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Check the timetable below to Switzerland in
summer 2005

-Up to 5 flights per week

1)

Austrian Airlines
take you to

U kmmirien serving LAins
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__more Switzerland cities!

Austrian airlines” high level service will fly you to Europe

in stylel

More Austrian airlines from Shanghai to Vienna in
summer 2005, up ta 5 flights per week.
For specific flight information, check the timetable below;

[walid #rom Apdd 2035

Austrian Airlines-we cover Europel

Visit warw.aus.comen for more infarmation, call Austrian Alrlines at
021 6340 3411 (Shanghal) or 010 6462 2161 (Beijing) or contact your

travel agent. Terms and conditions apply.

A Word from the
fER+ Chairman

a very warm welcome to the first of four planned 2005 issues of the THE
BRIDGE magazine. We would like to wish you, your families and companies a
prosperous, happy and healthy Year of the Rooster.

Dear Readers,

The old year expired on a sad note: the world was shocked of the tsunami
and its horrible and ongoing aftermath. We are grateful that no victims from
our membership or the Swiss Community in Mainland China at large were
reported. Due to some legal constraints we have chosen not organize a relief
fund but leave it up to members to donate on an individual basis.

Good Bye & Welcome

With year end 2004, HE Ambassador Dr. Dominique Dreyer left his post and
China for good and took over the responsibility as Ambassador of Switzerland
in India. We would like to thank him for his good cooperation and wish him all
the best for his new challenging assignment.

At the same we would like to express a heartfelt welcome to HE Ambassador
Dante Martinelli. We wish him good fortune and strength in this challenging and
high position and look forward to an excellent relationship.

The first quarter of 2005 is as well traditionally the season for the General
Assemblies.

Congratulations to the newly and re-elected Board Members:

SwissCham Beijing: Cyrill Eltschinger, President; Andrew Cheng, National
Representative; John Liebeskind, Vice President and National Representative;
Zhang Hu, Treasurer & Director of the Board, Olivier Glauser, Secretary
General and National Representative; David Saudan, Director of the Board;
and Jeffrey Li, Director of the Board.

SwissCham Shanghai: Ren Zhanbing, President and National Representative;
Nicolas Musy, Vice President, National Representative; Walter Akeret,
Secretary; Sandro Willi, Treasurer; Victor Chiam, Membership Officer;
Christian Guertler, National Representative; Daniel Heusser, Event Officer;

SwissCham Beijing: Guillaume Boudin, Andreas Kriesi, James Chen and
Manfred Steuber.

SwissCham Shanghai: Bob Heiniger and Philippe Zwahlen.

We already would like to invite all members to participate in the upcoming
National General Assembly of SwissCham China to be convened in Beijing on
April 18th 2005.

The invitation package will be sent out soon!

Christian Guertler
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03  Dante Martinelli — Swiss Ambassador in Beijing

Uk
WA FF K fE Ambassador Dante Martinelli is Switzerland’s new Ambassador to the P.R. China since

November 2004. As a graduate of the “Institut d’'Etudes Politiques” in Paris, his career led him
to Tunis, Washington D.C., Paris, Rome and Brussels (EU) with in between two postings in
Berne, in the Integration Bureau first and then as Diplomatic Adviser to the Minister of Foreign
Affairs. Being an expert for economic relations, entering China with its fast developments is
an excellent task.
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Greetings from Dante Martinelli, the new Ambassador of Switzerland to China
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- TAMSERIAR Tel ELiE: + 86216276 1171 g very pleased to present my best wishes to THE BRIDGE readers.  ZERIIEHEEEZRBINE,
Fax f£E: +86 21 6266 0859 . - y ) . .. -

Chinese Conversational Openers: “Chi le ma?” Email FLER: info@sha.swisscham.org 9 { 1am coming to China in a very privileged time. HE—TIFEEHFNNHZRETE,

hEXFIFE: “PETIG? ” + Beijing L5 + China is witnessing an extremely dynamic evolution. The economic HEEZAERERZNTE, PELFHNSELZECRBELSE
Addressitid: - &= growth has been sustained for many years now and continues to 4k REZFLAEDELIEERRAER, DEMNEF A 7E]
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A New Perspective on International Business Post Code Hi%: 100016 * be a positive development in the world economy. The economic REA LTEEHFHREE,
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Email G- info@bei.swisscham.org At the same time the relations between China and Switzerland, REHK#Y, FEEEEMSHLNFTRER,
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established 55 years ago, have been growing in quality and
quantity and becoming more and more diversified.
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This is a very satisfactory development. The importance of the
economic ties is underlined by the impressive growth of the
bilateral trade and by the considerable growth of Swiss direct
investments in China. The diversified Swiss presence is a new
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26 China’s Global Emergence:
Macro-economic Data, Trends,Consequences and Strategies for Swiss Enterprises

+ 86 21 5268 1433 i i ion i isi
L development with the expanding cooperation in very promising .. 597 2 3 1] S S it | A 4 P 248
32 Don’t Turn Your Partner into a Future Competitor E‘ ?* 52213155;268 s g fields like research and development, environment protection and Zﬁggzgiggﬁg;gzﬁlgEﬁﬁéﬁ%izﬁfgz&k;;ﬁﬁ?}
N PI71ES B EEREZ R BNZES T F ~ ; 2 health (research and disease prevention). b i e £t e e c
Email H2#E: 9 { AIEEHE N, SERAEHNBEFERUMERFAENHX R,

weare@birdsandfish.net

L i ! . Web
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Since the recognition of the P. R. of China by Switzerland on FHEIFEEARANEREBRSXERTASATHRRLES,
17th January 1950 the political framework of our relationship has
been strengthened and a political dialogue established, covering
bilateral and multilateral issues of common interest. In this
general framework the Swiss business community in China has
established itself as an important player on the economic scene
and contributed thanks to its commitment and high technology to
the quality of our relationship with China. | look forward to working

with their representatives in the future.”

40 China’ s Information Technology Industry accelerates its Development:
Facts & Figures of the last 10 Years
IERTEH PR R ERE R TE10FENERAE
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www.birdsandfish.net
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Special thanks to Margrith Lin-Huber for her friendly support

#8135 Margrith Lin-Huber %+ #iE %%
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USEFUL CONTACTS EERE{ER

THE BRIDGE is a quarterly publication. Editorial and
advertising are independent and do not necessarily
reflect the views of the Board, the members or the staff
of SwissCham China.
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Events Review
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November 30, 2004: Madame Wang Hui,
Director of the Information Office for the
Beijing Municipal Government, receives a
limited edition Novus Atlas Sinensis as a
congratulations gift from Mr. Richard Liu, on
behalf of SwissCham Beijing, at the Business
Beijing’s 100th issue celebration event.

20044E11A30H ZEdFEARBEZHTIE1008K
AR LE, EETHFFEAMAEEEEIERXL
KB ThhERITHS—EERRNSHEEEE
ERhERTESRERMEIGREREA LR ER
o f ki
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January 27, 2005 SwissCham Beijing
Celebrating Together Mr. Andrew
Ning’s Inauguration as the Beijing
Chief Representative of Winterthur
Swiss Insurance Company

2005E1 278 hEmLTEE—ItE=Em
mtERRERAAHIEFENR Andrew

Ning 54 oL ER 1%

Photo: Left to Right: Mr. Fabian Furrer, Executive REMNEEA: PERLHSIL=HITELFabian
Director, SwissCham; Mr. Andrew Ning, Chief Furrer %64 ; FHESMKF Andrew Ning %64 ; I
Representative, Winterthur (China), Mr. Wolfgang +EREFEESHE Wolfgang Schmidt-Soelch %
Schmidt-Soelch, Member of the Executive Board 4, hER+RHAESE Andrew Cheng %4 (UBS) ;

of Winterthur Group (Switzerland); Mr. Andrew HERL SRS S RAEAEEE,
Cheng, Board of Director, SwissCham (UBS); and

Mr. Richard Liu, Business Development Manager,

SwissCham.)

February 28, 2005: SwissCham Beijing supporting the official opening of
CBC’s new Beijing office - John Liebeskind, SwissCham Board of Director,
making congratulatory remarks, with Charles Merkle, President & CEO,
CBC; and H.E. Dante Martinelli.

