in our program are Novartis and meet the 
World Health Organization specifications. They are imported and of 
the highest quality purchased with your safety as our first concern. 

NEWS

company also inaugurated the 
L’Oreal Research and Innovation 
Centre in Pudong. 

INTERNATIONAL TRADE
Switzerland, China to start 
FTA talks
China and Switzerland agreed to 
start free trade agreement (FTA) 
talks, as the two states celebrate 
the 60th anniversary of their first 
diplomatic ties. Chinese President 
Hu Jintao and his Swiss counterpart, 

Doris Leuthard, witnessed the sign-
ing of the MoU on finishing the FTA 
feasibility study initiated in 2009. 
The two states will begin FTA talks 
as soon as possible, according to 
the Chinese Ministry of Commerce 
statement.

Foreign companies ‘losing 
out’ in China
Foreign companies are losing 
market share in China across a 
broad range of industries because 
of discriminatory treatment by the 
government and regulators, accord-
ing to the European Chamber of 
Commerce in China. In its annual 
position paper, the organisation 
aired a host of complaints from its 
member companies and explicitly 
accused Beijing of violating its World 
Trade Organisation commitments 
through its heavy-handed certifica-
tion requirements. China uses 
business licensing to restrict foreign 
access to some sectors and applies 

8.69%
Increase in China’s gold output 

in H1 2010, which rose to 159.24 
tonnes from a year ago.

Source: Ministry of Industry and 
Information Technology.

Boehringer Ingelheim launches new R&D centre
Boehringer Ingelheim has launched its EUR10m (USD12.7m) R&D 
facility in Shanghai. The Centre of Competence – a part of the German 
drug maker’s EUR100m (USD126.5m) expansion plan in China – will 
specialise in optimising active pharmaceutical ingredients and chemi-
cal intermediates procured in China. The company aims to double its 
production facilities in the country and to increase its number of staff to 
7,000 from 2,000 in the next five or six years.
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“vague and unprecedentedly broad 
definitions of public security and 
critical infrastructure” in its certifica-
tion of a wide range of products, the 
EU chamber said. 

LOGISTICS & 
TRANSPORT 
Tibetan Airlines to fly with 
Airbus
Tibetan Airlines signed a commit-
ment with Airbus to acquire three 
A319 aircraft. The Lhasa-based 
airline, which in March obtained 
the approval of the Civil Aviation 
Administration of China to begin 
operations, plans to expand its fleet 
size to 20 aircraft within five years. 
The carrier plans to operate the 
A319s both on routes within the 
region and to major destinations 

across China.

Toll Group acquisition 
Toll Group completed the acquisition 
of its Chinese JV ST-Anda to launch 
its own brand in the Chinese market, 
the company said. The Australia-
based logistics service provider 
acquired a 49% stake in ST-Anda 
to increase its ownership in the com-
pany to 100%, without revealing the 
investment’s financial details. Since 
1996 Toll has operated in China 
through ST-Anda.

MANUFACTURING & 
AUTOMOTIVE
Green vehicle tie-up
Jianghuai Automobile Co said it 
would team up with United States 
start-up Hybrid Kinetic Motors 
Corp to jointly invest Rmb30bn 
(USD4.4bn) for developing eco-
friendly new-energy vehicles and 
related accessories in China. JAC 
and HKMC signed a framework 
agreement to form a 50-50 JV with 
an initial investment of no less than 
Rmb2bn, according to the Chinese 
car maker. The production base 
is expected to be set up in Hefei, 

capital of Anhui Province.

VW to expand portfolio of 
imports
German automaker Volkswagen 
Group will expand its import portfolio 
to meet the increasingly diverse 
demands of Chinese consumers, 
according to Hu Bo, marketing direc-
tor at Volkswagen Group China. The 
company delivered twice as many 
imported vehicles in China in the H1 
of 2010 as in the same period last 
year, according to the company’s 
data.

BMW recalls GT 5
BMW China Automotive Trading 
Ltd will recall 5,308 imported BMW 
5 series GT cars because of a 
defective fuel tank, which could stall 
the engine without warning, said the 
General Administration of Quality 
Supervision, Inspection and Quaran-
tine in a statement on its website.

Geely drops plan of UK cab 
firm buy
Hong Kong-listed Geely Automobile 
of China decided not to proceed with 
the proposed subscription for 20m 
new ordinary shares of the iconic 
UK cab firm Manganese Bronze 
Holdings (MBH), the company said. 
In a statement filed to the Hong 
Kong stock exchange, the carmaker 
said the BoD had made the decision 
in reference to the notification from 
MBH inviting to the subscription. 
Geely’s stake in MBH remains at 
19.97%. 

Subsidy for 61 greener cars
About 61 automobile models from 
13 car makers got the green light 
for a national subsidy for their fuel 
efficiency, according to Ministry of 
Industry and Information Tech-
nology. It’s the second batch of 
energy-saving vehicles to enjoy 
financial aid. Vehicles, which have 
an engine capacity of 1.6L or less, 
will be entitled to a Rmb3,000 

NEWS

38.8% 
Jump in Shanghai’s exports, 

which rose to USD16.9bn in July, 
a record for a single month.
Source: Shanghai Bureau of 

Statistics

Acxiom inks database marketing deal
US-based Acxiom Corporation has signed a strategic cooperation 
agreement with China’s primary direct mail service provider, China 
Post Group to jointly expand China’s direct mail business by leveraging 
database marketing services. The strategic cooperation is based on 
creating precise and efficient database direct mail services, thus help-
ing China Post to optimise their information with the data management 
technology of Acxiom, said John Adams, Acxiom Global COO and 
executive vice president.
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(USD441) subsidy per car as they 
can save fuel consumption by 20%. 
Cars including five models from 
Shanghai GM and the new Ford 
Fiesta found their place on the list.

Toyota plans new R&D centre
Toyota will build its first wholly owned 
R&D centre to bolster vehicle quality 
in China, said Masahiro Kata, presi-
dent of Toyota’s China operation. 
The centre is awaiting approval from 
the Chinese government and will be 
located on the outskirts of Shanghai.

Volvo gets a parking place in 
Shanghai
Zhejiang Geely Holding Group Co 
Ltd has got the necessary approval 
to set up a production facility in 
Shanghai for Volvo cars, sources 
familiar with the matter confirmed 
without disclosing further details, 
as the decision awaits Geely’s 
formal announcement. The plant 
will produce Volvo C30 and V70 
models in 2012. The company will 
also locate Volvo’s China HQ, R&D 
centre as well sales and sourcing 
centre in Jiading. Work on the facili-
ties is expected to begin in the Q1 of 
2011. Jiading has already provided a 
16,000sq.m workshop to Volvo for its 
temporary R&D centre. 

Boeing to piece together 
composite factory
Boeing plans to double the size of 
its composite material production 
factory in Tianjin by early next year 
as demand grows and the global 

Bosch expands
Bosch has signed a contract with the Changsha city government 
to extend its land plot for its fifth manufacturing and R&D facility 
expansion in China. Covering a land area of 30,000sq.m, the design 
plan includes a new production facility, office-laboratory building and 
auxiliary building. The project’s total investment reaches Rmb240m 
(USD35.3m) and construction is expected to be finished by mid-2012. 
Once complete, the Bosch Changsha plant will be able to double its 
production capacity.

22%
Rise in Shanghai’s imports, which 

rose to USD15.5bn in July.
Source: Shanghai Bureau of 

Statistics
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aviation market recovers, said David Wang, 
president of Boeing China. The factory, known 
as Boeing Tianjin Composites Co Ltd, now 
produces 4,000 parts per month. It provides 
composite secondary structures and interior 
parts for the B737, B747, B767, B777 and the 
B787 Dreamliner aircraft. Boeing also plans to 
double the number of employees at the factory 
in the next three to four years.

Panasonic to lift China plasma plant 
capacity

Japan’s Panasonic Corp will expand the capac-
ity of its plasma display panel plant in China by 

nearly five times by March 2013 in a bid to meet 
strong demand in the country, according to the 
Yomiuri Shimbun. Panasonic will achieve a 42-
inch panel production capacity of over 120,000 
units a month, up from 25,000 units now, at its 
Shanghai plant.

GM’s New Sail to set sail in Shanghai
General Motors expects to sell its Chevrolet 
New Sail electric vehicles in 2013, adding to its 
green car portfolio as it aims to slash fuel con-
sumption by 15% over the next five years. The 
eco-friendly model will debut at the auto show 
in Shanghai next year before mass produc-
tion. Chevrolet Volt, GM’s first electric car with 
extended range capability, will go on sale at the 
end of next year following its official debut in the 
United States this year. Two Volt models will be 
brought to the World Expo site to serve VIPs.

Infiniti eyes aggressive expansion 
blueprint
Infiniti, the luxury car brand owned by Nissan 
Motor Co Ltd, is considering an ambitious 
expansion to make Infiniti a tier-one luxury car 
maker in China, according to Andy Palmer, 

Rmb2.25tr
Surge in China’s e-commerce 

volume in H1, which rose by 60% 
in H1 2010.

Source: China e-Business 
Research Centre

Bombardier considers a factory in Zhuhai 
Plane and train maker Bombardier Inc 
said it is considering an automated people 
mover (APM) assembly factory in Zhuhai, 
Guangdong province, which would be the 
company’s first APM facility outside of North 
America. Bombardier is currently involved 
in the bidding process for the USD940m-
worth first stage of the Macao Light Rapid 
Transit project, which would make use of 
the new APM facility. The company would 
start work on the plant after it wins the 
contract, according to the president of 
Bombardier China, Zhang Jianwei.
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Jaguar invests in service
Premier luxury car producer Jag-
uar said its investment in customer 
services in China will triple this 
year comparing with 2009. Its 
expansion plan includes establish-
ment of a training centre in Beijing 
and Guangzhou by the end of 
next year to improve employees’ 
sales, service and technical skills. 
A parts distribution centre will also 
be opened in southern China next 
year, the company said without 
giving further details. 
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senior vice-president of Nissan. 
Infiniti expects to double its sales 
to more than 10,000 cars this year, 
making China the brand’s second 
biggest market. According to Allen 
Lu, managing director of Infiniti’s 
newly established business unit in 
China, the company eyes significant 
expansion of its dealership network 
to a total of 100 locations within the 
next three years.

S-Class paves the way
Mercedes-Benz (China) Ltd pre-
sented strong performance results 
on the occasion of an exhibition 
held at the China Academy of Fine 
Art (CAFA) in Beijing, organised to 
illustrate heritage and leadership 
of its flagship S-Class series as the 
German producer will be celebrating 
the 60th anniversary of the S-Class 
and the 125th anniversary of the 
invention of automobiles next year.

MEDIA, ENTERTAINMENT 
& ADVERTISING
News Corp sells stakes to 
CMC
Rupert Murdoch’s News Corp said 
that it will sell control of its three 
Chinese TV channels and a movie li-
brary to a private equity fund backed 
by Shanghai Media Group (SMG), 
China’s No 2 media company. 
Under the deal, China Media Capital 

(CMC) will acquire controlling stakes 
in News Corp’s Xing Kong, Xing 
Kong International and Channel [V] 
Chinese Mainland channels, along 
with its Fortune Star Chinese movie 
library, which has a total of 757 
Chinese-language titles, News Corp 
said in a statement.

Technicolor venture 
Technicolor, the France-based pro-
vider of production, postproduction, 
and distribution services to content 
creators, network service providers 
and broadcasters, aims to penetrate 
into the Chinese film production 
market through providing services 
for big titles and a newly established 
JV, according to the company state-
ment. Technicolor has established 
a JV with the Shanghai Film Group 
to provide digitized post production 
services and technical support for 
film and advertising firms. Recently 
it has provided special effects for 
“Aftershock,” the movie now screen-
ing in China, directed by Feng 
Xiaogang.

Tudou.com gains USD50m 
investment
Chinese video website Tudou.
com has announced that it has 
completed its fifth round of financing 
and gained new investments of 
USD50m, including USD35m from 
Singapore-based Temasek Hold-
ings. Wang Wei, founder and CEO 

of Tudou.com, said the financed 
capital would be mainly used for the 
development and updating of mobile 
terminals and the full exploration of 
wireless business in China. It will ex-
pand into “the full-media business” 
and further improve the experience 
of users.

New WoW expansion to be 
launched in China
U.S.-based Blizzard Entertainment 
and NetEase.com, the licensed 
operator for Blizzard’s massively 
multiplayer online role-playing game 
World of Warcraft on the Chinese 
mainland, have jointly announced 
that the new WoW expansion, Wrath 
of the Lich King, will be formally 
launched on the Chinese mainland 
on 31 August, 2010.

PROPERTY & 
CONSTRUCTION
Morgan Stanley raises 
property in China portfolio
Morgan Stanley is adding to the 
weighting of property stocks in its 
China model portfolio, saying that 
a further volume recovery in the 
nation’s housing market is “immi-
nent”. The brokerage added a 2% 
point weighting in China Overseas 
Land to its China model portfolio 
and increased its position in China 
Resources Land Ltd, according to a 

report by analysts led by Jerry Lou.

Regus opens 12th centre 
in HK
The Regus Group, a global provider 
of innovative workspace solutions, 
opened its 12th business centre 
in Hong Kong to meet the rising 
demand for office space resulting 
from vibrant corporate expansion. 
The new unit is located in the central 
business district of Hong Kong in the 
prestigious Entertainment Build-
ing. According to the real estate 
services firm Jones Lang LaSalle 
(JLL) Grade-A office space in Hong 
Kong is scarce and so it expects 
office rentals to go up by at least 
20-25% in 2010. Regus facilities 
spread across a global footprint of 
1,100 locations in 500 cities and 85 
countries.

Aetos, Yida team up for real 
estate JV
Aetos Capital, the US investment 
management firm, is investing 
USD50m in a JV with Yida Group 
to develop a residential project 

2nd
China’s USD1.33tr GDP in Q2 
surpassed Japan’s USD1.29tr.

Source: People’s Daily.
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in Dalian, Liaoning province, 
according to sources. The deal 
comes shortly after a JV set up by 
US private equity firm Blackstone 
Group and Hong Kong property 
developer Great Eagle to develop 
luxury apartments and a hotel in 
the city.

RETAIL & FMCG
Nike seeks further 
expansion in China
More than a decade after entering 
China, Nike has promoted China 
as its biggest market outside of 
the United States and is seeking 
to bring its products to lower-tier 
cities throughout the country, said 
Charlie Denson, Nike brand man-
ager. Currently China represents 
7-9% of the Nike’s overall market 
share.

China, No. 1 destination for 
Italian goods
China has superseded Japan 
becoming the number one 
import country for Made-in-Italy 
products, according to Adolfo 
Urso, Italian Junior Economic 
Development Minister. Urso said 
that in the first six months of this 
year exports of Italian products to 
China rose by 23% while exports 
to Japan rose by just 2%, ANSA 

news agency reported. Italian pro-
cessing machines sales benefited 
most from the rise.

Pioneer eyes LCD TV market
Japan’s Pioneer Corp plans to 
expand its presence in China by 
tapping into the country’s energy-
efficient television business. The 
maker of car-navigation systems 
and audio equipment has signed 
an exclusive distribution deal with 
Suning Appliance Co to launch 
its LCD and LED TVs in China 
for the first time, according to the 
company. Following the deal, cus-
tomers can buy Pioneer TVs in 
300 Suning outlets in more than 
50 cities, including Shanghai, 
Beijing and Guangzhou. 

Pringles on the list of 
substandard imported food
General Administration of Quality 
Supervision, Inspection and Quar-
antine of the People’s Republic 
of China (AQSIQ) released a list 
of substandard imported food 
and cosmetics from March this 
year. 86 batches of foreign food 
and cosmetics were blocked 
outside China, including nearly 
39kg of Pringles potato chips 
from the United States, three 
kinds of formula milk powder from 
French company Nutribio, Kashi 

Kobo jackfruit chips imported 
from Vietnam and Heinz salad 
sauce imported from the United 
Kingdom. Officials at the AQSIQ 
stressed that all these foreign 
foods and cosmetics on the 
“blacklist” have been returned, 
destroyed or converted for other 
uses and did not enter the domes-
tic market.

Carrefour sues Chinese 
supermarket chain
French supermarket giant Carre-
four SA has filed a lawsuit against 

Anhui Jiale Supermarket Chain Co 
Ltd and its subsidiaries in Fuyang, 
Anhui province, after conducting 
market research and a location 
assessment. The Paris-based re-
tailer claims the local supermarket 
chain had violated the rule of fair 
competition and infringed upon the 
Carrefour trademark by illegal use 
of the logo “Jialefu” - the Chinese 
for “Carrefour” - in their company 
name and business activities. Car-
refour requested the court to order 
Jiale Company to change its logo 
and pay Rmb6m (USD882,164) 
compensation.

