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business in China

Alumni Profiles
Michal Jacob-Fletcher
Charles Abel

Accelerating technology commercialization
for the benefit of Canadians.

The Link

Top 10

Hal Josephson
CEO, MediaSense and Director of Business Development for China Access 2010.
E-mail: haljo@mac.com

Pieces of Advice
for Doing Business in

The sheer size and scale of what and how

things are changing in China is truly difficult
to fully grasp. Never on earth has a country
moved so quickly to become a significant
global economic power. National GDP is positive 7.5 per cent despite a worldwide recession (down from 12 per cent only 8 months
ago). Average China income is now above
the $3KUS milestone mark and even higher
in Eastern seaboard developed regions like
the Pearl River Delta (HK, Shenzhen, Guangzhou), Yangtze River District (Shanghai, Hangzhou, Suzhou) and Bohai Bay region (Beijing,
Dalian and Tianjin). There are currently over
100 secondary

China

cities with over 1 million people, plus 300
million more Chinese will move from rural
China to urban China over the next 20 years.
The statistics are thoroughly mind-boggling.
Now is the time to further one’s commitment
to do business in the evolving China marketplace. All the signposts indicate that anyone
doing business globally must have a China
strategy. If you are going to develop and
implement your China strategy, or continue
your business efforts in China, here are a
few suggested “best practices.”
1. Focus on developing your
relationships strategically.
Relationships matter
more in China than
in other Western
countries. Though it
is not exactly what
might be called
in the West “the
ol’ boy network,”
many things
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but a combination
of who introduces you, how you
know whom you know, what role
contacts in your network play in China
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and how your relationship evolves and matures. “Guanxi” is the Mandarin term for this
network of relationships. Be sensitive and
aware that developing, building and nurturing your China relationships is something
that requires thoughtfulness, dedication,
effort and finesse.
2. Seek out and leverage colleagues already
in the market.
There are over 60,000 foreign enterprises in
China today.
Seek out the companies and individuals in
your industry sector. They will have overcome many issues that any “newbie” might
face in China. They can be an enormous help
in terms of their experience and guidance. In
addition, they will have their own developed
network of contacts on the ground in China
and can be a fantastic source for referrals
and introductions.
3. Determine the right infrastructure for
your business goals
There is a great deal of controversy regarding
how to best set up and organize a business
in China. For example, should you be a joint
venture or a wholly owned foreign enterprise
(WOFE)? Talk to your China contacts and get
advice. There are 88 legal firms currently in
Shanghai alone – get a highly recommended
referral and set a time to confer with the
right legal council to discuss what you may
really need.
4. Be thorough in evaluating and selecting a
China partner.
Quite frankly, it is difficult to determine who
you can absolutely trust in today’s shifting,
almost wild, wild East, China marketplace.
There are many middle-aged Chinese returning to Mainland China having been educated
in the West. These so-called “sea turtles” can
be great business partners since they were
born global, know how China operates, speak
Mandarin, but also understand the dynamics
of business in the West.
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5. Verify regularly that your team subscribes
to the program.
This is most critical in China where language
is not only a barrier, but the interpretation of
the translation can simply be different. In addition, differences in cultural experience can
lead your Chinese partners to act differently
based on what they may think best in any
given situation. There’s huge demand for incountry expertise as both foreign companies
and Chinese businesses expand and grow.
Remember you can also identify and contract
smart service providers who know how to be
effective in the China marketplace.
6. Show up – commit to being in country
often.
Do not think that things will move ahead and
progress if you, the key market manager, has
set things up. It truly matters that whoever
is the keeper of the China strategy or business vision is regularly in town. You need to
lead the way and make sure that everyone
on your growing team understands what
needs to be done. This is true in any business
venture and most necessary on the ground
in China.
7. Identify smart service providers who
already know China.
If you are doing business in China, you will
probably need help with accounting procedures, local tax issues, human resources, locating office space, etc. All of these processes
will be go much smoother if you spend a bit
of up-front time sourcing and evaluating the
best possible third party resource providers.
A good way to do this is to join local organizations that typically meet monthly and ask
others who have already been through these
stages. In fact, there is surely a Chamber of
Commerce organization that can be quite
helpful.
8. Learn 100 functional phrases of Mandarin.
Foreigners who take the time to learn more
than “ni hao”, “xie xie” or “gonbay” -- hello,
thank you or cheers (down the hatch), will
find it most useful to get around Mainland
China as well as helpful to build better relationships. Right now there are more English

speaking Chinese in China than North
America. Many Chinese would prefer
that you speak English with them
so that they can practice. Make
an effort to learn enough so
you can order in a restaurant, ask directions
and carry on a polite
simple exchange. The
fact that you have
made an effort to
learn the language
makes a very positive statement and
impression.
9. B2B, B2C but
never C2C (Copy
to China).
China is
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place. Plus,
there are
many Chinas
and not one size
fits all. Most people
know that Hong Kong is London-like and not
at all like Mainland China. But many do not
realize that what works in Beijing or Shanghai
may not apply in Chengdu or X’ian. Mainland
China has 33 different provincial administrations, 22 provinces, five autonomous regions
and four municipalities directly under Central
Government. Plus, Hong Kong and Macau are
special administrative regions (SAR).

Next year is Shanghai World Expo 2010. Be
there if you can, and good luck throughout
the next decade.
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Each locale has its own dialect, culture, style
of food, government procedures and in most
cases, variations as to what business practices do and do not work.
10. Act now. Everything takes longer than
you think.
China is now the world’s fastest growing
market. Do not think that you will get
into the market when it is more mature.
If you do not start now, it will only take
you longer to get up to speed about how
things work and to be able to develop
in-market proficiencies. It takes time to get
things done, so manage your own expectations as well as pay attention to the nuance
of Chinese business practices.
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