200552 A28 H:HEHKTAS—tFEEMTCBCHELLEMFHFHAZHERER
#il, PEHRLEHSESE John Liebeskind 5£4; BB CBC BB FEERITE

Charles Merkle 4% H.E. Dante Martinelli 445 &R T &Hid,

/6 } swisscham china

January 25, 2005: SwissCham Beijing’s
Annual General Assembly

The new Board of Directors with H.E.
Mr. Dante Martinelli, Ambassador of
Switzerland

200551A25APERTHAS—LtREEXS

EESHERMIRLEXAE HE. Mr. Dante
Martinelli 54—t

Photo: Left to Right: Mr. Edgar Doerig, Hon.
Board of Director, Embassy of Switzerland,;
Mr. Oliver Glauser, Secretary General, Board
of Director; Mr. Cyrill Eltschinger, President of
SwissCham Beijing; H.E. Mr. Dante Martinelli,
Ambassador of Switzerland; Mr. David Saudan,
Board Of Director; Mr. Andrew Cheng, Vice-
President, Board of Director; and Mr. John
Liebeskind, Vice-President, Board of Director.
Missing: Mr. Zhang Hu, Treasurer, Board of
Director and Mr. Jeffrey Li, Board of Director.

RE: NEEHAHLAMEE, FE Edgar
Doerig 584 ; #hHK3RESE Olivier Glauser 5
%; PEHmTESILTESIK Cyrill Eltschinger
54 ; B KR(E H.E. Mr. Dante Martinelli
584 ; #ZE David Saudan %4 ; BISKIHEE
ZE Andrew Cheng %4 ; ElE#FHFEESE John
Liebeskind 5£4., fR%: MEEBHKETLEL
REZE Jeffrey Li &4,

December 30, 2004 Cigar Aficionado & Rum Tasting Dinner
- Reflecting on a year’s worth of activities with friends and
members in style. A three-course South American-styled dinner
menu presented with fine wines, premium cigars, including
hand-rolled and Montecristo Cuban Cigars, with plenty of
genuine Cuban brewed Rum, complemented this relaxed
evening of fine spirits and good company at the Capital Club.

2004512308 FihEXRERE—PEKIHS —LLFRHSREMN
BRZCAN A BE 72 3 35 R B X — S R iF SR M {ERIERN . RXER
EREMARTETAXRAENRE, BIEFIEHMHPyramidesH
Motecristo i EEFiFIXEMAE L EMEMHEME, X—UE

BEXRERWRFMED T — /M EANHRE T O
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Sunday, February 6, 2005: The SwissCham Beijing
Team Spring Festival Brunch - Spending the Spring
Festival together at The Orchard to celebrate the
challenges and successes in 2004, while looking
towards a prosperous 2005 Year of the Rooster.

Photo: From Left to Right: Mr. Fabian Furrer; Mr. John Liebeskind; Mr.
Richard Liu; Mr. Zhang Hu; Ms. Molly Li; and Mr. Cyrill Eltschinger)

2005552A6H EHA HPEmLIEE—ILEENEES
BAFREREEBTHEEFEY, KNTHEEIEIIE
20044F, RERRRMZEA20055E 54,

RE: NEZEFH: #F@%kE; John Liebeskindst4d; XI&#EELE; KE
SedE; Z=30E/ANERL R Cyrill EltschingersE 4,
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February 24, 2005 : SwissCham Banking & Investment Committee
Panel Discussion - China Banking/Investment Development & Trends
after WTO with Mr. Chen Xiaoming, CitiBank Group; Mr. Helmut Struss,
Siemens Mobile Acceleration Ventures; Mr. Peter Schmidt, Dredsner
Bank; and Mr. George Cheung, VCNOffice Corporation Ltd.

20055%£2A24H YHHEHETHESEZMAREZEISSAITESNKXTHREAN
HEER/IRETERFRMEENITE. S5 8ME: RERTER, K
BERASEHE; HITF, Helmut Strussiii; EEFESRTT, Peter Schmidts
&, £EHEMFBESMABRAE, KLELxE.
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February 28, 2005: Switzerland and the

European Union: A Close Relationship
- an informative presentation with, H.E.
Dante Martinelli the new Ambassador of
Switzerland to China.

200542281 W FIER: BEYHXER

4348k {EH.E. Dante Martinelli &4 /+43
TEEHHE,

Writing as a Managerial Skill

Pruvamied by
Winter Wright

Tothe Swivy Chambar of Commercy
18 Fabiuary J005

February 18, 2005.: SwissCham Members
taking a serious look at Writing as a
Managerial Skill

2005F2H18H HEKIHES—ILE
HUEEBREENIS

SREIA

Frefrs froptd Brumerren RERLF

November 12, 2004: Mr. Fabian Furrer, SwissCham Beijing Executive
Director, showing Mr. Daniel Kung, CEO of OSEC, and Alfred Rechsteiner,
Senior Consultant of OSEC, the first issue of SwissCham’s magazine--
The Bridge.

2004118128 HEmETES—LEHRITEERIREEAOSECHFENITE
Daniel Kungst4f1OSECH &M [aAAlfred Rechsteiner %4 R RPEEHLE

2 () REBUHS

January 22, 2005: Mr. Cyrill Eltschinger, President of SwissCham Beijing,
showing Raclette lovers the fine qualities of an authentic Swiss Alpine
Horn during the Annual Raclette Evening at the China World Hotel.

2005%1A22H hEKELEEES—ILFESI Cyrill Eltschingertd, FEREKXIR
EEMEERLTIRZENEND, ARTIBRHNEFENBERTREXRA
R REHTS R

E3-IH

4 Jan. 27th, 2005 in Shanghai Hilton: “Switzerland: A
special case. The implication of the agreement with
EU.”: Ambassador Eric Martin (right picture), Head of the
Economic and Financial Affairs Division at the Federal
Department of Foreign Affairs, Berne (Switzerland)
highlights the recent bilateral developments

2005418270, L& REMKHERE

“Bit: —MEHREBIBIF . BB ERRm
WMt AN BB ZEEE, &F, EMBSFIPKME, Eric
Martinse & @R T RN X R

s~ -
November 16th, 2004. in JC Mandarin: “IPP
Strategies for Manufacturing Firms in China—
How do foreign Companies protect their
Intellectual Property in China?” . Speaker:
Eugen von Keller (Roland Berger Strategy
Consultants, President Asia).

20044E11 8168, LM EXHEE £8: #
45 4 = R4 b i EGR R PSR EE— S ek dn
MERERPEMBMIZZRN? ZSA : Eugen

von Keller %64 (Rolang Berger 227, kBgEE
RIEH X EH )

Jan. 14, 2005, Pudong Century Park: 2005 New Year
Appreciation Lunch with 15 Chambers Presidents
and Executives.

200541714 B HARMENE iR REHEX
ERERS515XHSERRNITA RI20054
HmEES

Photo: left: Mr. Zhang Guohong, Deputy Mayor of Pudong New
Area (right), receives the Novus Atlas Sinensis from Ren Zhanbing,
President of SwissCham Shanghai (left)

RE: £ELHEE, PERTES ESSKEKEREE, BE
X B XK P E R T AL RENEIREAR,

|

The Alexia Gardner Quartet provides a relaxed mood in Christmas time
at SwissCham’s Christmas Event on December. 15, 2004 in Raphael’s
Restaurant at Shanghai Yangtze Renaissance Hotel

20054F12A158 LiHFIKBEE
Alexia Gardner Quartet KB ARRLTHSHERRSHRTERERSE,

SwissCham Shanghai executive team with Swiss Ambassador, Dante
Martinelli and Consul General, Hans Roth, SwissCham Shanghai President,
Ren Zhanbing

Photo: Left to Right: Jeffrey E. Lunz, Diana Jiang, Barbara Kaech Schwab, Jodie Zhu, Dante martinelli,Hans
Roth,Claire Chen, Ren Zhanbing.