Ikea plans to expand
Home furnishing giant Ikea, which 
is speeding up its expansion in 
China, plans to open four new 
stores across the country over the 
next two years. The Swedish com-
pany will open its second store in 
Shanghai next year and welcome 
customers to stores in Tianjin, 
Wuxi, and its second store 

Bureau Veritas to de-construct Expo pavilions
After successfully contributing to the construction of 11 pavilions at 
the Shanghai World Expo, Bureau Veritas, the global leader in QHSE 
Assessment Services, will be providing deconstruction management 
services to dismantle and remove pavilions in a safe and timely man-
ner. This is one of many recent projects awarded to the organisation 
in China. Others have included work for Danone, Mane, Legrand, 
Scheider-Electric, Rolls-Royce and Sogo. 

49%
Surge in the value of the auto 

industry’s gross output in China 
as it rose yoy to USD308bn in H2.
Source: Ministry of Industry and 
Information Technology (MIIT)
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in Beijing in 2012, according to 
Gillian Drakeford, Ikea China’s retail 
president. In the coming fiscal year, 
Ikea will continue to attach great 
importance to providing new and 
more affordable products to Chinese 
consumers, said Drakeford.

Longchamp makes big China 
strides
French handbag maker Longchamp 
Co Ltd expects China to be among 
the top five global markets by 2013 
overtaking South Korea and Japan 
as the top market in Asia, accord-
ing to its CEO, Jean Cassegrain. 
Longchamp currently has 14 stores 
in China and the company intends 
to grow it to around 40 by 2015. At 
present less than 10% of its products 
are made in China.

1,000 stores for Denizen
Denizen, a new denim brand 
launched by Levi Strauss & Co and 
targeting fast growing markets such 

as China and India, aims to open up 
to 1,000 stores in China by 2015, 
with estimated annual sales revenue 
of Rmb5bn (USD733m). The brand 
targets young customers aged 
between 18 and 29, selling more 
affordable denim products com-
pared with the company’s main line 
Levi’s. It plans to open 20 stores in 
Shanghai and nearby Zhejiang and 
Jiangsu provinces this year. More 
stores will be opened in north China 
next year.

TECHNOLOGY & 
TELECOMMUNICATIONS
Eaton upbeat
Eaton Corp, a diversified power 
management company and a global 
technology leader is confident of 
achieving its goal of racking up 
USD1bn sales in China by the end 
of the year, according to Alexander 
Cutler, chief executive officer of 
Eaton. The company intends to con-
tinue its business expansion through 
both organic growth and acquisitions 
that will focus on business opportu-
nities in hydraulic, aerospace and 
electronics sectors, as well as the 
auto components. 

Sequans opens office in 
Shanghai
Sequans, a France-based 4G 
chipmaker, said it established the 

local presence to better serve its 
Chinese customers and to more 
readily respond to the company’s 
rapidly growing business demands 
in China. The company is providing 
WiMAX and LTE chips for several 
projects in China, including WiMAX 
projects with Huawei and LTE 
projects with China Mobile to whom 
Sequans provided LTE chips and 
USB dongles for China Mobile’s 
recent launch of the world’s first 
TD-LTE demonstration network in 
Shanghai for the World Expo.

CH2M Hill to cash on 
industrialisation
US engineering solutions provider 
CH2M Hill said it plans to capitalise 
on China’s massive industrialisa-
tion and urbanisation, which it 
anticipates will create a market of 
USD200bn to build new facilities, 
industrial parks and cities in the 
next 20 years. CH2M Hill, which 
took part in the London Olympics 
preparations and Panama Canal 
expansion programme, said it will 
seek opportunities in both first-tier 
cities and inland areas. It is planning 
to partner with local universities and 
governmental entities in west China 
to build a platform to help global 
technologies and investment there.

GM and SAIC tie up for new 
fuel tech
General Motors Co and SAIC Mo-

tor Corp Ltd announced the joint 
development of new technologies 
to raise fuel efficiency with a family 
of new small-displacement gasoline 
engines and an advanced transmis-
sion pushing their partnership into 
power train development, which is 
another key step in providing propul-
sion solutions to build vehicles. 
The engine and the transmission 
are estimated to slash gasoline 
consumption by 20% and reduce 
CO2 emissions by 20%, compared 
with current engines and automatic 
transmissions in China.

NSN to deploy IMS platform
Nokia Siemens Networks (NSN), the 
international telecommunications 
hardware, software, and services 
company, has announced that it will 
deploy an IP Multimedia Subsystem 
core platform for China Mobile to 
offer IMS-based multimedia ap-
plication services to the enterprise 
customers of this Chinese telecom 
operator. The IMS platform, which 
meets the 3rd Generation Partner-
ship Project standard, will enable 
China Mobile to quickly launch 
services that are independent of 
access infrastructure, devices and 
network.

Shanghai to launch OTC 
market at Z-Park
The China Securities Regulatory 
Commission has given the green 

41.17%
The jump in total income for the 
1,947 companies listed on the 

Chinese mainland in H1.
Source: Shanghai Securities 

Network.
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light for Shanghai to establish 
the mainland’s second over-the-
counter market, creating a new 
equity trading platform for unlisted 
start-up firms. The market would be 
launched at the Zhangjiang Hi-Tech 
Park in Pudong with 36 start-up 
companies lining up to be traded, 
according to the director-general of 
Shanghai’s financial services office, 
Fang Xinghai. 

Shanghai releases three 
year cloud computing plan
In the next three years, Shanghai 
will strive to make itself an Asia-
Pacific Cloud Computing Centre 
and will cultivate ten cloud comput-
ing enterprises with annual incomes 
of more than RMB100m, according 
to the “2010-2012 Shanghai Plan 
for Promoting the Cloud Computing 
Industry” officially released by the 
Shanghai municipal government. 
Also, the Shanghai Cloud Comput-
ing Industry Base was officially 
launched in the Shanghai Shibei 

High-Tech Park.

Microsoft eyes Bing 
opportunities
Microsoft said Google’s exit from 
the mainland has provided a good 
opportunity for the company to 
expand its Bing search engine 
in China. The company has just 
launched its AdCenter advertising 
platform in China, an effort to grab 
some of the market share left by 
Google. According to Anderson Liu, 
general manager of MSN China, 
Microsoft’s domestic JV, many Chi-
nese companies’ online advertising 
had been disrupted since Google 
relocated its service to Hong Kong 
in March. Figures from Analysys 
International showed that Google’s 
market share in terms of revenue 
in China dropped to 24% in the Q2, 
from 31% in the Q1. Liu said that 
the launch of AdCenter in China 
will not impact its partnership with 
Baidu.  

Sage’s ERP plans
Sage, the world’s No. 3 enterprise software vendor, aims to penetrate 
the Chinese ERP (enterprise resource planning) market, according to 
the US-based firm. Sage, which provides software for SMEs, expects 
to add more than 100 mid-market customers from the existing 1,500 
installed base in China in the new fiscal year starting in October, 
according to Patrick Cai, Sage China’s chief executive. In 2010, 
China’s ERP market revenue is expected to reach more than Rmb5bn 
(USD738m), according to research firm International Data Corp.

‘Going global’ is no longer the exclusive do-
main of MNCs. SMEs are now ready to con-
sider outsourcing their manufacturing busi-
ness, and specialised outsourcing SMEs 
have been popping up everywhere in China. 
But doing business in China today means go-
ing beyond simply exporting and outsourcing; 
investing in China and reaching the powerful 
Chinese consumers is an alluring next step. 
As one of the top economies of the world, 
SMEs will look to China’s potential as a big 
spender. 

As more and more Western SMEs hope to 
set foot on Chinese soil and to take full ad-
vantage of this potential, they will be forced 
to learn quickly. Operating in a more familiar 
environment is vastly different from working 
in China, and companies will have to explore 
cultural differences and new concepts in their 
adopted business environment. The simplest 
detail can become a deal maker or breaker 
in this new culture, even for companies with 
confidence in their products’ and services’ 
appeal. 

In addition, newcomers will need something 
more than knowledge of their new environ-
ment. They will also require a detailed and 
clearly defined understanding of their motiva-
tion as they hone a China focus.

A lot of pitfalls can be avoided if SMEs make  
preparations to refine that focus before they 
stumble over the Chinese boarder. First of all, 
the SME has to make a needs analysis, ex-
amining the company’s motivation for enter-
ing China. Second, the company will need to 
conduct market research to discover whether 
or not there is a genuine interest in their prod-
uct or service, however popular these were 
in their home market. Third, the SME must 
know what its strategy will be, and what goals 
that strategy will aim to fulfil. Fourth and last, 
the company must plan the execution of their 
strategy and business plan, and to ensure 
their success, they should court suitable 
business partners who are able to provide the 
necessary support.

When an SME has not made these prepara-
tions, it is not ready to come to China. If their 

plans are not in place, the Promised Land can 
become a hazardous place full of corporate 
traps and they should reconsider their China 
adventure.  

Caroline Asselbergs 
Marketing & Business Devel-
opment Manager 
ICSME Shanghai

ICSME specializes in consulting & 
outsourced services for SMEs and offers 
professional support to facilitate operational 
support in the market entry phase and 
further expansion in China.
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ShanghaiBeat
Shanghai is back in the fast lane after a long summer, making the most of the Expo’s final months 
with events and celebrations in the pavilions and across the city.

 T h e  u p s c a l e 
steakhouse JW’s Grill 
and JW’s Lounge 
are both located on 
the 40th f loor of  
the JW Marriott 
Hotel Shanghai at 
Tomorrow Square 
and complete with 
breathtaking views 
of  the city. The two 
venues are now ready 
to re-launch as one 
as new talents arrive 
and unveil a series of  exciting offerings. Visitors can sample a 
range of  fresh foods and drinks, including the award-winning new 
bartender Leo Li’s generous “Absolut JW” cocktail mix, Executive 
Sous Chef  Oliver Weber’s daily express business lunch set and 
small bites for the evening. The hotel hosted a launch dinner on 12 
August.

n	On 13 August, the Consul General Of Ecuador in Shanghai, 
Jorge Hidalgo hosted the “The Policy Of Good Living” and “Invest 
In Ecuador” conferences at the Hotel Intercontinental Puxi. The 
conferences focussed on key industries and future opportunities, and 
stressed Ecuador’s commitment to sustainable development. Their 
commitment to socially responsible business was also highlighted 
by the previous day’s event, the “Initiative Yasuni-ITT” conference. 
Ecuador’s Yasuni National Park lies over oil fields, and Ecuador 
is working to raise the funds necessary to match at least 50 per 
cent of  their potential value to avoid environmentally catastrophic 
development. The National Heritage Coordinating Minister, Ms. 
Maria Fernanda Espinosa, used her expertise to explain Ecuador’s 
plans. Germany has already pledged EUR50m annually over 13 
years.

n	On 17 August General Manager Hunter Jin hosted a celebration 
for the 7th Anniversary of the Holiday Inn Shanghai in the hotel’s 
Continental Ballroom. The General Manager welcomed guests with 
an extravagant meal featuring an international array of  cuisine and 

wine. Entertainment included a show with music and dance. During 
the performances, General Manager Jin found the time to mingle 
and to welcome attendees individually. The evening ended with the 
chance to sample a selection of  specially prepared mooncakes as 
the hotel looked ahead to the coming Mid-Autumn Festival, and 
the hotel’s future. 

 On 28 August at CEIBS Shanghai Petrochemical Auditorium 
on their Pudong campus, CEIBS hosted their 2nd Annual China 
Innovation and Entrepreneurship Forum. The event included talks 
and discussions featuring a number of  high profile executives and 
academics. The speakers and participants examined the potential 
for future innovation and entrepreneurship in China’s businesses. 
The investigation was set in the context of  the current global 
and China-specific 
economic situations; 
par t ic ipants  were 
e n c o u r a g e d  t o 
consider post-crisis 
trends such as the 
various possibilities 
for a v-shaped or 
w-shaped recovery, 
the results of  the 
g o v e r n m e n t ’ s 
stimulus package, 
and the future for 
China’s key industries.

n	On 3 September the Colombia Pavilion hosted the “Cali and 
Valle del Cauca: Regional Investment Opportunities” presentation, 
which was given by the Major of Cali and the President of the 
Chamber of Commerce of Cali. The presentation examined more 
than 21 investment projects in infrastructure, urban development, 
public transportation and logistic hubs, with an investment of  more 
than USD800m. On 11 September, Governor of Cundinamarca 
Mr. Andrés Gonzales and the Colombian Ambassador on Special 
Mission at Expo Shanghai Gustavo Gaviria Angel welcomed 
guests to the Colombia Pavilion once more for the “Bogota and 
Cundinamarca: Investment and Development Perspectives” 
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presentation, given by the Governor of Cundinamarca Province. 
The Governor drew attention to this region’s investment projects 
in infrastructure, the mining industry and urban transportation, 
including the nearby regional train and the Bogota integrated public 
transportation system. The event was rounded off  with a cocktail 
party hosted in the pavilion’s exclusive VIP area. The entertainment 
was provided by the Mandarina China Band, who played live music 
for the guests to enjoy.

 On 7 September, BritCham 
celebrated the best of  British at 
The British Business Awards 
2010. The third annual awards 
ceremony was held at Pudong’s 
Shangri -La in par tnership 
with the Expo UK Pavilion, 
a perfect precursor to the UK 
National Day on 8 September. 
The ceremony was attended by 
His Royal Highness, The Prince 
Andrew, Duke of York, Special 
Representative for International 
Trade and Investment, as part 

of  his official visit to the Expo. Eight winners were selected from 
39 finalists. They demonstrated the UK’s ongoing commitment to 
Sino-British trade and investment relations. Winners included Sun 
Alliance Insurance (Financial & Professional Services Award), 
Arup (Sustainability Award) and SAIC Motor Corporation Ltd. 
(Shanghai Expo 2010 Chinese Investor of  the Year Award).

n	The European Union Chamber of  Commerce (EUCCC) 
held a seminar on Understanding Trade and State Secrets, on 
10 September at Sofitel Hyland Hotel. Although the Chinese 
government has been stepping up to fight corruption and the 
State-Owned Assets Supervision and Administration Commission 
(SASAC) revised the ‘PRC Law on Protection of  State Secrets’ 
governing the protection of  State Secrets, foreign companies still face 
some grey areas of  Trade and State Secrets when they do business 
in China. Alan Wang, Partner of  Freshfields Bruckhaus Deringer 
LLP gave a brief  introduction to commercial and state secrets in 
China. Kenneth Jarrett, Vice Chairman for Greater China of  APCO 
Worldwide, who was also the former Consul General of  the United 
Stated in Shanghai, explained the changes to China’s state secrecy 
system. Both of  them also gave some valuable advice on handling 
practices in grey areas..  
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ROM 1 JULY 2010, NEW TAx  
laws have booted the service 
outsourcing industry into play. 
Now, offshore service outsourcing 

business in 21 Chinese cities is exempted from 
operating tax. The new policy will run until 31 
December 2013, and covers firms specialising 
in information technology outsourcing 
(ITO), business process outsourcing (BPO) 
and knowledge process outsourcing (KPO).

Released by the Ministry of  Finance 
(MOF), the State Administration of  Taxation 
(SAT) and the Ministry of  Commerce 
(MOFCOM), the Chinese government’s 
latest move on the tax policy is part of  a 
government effort to bolster the industry and 
boost its expansion. Its aim of  ending India’s 
dominance in the outsourcing industry could 
not be clearer.

When most industries went through a 
tough time during the financial crisis, China’s 
outsourcing industry went into overdrive. 
According to the MOFCOM, 60,247 service 
outsourcing contracts were signed in 2009, a 
year-on-year increase of  a whopping 142.6 
per cent. The total contract value reached 
USD20bn, an increase of  185.6 per cent, and 
the contract value from offshore outsourcing 
reached USD14.8bn, an increase of  153.9 
per cent.

“Overseas clients come to China looking 
for outsourcing services, because it is one 
of  the strongest sectors, even during the 
financial crisis time,” said Sophie Wang, Vice 
Chairman and Secretary General of  CEIBS 
Outsourcing Service Alumni Associates, who 
is also the Director of  Outsourcing Service 
in Accenture China.

According to Wang, the United States still 
has the biggest share of  outsourcing services 
in the global market. Japan is number one 
in Asia. Although China remains relatively 

small, it has the biggest growth potential 
in the future. For those multinational 
outsourcing providers wishing to get into the 
act, it will be essential they come early if  they 
want to get market share.

“China’s outsourcing market has been 
growing steadily, even during 2009. The 
sector of  financial services has also been 
growing, as Chinese banks had big demand 

last year. More foreign banks are also coming 
back to the market for services this year,” said 
John Peng, Executive Vice President, from 
iSoftstone Information Technology (Group) 
Co., Ltd.

It is not just the wholly foreign owned 
enterprises that are active in the market this 
year; domestic outsourcing players are also 
growing up fast. “The outsourcing market 
in China is really taking off  this year. All 
major domestic outsourcers are rapidly 
increasing their headcounts. BPO is certainly 
one of  the fastest growing segments in the 
industry. BPO is a fairly new concept in 
cities like Chengdu, where it has a history 

of  about 2 to 3 years, but it is also where we 
see the most potential,” said Victor Jansson, 
Deputy General Manager of  Chengdu Tianfu 
Software Park Co., Ltd.

“Although ITO still maintains major 
business, BPO shows strong growth potential. 
BPO started with low-end services, such 
as data entry, data processing and call 
centres. Now, we see more high-end services 
which require more training and industry 
background. Outsourcing companies are 
reacting to this trend, as high-end services 
have great potential to grow,” said Peng.

According to A.T. Kearney’s report on top 
outsourcing destinations, China is one of  
the most attractive destinations for offshore 
outsourcing (second only to India) in terms 
of  A.T. Kearney’s scorecard that weighs 
financial attractiveness, people and skills 
availability and business environment.

“After more organised and liberalising 
efforts made by the Chinese government, 
outsourcing services have been growing 
fast in China. Multinationals used to set up 
centralised businesses in first-tier cities. But 
in recent years, second-tier cities have also 
become popular, such as xi’an, Chengdu, 
Chongqing, Wuhan, Hangzhou, Wuxi and 
Suzhou,” said Tian Bing Zhang, VP and 
partner of  A.T. Kearney in the Greater China 
region. 

Promising, But Not Easy
While the speed of  growth in China’s 

outsourcing industry is due in part to growth 
in other business sectors driving demand it 
is also due to the increase in the services the 
sector delivers. Even so, the sector still has a 
long way to go.

“The Chinese market has big potential; 
but it’s still immature,” says Wang. “The 
outsourcing industry started in China due 

Outsourcing is In
With a growing domestic market and strong support from the government, China is aiming to 
become a global hub for outsourcing business.

By Sophie Chen

When most 
industries went 
through a tough 
time during the 
financial crisis, 

China’s outsourcing 
industry went into 

overdrive
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to low cost, which is of  more concern to 
small and mid-sized enterprises, but it does 
not apply so much to the multinationals. 
Currently, most multinational providers 
are still educating the market and doing 
the investment.” Zvi Shalgo, CEO of  PTL 
Group - provider of  outsourced management 
in China - agrees. “The product outsourcing 
market is already mature in China, but service 
outsourcing still stays at a lower-standard and 
lower-availability level.” 

Two key issues, however, are putting 
constraints on the growth of  the Chinese 
outsourcing industry. Language is one. 
Compared with India, which has a much 
higher level of  English language, China has 
to tackle the fact that multinational clients 
will want better communication and English-
language service delivery.  “Language 
is one of  the key issues that constrain 
the development of  China’s outsourcing 
industry,” says Zhang. “ITO doesn’t require 
high-standard language skills, but BPO 
does,” Wang agrees. “Many multinationals 

come to China hoping to work with local 
providers who will be more familiar with the 
local market. However, issues like language 
skills and IP security become concerns when 

they look for outsourcing services in China, 
especially in the BPO sector. In additon, 
many domestic providers have not grown 
strong enough to provide quality services.”

The other constraint is quality. According 
to a survey conducted by CFO Innovation for 
KPMG China, KPMG Pulse Survey: Shared 

Services and Outsourcing in China, which 
covered 280 senior company executives 
across Asia, the majority (51 per cent) say 
the outsourcing service provider was chosen 
because of  its low labour costs, with 47 per 
cent saying it is because the provider has 
world-class skills and expertise. China still 
has a cost advantage for the time being, but its 
labour costs are increasing. For the country to 
remain competitive it needs vendors offering 
high quality services as well as favourable 
prices.

“Outsourcing provides quality professional 
services to add value to process,” says Shalgo. 
“It has more flexibility and sharpens the focus 
of  the company. However, service quality 
is still a key issue in China.” According to 
Zhang, from A.T. Kearney, buyers usually 
can evaluate service quality through several 
indicators, such as vendors’ previous work, 
the company size, how they establish their 
presence in China and project managers’ 
skills.

“You evaluate an outsourcing provider 

Outsourcing 
provides quality 

professional 
services to add 

value to process
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through their previous cases, different 
engagement, references, etc.” says Peng, from 
iSoftstone. “Quality of  services is a matter 
of  experience. Outsourcing companies need 
consistent practice to become more mature 
and sophisticated. Quality is also a matter 
of  management. The outsourcing industry 
in India is more sophisticated and in many 
ways more advanced.”

Another problem is that many local 
outsourcing providers only think about short-
term value, which doesn’t help to build their 
reputations. “For outsourcing companies, 
maintaining their reputations is essential, 
says Shalgo. “Quality of  services is assured 
by companies’ reputations.” “Building your 
reputation in professional services is about 
having the right attitude blended together 
with the required professional skills and 
knowledge. Without this, you would not 
be able to render value to your clients.” 
says Lee Thun, Executive Director from 
Cynosure (Shanghai) Co., Ltd, partners 
of  the Sovereign Group. “For outsourcing 
companies to survive, differentiate and grow, 
they need to invest in developing their team, 
be very attentive to the differing needs of  
various clients, and strive to provide high-
quality services.”

China’s Ascendancy?
China has overtaken India as the destination 

of  choice for outsourcing and shared services, 
according to the KPMG survey.  Although 
labour cost is rising, China has a much 
larger labour pool, in terms of  quality and 
size, making it more competitive than other 
Asian outsourcing destinations. “Compared 
to countries like India or Philippines, China 
has a greater amount of  talent graduating 
from universities every year,” says Wang. 
“Although it takes time for them to know the 
market and develop high-standard skills, it’s 
still a big and sustainable talent pool. Plus, the 
Chinese government has provided training 
subsidies for them.” 

The numbers are impressive. In the first half  
of  this year, about 272,000 people have come 
into the workforce of  the service outsourcing 
industry. It now totals 1.81 million people in 
all, including 1.35 million college graduates, 
which accounts for 74.1 per cent, and 0.73 
million trained workers, which take up 40.4 
per cent, according to the MOFCOM.

Peng also points out that the biggest 
advantage of  the countries like Philippines 
and Malaysia is the English language, but 
their fundamental problem is scale. They 

don’t have the scale to serve larger players. 
Poor technologies are another limitation. 
This is why the main types of  business 
outsourcing services provided there are call 
centres and voice services.

The government has also been speeding 
up the development of  infrastructure in 
first-tier and second-tier cities, including 
transport, construction, facilities, etc. “Apart 
from low living costs in second-tier cities, 
the governments there have been making 
efforts to promote business opportunities by 
improving constructions and infrastructure, 
which could develop healthy immigration 
too,” says Shalgo.

Government Support
“The government is playing an important 

role in supporting the industry through 
different means including tax breaks, refund 
of  personal income tax, rent subsidies and 
training subsidies,” says Jansson. “But also 
large investments in infrastructure are being 
made by local governments, such as software 
parks, network and transportation to and 
from the office facilities. Second-tier cities are 
currently the most aggressive in promoting 
the industry and attracting investment.” 

Of  course, the biggest attraction for 
multinational outsourcing providers is still 
the fast-growing domestic market. “From 
a long-term perspective, the fast-growing 
domestic market is still the biggest attraction 
for multinationals due to the amount of  

potential customers, including both domestic 
and multinational clients,” says Zhang. 
“Many multinational outsourcing companies 
come to China to better serve their clients, 
who have transferred their business to China, 
but it takes time for them to gain domestic 
market share, as Chinese companies are still 
not quite used to professional outsourcing 
services.” 

Patience is a Virtue
By the end of  June 2010, there were 10,498 

outsourcing enterprises in China, including 
1,548 new ones that have been set up in the 
first half  of  2010. The service outsourcing 
contracts signed reached USD6.76bn in the 
first six months, up 105.8 per cent, including 
USD4.97bn contract value of  offshore 
outsourcing, according to the MOFCOM. 
The outsourcing industry in China is very 
promising, but its full potential will only be 
realised when the domestic market comes of  
age. “Most domestic companies are not yet 
mature enough to engage such professional 
services or they simply don’t find the right 
partner,” says Jansson. “But outsourcing is 
already a common practice for the top players 
in China including Haier and Huawei.” 

But it will take time. “You have to be 
patient with the market and have a strong 
commitment, says Wang. “Those who 
succeed in this business are those who can 
let customers see the best execution, help 
customers find out their greatest potential and 
add value to their processes.”   
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“The Chinese market has big potential; but it’s still immature.” Sophie Wang, vice chair-
man and secretary general of CEIBS Outsourcing Service Alumni Associates, and director 
of outsourcing service in Accenture China.
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DIALOGUE

SBR: How does China fit into Virgin’s over-
all growth strategy? Does it have any plans 
for new China routes, or growth through 
acquisition or strategic partnerships?

JS: China is very important to us. We have 
now been in China a long time and despite 
the ups and downs of  the airline industry we 
have stuck with it. We would like to do more. 
We currently have daily flights between 
London and Shanghai, and we might look to 
increase the number of  flights, or to increase 
aircraft capacity.  Flights to Beijing are also 
an option we are interested in. This would be 
an important route. Obviously much will de-
pend on the way that the industry develops 
in Asia. It has had its ups and downs in the 
past with the impact of  bird flu and SARs, 
and gradual de-regulation in India. But I 
wish to stress that Virgin is very committed 

believe the best decisions for local markets 
will be made locally.

SBR: Has the Shanghai Expo made any 
difference to your business?

JS: We have definitely received a boost in 
terms of  passenger numbers. We have also 
worked with a few of  the sponsors and the 
UK Pavilion in transporting various partici-

pating performers. But we are also seeing a 
gradual development of  independent travel-
lers and our tourist travellers to the UK from 
China. This is a sector we are keen to work 
on; we would like to build up our network 
of  local partners. We think that the UK has 
considerable potential for growth as a tour-
ist destination and we are very strong as an 
airline in this sector.

SBR: Do you have any CSR programmes 
in China?

JS: We do have a CSR programme with a 
wonderful charity called Free the Children, 
started by 12-year-old Craig Kielburger in 
1995. The charity empowers children to help 
other children around the world. They work 
with local communities in China and have 
projects in Gansu, Hebei, Liaoning, Anhui 
and Sichuan. The programmes that we work 
with are generally focused on Water, Edu-
cation and fostering Entrepreneurship.  

In Conversation with Julie Southern 

to China. We have been here a long time 
and we will be here for a long time to come.

SBR: To what extent has China’s financial 
regime created challenges for running and 
growing the business in respect of exchange 
controls and local cash management op-
tions?

JS: To be honest, we don’t have any particu-
lar problems in that respect. 

SBR:  Virgin has a particularly strong and 
unique brand. Has this transferred easily 
to China, and in what ways - if any - has it 
been localised? In what ways has the brand 
practically helped in respect of attracting 
staff, publicity and customers in China?

JS: Virgin and Virgin Atlantic are interna-
tional brands that translate pretty well to 
China. Our brand value has definitely been 
an important contributor to the double 
digit growth rates we enjoy across all routes, 
and it has helped us to recruit quality staff  
around the world. But what the brand stands 
for is quite complex, and it is difficult to pin 
down in a one-word answer. Internally we 
think of  ourselves as ‘everyday pioneers’ 
which is an attitude that translates pretty 
well everywhere, so we haven’t set out to 
tailor the brand in any particular way for 
China, although we are mindful of  cultural 
differences in the market. For example, our 
policy is to recruit local flight crew so that 
local passengers can speak to cabin staff  in 
their native language. We also make sure that 
there is local cuisine and in-flight entertain-
ment available. 

We are also committed to localising our 
management as soon as is practical. When-
ever possible, we look to appoint locals as 
our Country Managers, as we have done 
very successfully in Shanghai with Jim 
Bai. Our business may have originated in 
the United Kingdom but we certainly don’t 
take a UK-centric view of  our business. We 

Virgin Territory

J u l i e  S o u t h e r n ,  n o w  C h i e f 
Commercial and Financial Officer 
at Virgin Atlantic Airways Limited, 
joined Virgin Atlantic ten years 
ago from Porsche, continuing her 
experience of working with strong 
consumer brands. Three months 
after joining, she became Chief 
Financial Officer of the Virgin 
Atlantic Group and 18 months 
ago she also took on commercial 
responsibility including marketing 
and sales operations worldwide. 
Her roles have seen her handle 
everything from the air industry’s 
turbulent times following 9/11 to 
the major fluctuations in oil price 
that have battered the industry 
over the past decade.

Virgin is very 
committed to China. 
We have been here 
a long time and we 

will be here for a long 
time to come



•  It is designed by more than 100 senior leaders across Asia

• 7  segments, 9 weeks over 13 months

•  Studies conducted in four countries: Singapore, USA (The Wharton School), India (Indian School of  
Business @ Hyderabad) and China (Guanghua School of Management @ Peking University)

•  Modular format which includes Strategic Initiative Project and seminars on Corporate Social Responsibility

•  Senior executives can pursue an MBA degree while continuing their full-time business/career

PROGRAMME HIGHLIGHTS

LAUNCH AND INFORMATION SESSION

Visit our website at emba.smu.edu.sg for more information  •  Email: emba@smu.edu.sg  •  Contact: +65 68085191 or +65 68085178

SMU MASTERS. BE ONE.

SMU EXECUTIVE MASTER 
OF BUSINESS ADMINISTRATION 

GROWTH THROUGH EXCELLENCE

SOUTH EAST ASIA
Singapore  24 Sep, 20 Oct, 15 Nov, 3 Dec
Thailand (Bangkok) 5 Oct
Vietnam (Hanoi) 21 Oct 
Vietnam (Ho Chi Minh) 22 Oct
Indonesia (Surabaya) 25 Oct 
Indonesia (Jakarta) 27 Oct
Malaysia (Kuala Lumpur) 11 Nov 

INDIA & SRI LANKA
India (Delhi) 24 Sep 
India (Pune) 27 Sep 
India (Mumbai) 29 Sep 
India (Hyderabad) 11 Oct 
India (Bangalore) 13 Oct 
India (Chennai) 15 Oct 
Sri Lanka (Colombo) 18 Oct 

KOREA & CHINA
Korea (Seoul) 9 Oct
China (Beijing) 1 Nov 
China (Shanghai) 3 Nov 
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C
hina was officially deemed the 
second largest economy in the 
world in August, and the driving 
force behind much of  this growth 

has been a property boom that is still booming. 
In recent months however, the central 
government has responded to concerns of  
a debt-driven bubble forming with measures 
to steady the stream of  stimulus-package 
spending on infrastructure as well as to 
reassess economic development for long-term 
GDP growth.

Laying the Foundations
Commercial property’s current trends in 

China need to be set in context. In June, 70 
cities experienced the first bump in the road 
since February of  2009 as property prices 
dropped by 0.1 per cent. Meanwhile, exports 
increased and imports decreased. “China’s 
official Purchasing Managers Index (PMI) 
rose to 51.7 in August from 51.2 in July,” 
reported MarketWatch. 

Given this increased activity in the 
manufacturing sector, and intentional pauses 
in credit lending since April, the drop in June 
has not been attributed to a drop in demand 
or a slowing economy. The property market 
continues to surge fiscally with prices 11.4 per 
cent higher than last year. 

Chris Liu, executive director of  Liu Chong 
Hing Investment Limited commented, “Since 
April this year, the central government has 
rolled out measures to curb over-inflation 
in domestic residential property prices. We 
welcome these measures for the continued 
growth of  a socially responsible, organized 
and sustainable PRC property market.”

Most recently, the Agricultural Bank of  
China (the nation’s third-largest lender by 
assets but lowest in the property sector) 
suspended lending to developers for 
approximately one week in August.

“Although such measures have indeed 
soured customers’ appetite over the past 
six months, grinding property transactions 
almost to a halt, we take note of  reports of  
increased activity during July/August and 

INDUSTRY FOCUS COmmerCial prOperTy

look forward to gradual market resumption,” 
said Chris Liu.

Although residential property remains 
subject to new regulation, commercial 
property may escape further, restrictive 
regulation in the near future. In addition to 
curtailed lending, other measures included 
a ban on loans for third-home purchases 
and higher mortgage rates, according to a 
Bloomberg report on 5 September 2010. 

Optimistic analysts purport that such 
regulations will shift the focus onto market-
derived profits (i.e. rentals and sales) and 
have little concern that further restrictions 
targeting commercial property are due to be 
implemented.

Cost is No Longer the Bottom-line
Senior Director at CB Richard Ellis (CBRE), 

Tim O’Connor, noted the principal concern 
for tenants once the financial crisis took hold 
was cost, overriding the many other non-
financial elements to a deal. At the same time 
landlords and investors looked to aggressively 
protect existing assets against the threat posed 
by new supply. Now, investors, landlords, 
and tenants are regaining confidence in the 
potential of  a commercial market redefined.