PERTHS-LBRTRRMETHEXE, A5 DRAFIEEREPLEE M
%%, PERLTES-LBRK, ELHFEE

RE: L. IhKE, EXF, S8R, KEW, HMEDRAF, LKk, KR, £43F

November 11, 2004

Cotton’s Bar,

Swiss Chamber Networking Night
20044E11A110 #BIEBEFE

PERtES—EBRERE

February 28,2005. Laris Restaurant,
Three on The Bund Lunchnoe
event on the topic of "Managing
Return on Investment (ROI) of
Training: Use of ISO 10015 Quality
Standard’ provided by Dr.Lichia
Saner-Yiu & Dr. Raymond Saner

2005%E2A28H _Lifgshit=SEEMEST
8. iEfISO10015EBRR 2Tk
REMEREADILIECIRE

A=A: Lichia Saner-Yiu i§+fa
Raymond Sanerfi+

swisscham china m

March 8, 2005.
in Shanghai JC Mandarin:

Dinner Event with Ambassador of
Switzerland, Mr. Dante Martinelli,
topic of “The Evolving Relationship
between Switzerland and the
European Union”

2005F3A8H LB NEXERE
5#EmLTHEX{E, Dante Martinelli
EEME, T8 “WES5RAXENR
iR




March 16,2005 Hilton Hotel Shanghai,

SwissCham Shanghai
General Assembly 2004

20055316 0 L&A /RMKHEE

HhERTHES— LiB204FEEERKE

Seatsslharm Shan qhal Gereral Axmemibhy 24
PO CET T I - OO0 e B i

SwissCham Shanghai 2004 General Assembly Dinner SwissCham Shanghai 2004 GA Voting

hEHHL- L 20045 ERRAS BE FERTES-LE 2004FR2RAS 2RER
Preparation: Strategies & Concepts

B www ch-ing eom
= Research, Concepts & Scenarios, Business & Action Plans

= Executive Visits: meet repreésentative stakeholders for & direct feel and hands-on research
= Financing & Funding Solutions

1
Implementation: Project Management
= Dwe Diligence, Partner Audits, Document Preparation and Legal Incorporation
Human Resources Search, Assessment & Selection, Employment Contracts
Technology Transfer, IP Protection and Key Staff Training
Sales, Marketing & Distribution, Network Structhure: search B selection
Budgeting, Accounting, Reporting, Controfling & IT systems set-up
Factory and Office Installation: equipment selection, purchasing, interior design
Operations: Management Support

SwissCham Shanghai

President

Mr. Ren Zhangbing
HERITES-LE, &K, £5HEE

SwissCham Shanghai 2004 The Board
HEHRTER-LE 2004FEESH R

® & & & #

* Management Coaching and Supervisbon

= Management Information Systems Support: internal reporting forecasting & controlling,
Tox optimization, customized ERP systems & automation of reporting, ERP system &
network maintenance

= Strategic Management & Bobrd Membership

SwissCham Shanghai PR Officer Jonathan Selvadoray \'\;ii\;\é):agﬁirg r:\‘/l ember I'\\I/I?V\‘;ngfﬁgfg Shanghai Board Member,

'E’S‘,?;hff;eaﬁﬁﬁ;& %ﬁa@?"ded by the Sponsors General Manager of Sulzer Shanghai President and CEO of KUK(China)Co. Ltd., E z ) ;
HMEEAES LEALEREH, Jonathan Mroduces himself to the audience. thanks the audience for his election. Your Success: CH-ina Experts with unique Experience
Selvadoraye 4 343 B 3 4L 0 B F) A 25 40 7] 45 BY *ﬁfé'limqaliljﬁfﬁzf%ﬁ_ %$V'Ct°r FYEMPERLTES-LiE FF, Walter = Team of 20 project managers and consultants led by one Chinese and two Swiss partners
P Chiam#E4E, HRF(LBRREEE Akeretfe 4, BWEF (HE ) ARQADVERK combining 30 years of experience in starting and running businesses in China

* More than 45 Swiss companies successfully served In 3 years, Including 9 complete factory
set-ups and 30 local managers hired

/10\ swisscham china

Integrated China Entry Solutions and Operations




SwissCham New Members

Beijing it

Ell ERNST&YOUNG  Ms. Monika Robustelli

ALSTOM

Company: ERNST & YOUNG HUA MING

Level 15&16, Tower E3 The Towers, Oriental Plaza
No. 1 East Chang AN Ave. Dong Cheng District,
100738 Beijing

Web: www.ey.com/china

Tel: + 86 10 65246688 ext. 2516
Fax: +86 10 8518 8308

AR ERNST & YOUNG HUA MI
ik =

HB4: 100738

FiE: + 86 10 6524 6688 ext. 2516
£H: +86 10 8518 8308

Mr. Jeff Bi Hua

Company: SHANDONG TRALIN PACKAGING CO., LTD.

Unit-A, 4-2/F, No. 14, Jiuxian Qiao Rd., Chaoyang
District, 100016 Beijing

Web: www.tralinpak.com
Tel: + 86 10 6435 6368
Fax: + 86 10 6435 6068

AR WEREHREBEERAR

ik It EHHAXELRFIE14S, AR4H2E
BB 4 100016

o iz - www.tralinpak.com

FiE: + 86 10 6435 6368

£E: + 86 10 6435 6068

Ms. Meg Maggio

Company: COURTYARD GALLERY

95 Dong Hua Men Dajie, Dong Cheng District,
100006 Beijing

Web: www.courtyard—gallery.com
Tel: + 86 10 6526 8882
Fax: + 86 10 6526 8880

#HR: LR & SEE R

Mt ERFHRFRETAEHSS
EB4: 100006

BiE: +86 10 6526 8882

2= +86 10 6526 8880

Mr. Alain F. Berger

Company: ALSTOM CHINA INVESTMENT CO., LTD.
29/F, Silver Tower, No. 2 North Dongsanhuan Rd.,
Chaoyang, 100027 Beijing

Web: www.alstom.com.cn
Tel: + 86 10 6410 6288
Fax: + 86 10 6410 6289

B F/RETE (P E)RZERAF
ik K= 25 MR AE29E
B4R 100027

FiE: +86 10 6410 6288

1£H: +86 10 6410 6289

o SEH E N KEE Mr. Karl-Heinz Emberger

Tine Dagiviaa

:@:ﬂ Tel:
] Fax:

/12

Company: SCHENKER (H.K.) LTD.

BEIJING REPRESENTATIVE OFFICE
Ceroilfood Kaida Building, Rm 308, 19B, Minwang,
Hepingli Dong St., Dong Cheng, 100013 Beijing

Web: www.schenker.com
Tel: + 86 10 6429 6520
Fax: + 86 10 6429 6517

AR SCHENKER (H.K.) LTD.
BEIJING REPRESENTATIVE OFFICE

Mk FHXMFERERHRIEZ 195, FRFILKE3E302

BB 4R 100013
FaiE: + 86 10 6429 6520
1EH: + 86 10 6429 6517

Dr. Christoph Stark

Mr. Andreas Kunz

Company: BMW BEIJING REPRESENTATIVE OFFICE
23rd F, Millennium Tower, 38 Xiaoyun Rd., Chaoyang
District, 100027 Beijing

Web: www.bmw.com.cn

+ 86 10 8453 9900

+ 86 10 8453 9595

B BMW Jbmf R4

ik tEHHAR S =385, Bt K/E23E

BB 4R 100027

BIiE: + 86 10 8453 9900

1£H: + 86 10 8453 9595

swisscham china
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Mr. Russ M. Miller

Company: BEIJING FOREIGN ENTERPRISE HUMAN
RESOUCES CO., LTD.

Rm. 331, FESCO Building, No. 14 Chaoyangmen
Nandajie, Chaoyang

Web: www.fesco.com.cn
Tel: + 86 10 8561 2453
Fax: + 86 10 8561 2467

AR I NN EBERSERAT

ik eI T R EH14SSM A ES31E
R4 100044

HiE: +86 10 8561 2453

li-H +86 10 8561 2467

Mr. Pierre Denuelle

Mr. Alexandre Fidanza

Company: INDUSTRY CONSULTING CHINA
20 Rue Crillon, 69006 Lyon, France

Tel: +33 6 7331 4803
Fax: +33 4 7244 9425
2R NS

i B4l

i +33 6 7331 4803
f£H: +33 4 7244 9425

Mr. Christian Merbach
Company: BOSCHUNG MECATRONIC LTD.
Route d’ Englisberg 21, 1763 Granges—Paccot, Switzerland

Web: www.boschung.com
Tel: +41 26 460 4411
Fax: +41 26 460 4488
AR A

ik em

i +41 26 460 4411
&H: +41 26 460 4488

Mr. George Lillie

Company: BEIJING HORBERMEAT PRODUCTS CO., LTD.
Shiziying Village, Baishan County, Changping District,
102211 Beijing

Web: www.bjhorber.com
Tel: +86 10 6173 7024
Fax: + 86 10 6173-7074

B ERIFARRABRAR
it ItREFXEZENIFFEH
HR % 102211

HiE: +86 10 6173 7024

f£H: +86 106173 7074

Mr. Jim Stent

Ms. Valerie Ge

Company: WILDCHINA COMPANY LTD.