Market Research on Shanghai’s commercial 
properties, conducted 
by CBRE, revealed that 
higher profile, higher 
quality buildings are 
back  on  the  radar 
as tenants take the 
opportunity to upgrade 
– reporting increased 
Premium & Grade-A 
occupancy in Q1 and 
Q 2  o f  2 0 1 0 .  T h i s 
confirms that clients 
are returning to long-
term considerations 
around quality and 
flexibility with greater 
promise of  enabling 
further growth. “As the 
prime buildings in core 

locations fill up, we then see a trickle down 
to other grades and areas,” said O’Connor.

A Hub for Domestic Investment
When the drop in demand conspired with 

the surge in supply, vacancy rates in Lujiazui 
peaked at 29.9 per cent causing a 25 per 
cent decrease in effective rents between Q4 
2008 and Q4 2009. Landlords in Puxi were 
suddenly in a position where they were forced 
to bring rents down so as to prevent a mass 
exodus to those competitive spaces across 
the river.

Now, improved sentiment is seeing 
companies relocating and expanding with 
domestic tenants and owner occupiers at 
the helm of  the Pudong commercial market 
recovery. “Lujiazui was the epicentre of  
the correction…and it’s been the domestic 
clients bringing it back. The last six months 
has also seen much greater activity from 
foreign companies resulting in a market wide 
recovery,” said O’Connor.

An Evolving Skyscape
Shanghai’s shifting skyscape draws attention 

to the opportunities that could accompany 
recovery. Several significant new commercial 
property projects are near completion, 
encouraging optimism for those with an eye 

Moving on Up
Commercial property has come through recession and regulation, with significant opportunities in 
Shanghai and further afield.

By Renee Reynolds

Relative freedom from regulations may stimulate more new 
projects.
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on commercial property.

Wheelock Square is now the tallest 
commercial building in Puxi at 270m with 
46 office floors and four highly specified 
trading floors, and is located directly opposite 
Jing’an Temple Metro Station. 

As of  end August 2010, a 65 per cent 
occupancy rate of  the launched areas was 
reported and further demand is expected. 
“Committed multinationals include 
companies such as Bristol-Myers Squibb, 
Mitsui, Shiseido, Coach, LG Chem, Conde 
Nast, Clarkson Asia, NBBJ, CBRE, Sheppard 
Mullin, Jumpstart Business Centre and Poly 
Plastics, as well as the ICBC. Four are whole-
floor tenants and one tenant has even taken 
up three whole floors (around 6,400sq.m) 
for their new office,” said Dave Siu, General 
Manager (Estates Management) - Shanghai 
of  Wharf  China Estates Limited, a subsidiary 
of  Wharf  Holdings Limited.

By all reports, there is ongoing interest from 
a broad cross-section of  businesses in sectors 
as diverse as pharmaceutical, manufacturing, 
consulting and advertising.

City of  Elite, developed by Shanghai Jinling 

Co. Ltd., is a 300,000sq.m development in 
Jinqaio. “The facility features a full range of  
amenities, including a medical centere and 
has been geared to accommodate serviced 
office space, general headquarters, or serve as 

a technical industry hub,” said Liu Zuxiang, 
General Manager of  Shanghai Jinling Co. 
Ltd.

 Due to be completed by September, the City 
of  Elite business centre reports a 30 per cent 
occupancy rate with additional surrounding 

real estate opportunities for F&B, shops, and 
residential developments.

Greasing the Wheels
The increasing momentum of  China’s 

commercial real estate market has naturally 
attracted new, more sophisticated services. 
These services are set to provide, and to 
benefit from, an important supporting 
role. Serviced offices are ushering in new 
tenants and providing a platform for 
targeted networking to expand investment 
opportunities for all.

One example is Regus, the global workplace 
solutions provider that serves occupiers of  
all types and sizes. Large sections of  a given 
new commercial property development are 
thus transformed from a series of  vacant 
structures, into a bustling business centre. 
Surrounding shops, residential areas and 
other amenities follow the beat and a 
commercial hotspot is born. 

Another mover and shaker on their way to 
Shanghai in May/June of  2011 is Cityscape, 
the largest organiser of  B2B real estate 
exhibitions globally. In 2011, they will hold 
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commercial capital of 
China and continues 

to attract a significant 
amount of institutional 
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six exhibitions spanning three continents. 
These kinds of  events provide global real 
estate investors, developers, government 
authorities, urban planners and many 
other senior level professionals with the 
opportunity to view real estate headliners and 
to make the necessary business connections. 
Locations include Dubai, Abu Dhabi, 
Riyadh, Jeddah and Sao Paolo as well as 
Shanghai. Cityscape Asia will take place 
from 30 May – 1 June 2011 in Shanghai.

Graham Wood, Group Director for 
Cityscape Asia, outlined the events planned 
for Shanghai and explained why, after four 
years of  operating worldwide, Shanghai is 
their next destination. “For the first time, we 
are moving to Shanghai as we recognise the 
importance of  Shanghai not only in China, 
but across Asia and globally. Markets in the 
west have been more affected than in the 
east and China in particular seems to be 
recovering quicker than other countries in 
the region,” said Wood.

The Ripple Effect
Following the surge of  industrial activity in 

second and third tier cities over the last two 
years, there has also been a demand for new 
commercial and residential infrastructure 
in these areas. “There will be a significant 
number of  investors and developers from the 
US and Middle East looking for opportunities 
in Shanghai and second and third tier cities 
across China,” notes a report released by 
Regus.

As manufacturing moves out of  high-end 
real estate in the cities and into previously 
economically depressed parts of  once rural 
China, ground is laid for housing, retail and 
commerce. “We see great potential in the 
secondary cities, particularly in the southern 
China region, such as Foshan. There is 
a growing trend of  development moving 
inland from the already vibrant coastal 
cities,” said Chris Liu.

The Grand Riviera is one example of  
a large-scale residential/retail project in 
Foshan, Guangdong. With a total land 
area of  approximately 276,000sq.m and 
an expected Gross Floor Area (GFA) 
of  780,000sq.m, Phase 1 of  this project 
offers a total of  1,300 residential units and 

8,000sq.m of  retail space. Designed by WY 
International with a South of  France design 
aesthetic, a key feature of  this 12-block site 
is the landscape design, overseen by Belt 
Collins International. 

Future Developments
Unlike Europe and the US, debt-free 

households (many with a stock-pile of  
assets) continue to fuel China’s domestic 
consumption and potentially, future re-
investment to mobilize the stimulus package 
spending rather than simply draining it. 

Residential, commercial and industrial 
real estate sectors are developing together 
to create a sturdier infrastructure in the long 
run. “The real estate market in Shanghai is 
very strong across all asset classes. Shanghai 
is the commercial capital of  China and 
continues to attract a significant amount of  
institutional investment,” said Wood. 

From government, to investors, to landlords 
and tenants, the commercial property sector 
is making stronger investments for a more 
sustainable market beyond quarter to quarter 
figures, helping GDP growth to be translated 
into a prosperous and stable future.  

INDUSTRY FOCUS COmmerCial prOperTy
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COUNTRY FOCUS
 BELGIUM

B
elgium is the European Union’s 
political centre, and this fact is 
underscored by the country’s 
geographic position in the heart of  

the continent. Its population of  10.8 million 
is scattered throughout the country’s three 
regions: Flanders, Wallonia, and the capital 
region of  Brussels. This unique position 
and diversity gives the country a global 
perspective that is reflected by the success 
of  Belgian activities in China. Large scale 
Belgian businesses and SMEs in China have 
shown forward-thinking and entrepreneurial 
flair since China and Belgium established 
diplomatic relations 39 years ago. 

Belgium has grabbed the opportunity to 
export its expertise as a knowledge-driven 
business hub. This has helped Belgium to excel 
as a key player in chemicals, pharmaceuticals, 
technology and bio-technology in China and 
around the world. At the same time, Belgian 
businesses retained a strong understanding 
of  their cultural heritage. Specific Belgian 
offerings – for example, chocolate, Belgian 
beer, and textiles – have been translated into 
distinctive businesses, and despite ample 
competition, SMEs with specialised products 
and a strong focus have proven a success.

Call in the Experts
Belgium’s prowess in science and 

technology based industries has become an 
important part of  its success in China, where 
the quality of  its products and expertise 
has found a warm welcome. Companies 
make their offerings still more attractive by 
continually pushing to research and develop 
new concepts, whilst keeping an eye on 
sustainability.

Belgium’s largest investor in China, Bekaert, 
has built its success on this approach. 
The company relies on a combination of  

expertise, innovation and responsibility. 
Their large China footprint depends on 
their expertise and experience in advanced 
metal transformation, advanced materials 
and coatings, and drawn wire products 
and applications. Their willingness to 
keep pushing their products’ evolution 
via development and research has been 
illustrated, most recently at their new Asia 
Research and Development centre in Jiangsu, 
the opening of  which brings their total 
number of  China sites to 17. 

Meanwhile,  pharmaceuticals  giant 
GlaxoSmithKline joined Jiangsu Walvax 
Biotech Company to form a long-term Joint 
Venture in developing and manufacturing 
pediatric vaccines for use in China. In 
addition, GSK also made a JV agreement 
with Shenzhen Neptunus Interlong Bio-
Technique Co. Ltd (Shenzhen Neptunus) to 
develop influenza vaccines for the Chinese 
market.

Another example of  a business with a focus 
on high quality, specialised products is the 
Solvay Group, which inaugurated its world-
class factory for polytetrafluoroethylene 
micropowder (PTFE) in China in 2008. 

PTFE micropowder is used in a wide range 
of  complex applications like cosmetics, 
high-gloss inks, high-quality lubricants and 
heat-resistant materials. Since 2008, the 
company has been able to grow, and it signed 
a collaborative agreement with Shandong 
Huatai Interox Chemical Co. Ltd., a global 
leader in the production of  paper and 
chemicals, to build a new production unit for 
hydrogen peroxide in Dongying, Shandong 
Province.

In the agri-business industry, Belgium’s 
presence in China is also booming. Hugo 
Messiaen, general manager of  Shanghai 
Flower Port - Deroose Plants, explains that 
this company also found success with its 
specialised offerings in tissue culture. “With 
a production base established five years 
ago in China, Deroose supplies dozens of  
young plant varieties every year for growers 
worldwide,” says Messiaen. Deroose Plants 
is confident that the business has the potential 
to boom, especially in the Asian market.

However, companies that are based on 
unique expertise and specialist knowledge 
must have an eye on retaining that selling 
point, and look out for others who would like 
to capitalise on their innovations. Messiaen 
looks forward to more strident regulations for 
this reason. “Plants with patents protected by 
Chinese law can perform well and compete 
in the market; but once the Chinese local 
production begins copying our products, 
these items will cause us to start losing profits, 
and also our growers,” Messaien explains.

Small is Beautiful
There are more Belgian SMEs entering 

the Chinese market than multinational 
corporations, according to Philippe Snel, 
chairman of  the Benelux Chamber of  
Commerce in China and also the chief  

Heart of the Union
Belgium’s SMEs have embraced China’s opportunities, and Europe’s political capital 
continues to excel in chemicals, pharmaceuticals, technology and bio-technology.

By Myra Colis

SMEs offering unique, 
niche products 

may see increasing 
opportunities as 
China’s middle 
classes grow 
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representative of  the law firm De Wolf  
& Partners. Acting as an intermediary, 
BenCham is geared towards developing and 
strengthening business ties between Benelux 
countries and China. Cultivating success 
among smaller businesses has become a key 
concern as a part of  this work. 

“To achieve our mission, we bring SMEs 
together for interactive exchanges of expertise, 
organise themed events, facilitate networking 
and business matchmaking, hold corporate 
and social activities and offer guidance to 
those companies wanting to enter the Chinese 
market,” says Snel.

T h i s  d e m o n s t r a t e s  a n 
understanding of  Belgium’s 
achievements in terms of  these 
businesses’ success, and it also 
helps to foster the development 
of  both existing businesses and 
new arrivals. The strength of  
Belgium’s SMEs lies in a strong 
focus on a unique product, and a 
clear understanding of  the value 
of  their unique product. 

Kaiba,  the Belgian Beer 
Bar and Café in Shanghai, 
specialising in Belgian beers, 
demonstrates Belgian SMEs’ 
characteristic development, 
with a clear awareness of  their 
product’s specific appeal. “We 
have decided to enter the market because 
of  the potential for high quality products 
to succeed in the right environment,” says 
partner Rudy Wimmer. His clear vision has 
already brought Kaiba success. In 2008, it 
opened its first location, and this was swiftly 
followed by the second location in 2009. 

SMEs offering unique, niche products 
may see increasing opportunities as China’s 
middle classes grow. Kris Dooms, president 
of  Fenaco (the Royal Federation of  Belgian 
Chocolate-makers) and project leader at the 
Belgian chocolate corner Shanghai 2010 at 
the Belgium-EU Pavilion, is optimistic about 
future prospects for Belgium’s chocolate 
makers for this reason. Again, he cites the 
product’s distinct profile and quality as key 
selling points in this market. “In five years 
time, we expect an increase of  chocolate 
makers in China, and what makes Belgian 
chocolate competitively different from others 
is its quality of  production and taste.”  

Growing Up Fast
That dual focus on specific market 

opportunities and understanding the product 
itself  has helped Belgian businesses which 
have already spent some time in China 
to develop early initiatives into larger 
operations, beating a path that newcomers 
will hope to follow.

Sioen Coated Fabrics (Shanghai) Trading 
Company Ltd. is an example of  a company 
that has developed its specialised products 
in sync with the China market’s changing 
opportunities. The company can provide 

technical fabrics for a wide variety of  uses, 
ranging from oil booms to printable fabrics 
for advertising, but when it came to China, 
Sioen concentrated on just ten products that 
were in demand at that time.

Sioen expanded and diversified from ten 
to 60 product types when they recognised 
growing demand, but understood that it was 
vital to keep specialised expertise as a selling 
point. This was achieved by developing in-
house knowledge of  the chemical processes 
involved across their product range. That 
approach has allowed Sioen’s operation to 
expand to 13 Asian countries with high-
profile projects including the Olympics and 
World Expo. 

A Warm Welcome
Belgium’s countryside, long history and 

rich culture make it a tempting destination 
for many tourists. Its cities are well known 
for their architecture, galleries, cuisine, and 

crafts, and both its inland and coastal regions 
have something to offer nature-lovers.

In the near future, Belgium will aim to 
stimulate this industry to attract new visitors 
from overseas. Mons will be the European 
Capital of  Culture in 2015. Much like the 
World Expo, this event has proven power 
to drive swift development and to attract 
visitors, and it represents a great opportunity 
for the region’s tourism. 

Belgium also has an eye on China-
focussed tourism initiatives. A new drive 
to increase Chinese tourism in Belgium 

and the Flanders region will be 
focussed under one key slogan, 
“Indulge yourself, enjoy…” The 
associated campaign promotes 
six historical cities, and six 
‘themes’. These themes make 
full use of  Belgium’s famous 
specialities; Belgian chocolate, 
Belgian beer, Belgian cuisine, 
Belgian fashion (including 
diamonds), Belgian comics and 
Belgium as the heart of  Europe 
have been selected for their 
characteristic Belgian appeal. 

 “We see China as a very 
important emerging tourism 
market worldwide. At this stage 
our mission is mainly to build 
awareness and a positive image 

of  Belgium as a travel destination, but our 
ultimate motive is to increase the economic 
return of  tourism from China for our partners 
in Flanders and Brussels,” says Nico Peeters, 
China Director, Tourist Office for Flanders. 
Annually, there are about 140,000 registered 
overnight stays by Chinese travelers in 
Belgium. “We hope to see this number grow 
substantially over the coming few years,” 
says Peeters. 

But while the campaign’s main motivation 
in this initiative is to make Belgium an 
important stop for travelers visiting Europe, 
its organisers also hope to strengthen deep 
tours or longer stays in Belgium, and business 
travel, including meetings, incentives, 
conferences, and exhibitions (MICE).

Europe’s Cross-roads
Belgium’s central position and multi-

lingual base make it a hotspot for logistics 
in Europe and a source of  logistics expertise 

Kris Dooms, president of Fenaco and project leader of the Belgian 
chocolate corner with Prince Filip of Belgium.  



SBR: As the largest Belgian investor in China, 
what do Bekaert do and what made Bekaert an 
early believer in China’s potential?

MG: Bekaert is a global technological leader in 
advanced metal transformation and advanced ma-
terials and coatings, and a market leader in drawn 
wire products and applications. We have roots in 
Europe, where we are headquartered in Belgium 
and listed at the Brussels Stock Exchange, but we 
also have a broad worldview with 25,000 employ-
ees worldwide and customers in 120 countries. 