Rm. 801, Oriental Place, No. 9 East Dongfang Rd, North
Dongsanhuan Rd, Chaoyang District, 100027 Beijing

Web: www.wildchina.com
Tel: + 86 10 6465 6602
Fax: + 86 10 6465 1793

B R RERITE R EITHE

ik It EHHAR R =8
RAFRBISFAERKESIE

HR4: 100013

PR 5 - www.wildchina.com

i + 86 10 6465 6602

£H: +86 10 6465 1793

Mr. Andre Dutter

Company: SINGLE BUOY MOORINGS INC.

Rm 2616, 26th Floor, Jing Guang Centre, Hu Jia Lou,
Chaoyang District, 100020 Beijing

Web: www.singlebuoy.com
Tel: + 86 10 6597-8966
Fax: + 86 10 6597-8965

E-478 WmTRZEHRAAFTLTREL
ik FIFARFERER] F02616F
HR4: 100020

HiE: + 86 10 6597-8966

[i2=¢ + 86 10 6597-8965

Ms. Helen Guan

Company: STAR ALLIANCE ENTERPRISE

Xilian Int. Stone Trade Center, Chaoyang District, 100023 Beijing
Tel: + 86 10 8150 5866

Corporate Members

¥ Fax:
AR
Hiu3k:
HR4:
HiE:
fEH:

Comarco

WimEL A (A e s FEmaw

+86 10 8150 5811
ERBERGTERSHRAR

LR AR X FEX E R #1325 ol 21
100023

+86 10 8150 5866

+86 10 8150 5811

Mr. Johnson Li
Company: COMARCO WIRELESS TECHNOLOGIES
1817,18 F China Merchants Tower,Jian Guo Road,Chao

Corporate Training

Yang District, Beijing 100022, China

Web:
Tel:
Fax:
2R
bk
R
HiE:
f£H:

www.comarco.com

+86 10 6567 2299 ext 6605

+ 86 10 6567 2255

B IHELE PR AR

ERER=AEEI9S KEERKEI12E
100022

+86 10 6567 2299 ext 6605

+86 10 6567 2255

Mr. Guillaume Boudin

Company: BAX GLOBAL LTD., BEIJING REP. OFFICE
Rm. A101 Lonsdale Center, No. 5 Wan Hong Rd.,
Chaoyang District, 100015 Beijing

Web: www.baxglobal.com
Tel: + 86 10 6436 5553
Fax: + 86 10 6435 1441
AR EBARMTEEKERATLTAEL
Hodik: IEREAAX KL FRG RIS S, HiFEHOA101
HB 4R 100015 = _
MmiE:  +86 10 6436 5553 l'lﬂlr' +
£H: + 86 10 6435 1441
T Mr. Kemal Ayyildiz nellS
Company:
DEUTSCHE TELEKOM REGIONAL OFFICE CHINA.
Beijing Lufthansa Center Office S112, Beijing 100016
Tel: + 86 10 6465 1602
Fax: + 86 10 6465 1612
AR EERE
Hirgik: FEFFHEF RO FHS112
HiR 45 100016
BIE: + 86 10 6465 1602
£H: +86 10 6465 1612
lﬂﬁ Mr. Olivier Moeschler
1 il Company: KUONI TRAVEL LTD — HONG KONG BRANCH
lp‘.'_'l.'ln - 10C, CITIC Building, 19 Jianguomenwai Street, Beijing 100004
ﬁ%‘ Web: www.zhongzi.com.cn

Tel: + 86 10 8526 2148
Fax: + 86 10 8526 2149
AR hEEIME ST
Hbdik: tFRFAREEITIMKRE19SERAE10-CE
HiR 45 100004 &
BiE: +86 10 8526 2148 VECTOR
£H: +86 10 8526 2149
Mr. Jean Hinden

L FM Company: BEIJING LEM ELECTRONICS CO., LTD.

— No. 1, Standard Factory Building, Section B, Airport

— Industrial Area, Beijing 101300 China
Tel: + 86 10 8048 4098
Fax: + 86 10 8048 4303
AR LFRIBEFHRAR
Hodik: ItREEEIIRBRIrAE B15#
HiR 45 101300
BIE: + 86 10 8048 4098
[i7=W + 86 10 8048 4303 CHINABER

Individual Members

Mr. Charles Bingham
Company: EMPIRE PRINTING
5Jianguomen Dajie, 100020 Beijing

Web:
Tel:
Fax:
AR
bk
R
HiE:
f£H:

www.epasia.com.cn

+ 86 10 6595 9013

+86 10 6592 9510

HRIRFEN AT

LREINKESS BEIREERE143E
100020

+ 86 10 6595 9013

+86 10 6592 9510

Mr. Matthew Farthing

Company: HARROW INTERNATIONAL SCHOOL

No. 5, 4th Block, Anzhenxili, Chaoyang District, 100029 Beijing
Tel: + 86 10 8497 1797

Mob: + 86 10 8497 2182

AR G|
Hudik: b=
R 4m: 100020

HiE: +86 10 8497 1797
[i=H + 86 10 8497 2182

f;)oorkMorgon Mr. Andy Clark

Company: CLARKMORGAN TRAINING
Suite 6, Level 6, Ming An, Dong Zhi Men Nei, Beijing

Web: www.clarkmorgan.com
Tel: + 86 10 8406 4760
Fax: + 86 10 8406 4840

2 CLARKMORGAN TRAINING
Hudik: EEFEEFEITHRRE16S
B4R 100027

i + 86 10 8406 4760

[i=H + 86 10 8406 4840

Mr. Zhang Jin Shan

WS5D, Long Cheng villas, Chang Ping, 102208 Beijing
Tel: + 86 10 8079 0877

Fax: + 86 10 8079 6572

ik R EFRHWIEEWSD

R 4R: 102208

FiE: + 86 10 8079 0877

£H: +86 10 8079 6572

Mr. Jeremy Cheung

Company: Y-BEAUTY INC.

Rm. 913 A, Tower B, Fulllink Plaza, No. 18 Chaowai Ave,
100020 Beijing

Tel: + 86 10 8511 0561

Fax: + 86 10 8511 0577

BZFR: Y-Beauty Inc.

Hodik: LREASM K185, EBE15BEEI13A
HB 4 100020

FiE: +86 10 8511 0561

fEH: +86 10 8511 0577

Mr. Omar Leon Sanchez H.

Company: HABANOS S.A. BEIJING REP. OFFICE
1608A, HanWei Plaza East Building, Guang Hua Road,
Chaoyang District, 100004 Beijing

Tel: + 86 10 6561 2896
Fax: + 86 10 6561 2897
B Habanos s.a. Beijing Rep. Office

ik It = HEAPA R X B A B 1608A
R4 100004

FiE: +86 10 6561 2896

£H: +86 10 6561 2897

Mr. Rolf H. Schweizer

Company: VECTOR CONTROLS LTD.

Room 208, 23 Xi Huan Bei Road, Hua Teng Fa Zhan Building,
Yi Zhuang Jing Ji Ji Shu Kai Fa Qu, 100175 Beijing

Web: www.vectorcontrols.com
Tel: + 86 10 6786 9251
Fax: + 86 10 6786 9256

AR FHRELFEAREER)BRAT

Hudik: ERPELEFHEARFEZXARILEK23E,
EELZRAE208E

R 4R: 100027

FiE: +86 10 6786 9251

£H: +86 10 6786 9256

Mr. Jonathan Tsao
Company: CHINABEAT LTD.
17 Pan Jia Yuan Nan Li, Chaoyang District, 100021 Beijing

Web: www.handian.com.cn
Tel: + 86 10 6498 3747
Fax: + 86 10 6498 0047

B4 78 WEAT

Mgk ItEHHAR/NEEIS, TIZFREAR, 21-C =
R 4R: 100101

FiE: + 86 10 6498 3747

1EH: + 86 10 6498 0047

swisscham china /1 3}




SwissCham New Members Shanghai 35

Mr. Alex Hofer .
Company: FLYING-MAN-CLUB Individual Members

II Web: www.flying—man.com

" Tel: +86 10 135 8158 8584
'* FRIE: +86 10 135 8158 8584

Ms. Serena Rovai
Company: GRENOBLE GRADUATE SCHOOL OF BUSINESS
ERENDELE Grsssate Rm. 1410, N. 2550 Zhongshan Rd., 200063 Shanghai
m Echool o Web: www.ggsb.com
Busieass. g + 86 21 6285-2026
Fax: + 86 21 6285-2026

Corporate Members

Mr. Marco Hoerler Mr. Beat Guttinger
Company: IMH LIMITED ‘-" Company: WARTSILA CHINA LTD.
Room406, Building A Hengsen Plaza,868 Chang Ping WAETSILA  Unit A,14th floor World Plaza,855 Pudong Rd,Shanghai

Mr. Liming Hou Road,Shanghai Web: www.wartsila.com
: - Mr. Rurik Nystrom Web: www.imh.cn Tel: + 86 21 5877 8800
f;??_'anxlvEUP'To CEHINtABG.IR;QUPG Hua Road.Ch Company: giEDBANG INTERNATIONAL Tel: + 86 21 6218 3746 Fax: + 86 21 5877 1629
, HanWei Plaza East Building, Guang Hua Road,Chaoyan - MEL ' . . vt =
District, 100004 Beijing 9 9 yans No. 0808, Building 6, SOHO No. 88 Jianguolu, 100022 Beijing Fax.  +862162173746 o &z RHZHEBRRE 14
Web:  www.euro-china.com d Web: www.redbang.com i LB B T #8685 EARHAIE406E ﬂ’ﬂ,iﬂ:: LiETH R R ER855 S R IA 14 ARE
Web:  winweuro-china.co BANG .. +86 10 8580-3165 HBLR: 200042 ggﬁ: 200120
el: v Fax: + 86 10 8580-0250 HiE: + 86 21 6217 3746 g + 86 21 5877 8800
Fax: + 86 10 8538 0353 B redBangE FR A IR F) fH:  +862162173746 fH:  +862158771629
. id =
Ew RRAEKHE i BAREGSE0808% REHEES
Hodi: AR AR AR E AR 15A HB 4 100022 Mr. Mujia Zhang AL Mr. Stefan Unger
ERL: 100004 B +86 10 8580-3165 s G F + Company: (=155 Company: AL-KO THERM GMBH
MiF:  + 86108538 0355 #H:  +86 10 8580-0250 GEORGE FISHCHER AUTOMOTIVE (SUZHOU) CO LTD. 226 East Shanghal Road, Tongji Technology and Industry
feH: +86 108538 0353 NO.5 Wushan Road, Gangqu Town, Zhangjiagang Web. W\?vw ko deg Y, Jiang
- Ms. Liang Zhang Web: www.automotive.georgfischer.com o o on
Corporate Associate Members Company: BEIING ZHONGHAIHONGXIN CO., LTD. Tel: + 86 512 5833 1650 :‘;'x N gg g}g gggg ggig
Ms. Karin Malmstrom Rm 913A, Tower B, FullLink Plaza, Chaoyang District, 10002 Fax: + 86 512 5833 3652 @%}j{ HMBR=ETRAT
Company:MALMSTROM ASSOCIATES ORIENT CO., LTD. Beijing B FHABBURRET @AM ERA R i THAROH R %08 S FH R EXBAE
15 G Hing Keng Shek, Saikung, Hong Kong SAR Tel: +86 10 8511 0561 Hudit: KB TEXERLESS Hl[lfﬁ: '215400 = !
Web:  www.mao-hk.com Fax: +86 10 8511 0577 B 215633 MiE:  +86512 5356 3838
Tel: +852 9135 5435 af AEREBEREERARE A +865125833 1650 f6H:  +86 5125356 3840
Fax: 1852 5719 9975 ik SRR B FBE13AE, fE:  +86 512 5833 3652 '
MiE: +85291355435 #i4: 10002

Mr. Kurt Kiithi )
- Company: WARTSILA CHINA LTD.
WIARTSILA  Unit A, 14th Floor, World Plaza, 855 Pudong Rd, Shanghai

FiE: + 86 10 8511 0561

Mr. Rudolf Steffi
fEH: +86 10 8511 0577 r. Rudolf Steffen

= Daetwyler company: MDC DAETWYLER (CHINA) CO., LTD.

EH: +852 2719 2275

A Mr. Frank Zhang Mr. Jackson Wang No.2 Building(N), 789 Shenfu Road,Shangha Web: www.wartsila.com
i Company: Company: PDP-PROFESSIONAL DEVELOPMENT PARTNER by o O B
= qé BIT CHINA BUSINESS CONSULTING (TIANJIN) CO,, LTD. 7F, Buiding B, Fairview Garden, Chaoyang District, 100020 Beiing Fox: + 86 21 5442 2313 e RS hEERAT
Rm. 211 South BU|.Id|ng., No. 11§ Chengdu Rd. Tianjin Web: www.pdpnet-china.com 2 B30 AR M ERED RIS AR (38) A IR AT ﬂil,ij]:: Liﬁ%iﬁ?ﬁﬁﬁ%SSS%ﬂﬁriﬁM%A@
Web: www.chinabizconsulting.com.cn Tel: +86 10 8561 4698 ﬂi{ﬂt: FEERE TR RS K789222#(dL) m[;fﬁ: 200120
Tel: + 86222313 7866 Fax: +86 10 8511 0577 e 2(')1 108 - i HiE +86 21 5877 8800
Fax: + 86 22 2330 4656 AR eI it4E B o B n) B RR = E L F HiE: + 86 21 5442 5742 fEE: +86 215877 1609
B REEERZEREROERAR Hbdit: IR AR EdL B s R EKEBRETF 1’53: +86 21 5442 5313 '
Hit: RigH R #E 116D Eig211E HB 4 100020 ' Mr. Hansueli Meili
HiB 4 300051 HaiE: + 86 10 8561 4698 . Company: SHANGHAI RAIL GOURMET CO. LTD.
MiE:  +86 222313 7866 f6H:  +861085110577 @ SIG Combibloc 200 Toer oy North,Shanghai
1£H: + 86 22 2330 4656 . . Web: www.shrg.com.cn
Mr. Michael Diehl Tel: +86 215662 7106

Mr. Jan Schuermann
Company: SIG(Schweizerische Industriegesellschaft)
22/F,Shanghai Overseas Chinese Mansion,129 Yanan Xi

+ 86 10 6551 0893
+ 86 10 6551 0893

Fax: +86 21 6605 1077
AR L RRRREFRAR

HDDA Ms. Julie Han Te!:
Company:BEIJING DODA INTERNATIONAL CARGO RaiE:
E— Hudik: LiEm AL g4995

TRANSPORTATION CO., LTD.

Lu,Shanghai
North Court, No. 256 Nan Yang Zhuang Cun, Shi Ba Li Dian Ms. Sarah Wang Wobe O sicbiz #B4: 200071
; o Company: : -SIg. BiE: +86 21 5662 7106
Xiang, Chaoyang District, 100023 Beijing MICHELIN SHENYANG TYRE CO., BEIJING BRANCH Tel: +86 21 6248 0885 .
Web: www.doda.com.cn Fax: i + 862166051077
Tel: ' +86 -10 67-47 5412 No. 3 Sanitun Road, Ghaoyang, 100027 Beiling 4;%'(* )%8;5 (6+2*4)=£I;| ?5%1@’\‘&’%71 £
: - Web: www.michelin.com.cn o 7 zel L7 Mr. Geeske Venance
) - : : 7 ) ’ .
Z;" :ﬁ;ﬁé“; lj?z_f{fjﬁgﬁml\ﬁ Tel: +86 10 6468-8855 ;%2; iﬁfggﬁﬁ% 1295 R E221% Company: ATLANTIC FORWARDING CHINA LTD.,
"‘: R ZIAEIRREIE LR - Fax: + 86 10 6468-8542 s : 304-306, Electric Power Building, 430 Xujiahui Road, Shanghai
i JEREHAR+/\RE S EMRER256 S Lk ZF CKEMARERAT, LRREL W +862162480885 Tel: +86 21 3406 0916
ggi 100023 Mt TR = Btk Ese feH:  +86216249 9541 Fax: +86 21 6472 8270
iE: + 86 10 6747-3412 R4 100027 AR WIS FighEL
fEH: + 86 10 6747-4953 i + 86 10 6468-8855 Mr. Ko-Lin Feng ik g HRICIE4305 B /1 A#304-306 %
f£H: +86 10 6468-8542 Company: SIEGFRIED LTD. SHANGHAI HR4: 200025
Mr. Wayne Wong REPRESENTATIVE OFFICE HiE: + 86 21 3406 0916