This worldview combined with a history of invest-
ing in “emerging markets” encouraged us to look 
east. The 1990’s ambitious China economic 
development plan, and its results, convinced us 
of the market’s potential. Bekaert set its first 
manufacturing platform in China in 1993, and has 
experienced significant growth in China since 
then. Now Bekaert China operates 17 sites at eight 
locations, with 14 manufacturing plants and other 
facilities. We constantly look to optimise our ser-
vice offering, providing local technical support and 
innovative solutions. The best proof of this commit-
ment is the Asia R&D center we inaugurated this 
year in Jiangsu Province. Our overall progress also 
indicates the success of our international approach 
– we generate annual global combined sales of 
EUR3.3bn.

SBR: How will Bekaert’s new R&D centre 
support the company’s emphasis on green 
technologies?

MG: Bekaert Asia R&D centre hosts 250 research-
ers, lab experts, and technical staff. Equipped with 
state-of-the-art technology, this centre nurtures 
innovation and green solutions; “Staying at the 
forefront of technological innovation” is one of the 
key pillars in Bekaert’s strategy to achieve sustain-
able business growth, and green technologies has 
become an integral part of this strategy. We are 
active in automotive, energy, construction, new 
materials and consumer goods sectors in China, 
so a regional R&D centre supports green tech-
nologies for local customers, ensures that we meet 
regulatory requirements, and demonstrates our 
commitment as a responsible corporate citizen. 

SBR: Bekaert has played a key role as sponsor 
of the Belgian-EU Pavilion at the Expo. How did 
you help the Belgian-EU Pavilion to stay true to 
the “Better City, Better Life” theme? 

MG: Our company Chairman Baron Buysse and 
CEO Bert De Graeve were strong supporters of 
the Expo, and worked within the Belgian business 
community to help the final establishment of the 
Belgian-EU Pavilion. We also actively supported 
the building of the Belgian pavilion, offering advice 
to the Belgian Pavilion Commission, and contribut-
ing our products during construction; the concrete 
floors are reinforced with our Dramix® steel fibers, 
and we installed our window film product to help 
reduce the room temperature. We also used the 
Belgian-EU Pavilion as a unique venue to discuss 
joint efforts in developing green technology with 
customers; partners; industry leaders; research 
institutions; and government officials. Bekaert has 
our own company motto, “better together”, and we 
combined this concept with “Better City, Better 
Life”, actively engaging our stakeholders in sup-
porting the Expo. 

SBR: Bekaert had long ago chosen Shanghai 
as the base for its regional Headquarters. The 
company also has a well established China 
footprint, with diverse operations across the 
country. What has been the greatest challenge 

that Bekaert has faced in China, and how did 
Bekaert deal with those challenges?

MG: Choosing Shanghai to be the home of our 
Asia Regional headquarters was not difficult. 
The industry base and cultural background made 
Shanghai an established global centre, and our 
CEO Bert De Graeve, who sits on the Shanghai 
Mayor’s International Business Leaders Advisory 
Council (IBLAC), comes to Shanghai at least four 
times a year, not only to lead our regional business 
development, but also to feel the pulse of the 
market in this vibrant city. 

Prioritising sustainability was a challenge, but 
one that we embraced; we always aim to improve. 
We also realise the importance of embedding 
our sustainable manufacturing practice into an 
on-going pursuing of corporate stewardship, de-
veloping more energy saving products; respecting 
health and safety; and contributing to community 
programmes. We have done as much as possible 
to prove that we are a responsible corporation, and 
we have been fortunate that these efforts have 
been recognised and supported by local authori-
ties.

SBR: What are your plans for Bekaert’s further 
development and activities in China?

MG: We will continue to invest in additional capac-
ity to keep pace with demand. Within the last 12 
months, we have increased our workforce in China 
by 25 per cent; last month, our regional headquar-
ters in Shanghai moved to a brand new office 
building to accommodate growth. We have also 
just acquired a new steel cord plant in Guangdong 
province from our customer Bridgestone Tire 
Company, and we will open the Greenest Steel 
Cord Plant in Liaoning province in early October. 

As you can see, we have had a very busy 2010 so 
far. Going forward, we see plenty of opportunities 
and we are very committed to our long term busi-
ness strategy in China.

For more information, contact: 

Bekaert Asia Regional Headquarters
Tel: + 86 21 2219 7000
Address: 17/F Block E, Waterfront Place
No 31 Lane 168 Daduhe Rd. Shanghai 200062
Website: www.bekaert.com
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for worldwide ventures. Brussels is now 
becoming a major air hub for Chinese traffic. 
In June this year, Hainan Airlines opened 
its flights to Shanghai as an addition to 
the Beijing-Brussels route. The Shanghai-
Brussels connection sees approximately three 
flights a week, and Hong Kong Airlines, in 
which Hainan Air has a 45 per cent share 
holding, also aims to operate six cargo 
flights per week between Brussels Airport 
and Hong Kong via New Delhi. 

Flanders and Wallonia are both 
recognised as regions with great logistical 
capabilities, and this is helpful as they 
work to strengthen their connections 
with China.  Janet Chow, Invest Deputy 
Greater China Region of  Flanders 
Investment & Trade, Consulate General 
of  Belgium in Shanghai, points out that 
Flanders includes a number of  logistical 
hubs, including three of  Europe’s leading 
ports – Antwerp, Ghent and Zeebrugge 
– two airports, an extensive inland 
waterway system and a high density of  
both road and rail networks.

Meanwhile, logistics companies either 
seeing business opportunities in China or 
already established in the market include 
Wallonia’s Sedis Logistics and Gilleman 
Logistics. Wallonia also has an eye on 
attracting flows from China to Wallonia via 
sea ports. 

An appetite for consumer goods presents 
another opportunity. “Consumer goods from 
China need to be distributed in Europe, and 
this sector is of  course also important for 
the Chinese domestic market itself,” says 
Bernard Piette, Manager of  Logistics in 
Wallonia. Belgium has a particular interest 

in developing bio logistics (logistics for health 
care products).

Full Expo-sure
While every participating country sees 

the Expo as a platform for business, the 
opportunity is especially exciting for a 
country that knows how to make the most 

of  specialised offerings unique to its own 
culture and peoples. The Expo site and 
the Belgium-EU Pavilion demonstrate 
Belgium’s awareness of  this opportunity. 

The Expo’s ability to draw a large and 
curious audience with a desire to experience 
another culture represents a chance for 

Belgium to introduce its specific 
products to a receptive market. The 
pavilion is set to take full advantage; “At 
the Belgium-EU Pavilion, we showcase 
works of  70 chocolate makers, and 
distribute 20,000 Belgian chocolates 
everyday to promote our chocolate 
companies as they enter and grow into 
the Chinese market,” says Dooms.

Another industry taking advantage 
of  the chance for exposure is the 
Belgian display industry. Barco plays a 
conspicuous role throughout the Expo, 
with over 250 Barco projectors in use 
across approximately 30 pavilions. 
“The company’s expertise in the 
cinema industry, traditional projectors, 

and control room business are not only 
manifested at the Expo but in the Chinese 
market itself, where we have product 
pipelines in the medical and simulation 
businesses,” says Yan Fei, managing director 
of  Barco for Greater China Region. 

Their pavilion’s interior showcases the 
country’s technological capability in other 

Sioen is strongly present in Asia to serve safety, protection 
and communication by supplying technical fabrics for:
· Architectural membranes & tents 
· Truck tarpaulins & container tops 
· Advertising & sign fabrics (lightboxes, billboards, etc..) 
· Safety clothing 
· Flexible drinking water tanks 
· Oilbooms 
· Biogas holders & domes 
· Ventilation tubes 
· Highspeed industrial roll- doors 
· Inflatable boats & rafts etc, etc...

Sioen Coated Fabrics 
(Shanghai) Trading 
Co.,Ltd 
ADD: Room L, Floor 11, 
Hengji Building,
No.99 Huaihai Road 
(East), Shanghai, PRC
ZIP: 200021
Mr. Eike Eberle 
or Mrs. Lily Wang
TEL: +86- 21- 63842521
FAX: + 86- 21- 63842739
www.sioen.com

Your Partner in Coated Fabrics

Belgium’s role within the 
European Union is more 
than usually significant 
at this time, when the 

Belgian government holds 
the Presidency of Council 

of the European Union 



SBR: As the largest Belgian investor in China, 
what do Bekaert do and what made Bekaert an 
early believer in China’s potential?

MG: Bekaert is a global technological leader in 
advanced metal transformation and advanced ma-
terials and coatings, and a market leader in drawn 
wire products and applications. We have roots in 
Europe, where we are headquartered in Belgium 
and listed at the Brussels Stock Exchange, but we 
also have a broad worldview with 25,000 employ-
ees worldwide and customers in 120 countries. 

This worldview combined with a history of invest-
ing in “emerging markets” encouraged us to look 
east. The 1990’s ambitious China economic 
development plan, and its results, convinced us 
of the market’s potential. Bekaert set its first 
manufacturing platform in China in 1993, and has 
experienced significant growth in China since 
then. Now Bekaert China operates 17 sites at eight 
locations, with 14 manufacturing plants and other 
facilities. We constantly look to optimise our ser-
vice offering, providing local technical support and 
innovative solutions. The best proof of this commit-
ment is the Asia R&D center we inaugurated this 
year in Jiangsu Province. Our overall progress also 
indicates the success of our international approach 
– we generate annual global combined sales of 
EUR3.3bn.

SBR: How will Bekaert’s new R&D centre 
support the company’s emphasis on green 
technologies?

MG: Bekaert Asia R&D centre hosts 250 research-
ers, lab experts, and technical staff. Equipped with 
state-of-the-art technology, this centre nurtures 
innovation and green solutions; “Staying at the 
forefront of technological innovation” is one of the 
key pillars in Bekaert’s strategy to achieve sustain-
able business growth, and green technologies has 
become an integral part of this strategy. We are 
active in automotive, energy, construction, new 
materials and consumer goods sectors in China, 
so a regional R&D centre supports green tech-
nologies for local customers, ensures that we meet 
regulatory requirements, and demonstrates our 
commitment as a responsible corporate citizen. 

SBR: Bekaert has played a key role as sponsor 
of the Belgian-EU Pavilion at the Expo. How did 
you help the Belgian-EU Pavilion to stay true to 
the “Better City, Better Life” theme? 

MG: Our company Chairman Baron Buysse and 
CEO Bert De Graeve were strong supporters of 
the Expo, and worked within the Belgian business 
community to help the final establishment of the 
Belgian-EU Pavilion. We also actively supported 
the building of the Belgian pavilion, offering advice 
to the Belgian Pavilion Commission, and contribut-
ing our products during construction; the concrete 
floors are reinforced with our Dramix® steel fibers, 
and we installed our window film product to help 
reduce the room temperature. We also used the 
Belgian-EU Pavilion as a unique venue to discuss 
joint efforts in developing green technology with 
customers; partners; industry leaders; research 
institutions; and government officials. Bekaert has 
our own company motto, “better together”, and we 
combined this concept with “Better City, Better 
Life”, actively engaging our stakeholders in sup-
porting the Expo. 

SBR: Bekaert had long ago chosen Shanghai 
as the base for its regional Headquarters. The 
company also has a well established China 
footprint, with diverse operations across the 
country. What has been the greatest challenge 

that Bekaert has faced in China, and how did 
Bekaert deal with those challenges?

MG: Choosing Shanghai to be the home of our 
Asia Regional headquarters was not difficult. 
The industry base and cultural background made 
Shanghai an established global centre, and our 
CEO Bert De Graeve, who sits on the Shanghai 
Mayor’s International Business Leaders Advisory 
Council (IBLAC), comes to Shanghai at least four 
times a year, not only to lead our regional business 
development, but also to feel the pulse of the 
market in this vibrant city. 

Prioritising sustainability was a challenge, but 
one that we embraced; we always aim to improve. 
We also realise the importance of embedding 
our sustainable manufacturing practice into an 
on-going pursuing of corporate stewardship, de-
veloping more energy saving products; respecting 
health and safety; and contributing to community 
programmes. We have done as much as possible 
to prove that we are a responsible corporation, and 
we have been fortunate that these efforts have 
been recognised and supported by local authori-
ties.

SBR: What are your plans for Bekaert’s further 
development and activities in China?

MG: We will continue to invest in additional capac-
ity to keep pace with demand. Within the last 12 
months, we have increased our workforce in China 
by 25 per cent; last month, our regional headquar-
ters in Shanghai moved to a brand new office 
building to accommodate growth. We have also 
just acquired a new steel cord plant in Guangdong 
province from our customer Bridgestone Tire 
Company, and we will open the Greenest Steel 
Cord Plant in Liaoning province in early October. 

As you can see, we have had a very busy 2010 so 
far. Going forward, we see plenty of opportunities 
and we are very committed to our long term busi-
ness strategy in China.

For more information, contact: 

Bekaert Asia Regional Headquarters
Tel: + 86 21 2219 7000
Address: 17/F Block E, Waterfront Place
No 31 Lane 168 Daduhe Rd. Shanghai 200062
Website: www.bekaert.com
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Brussels has a reliable knowledge 
base, with an enviable talent 
pool. Pictured, Stefano Missir 
di Lusignano, Brussels-Capital 
Region, Economic & Commercial 
Consul.

With a population of  1.8 million people, 
Brussels serves as both the capital of  Belgium 
and one of  the three main regions in Belgium. 
To date, Brussels capital region is home to 
54,000 businesses, including a variety of SMEs 
and MNCs. 

The region houses the headquarters of  four 
European Union institutions, namely the 
European Parliament, European Council, 
the Council of  the European Union and 

the European Commission. Its role within 
the European Union is more than usually 
significant at this time, when the Belgian 
government holds the Presidency of  the 
Council of  the European Union. The city 
also contains NATO’s headquarters, and a 
number of  non-governmental organisations’ 
central offices.

Brussels’ political work helps to strengthen 
its connections with other European and 
global business centres. It also helps to raise 
its profile, drawing international attention to 
its achievements. Brussels looks to capitalise 
on this high profile in China, and endeavors 
to strengthen its relationship with the country. 

The city attracts prestigious business events 

and activit ies,  such 
as November 2009’s 
collaborative agreement 

between Antwerp World Diamond Centre 
(AWDC) and the Shanghai Diamond 
Exchange (SDE). The agreement aimed to 
promote Sino-Belgian diamond trade, and was 
signed in Brussels in the presence of  Belgian 
Prime Minister Herman Van Rompuy and 
Chinese Vice President xi Jinping. 

Brussels will look to take this further in 
coming years as Belgium works to consolidate 
its image as a desirable MICE destination. 
The city’s position as a lynchpin in Belgium’s 
sophisticated logistical network will support 
this drive. Businesses will be attracted to the 
city by its reputation as a reliable knowledge 
base, with an enviable talent pool whose 
strengths include impressive language skills.

FLANDERS
The trend for Chinese investment 

in Flanders is promising, says 
Janet Chow, Invest Deputy 
Greater China Region of  Flanders 
Investment & Trade.

Flanders makes the most of  Belgium’s 
logistics know-how with well oiled supply 
routes. This region is consistently ranked 
highly in studies of  the best locations for 
European distribution centres, and its quality 
automotive engineering has allowed Flanders 
to become a leading region for suppliers to 
the automotive industry in Europe and the 
world over. 

Flanders is also known for chemical and 

plastics production, with the Port of  Antwerp 
as the chemicals heart of  Flanders, housing 
major production plants like those of  BASF, 
Bayer, Nippon Shokubai, Borealis, Total, 
Proviron, BP, DuPont, Chevron, Monsanto, 
Ineos, Air Liquide, Exxon-Mobile and Dow. 

The region is also recognised for high-quality 
meat, dairy products, biscuits, pastries and 
grain products, in addition to its offerings in 
the beer and chocolate industries, and Flanders 
takes pride in the diamond, fashion and textile 
industries. 

As yet, there are not many Chinese 
investments in Flanders, but Chow says “the 
trend is very promising, and we are looking 
to make the most of  this through strategic 
promotions. Some of  the potential investors 

include Shanghai Double Coin Group, 
Zhejiang Yankon Group, Zoomlion, Jiangsu 
Winson, Yangzhou Weibang, and Hisence.” 

The region has its eye on developing these 
connections through Flanders Investment 
and Trade (FIT), an organization responsible 
for promoting sustainable international 
business in the interest of  both Flanders-based 
companies and overseas enterprises. “FIT 
provides a wide range of  expert services (from 
expansions to export services by means of  
export advice, policy advice, attending trade 
fairs or seminars, organising trade mission 
abroad, etc.) to companies wanting to establish 
new operations in the region and abroad,” 
explains Chow.

BRUSSELS: Europe’s heart in China

WALLONIA
More and more  Wal loon 

companies are showing a keen 
interest in China, says Stephano 
Smars, Economic and Commercial 
Consul of  Wallonia - Belgium in 
Shanghai.

“China is becoming a significant partner for 
Wallonia,” says Stephano Smars, Economic 
and Commercial Consul of Wallonia - Belgium 
in Shanghai. “There are more and more 
Walloon companies (mostly SMEs) showing 
a keen interest in China, and some are already 
setting up an office here. Major Chinese 
companies are also eyeing Wallonia as a hub to 
develop their business within the EU.” Huawei, 
a key player in the new generation of networks 

for mobile telephone operators in China, is one 
such company. Last year, it opened its new 
R&D center in Louvain-la-Neuve. 

There is growing interest from Chinese 
companies investing in Europe, offering 
potential benefits for Wallonia. AWEx 
has established a business incubator called 
“the China Welcome Office” in Mons, 
welcoming Chinese companies to start 
businesses in Wallonia. In collaboration 
with Hubei province, the incubator centre is 
specifically designed for Chinese companies 
looking to explore business opportunities 
within the EU market. The project also runs 
under the name “Belgian Welcome Office” in 
Wuhan, helping Walloon companies looking 
to explore business opportunities within the 
Chinese market. 

Wallonia is one of the few European regions 
with a positive trade balance with China, 
ranked as Wallonia’s second largest customer 
base outside the EU in 2009, next to the United 
States. Among the main Wallonia products 
exported to China are non precious metals 
and articles of non precious metal (33.17%), 
chemical industries products (26.55%), 
and machinery; mechanical, electrical and 
electronic equipment (24.51%).

Wallonia also looks to make the most 
of  its aeronautics & spatial industry, says 
Smars and training and education through 
local partnerships is another field of interest.  
International partnerships between clusters and 
science parks and their Chinese counterparts 
and relationships with second and third tier 
cities could prove particularly fruitful.
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ways too, emphasising the important role 
of  science in the intellectual and cultural 
development of  their society and business. 
This expertise is displayed through the 
Expo’s specific focus, “Better City, Better 
Life”. The pavilion’s structure makes use 
of  recyclable materials with a roof  covered 
with 1,100 sqm of  solar panels, and there are 
also plans to compensate for CO2 emissions: 
The Flemish region has started planting 
10,000 trees in Inner Mongolia, which have 
the potential to absorb 250kg of  CO2 over 
a decade. This will ensure that the pavilion 
is CO2 neutral in five years time. 

Supporting companies also take the 
o p p o r t u n i t y  t o  s h ow  t h e i r  s o c i a l 
responsibility. Bekaert played a key role, 
helping to ensure that the Belgium-EU 
pavilion’s construction encompassed green 
technologies, whilst “Barco’s technology will 
continuously demonstrate the significance 
of  developing innovative ideas to provide 
better quality of  life,” according to Yan Fei. 

Life after Expo
As Expo draws to a close, Belgium hopes 

that it will continue to reap long-term 
benefits from its participation well beyond 
31 October 2010. During the Expo, their 
joint Belgium-EU Pavilion hosted numerous 
events that aimed to draw attention to 
the ongoing opportunities for Belgium’s 
businesses in China and China’s businesses 
in Belgium. 

For example, the Wallonian Export and 
Foreign Investment Agency (AWEx), 
organised a multi-sector mission in Shanghai 
during the pavilion’s ‘Wallonian Week’ in 
June. In September, the China-Belgium 
Direct Equity Investment Fund, set up in 
conjunction with the Chinese government 
and managed by Fortis Haitong Investment 
Corporation, held a seminar at the Pavilion. 
The Managing Director of  the Société 
Fédérale de Participation et d’Investissement 
(SFPI), Koen Van Loo explained how 

Belgian businesses present in or entering 
China could make use of  the fund to further 
their businesses. 

A number of  dedicated organisations and 
trade delegations will also help to sustain 
interest. Delegations hope to stimulate 
and support business development, and 
they have an added advantage over the 
Expo-based events – they can be mobile. 
This gives them extra reach. The Brussels 
export multi-sector mission in September, 
supported by the Belgian-Chinese Chamber 
of  Commerce, visited not only Shanghai but 
also Chengdu and Shenzhen. Meanwhile 
the Flanders Investment and Trade (FIT) 
October sectoral trade mission will bring 
a focus on technologies for financial 
institutions to Hong Kong, Beijing and 
Shanghai. In addition, AWEx will send 
a new delegation to China at the end of  
October, with a special focus on “sustainable 
development”.   
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made in writing and signed by all parties. 
Example: “The parties may amend this 
Agreement only by a written agreement, 
signed by the parties, that identifies itself  
as an amendment to this Agreement.”

Assignment and Delegation
A general principle of  contract law is that 

a party’s rights and duties under a contract 
can generally be “assigned,” or legally 
transferred, to another person. However, 
not all contracts are or should be freely 
assignable especially in cases where a 
contract requires a party to perform unique 
or personal services. In those cases it is 
important to include a contract provision 
that one or both parties may not assign 
without receiving the other’s advance 
approval. Example: “No party may assign 
any of  its rights under this Agreement, 
except with the prior written consent of  
the other party.”

Anti-Waiver  
The general legal rule is that if  a party is 

not vigilant in precisely enforcing a right 
in one instance, it has agreed to a “waiver” 
and cannot insist on precisely enforc-
ing it later. An anti-waiver clause states 
that if  someone doesn’t always enforce a 
provision of  the contract, that part is not 
later precluded from insisting on strict 
compliance. With an anti-waiver clause, 
the parties’ course of  conduct will not sup-
plant the actual terms of  the agreement. 
Example: “No failure or delay in exercis-
ing any right or remedy, or in requiring the 
satisfaction of  any condition, under this 
Agreement, and no act, omission or course 
of  dealing between the parties, operates as 
a waiver of  any right, remedy or condition 
under this Agreement.”

Force Majeure
A “Force Majeure” provision says 

that a party’s failure to perform certain 
obligations under an agreement may be 
excused where there is an unexpected 
cataclysmic event. This prevents parties 
from incurring liability for breach of  
contract due to events wholly outside of  
their control. Example: “Neither party 
shall be liable in damages or have the right 
to terminate this agreement for any delay 
or default in performing hereunder if  such 
delay or default is caused by conditions 
beyond its control including but not limited 
to acts of  God, government restrictions 
(including the denial or cancellation of  
any export of  other necessary license), 
wars, insurrections and/or any other 

“B
OILERPLATE” IS THE 
term used for the provisions 
inserted at the end of  almost 
every business agreement. 

The boilerplate clauses do not contain 
rights and duties of  the parties but declare 
some rules the parties have agreed to follow 
in certain circumstances. Boilerplate 
provisions cannot be disregarded just 
because they appear in every contract. 
Drafters should not simply incorporate 
standard provisions without a case by case 
analysis. It is essential to take a second 
look to determine whether the boilerplate 
provision is in fact the same term found 
in most contracts or whether it has been 
altered or tailored to fit the transaction. 
Boilerplate provisions frequently make use 
of  the following features.

Merger
This clause provides that the agree-

ment is the only and exclusive agreement 
between the parties with respect to its sub-
ject matter and prevents the parties from 
arguing that there are other agreements 
or understandings that are not set forth 
in the contract. Example: “This Agree-
ment constitutes the final, complete, and 
exclusive statement of  the terms of  the 
agreement between the parties as to the 
subject matter hereof, and supersedes all 
prior and contemporaneous agreements, 
representations and understandings of  
the parties.”

Modification
This provision makes sure that any 

amendments to the contract should be 

PROFESSIONAL OpiNiON

An Eye for Detail
Boilerplate Provisions may be added late in the drafting process, but they still demand full attention.

By Francesco Giraldi and Giovanni Scognamiglio

Boilerplate 
provisions cannot 

be disregarded 
just because they 
appear in every 

contract.



About the authors:  Francesco Giraldi 
and Giovanni Scognamiglio are from the 
Scognamiglio International Law Firm, 
where Francesco is a legal consultant and 
cultural mediator and Giovanni is managing 
partner. The Italian Law Firm specialises 
in International Trade, Shipping and 
Transportation Law, Energy and IP matters 
including patent, trademark and copyright.]

PROFESSIONAL OpiNiON

cause beyond the reasonable control of  
the party whose performance is affected 
(including mechanical, electronic, or 
communications failure).”

Severability
This clause keeps the agreement in 

force even if  some parts of  it are illegal 
or unenforceable. The invalid provision is 
“severed” from the rest of  the agreement 
that continues to operate as originally 
written. However, if  the severed clause 
is central to the commercial agreement 
between the parties severing may have 
unintended consequences, so this clause 
may not be appropriate for all contracts. 
Example:  “If  any provision of  this 
Agreement is determined to be invalid, 
illegal or unenforceable, the remaining 
provisions of  this Agreement remain in full 
force, if  the essential terms and conditions 
of  this Agreement for each party remain 

valid, binding, and enforceable.”

Headings
This provision prevents the parties from 

making arguments based on headings that 
are incorrect or badly written. Example: 
“The descriptive headings of  the Articles, 
Sections and subsections of  this Agreement 
are for convenience only, do not constitute 
a part of  this Agreement, and do not 
affect this Agreement’s construction or 
interpretation.” 

Notices
This provision identifies how a party 

will provide notices to another party and 
include also rules on when the notice is 
deemed to have been received. Example: 
“Unless otherwise stated in this Contract, 
all notices to be given under this Contract 
must be in writing, and sent by personal 
delivery, courier or facsimile to the address 

of  the relevant party”.

Boilerplate provisions are essential to 
the effective enforcement of  your rights 
under the contract and in some instances 
may grant or take away important rights. 
The advice is to not blindly use boiler-
plate standard clauses and to draft those 
provisions with the view to being able 
to effectively enforce them when neces-
sary.   



T
HE BMW GROUP HAS BEEN 
in China for over 16 years, playing a 
key role in a dramatically changing 
landscape as operations expanded 

along with the market. They began with a 
single Beijing Representative Office. In 2003 
they took the next step and set up a joint 
venture, BMW Brilliance Automotive Ltd., 
for the manufacture and sales of  the BMW 
3 and 5 Series. 

In 2004, Plant Shenyang was opened for 
manufacturing, and was closely followed by 
the establishment of  BMW Group Region 
China, ready for business operations in 
Mainland China, Hong Kong, Macau and 
Taiwan. In 2006, BMW (China) Automotive 
Trading Ltd. took charge of  the sales, 
importation, marketing, service and other 
issues relating to the BMW and MINI brands.

Today China’s automobile market is 
an exciting place to be, “undoubtedly 
the biggest highlight in the global auto 
market”, but the privilege of  entering the 
arena brings pressures, warns Dr. Christoph 
Stark, President & CEO of  BMW Group 
Region China. “None of  the premium car 
manufacturers will miss this country. The 
auto industry in this country will be more 
competitive than ever before.”

To stay ahead in this environment, BMW 
has engineered a three-pillar strategy for 
development and expansion. This tripartite 
approach prioritises product delivery and 
customer satisfaction, and adds social 
contribution as third and equally vital 
element.

In line with these first two pillars, Dr. 
Stark characterises BMW as both market-
orientated and customer-orientated. To strike 
a balance between these two positions, BMW 
works to providing more exciting models 
to the Chinese market whilst expanding its 
service network, parts distribution network 
and national training system.

The third pillar, social contribution, sees 
BMW working to adopt green technologies 

and to give back to the community in a 
manner that fits their brand as precisely as 
possible. However, at a time when CSR and 
sustainability concern most brands to some 
extent, it becomes a challenge to bring a 
companies’ contribution in line with their 
own expertise, and character. 

In green technologies, BMW draws 
attention not to buzzwords or CSR trends, but 
to the way these technologies’ innovative or 
competitive edge fits with the brand’s profile. 
BMW has a defined identity and brand 
culture; it is crucial that social contribution is 
not just an add-on, but a part of  an integrated 
whole.

BMW’s green technologies are therefore 
clearly connected with its broader focus on 
competitive technologies. Introduced in 2002, 
BMW’s EfficientDynamics technologies and 
features have been widely applied across 
all model ranges since 2006; currently, 
all the models sold in China make use of  
EfficientDynamic related technologies.

BMW draws attention to statistics compiled 
by the German Motor Vehicle Registration 
Authority in 2008, by which time the 
technologies had become an established 
feature in their vehicles. The figures illustrate 
how this could be a part of  a competitive 
premium profile, as well as an expression of  
environmental awareness.

“From 2006 to 2008, BMW’s average fuel 
consumption and CO2 ratings were down 
by 16%, the average MINI ratings by 20% 
in Europe. These improvements were more 
than twice as great as the next-best level of  
improvement achieved by a competitor in the 
premium segment,” says Dr. Stark.

The German Motor Vehicle Registration 
Authority calculated that the reduction 
in average CO2 emissions for the group’s 
vehicles was four times greater than the 
average figure for all car makers operating 
in the German market. The average fuel 
consumption of  all BMW and MINI vehicles 
registered in Germany was 5.9L/100 km, 

while the average CO2 rating is 158g/km. 

Another example of  social responsibility 
meeting specific branding can be found in 
BMW’s sponsorship schemes, especially 
in golf. “We are working closely with the 
European PGA and other worldwide Golf  
Associations. For us it is the perfect fit. Golf  is 
elegant and exciting; it matches the premium 
image of  the BMW. Both are about control 
of  power, sheer precision and endless pursuit 
of  perfection.” 

BMW is currently looking forward to the 
2010 WGC-HSBC Champions at the Sheshan 
International Golf  Club, Shanghai, from the 
4 to 7 November 2010, and Dr. Stark also 
points out that there are some significant 
similarities between market leaders in the 
automobile industry, and a top-class golfer 
participating in the WGC-HSBC Champions. 
“Both of  the two are the top figures in their 
respective fields. For their competitors, they 
demonstrate the trend of  the future and drive 
the world ahead. Both make great leaps 
forward to set the benchmark for others. Both 
of  them are responsible members of  their 
society, and willing to contribute more for the 
harmonious development of the community.”

As BMW moves forward, the company 
will look to stay true to its premium brand-
ing across the three areas of  focus: product 
delivery, customer satisfaction, and social 
contribution. While premium brands expand 
their China footprint, and both premium and 
non-premium brands alike draw attention to 
CSR efforts, marking themselves out with a 
diverse but coordinated profile may help to 
keep their identity distinct.  

China is “undoubtedly 
the biggest highlight in 
the global auto market,” 
says Dr. Christoph 
Stark, President and 
CEO of  BMW Group 
Region China

Putting CSR in the Driving Seat
BMW looks to social responsibility as an essential characteristic of the modern premium brand, 
explains Dr. Christoph Stark, President and CEO of BMW Group Region China.

By Katrina Hamlin

FEATURE
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T
here is no need for luxury brands to 
miss online opportunity in China. If  
a business can listen to its customers, 
provide the services they desire, and 

reward them for their custom, they can build 
an attractive online platform with a loyal 
clientèle.

Is Anyone Listening?
Too many businesses enter the online 

market without collecting adequate consumer 
feedback. There are many good and reliable 
companies who know how to listen to 
customers, and they will always be better able 
to understand their market. Yangjiu and others 
must make great investments in gathering 
consumer generated information relating to 
the expectations, needs and wishes of  the 
online consumer before deciding to list a new 
brand, product range, or product category on 
the site. 

Yangjiu has made major changes in terms 
of the products offered to customers, but there 
was a lot of work behind that decision. The site 
started by selling wines; only after gathering 
ample consumer based data about online wine 
consumers did we feel ready to expand into 
spirits, and later food. 

Technical Talent
There are not many individuals with the 

specific expertise needed to create a perfect 
interface for luxury online sales in China, and 
it remains a young field of  research. But these 

individuals do exist, and the most competitive 
sites will need their help. Yangjiu was lucky 
enough to find an experienced professional 
who had gained the necessary insight by 
operating focus groups and orchestrating 
comprehensive research on key topics. With 
over six years experience in placing the menu 
bar or the purchase button on a website, she 
could make sense of  the detail. For instance, 
she could provide insight into how to analyse 
data about eye movements of  internet users 
watching a web page. 

As luxury online brands become increasingly 
aware of  their unique online opportunities, 
it will become more and more important for 
the most ambitious sites to have this in-house 
expertise.

Lost in Translation
Translating a website into Mandarin is not 

enough to build a brand for online consumers 
in China. Every month my colleagues and I 
speak with hundreds of  luxury brands willing 
to build their image online, to sell online 
through Yangjiu’s platform, or to enter the 
Chinese market via the online sphere; and all 
too often, I hear the claim, “My brand image 
for China is ready. I have had my website 
translated into Mandarin”. 

Our answer is always the same. Translation 
is not enough to turn your online strategy into 
a success with high ROI. Running successful 
online marketing campaigns in China involves 
so much more. It will always be necessary to 
invest in both marketing and sales, as well as 
translation.