Company: BESTRIDE ESTATE DEVELOPMENT CO., LTD. Mr. Dieter Hornig 12A, Pufa Tower, No. 588 Pudong (S) Road, Shanghai £E: + 86 21 6472 8270
2508 Silver Tower, Third Ring Road North, 100027 Beijing Company: HUA DE FENG YING CO., LTD. Web: www.siegfried.ch
Tel: + 86 10 8448 6666 C-19A Tuan Jie Villa, No. 12 Tuan Jie Lake Dongli, 100026 Tel: + 86 21 5876 5019 Mr. Hans-Peter Bouvard
Fax: +86 10 8410 7501 Beijing Fax: + 86 21 5840 4753 Company:
HiE: + 86 10 8448 6666 = T b Web: www.elomnibus.com B mIHERERAT LiEhEL REICHLE + DE — MASSARI FAR EAST(PTE) LTD —~SHANGHAI
fEH: +8610 8410 7501 . Tel: + 86 10 8598-2836 ikl LiETHEERKS88EHAKEI2A Rm.1805, Huaihai China Tower Renmin Road 885,Shanghai

] FIE: + 86 10 8598-2836 IR 200120 Web: www.rdm.com

HiE: +86 21 5876 5019 Tel: + 86 21 6336 8383
= LIIMT Mr. Peter Thong Mr. David Fieldman [i3=H + 86 21 5840 4753 Fax: + 86 21 6336 0030

Company: CARHART INC. BEIJING REP. OFFICE
1106 Grand Pacific Building 8 Guanghua Rd, Chaoyang District,
100026 Beijing

Web: www.carhartintl.com
Tel: + 86 10 6583 2636
Fax: + 86 10 6583 2285

AR EEFRERATILEHEL

ik FAECHE1106E, FAFHX 4L EHES
BB 4R 100026

HiE: + 86 10 6583 2636

[i=H + 86 10 6583 2285

ﬁ 4\ swisscham china

Company: DINGDIAN CONSULTANTS
P.O. Box 100600-6640 International Post Office,
Jianguomen, 100600 Beijing

Web:
Tel:

B
Hbiik:
BR4:
R

www.ddconsultants.cn

+ 86 10 8677 4808
ItEHRAZAFRAT

It RT R =545 ELERE-12012
100600

+ 86 10 8677-4808Co., Ltd.

AXON

Mr. Dominik Merer Dr.
Company: AXON PARTNERS LTD.
PO Box 4640 , 6304

Web:
Tel:
Fax:
FiE:
RH:

www.axonpartners.ch
+ 41 41 729 0702
+ 41 41729 0701
+ 41 41 729 0702
+ 41 41729 0701

Corporate Associate Members

AR N wIIERFAABGRA T LiER R
ik i AR K855 i EKE1805=
R4 200010

FiE: + 86 21 6336 8383

1£H: + 86 21 6336 0030

Mr. Pietro Della Ca

Company: LEGARTIS S.A.

Via Massagno 20 6900 Lugano Switzerland
Tel: +41 91910 6852

Fax: + 4191910 6855

L +41 91910 6852

f£H: +4191910 6855

swisscham china /1 5\



‘ ‘ The first results of the Swiss
China Survey show clear
«differences.in-perceptions
between Swiss companies
with China experience and
those not (yet) active in China.
IR EERENNSERER:
EEHREZLRNHELTAANERTEPE
TR TARAFEEATRRNEE , ,

Reasons for Doing Business in China:
Clear

DIFFERENCES

between SWISS companies

with and without
CHINA EXPERIENCE

—u _— [

wtARErELENEEI.
el O 23\ Fuk i\ B EH 5
Bl ceossis e MR+ ARNEEREHAR

shaie= ard = ==k
- 514

/ Britta Griinig, Communication & PR Swiss China Survey, b.gruenig@ch-ina.com, tel. + 86 21 6266 0844 extension 223 /"‘
16 ‘ swisscham china Britta Griinig, B £EEZE SE5A4XRTEREAN  b.gruenig@ch-ina.com, BiE:tel. + 86 21 6266 0844 534 223 swisscham china 17
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Good manners open any door,
before education does!
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1 Tel:(021)52530118 _1 Fax: (021)52068007
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Room E,9F,No 2 Peakway Tower,Lane 600, Tian Shan Road ,Shanghai 200051

Reasons for Doing Business in China:

Clear DIFFERENCES between SWISS companies .

with and without CHINA EXPERIENCE

Wt ARERELZRHEEH:
EZHANMERHENPETHHRTARNTE
HAEBMRR

Initial findings of the survey on Swiss business activities in
China suggest a need for first-hand information on the realities
of the Chinese market environment.

Being offered a list of motivations to enter China, the participants
of the survey were asked to weight them according to their
priority. Results are summarized in the accompanying chart.

Managers of Swiss companies without China subsidiaries
considered the following three reasons as of key importance
to them:

o increase turnover,
o increase profit and

o establish a strong market position to prevent other foreign
firms from dominating the market.

These results indicate a strong interest in the market potential
and reflect the concern of entering China too late, hence risking
to lose a leading market position. A different picture occurs
when the same list of reasons is weighted by managers of
headquarters with China subsidiaries. The most striking change
lies in the importance of local presence for the customer. This
factor is only ranked fourth according to the preferences of
companies that haven’t entered China yet, but rises to the first
position for those who have.

Successful firms in China value the opportunities for Swiss firms
higher than the risks of set up in China. Differently from what
firms without China experience might think, a big opportunity
lies in the quality that Swiss firms can offer and doing research
in China is an option worth to be evaluated. In order to minimize
the risks, companies might consider focusing on quality to avoid
margin erosion due to expected rising costs.

An Intermediate Report based on a first set of 117 answered
questionnaires is available since end of January 2005. More
answers to the survey are being gathered until March 31, 2005,
under www.swisscham.org/survey, particularly on the Chinese
side. Further analysis will address more aspects in the final
report available by Mid-June 2005, including recommendations
to firms, with a special focus on success factors of successful
firms.
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Opportunities and risks #LiBFNXE
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News g

Chamber of Commerce in Switzerland.

www.swisscham.org/survey

Learn more about the survey and participate until March 31, 2005 under

A second round of data collection of the Swiss China Survey is under way to IEEBTHIE —BIFhEMASHIENET(ESESE
analyze how success factors vary according to the different circumstances of ES#iERT /A AEREHRIIEER ERREE IR
companies, their activities and market. The Swiss China Survey is led by OSEC A0z RE I T EREM SR,

Business Network Switzerland, the Swiss State Secretairat for Economic Affairs
SECO, the Swiss Center Shanghai, SwissCham China and the Swiss-Chinese

Bt EEEZ 2 fOSEC Business Network, SECO.
Ligmtaul., BhEFhanhERTESENMA
HEESEEET,

#iE#E2005E3 A 31 HRIEE A Tt Eia RS54

KiAE, www.swisscham.org/survey
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Behaviour Patterns

1. China is a collective society. This means that ‘in-group’ and
‘out-group’ differentiation is much more marked than in the West.
‘In-group’ behaviours are marked by strong consensus patterns.
‘Out-group’ relations rely on pure Darwinist survival and appear
very cold or even brutal to Western eyes. A foreigner is never
regarded as belonging to the group, which partly explains the
difficult working environment for foreigners in China.

2. Personal relationships play a key role in any collective society.
There is no abstract ethical system like in Europe. Morality is linked
to the quality of the relationship.

If this quality is bad cheating will

be normal. If it is good it is more

reliable than a relationship in the

West. So even among criminals

there might be a strong solidarity

- or none at all.

3. Competitive behaviour is very
common in this kind of system,
even within the group. But
an ‘in-group’ competition can
switch immediately to a neat
and closed co-operation if the
group is attacked from outside.
Competitive behaviour and closed ranks strongly mark Chinese
behaviour patterns. Such competition takes place on individual
as well as on group levels. The highest level of solidarity is that of
the Chinese as an ethnic group. International solidarity is therefore
even more difficult to be achieved than in a Western environment.

4.China is a collective mass society. Thus privacy is very strongly
reduced. Everybody knows everything about everybody else. This
makes life for foreigners, used to less limited individual space and
privacy, not always easy.