Service with a Smile
I  c a n n o t  e m p h a s i s e  e n o u g h  t h e 

importance of  customer service in China’s 
e-commerce. Online sales offer just a few 
specific opportunities for the business and 
its representatives to connect with the 
customer offline. The punctual package on 
the doorstep, the delivery boy’s smile, and a 
polite conversation with customer service are 
all significant encounters for a client, and it is 
important that the business makes the most 
of  them.

Infrequent direct contact also makes the core 
services – purchase and delivery – even more 
crucial. Reliable and prompt core services will 
underpin the clients’ positive experience with 
the business. To ensure that the company can 
offer these services, it is necessary to have an 
eye on the most significant local challenges 
for services.

To achieve customer satisfaction and 
loyalty, investment in a solid logistics network 
remains the main bottleneck in operating an 
e-commerce platform in China. It is important 
to overcome the potential difficulties here to 
impress customers, and businesses that succeed 
can even find exceptional opportunities to 
make a strong impression. 

For example, during winter 2008, when there 
was 10cm of snow in the streets of  Shanghai, 
Yangjiu was the only e-commerce company 
delivering non stop. Clients who spotted my 
colleagues covered in snow remembered their 
devotion, and the incident became a further 
incentive to stay faithful to Yangjiu’s site. 

Keep Them Coming
Chinese high net worth consumers are 

extremely loyal. If  the business serves them 
well, pays attention to their needs, and 
shows gratitude for their custom, they will 
come back. Top quality customer service is 
greatly appreciated by China’s high net worth 
consumers. In the case of  Yangjiu, service is 
recognised as the key to customer loyalty, and 
maintaining high standards is a priority. 

To this end, Yangjiu monitors success very 
carefully. We know that 80 per cent of  our 
clients at www.yangjiu.com come back to 
make another purchase within 3 months, for 
instance. These key principles should prove 
just as effective for other luxury retail brands 
as they venture into online sales.   

Net Returns
Luxury brands once feared diluting a premium identity with online sales. But www.yangjiu.com’s 
CEO Aline Conus sees opportunity in well-honed customer services.

By Aline Conus

FEATURE

“Listen, serve, reward”; a reliable formula, 
says Aline Conus, CEO, www.yangjiu.com.

About the author: In 2007 Aline Conus 
set up her business www.yangjiu.com, 
determined to sell luxury goods online to 
the Chinese consumer. The brand is now 
well established, and Aline Conus is www.
yangjiu.com’s CEO.
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R
I S I N G  C O S T S  A N D            
increased competition from other 
manufacturing destinations are 
eroding the competitiveness of  

low-cost manufacturing in China. The recent 
economic downturn also forced companies 
to scrutinise their cost base and look more 
closely at where cost savings could be made: 
manufacturing operations in China were no 
exception. With a host of  product quality 
scares in recent years making headlines, the 
demand for better quality products – without 
increasing costs – is now also required of  
China’s manufacturing industry. The industry 
is feeling the pressure.

Poor Maintenance
China’s manufacturing industry has 

developed very rapidly. As a result, factories 
have been set up and equipped and then run 
into the ground, with little attention paid 
to the renewal of  equipment and facilities. 
Once they have been run into the ground and 
are beyond the point of  no return, they are 

replaced. “Historically, companies in China 
have been in investment mode,” says Bruno 
Lhopiteau, General Manager, Siveco China, 
a maintenance consultancy in China. “They 
have been constantly expanding their business 
with new plants, or the extension of  existing 
plants. As a result, maintenance-related 
investments and specifically, the replacement 
of  faulty equipment, have often been hidden 
within larger construction or expansion 
budgets.” 

In many China factories these budgetary 
and accounting practices make it difficult 
to identify the impact of  inadequate 
maintenance on the bottom line. A similar 
black hole occurs in identifying how much 
money is lost through high staff  turn over. 
When employees move on, the organisation 
risks losing valuable data and experience that 
can impact adversely on costs through more 
imprecise quality and process checks and 
less effective maintenance. This also impacts 
on the ability to analyse the operation’s 
success and to identify a means for future 

improvement. Identifying and putting in 
place processes that monitor and provide the 
feedback to support maintenance strategies 
and minimise impact of  staff  turnover so that 
costs can be brought down is not easy. As a 
result, they tend to be neglected.

Paying to Learn
There are also the hidden costs of  

manufacturing in China that only become 
apparent through practical experience and 
these are often overlooked when companies 
first set up. “Businesses tend to come to 
China because they see the big picture – 
lower costs,” says Olivier Levy, managing 
director of  Dragon Sourcing. “They don’t 
always see the western China-specific details 
that will add to that cost when they consider 
sourcing from remote Chinese provinces.” 
A lack of  raw materials is a good example. 
Even if  businesses budget for this, they 
may not immediately appreciate that there 
are additional expenses and complexities 
such as the need to co-ordinate elongated 
supply chains and industry services in areas 
where logistics are not fully developed. “For 
example, manufacturers of  automobile parts 
might find the right conditions to make their 
product, but it can be hard to find other high 
quality necessities, like specific packaging 
for the parts’ transportation, or bar coding,” 
says Levy.

Which Approach Works Best?
Most manufacturing operations will agree 

on the benefits of  improved and systematic 
maintenance management, but choosing the 
best approach for their specific operations 
may not be that straightforward.   

One option is computerizing systems to 
make records more precise and consistent, 
and to generate useful data for past and 
present equipments’ condition, lifespan 

Adapt or Die?
With rising labour costs and increased competition, manufacturers need to continue to find new 
ways of achieving manufacturing efficiency in China if they are to survive.

By Katrina Hamlin

The right maintenance system can achieve significant improvements: Brose’s 
breakdown rates after setting up their system showed significant benefits.

SECTOR REPORT maNufaCTuriNg effiCieNCy

Source: Brose Wuhan Automotive Systems Co.
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and productivity. Brose Wuhan Automotive 
Systems Co. is an example; after consulting 
with Siveco, it used software tools to support 
its maintenance process as a key part of  its 
IT systems and as a result it identified a 
range of  areas where it could reduce costs, 
such as lessening its power consumption 
and improving its monthly breakdown times.

Another option is to introduce systems 
that embed the principles of  maintenance 
firmly in the operating methodology of  the 
company so that the practice does not become 
dependent on specific individuals tasked with 
the operation. This means that when staff  
leave the company, maintenance programmes 
are not compromised. Training can be used 

to establish the key concepts for newcomers, 
while careful management and a user-friendly 
system keep the principles in play. 

Volvo institutionalises its maintenance 
system through strategic training. “When 
we started our Shanghai factory, we brought 
in supervisors and managers from our 
Korean factory to provide the training,” 
says Benoit Rimaz, President of  Volvo 
Construction Equipment China. “By 2007, 
we had successfully replaced the Koreans 
with Chinese managers. Maintenance 
management systems were thus replicated 
throughout different sites, ensuring reliability 
and thorough understanding of methods used 
across the organisation.”

Lean and Mean
Adopting a Lean manufacturing philosophy 

or just ‘Lean’ as it has become known, is 
another increasingly popular approach to 
help drive down costs. In this, manufacturers 

consider the expenditure of  resources for any 
goal other than the creation of  value for the 
end customer to be wasteful, and thus a target 
for elimination. “Lean manufacturing has 
become more and more important for China’s 
manufacturers,” says Martin Uhlemann, 
CEO of  International Management & 
Innovation Consultancy “In China, there is 
a growing belief  among manufacturers that 
only Lean manufacturing can bring new life 
to their companies.” 

A key advantage is that Lean techniques 
and knowledge are now well established, 
understood and available in China. Services 
such as those provided by 1MFG.com, 
a multi-media platform targeting only 
manufacturing professionals in China, and 
events such as 1MFG.com’s Lean Champion 
Summit, provide opportunities to learn more, 
and manufacturing staff  are increasingly 
familiar with the system before training starts.

But Lean is no magic bullet, cautions 
Siveco’s Lhopiteau. “‘Lean’ has become 
one of  those magic buzz words imbued 
with amazing powers and is now a hugely 
popular topic in China, but it has its limits.” 
Companies should not be looking to Lean 
teachings for a quick-fix answer. Long term, 
institutionalised changes remain the best 
way forward. The principles and practices 
advocated by Lean also may need to be 
adapted to the specifics of  each operation’s 
needs. “We use Lean, but we adapt its 
concepts to our Volvo production system,” 
says Rimaz.

Whatever  sys tem i s  chosen  by  a 
manufacturing operation, key to success 
is that it is user-friendly, whether or not it 
is computerized. It also needs to support 
maintenance management strategies which 
are structured and precise but also flexible. 
“Our system is both user-friendly and 
practical,” says Marc Bourgeois, General 
Manager of  Brose. “It can easily adapt itself  
to more or new technologies and processes as 
our company expands. It is also compatible 
with other systems run in our company, such 
as SAP.”   

One of  the major ways in which improving 
the efficiency of  manufacturing sites saves 
money is by reducing the need to build 
new sites, and in recent months established 
manufacturers have slowed or stopped the 
opening of  new factories. “There has been 
no expansion of  Volvo’s footprint since the 
financial crisis,” says Rimaz. ”We would 
prefer to make the most of  the sites we 

Adopting a Lean 
manufacturing 

philosophy or just 
‘Lean’ as it has 

become known, is 
another increasingly 
popular approach to 

help drive down costs

Quality Control
Sébastien Breteau, CEO of 
AsiaInspection talks to SBR.

SBR: What are 
t h e  g r e a t e s t 
challenges for 
in te rna t iona l 
manufacturers 
in China as they 
work to manage 
quality control? 
SB: Finding a 
reputable, reliable 
partner you can 
trust;  who wil l 

consistently deliver, and who doesn’t have 
any tricks up their sleeve that will impact your 
bottom line. It is key for importers to ensure 
that prerequisite quality standards are met and 
are verifiable at all stages of the preparation, 
manufacturing and delivery processes. 

SBR: What are the latest innovations in 
quality control, and how useful will they 
be for manufacturers in China looking to 
improve manufacturing efficiency? 

SB: These days, manufacturers need a quality 
service partner that is web-centric; enabling 
them to manage all aspects of scheduling and 
review of their inspections, audits and testing, 
at a competitive price and in a timely manner. 
For example, AsiaInspection customers can 
schedule an inspection online and have an 
inspector onsite anywhere in Asia within 48 
hours; with a report delivered the same day 
for USD288. 

SBR: What significant developments in 
quality control do you expect to see in the 
near future in China? 
SB: The quality services industry is growing 
explosively and it will continue to evolve in 
ways that better meet customer demand. As 
the world continues to grow flatter, web-centric 
quality control service providers will continue to 
make it easier for international manufacturing 
clients to manage their core quality needs; 
easily, efficiently, and at a competitive price, 
while improving their reactivity and production.

CO-PUBLISHED FEATURE
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already have.” 

Location, Location
However there is still strong demand from 

newcomers looking for new sites, attracted 
by China’s growing potential as a domestic 
market and the economy’s durability during 
the recent financial crisis. But the strategic 
decisions on the best place to locate have 
got much more complex. SIP Consulting, 
a China-based consultancy that advises on 
these matters, urges businesses to pay close 
attention to the hard, measurable factors 
as well as the equally important soft ones, 
prior to making this decision. Hard factors 
include the price of  land; the price of  labour; 
the price of  utilities; tax incentives and 
logistical support.

Different operations will find themselves 
better located in different areas. Although 
inland China’s lower costs and government 
incen t ive  p rog rammes  may  seems 
attractive they do not always fit with the 
manufacturer’s other needs. “The actual cost 
of  delivering quality may be cheaper in well 
established coastal zones,” says Geoffrey 
Mills, director of  SIP. Harder-to-quantify, 

softer issues can also dissuade companies 
from looking inland for new property 
investment. “While many cost variables 
may say ‘Wulumuqi’ logistics may not”, 

says Mills; the outturn operational costs 
may prove higher than expected because of  

inland “differences”, he adds. 

People Power
Staffing is a vital factor in deciding on 

location. “We have to look at every aspect 
of  production and quality,” says Rimaz. 
“That includes the people.” Staff  retention 
supports efficiency, and location affects 
this. Manufacturers should investigate 
what appropriate talent is available in a 
region, points out Mills. Better universities 
provide talent; but its graduates may be over 
qualified, or more ambitious. They may 
be quick to move on once they have been 
trained. An attractive standard of  living will 
also be important. For expatriate employees, 
there are other factors, for instance the 
ability to access an international education 
and facilities.

These are important issues if  factories are 
to be located away from the most developed 
areas. However, soft factors should not overly 
influence location decisions. According to 
Mills, many companies and professionals 
were tempted to remain in Hong Kong for 
far longer than was commercially sensible 
for just this reason.   

While many cost 
variables may say 

‘Wulumuqi’ logistics 
may not”, the 

outturn operational 
costs may prove 

higher than expected 
because of inland 

“differences” 
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Regulatory Update
New legal and tax developments affecting foreign invested enterprises in Shanghai

Provided by CCH China

Legal News 
Enterprise Wage Increase Guidelines 
in Shanghai Released
On 3 August 2010, the Shanghai Municipal 
Human Resources and Social Security Bu-
reau, Shanghai Federation of Trade Unions, 
Shanghai Federation of Enterprises/Shanghai 
Entrepreneurs Association jointly released 
the Circular on 2010 Enterprise Wage In-
crease Guidelines in Shanghai (Circular), 
which points out that the guideline for aver-
age enterprise wage increase in Shanghai is 
11 per cent, with 16 per cent as the maximum 
rate and 4 per cent as the minimum rate. 
The Circular points out that wages of man-
agement staff should not be increased when 
there are no wage increases for front-line 
workers. Moreover, enterprises can increase 
wages for employees if their average wages 
are lower than 60 per cent of the average 
wages in Shanghai in the last year. 

GAQSIQ Revises the Administrative 
Provisions for Labelling of Food 
Products
The General Administration of Quality Super-
vision, Inspection and Quarantine (GAQSIQ) 
recently released a document on its decision 
to make nine amendments to the Administra-
tive Provisions for Labelling Food Products 
(Provisions). The revised Provisions points 
out that alcoholic beverages with more than 
10 per cent ethanol content, vinegar, salt and 
solid sugar may be exempted from the need 
to state the date of expiration. Moreover, 
as for food containing both solid and liquid 
substances, the drained (solid) contents 
should also be indicated aside from the net 
weight of contents. 
In addition, the revised Provisions empha-
sises that food product labels should also 
identify the product composition or ingredient 
list. Furthermore, the main nutritional com-
ponents and contents of staple foods or food 
supplements for infants and other specific 
persons should be stated as well. 

Supreme Court Releases Judicial 
Interpretation Regarding FIE Dispute 
Cases
The Supreme Peop le ’s  Cour t  recent ly 
released the Regulations of the Supreme 

People’s Court on Several Issues Concerning 
the Trial of Foreign Investment Enterprise 
(FIE) Dispute Cases (I) (hereinafter referred 
to as Regulation I), which took effect on 16 
August 2010. The Regulation I focuses on 
resolving law application issues generated 
during the process of setting up limited liabil-
ity FIEs and dealing with changes that arise, 
including the effectiveness of unapproved 
contracts and the corresponding legal con-
sequences, as well as equity confirmation, 
transfers, pledges and other issues. 
The Regulation I stipulates that a contract 
which needs to be examined and approved 
under laws and administrative regulations will 
be deemed not in effect other than invalid. 
Besides, the Regulation I clarifies the rules 
for dealing with dormant investments in FIEs, 
pointing out that under certain conditions, the 
courts may directly determine the identity and 
equity share of an FIE shareholder who is 
not listed in the FIE’s approval certificates. 

New Regulation of Shanghai Clarifies 
Conditions for Talents Receiving 
Residence Permits
The Shanghai Municipal People’s Govern-
ment recently formulated the Trial Measures 
for Imported Talents Applying for Permanent 
Residence in Shanghai (Measures), which 
defines 11 categories of imported talents 
qualified to apply for permanent residence 
in Shanghai. 
The Measures points out that applications 
for imported talents shall be jointly examined 
and approved by Shanghai Human Resource 
and Social Security Departments and other 
relevant industrial administrative authorities, 
and that the approved applications must be 
publicised online for 15 days. Moreover, 
the Measures emphasises that for imported 
talents who are marr ied,  their  spouses 
and minor children can simultaneously go 
through formalities to apply for residence 
and relocation . 

Shanghai Releases Mid- and 
Long-Term Talent Development 
Programme
Shangha i  mun ic ipa l i t y  announced  the 
Shanghai Mid- to Long-Term Talent Develop-
ment  Programme (2010–2012) (hereinafter 
referred to as the Programme) on 3 August, 
which clarifies the primary mission of boost-
ing the international competit iveness of 

LAW & TAX

talents, including establishing the Pudong 
international talents innovation test site, 
and constructing a batch of innovation busi-
ness sites for high-level overseas talents, 
and so on. 
Moreover, the Programme proposes to in-
troduce 2,000 high-level overseas talents 
who can improve the development of key 
industries and key areas in Shanghai in the 
following five to ten years. 

Tax & Finance News 
Business Tax Exemption for Offshore 
Outsourcing in 21 Municipalities
The Ministry of Finance (MOF), the State 
Administration of Taxation (SAT) and the 
Ministry of Commerce (MOFCOM) recently 
jointly released the Circular on Business 
Tax Exemption for Offshore Outsourcing 
Services in Model Cities (Circular), which 
clarif ies that the incomes of enterprises 
that provide offshore outsourcing services 
and that are registered in 21 cities including 
Beijing, Shanghai, Dalian, Nanjing, Suzhou, 
Guangzhou and Shenzhen, shall  be ex-
empted from business tax from 1 July 2010 
to 31 December 2013. 
Moreover, the Circular defines incomes for 
undertaking offshore outsourcing services 
as incomes that enterprises have received 
from overseas units providing IT Outsourcing, 
Business Process Outsourcing or Knowledge 
Process Outsourcing services. 

CIRC Reissues Document to Adjust 
Policies for Insurance Funds 
Investment
Following the releasing of the Tentative 
Measures for the Use and Management 
of Insurance Funds, the China Insurance 
Regulatory Commission (CIRC) recently 
released the Circular on Relevant Issues 
Regarding Adjusting Policies for Insurance 
Funds Investment (Circular), which clarifies 
issues concerning assets account balances 
for investing in bank savings, requirements 
for insurance companies allocating fixed-
income assets, requirements for allocation 
of independent investment stocks and stock 
funds, and so on. 
Moreover, the Circular points out that the 
scope of investments in overseas markets 
for insurance companies are bonds and se-
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curities investment funds issued publicly in 
overseas capital markets, as well as stocks 
from public offerings and listings. Addition-
ally, the balance of foreign investment in 
insurance companies should not exceed 15 
per cent of gross assets at the end of the 
last quarter. 

Foreign Institutions Approved to 
Enter Pilot Investments in the Inter-
Bank Bond Market
On 16 August 2010, the People’s Bank of Chi-

This article was first published in the China Law Express (www.chinalaw-
express.com), and is reprinted with the kind permission of CCH China, a 
leading provider of tax and accounting, legal and HR information. 
China Law Express is a daily bilingual legal news service, featuring briefs 
and commentary on legal developments and court case reports. 

New from CCH China: 
China Company Law Guide- Corporate Governance, Chinese, LLS/online, 
A highly practical and reliable guide for professionals to solve common 
corporate governance affairs as well as the specific governance issues 
in listed companies, foreign invested companies, state-owned enterprises 
and commercial banks;
China Company Law Guide-Bankruptcy and Liquidation, Chinese, LLS/
online, A guide offers valuable advice together with best practices on how 
to ensure the smooth progress of bankruptcy and liquidation procedures 
as well as tips and a how-to guide on protecting the interests of creditors;
China Essential HR Solutions-Letters, Forms & Policies, Bilingual, Web, 
A wide collection of ready-to-use letters, forms and policy statements that 
you can use in your daily HR work;
China Foreign Exchange Control, Chinese, LLS and online, A very practi-
cal and informative guide to cross-border capital flows involved in their 
international trade and investment in China；
China Tax Planning Guide, Chinese, LLS and online, A highly practical and 
unique guidance on the tax implications of common business transactions 
for professionals in tax and business;
China Company Law Guide Series II - Foreign Corporation Registration 
and Deregistration, Chinese, LLS and online, A highly practical and reliable 
guide for professionals in the area of Foreign Corporation Registration 
and Deregistration;
US Master GAAP Guide (Second Edition), Chinese, Bond Book, It 
provides explanations, applications, and/or summaries for the pronounce-
ments above, in accordance to accounting procedure and practice;
China Company Law Guide –Company Registration and Dissolution, 
Chinese, LLS and online, It provides a comprehensive, practical and 
reliable guide for professionals in the area of company registration and 
dissolution;
China Anti-Monopoly Law Guide, Chinese, LLS and online, The first 
practical guide for operators’ conducts under China Anti-Monopoly Law;
China Tax Planning Guide, English, LLS and online, A highly practical and 
unique guidance on the tax implications of common business transactions 
for professionals in tax and business;
China Tax Compliance Guide – Tax Review, Chinese, LLS & Online, A 
systematic, comprehensive, detailed, practical and reliable tax review 
guide for both in-house tax specialists and tax auditors from accounting 
firms in China;
China Labour Contract Law Guide, bilingual, bound Book, a practical and 
reliable guide for Labour Contract Law issues in China;
A Practical Guide to China Construction Engineering Project Tendering 
and Bidding Law, Chinese, web and print loose-leaf subscription, com-

mentary on Construction Engineering Project Tendering and Bidding Law;
China Intellectual Property Enforcement Manual, Chinese, web and 
print loose-leaf subscription, commentary on China Intellectual Property 
Enforcement Manual;
Beijing Employment & Labour Law Guide, English, web and print loose-
leaf subscription, commentary on labour law;
Shanghai Employment & Labour Law Guide, English, web and print 
loose-leaf subscription, commentary on labour law;
Jiangsu Employment & Labour Law Guide, Chinese, web and print loose-
leaf subscription, commentary on labour law;
Transfer Pricing – A Practical Guide, Bilingual, print
loose-leaf book, commentary on transfer pricing;
China Tax Compliance Guide – Turnover Tax, Chinese, web and print
loose-leaf subscription, commentary on Turnover Tax;
U.S. Master GAAP Guide, Chinese, print
Bound book, commentary on U.S. GAAP;
Sarbanes Oxley Act: Planning and Compliance, bilingual loose-leaf book 
with law commentary and legislation; 
China Accounting Preparation Series I, II & III, Chinese, commentary & 
practical worked examples on new accounting standards, web or loose-
leaf subscription; 
Guide to the Acquisition of Companies Listed in China, Bilingual, loose-
leaf book, with commentary and legislation;
Tax Planning for Expatriates in China, Chinese, bound book, commentary;
Investment in China Special Economic Zones, Chinese, loose-leaf book;

CCH Executive Events
Compensation Management Principle and Data Application
Shanghai   September 9   
What HR Needs to Know about Business
Shanghai  September 16
Coaching and Feedback for Effective Performance
Beijing   September 10
Managing & Leading Change
Beijing   September 16
Being a Business Driver - What the Line Really Wants
Beijing   September 17
Organisation Governance and Organisation Design
Shenzhen  September 17

For more details, please visit www.cchchina.com.cn, call +86 21 63910808 
or email support@cchchina.com.cn

na (PBC) released the Circular on Relevant 
Issues Regarding Pilot RMB Investments in 
the Inter-Bank Bond Market by Three Types 
of Inst i tut ions including Overseas RMB 
Settlement Banks (Circular), which became 
effective that same day. The Circular allows 
overseas institutions to enter the inter-bank 
bond market for pilot investments, and also 
clarifies the specific ways for overseas insti-
tutions to engage in bond investments in the 
inter-bank bond market. 

The Circular points out that all RMB settlement 

banks in Hong Kong and Macao, foreign 
banks participating in RMB settlements for 
cross-border trading, as well as overseas 
cent ra l  banks  or  monetary  au thor i t ies 
can apply to invest in the inter-bank bond 
market. Moreover, the Circular requires 
set t lement agents entrusted by foreign 
institutions to carry out bond transactions 
and settlements to apply for fi l ing in the 
Shanghai headquarters of PBC according to 
the relevant stipulations.    

LAW & TAX
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OFFSHORE TAX

Switzerland signs Protocol to tax 
treaty with India
The Swiss government signed, on 30 August 
2010, a Protocol to revise the existing income 
tax treaty with India in line with the OECD 
standard on exchange of information. The 
revised treaty, signed in New Delhi by visiting 
Swiss Foreign Minister Micheline Calmy-Rey 
and Indian Finance Minister Pranab Mukherjee, 
will make it possible for Switzerland to come to 
an agreement with India on an automatic and 
extensive “most favoured nation” clause. 

India currently has treaties with as many as 79 
countries, but none of them yet has provisions 
for exchange of information related to taxation.

Panama aims for OECD “White List” 
by early 2011
The Panamanian Finance Ministry announced, 
on 12 August 2010, that Panama should be 
promoted to the OECD white list of jurisdictions 
that have substantial ly implemented the 
internationally agreed tax standard by the 
beginning of 2011. Deputy Economy Minister 
Frank De Lima said he was optimistic that 
Panama’s efforts to sign income tax treaties 
with ten countries and its upcoming treaty 
negotiations would be enough to attain white 
list status.

So far, Panama has signed income tax treaties 
with Barbados and Mexico and has agreed 
to the text of tax treaties with eight other 
countries – Belgium, France, Italy, Luxembourg, 
the Netherlands, Portugal, Qatar and Spain, 
whereas corresponding negotiations with South 
Korea and Singapore are already scheduled. 
When concluded, these would bring the number 
of agreements to 12, fulfilling the OECD’s 
criteria for placement on the white list.

60 countries to promote currency 
transaction tax
Cabinet ministers from a group of 60 countries 
said, on 1 September 2010, that they will 
propose an international financial transaction 
tax of 0.005 per cent aimed at generating 
an estimated EUR30 billion to EUR40 billion 

annually for development aid. The proposal 
calls for the tax to be collected in British sterling, 
euros, US dollars and yen.

The group, which includes Japan and most 
European countr ies but  not  the Uni ted 
States and Switzerland, said it planned to 
present the proposal at the United Nations 
Millennium Objectives summit in New York on 
21 September.

After a meeting in Paris of 12 of the supporting 
countries, French Foreign and European 
Affairs Minister Bernard Kouchner said that 
the proposed tax of five cents out of every 
EUR1,000 is enough to launch the movement.

EU tax commissioner visits Hong 
Kong and Macau
On 30 and 31 August 2010, the EU Tax 
Commissioner Algirdas Šemeta visited Hong 
Kong and Macau where he emphasised 
the improved dialogue, cooperation and 
convergence with the SAR on issues relating 
to good governance in tax matters.

The EU aims at improving the degree of 
transparency and the exchange of information 
with Hong Kong. An automatic system of 
exchange of information on taxation of income 
from savings that was initiated on a voluntary 
basis with the 25 out 27 EU members, is now 
being tested and assessed. The EU also intends 
to boost cooperation in customs controls so 
to tackle counterfeited goods and piracy, and 
also to facilitate customs procedures. Šemeta 
also visited Shanghai to discuss intellectual 
property rights, the security of supply chain and 
tackling smuggling activities with his Chinese 
counterparts.

Swiss government completes 
processing of undisclosed UBS 
accounts
The Swiss government announced, on 26 
August 2010, that it had completed processing 
the 4,450 undisclosed UBS accounts that it 
was obliged to disclose under the terms of last 
year’s bilateral agreement with the US. The 
IRS confirmed that it had received account 

information on over 2,000 of those accounts.

Both part ies are opt imist ic that the US 
authorities will receive most of the agreed 
account information within a reasonable period 
of time and that the US authorities will withdraw 
the civil action brought against UBS. The Swiss 
government also hoped that the transfer of the 
UBS client data would be largely concluded by 
autumn 2010. 

Germany and Switzerland near 
agreement on undisclosed assets
Germany and Switzer land are l ike ly to 
conclude an agreement on the tax treatment 
of German citizens’ unreported bank accounts 
in Switzerland before the end of October, 
according to the German Finance Minister 
Wolfgang Schäuble.

Under the proposed agreement, Switzerland 
would apply a withholding tax on the bank 
accounts of German citizens and provide 
greater administrative assistance on tax matters 
to German authorities but without adopting 
automatic exchange of tax information. When 
the agreement is in place, German authorities 
will no longer buy stolen bank data to learn 
about German citizens’ hidden assets in 
Switzerland.

Germany and Switzerland are also in talks on a 
new treaty on the exchange of information.  

For further information on how Sovereign can 
help your international tax planning, please 
contact:
Jacques Scherman, Managing Director
Sovereign Trust (Hong Kong) Ltd.  
+852 2542 1177
email: jscherman@sovereigngroup.com
Sunny Liew, Liaison Officer
Sovereign Trust (China) Ltd.  
+8621 6103 7089
email: sliew@sovereigngroup.com

The View Offshore
New overseas tax developments
Provided by Sovereign Trust (Hong Kong) Ltd



Directory of Services Providers
Are you reaching your customers?

Take out an enhanced entry and increase your 
exposure to thousands of potential clients. 

Alternatively, become an SBR Executive Partner and 
enjoy free marketing. 

Contact Sasha Rodionova at sasha@mk-media.net
for further details.

ADVERTISING & GRAPHIC DESIGN
AIRLINES
ARCHITECTS & INTERIOR DESIGN 
AUTO & AUTO SERVICES
BANKS - INTERNATIONAL
BUSINESS CONSULTANTS
CONFERENCE ORGANISERS
CONSTRUCTION & ENGINEERING
DINING & NIGHTLIFE
FACILITIES MANAGEMENT
FINANCIAL ADVISORS
FOOD & WINE
GYMS & LEISURE ACTIVITIES
HOSPITALS & CLINICE
HOTELS
HUMAN RESOURCES - RECRUITMENT & 
EXECUTIVE SEARCH
INSURANCE
INTERNATIONAL COURIER SERVICES
IT SERVICES

LAW FIRMS
LOCAL COURIER SERVICES
LOGISTICS, FREIGHT FORWARDING & AIR 
FREIGHT
MANAGEMENT CONSULTANTS
MARKET RESEARCH, ETC
MASSAGE, SPAS & THERAPY CENTRES
MISCELLANEOUS
OFFICE FURNITURE & DESIGN
OUTSIDE CATERING
PROFESSIONAL EDUCATION - EMBA 
PROGRAMMES
PROFESSIONAL TRAINING & SCHOOLS
REAL ESTATE AGENTS
REMOVALS & RELOCATIONS
SERVICED APARTMENTS
SERVICED OFFICES & BUSINESS CENTRES
SPECIALITY STORES
TAILORS
TRANSLATORS & INTERPRETERS
TRAVEL  AGENCIES

INDUSTRY CATEGORIES

State Bank of India Shanghai Branch. 
4206, K.Wah Centre, 1010, Huai Hai Zhong Lu, 
Shanghai. 200031.
T: 5404 3331
上海市淮海中路1010号嘉华中心4206室

BANKS - INTERNATIONAL

SBR Executive Partner
7.5% off all 2010 CEIBS Industry Forums

SBR Executive Partner
Benefits: RMB 2,000 credit for contracts in 
excess of RMB 10,000

English Research Consulting. 
Rua da Cordoaria 101, Edificio Coloane 1/F - 
G, Coloane Macau SAR China.
T: +853 2888 1073
澳門路環打纜街101號路環小築一樓G座

DIRECTORY
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MoonSha Japanese Cuisine
3F, 5th on the Bund, Zhong Shan Dong Yi 
Road, Shanghai 200002
Tel: 6323 1117
上海中山东一路外滩五号3楼

DIRECTORY
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SBR Executive Partner
20% discount on all programmes

Chi Life Studio
447-2 Jin Feng Road, Min Hang District, 
Shanghai 201107.
T: 3350 9989
上海闵行区诸翟镇金丰路447-2号 201107

SBR Executive Partner
10% discount on daily meeting package

SBR Executive Partner
10% discount food only

DIRECTORY
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SBR Executive Partner
20% discount on our normal fee if it is 
Middle Management assignment; 
25% if it is a senior position 

room

SBR Executive Partner
10% discount on best available room rate 
booked via www.holidayinn.com booking 
page

DIRECTORY
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China centre, Manchester Business School 
Suite 628, 6F, Shanghai centre, 1376 Nanjing 
Road West, Shanghai 200040.
T: 62798660
上海市南京西路1376号上海商城西峰628室

PROFESSIONAL EDUCATION – 
EMBA PROGRAMMES

SBR Executive Partner
7% off all event fees

SBR Executive Partner
10% off standard pricing for new customers 
for cross cultural training

DIRECTORY
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KUBE Workplace. 
Blk 10, Suite 305-307, #652 Changshou Rd. 
Putuo District, 200060, Shanghai, China.
T: 5187 7360
上海市长寿路652号10号楼305-307套间

SBR Executive Partner
8% off on monthly rental fee. 

DIRECTORY
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www.AsiaInspection.com

Product Inspections, Factory Audits and 
Certifications ( RoHS, REACH, EN71...)
Book and manage your quality control in Asia 
100% online from anywhere in the world. 

AsiaInspection will be at any factory in China 
within 48 hours for $288 USD. 

Your Eyes in the Factory!™
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