5. Chinese usually act in accordance with the group. Self-
responsibility is therefore rarely taken. Responsibility lies with the
whole group.
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Behaviour
and
Thinking
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Thinking Patterns

6.Chinese thinking envisions reality as a constant flow, whereas
Western thinking understands reality as a sequence of static
moments. The Chinese see reality as a film, a Westerner as a
sequence of photographs.

7. Chinese consider reality in a synthetic way. The dialectic
process of analysis (thesis, anti-thesis, and synthesis) has never
been made. Chinese reality is thus not analysed. It is grasped in
an intuitive way. It remains, therefore, quite undifferentiated, but
paradoxically enough, much more precise at the same time. The
assessment of reality by all the senses leads to a much deeper

understanding of the actual moment.

8. Chinese thinking is thus concrete
and pragmatic, it does not analyse
reality. Given the short spatial and
temporal horizons, Chinese thinking
is concentrated on the actual
moment in the actual situation.
This kind of thinking conflicts with
a Western-style rational planning
process. It has, however, the big
advantage of a complete feeling of
reality at a particular place and time.
Furthermore, the future is seen in a
visionary way, with full confidence
that the development of time will
actually show the ways to realise these visions.

9. Being synthetic, Chinese thinking has no problems in integrating
contradictions in the understanding of reality. Western thought has
considerable problems with this. In fact, from the point of view of
the Western mind, the Chinese way does not seem to be logical
and rational. For a Westerner, it is hard to understand something
as positive and negative at the same time. For the Chinese,
however, the presence of yin and yang at every moment has a long
philosophical tradition. There is no concept of an either/or. The
two, rather, always go together and characterize reality by their
contradictions.

10. Chinese thinking does not accept absolute and eternal truths.
Whether something is still true tomorrow, the reality of tomorrow
will show.

Westerners and Chinese, as members of different societies, undergo socialising processes unique to their specific
cultural group. Existing cultural norms, with respect to values and orientations, help to determine patterns of
behaviour and thinking in the individual. To enhance understanding, one should know details about the background
of friends, colleagues, business partners or employees coming from another culture. Consulate General Hans Roth
describes the most significant differences between European and Chinese cultural environments. His observations
should be considered as a general guideline and do not, of course, replace the need for carefully examining any

individual’s characteristics and references.
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Maybe you have had this kind of experience: You meet a
Chinese business partner for the first time face to face.
Previously, you knew each other only through mail,
faxes or phone calls. However, at this first meeting he
has a lot of questions to ask you. After a while, there are
some questions that are not only about business and
some of these questions are completely unexpected.
For you, some of these are too intimate and definitely
do not belong in the first encounter. Following are some
explanations about Chinese Conversational Openers
that may help you put these questions in the right
context.

et 1h€ Chinese feel warmer, byt
e When family information e icame
fdwgpdp is swapped o
wi, BXREMEESE S

contacts with

H

Chinese: “It

is not at all I:I:l
impolite to ask

questions about

the personal situation of strangers. On the contrary, it is seen as a sign
of politeness towards the foreign guests if you are asked, ‘Are you

married?”

This is still true today, and if your business partner knows that you are
married, the initial question may be about your family life, and especially
about your children. Family is the center of a Chinese person’s life. The
Chinese feel warmer toward other people when family information is
swapped. It's a good way to show mutual understanding. The Chinese
think it is easier to create a friendly feeling in this way. Only once each
one knows more about the other should business matters be dealt with,
as this is considered the basis of trust.

In the Western world, opening conversational topics tend to
be impersonal during the initial stages of contact. Therefore,
Westerners are not used to these personal conversational styles
when opening a conversation. In particular, there is one form of
typical Chinese greeting which may be difficult for Westerners to
recognize as a conversational opener. The Chinese often make
casual comments about whatever another person is doing at the
moment, formed as polite questions. They ask, "Are you going
to work?" when you are leaving your apartment in the morning.
Shang na er qu?» (Where are you going?) is a typical greeting
which occurs when passing another person in a building or meeting
on street. If you meet an acquaintance on the street, and you are
dressed up, he may ask you: «Are you going to a party?» If you are
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cleaning your desk, and someone passes and see you, they say:
«You are cleaning your desk. Are you leaving for a journey?" If you
are holding an envelope in your hand, a Chinese workmate will say:
"Oh, did you get a letter?" Perhaps he will add: "Is it from home?".

Westerners find such questions worrying or disturbing. They

find them a nuisance or importunate, in any case, impolite.

They often don’t understand that these are not intended as
questions requiring answers. They are part of the ritual of making
an acquaintance. With this type of casual comment
the Chinese person only wants to show
acknowledgment and solidarity.

| was once confused

"Mr. Lin,

home?" This

question always

left me wondering. |
thought that maybe
my neighbour wanted
to ask my husband
for a favour and so |
replied that | would go
and see if he was at home
or not. Now | am used to this
friendly kind of greeting.

Questions like "Where are
you from?" or "Where are you
going?" are common conversational
openers in polite Chinese communication.
Westerners are not used to these kinds
of greetings and often respond by giving detailed
explanations. These statements will, in turn, confuse the Chinese
partners, who never really expected a true answer. It is important
to understand that these are not genuine questions and you
should respond to these kinds of greetings in vague terms. You
needn’t indicate your destination when you are asked about it.
Also, you need give no precise information when greeted with the
formulation "zai na-er fa-cai?" (Where do you get your riches at
this moment?) - a greeting which is being used by

Margrith A. Lin-Huber has done comparative research on the acquisition of language in different
cultural environments. Some of her main findings and other useful stories and explanations about
Western contact with the Chinese culture can be found in her book "Chinesen verstehen lernen",
which is published in German by Verlag Hans Huber, Bern.

Margrith A. Lin—-Huberfd RE &= THIES SR T KENHARFLLE, EMHIZEE (FSTH
FEANDY (HfEEVerlag Hans Huber, Bern.lHhRZ 1T ) HAT LT # 2 ith < T 78 77 A i i E ST AL O
—LERF 5T AR R AN LB RA

younger people in modern times. Another common form of greeting that may cause misunderstanding is "chi le ma?" (Have you eaten?).
This saying normally occurs around mealtimes. It is neither a curious question about your eating habits nor an invitation for lunch. The
meaning of this greeting goes back to the time of the famines. It carries a special kind of sympathy because it was not obvious that people
HAD eaten. To the ears of native English speakers it sounds like the opening phrase of an invitation. A British lady working as an English
teacher in China reported her first encounter with this greeting. Shortly after arriving in China, without any idea about the language and
culture, she was very confused when a bank clerk asked her if she had had her lunch. Educated in the British culture, she regarded this
question as an indirect invitation to lunch, and between unmarried young people it indicated the young man’s interest in dating the girl,
whereas the young man was merely being polite.
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A New Perspective on
International Business

GNER| s =

Interview 5% E$%: Martin Regnet/ {E X

Swiss Professor Dr. Stephan
Rothlin from Beijing’s UIBE
university shares insights
into business ethics, Chinese
perceptions and domestic
business practices

RBWmE MAHTFIFEIHEF
BRX%A Dr. Stephan Rothlin
8%, | () REERT M3
WitE, hEANELESNEE
AR AEEER BFEZ R

THE BRIDGE: You are a Swiss professor of business ethics in China. What is the
most fascinating thing about your job, with respect to this special topic, in a Chinese
environment?

Rothlin: It is truly fascinating to try to understand economic development in a Chinese
environment and figure out which vital values could be taught and implemented in order to make
this development sustainable. The special charm of the Chinese environment is the mixture of
traditional elements with a great flexibility and openness to new insights and know—how.

Please give us concrete examples of questions concerning business ethics.

Business Ethics used to be developed primarily for the American and European environment.
As we now develop international business ethics, we attempt to bring into play a more truly
international perspective, especially with respect to including Asian views. This new academic
discipline is very practically oriented and analyzes case studies from all over the world. Recently,
different cases of accountancy fraud have drawn wider attention to the fact that an improvement
of ethics is very much needed. Just look at the cases of Parmalat, Vivendi, Enron/Andersen
and Yinguangxia*, which left in their wake a furious crowd of stakeholders who felt cheated and
abused.

What is the Chinese reaction to these kinds of topics?

| deal mainly with Chinese MBA-students in Beijing, Singapore, Taipei and Bordeaux, who
often feel frustrated with outdated or even corrupt business practices and therefore decide
to start studying again. | would guess that the younger generation, those in their thirties and
forties, strongly support the central concepts of international business ethics. But there are, of
course, business people who, for various reasons, deeply dislike ethics as they only seem to be
concerned about increasing their profit — sometimes at any (human) cost. They deeply hate it if
somebody questions why they continue to trample on other people.

Do you integrate Asian perceptions into your research as well?

Business ethics used to be dominated by Western philosophy (Kant, John Stuart Mill etc.).
In my books, | try to include Asian perceptions as well, in order to make an ethical approach
acceptable to Asian readers. | even like to think that the Asian contribution is vital for the further
development of international business ethics.

#: EA—EPEFREWCEHBER, BINAERIHE—DIRE EFRIX AN AR, H
BREENESRTA?
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Where do you see the greatest cultural clash in
Western and Eastern business practices?

There is a wide variety of Eastern business practices.
But it is true that there are still quite a number of
business people in Asia who are convinced that
backdoor deals and corrupt kickbacks are an integral
part of “Asian culture” and strongly pressure their
counterparts into believing this fiction. | recently met
a Chinese businesswoman who came back truly
shocked by the widespread backdoor negotiations
which are sold sometimes as an “unavoidable
ingredient” for striking deals. The lack of transparency
in certain transactions is sometimes very disturbing.
Therefore, | think that the WTO offers a real
opportunity for Western and Asian partners, with
its framework of rules for sound business practices
that are followed without corruption and with the
necessary transparency.

An often repeated statement from foreigners
is that the Chinese are very complicated in
negotiations. Is there an explanation for that?

It takes a very long time to understand how Chinese
negotiate and it seems to be necessary to rely on trusted
advice. After more than six years in and around China, |
have had rather positive experiences due, in particular,
to the fact that | received valuable advice from Chinese
friends. Eating always plays a role. And some Chinese
hate to merely strike a business deal. When they are
interested in long-term cooperation, they tend to check
out their counterpart very carefully. In this sense, just
remember a common Swiss behaviour pattern: the
Swiss farmer is known to check out a cow very carefully
before he actually buys it.

Currently, China faces severe pollution of the air,
water and environment. Can business ethics help
to improve this situation?

| very much hope so, but | admit that it seems that
this topic is not considered a vital part of business
ethics and business strategy. Just a simple indicator:
since 2001 | have directed a series of translations of
business ethics textbooks into Chinese, in cooperation
with Professor Yang Hengda and Peking University
Press. All the books we have published so far are,
to our astonishment, hot sellers — except the one on
Environmental Ethics. It is, therefore, urgent that we
convince as many players as possible to seriously
implement environmentally-friendly policies.

There are concerns that foreign investors face
intellectual property violations in China on a
larger scale than in other parts of the world. What
is the Chinese reaction when they are confronted
with requirements of intellectual property
protection by foreign investors?

We have to bear in mind that the idea of intellectual
property was, for a long time, a foreign concept in
China: You copy someone’s calligraphy — so what?
But nevertheless, | find we are seeing more and
more an awakening, although sometimes quite slow,
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to the fact that intellectual property protection is an essential part of the WTO
agreement and, as a global player, China has to comply with these rules.

How could this problem be solved from the perspective of business

ethics?

Rothlin: | highly value the dialogue between business ethics and economics.
Now, from the perspective of business ethics, you can explain how many of
the so-called “stake-holders” actually lose an enormous amount of money if

intellectual property rights are continuously violated.

Dr. Stephan Rothlin, Research Professor,
CIBE, Center for the Promotion of
International Business Ethics at the UIBE,
University of International Business and
Economics, Beijing

His book “Becoming a Top-Notch-Player.
18 Rules of International Business Ethics”,
Beijing, Renmin University Press, 2004, is
available in bookshops all over China.
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* Yinguangxia was accused of having committed severe fraud
with false annual reports. After being fined 600,000 RMB by the
China Security Regulatory Committee (CSRC) on May 14, 2002,
the Shanghai-listed Yinguangxia has been sued by over 1,000
local stockholders. This case was named the "Chinese Enron"
by some reporters (though the financial dimensions are much
different).
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CHINA’s
Global Emergence:

Macro-economic Data,
Trends,
Consequences and Strategies
for Swiss Enterprises

-

This article traces trends related to China’s
development, emphasizing the pressure that
this developing nation may well exert on the
global economy. The consequences for Swiss
enterprises, particularly for SMEs, are of major
importance. Coping with competition from Asia
and benefiting from the situation in China are
challenges which need to be addressed in order to
remain globally successful in the coming years and
decades. Paradoxically, Switzerland’s high quality,
but costly, production structure better places its
economy, relative to other industrialized nations,
in a position from which it can benefit from China’s
development. Nevertheless, it is time for Swiss
niche leaders to develop their strategies to take a
strong position in China and Asia so as to achieve
long-term global success. In so doing, they will
keep generating the margins and the innovation
that support the Swiss quality of life.

Supermarket and workshop of the world

After having conquered the market with mass consumer goods
(clothing, household appliances and electronics), China is now
exporting more and more industrial components, machinery and
other equipment.

China already produces 80% of all tractors used on the planet;
60% of the penicillin; 50% of the vitamin C; 70% of all VCDs;
50% of all telephones; 60% of all artificial diamonds; and 75% of
the world’s watches (among other things) *1.

In the last 10 years China has become a gigantic workshop for
the world where all sorts of products are manufactured more
and more competitively. The People’s Republic is taking on the
role that Britain had around 1830, which was, in turn, taken over
by the USA in the early 20" century*2. Interestingly, both Britain
and the USA became dominant world powers towards the end of
the 19" and 20" century, respectively.

With the abrogation of the global multi-fibers agreement and
the removal of textile export quotas at the end of 2004, China is
now expected to create severe competition. Even the poorest of
textiles producers, such as Indonesia, will have to adapt. Some
expect China’s share of world textiles output to jump from 30%
to 50% in a couple of years, or even sooner. And while China’s
world market share of low-tech items grows, the country is
already producing one third of the world’s mobile phones, at the
high end of the technology spectrum.

China’s ability to produce competitively, on a massive scale,
both the cheapest and also some high-tech products, is made
possible by the size of China’s working population and by the
staggered economic development of the country, from coastal
East to inner West. To understand China’s potential impact on
the world it is essential to realize that it is far from being one
market. It is actually a composite economy at different stages
of development in different areas, from the very advanced in
Shanghai to less advanced in parts of Tibet. The underdeveloped
low cost areas are able to provide competitive low tech products,
feeding into the technology chain. The developed areas, in turn,
produce competitive high-tech products.
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Low production costs are here to stay

300 million Chinese (a population about the size of the USA) live in
cities*3. An equivalent number is estimated to have benefited from
the economic development of the past 25 years. Yet, at least one
billion (if we consider unofficial estimates) have seen minimal or no
improvement to their lifestyles. They are waiting and hoping for better
economic opportunities. Bringing prosperity to this billion farmers is
not an easy task. In joining the WTO, China has lowered its tariffs to
the point where soy beans, for example, are cheaper when imported
from the United States than when homegrown. To cope with the
competition generated by China’s integration in the world economy,
her government is planning to urbanize 300 million surplus farmers
in the coming 15 years. This will, again, create a population roughly
the size of the U.S. that will be added to urbanites already looking
for work. Unemployment in Chinese cities is growing5. To cope,
families have placed education as a top priority, slowly but surely
creating greater competition in the job market. In Shanghai, for
example, fresh graduate students’ salary expectations dropped an
extraordinary 30-50% in 2004 from a year earlier*4.

After mostly negative or very low inflation from 1998 to 2003,
the consumer price index increased about 4% in 2004 and will
probably rise as much in 20055. Yet these increases are probably
greatly due to global increases in energy and commodities prices.
At any rate, they do not influence the competitiveness of Chinese
goods worldwide, as is shown by a constant increase in Chinese
exports. Many expect the Chinese currency (renminbi) to be
reevaluated soon to reach a fairer international trade balance.
Yet, such an adjustment would actually contribute to the steady
loss of value of the US Dollar to which the Chinese currency is
pegged. Besides, such a currency appreciation is bound to remain
low, considering the additional pressure it would bring to Chinese
farmers, already competing with American agricultural products.
Yet, even if the renminbi increases relative to the rest of the world,
it is very unlikely that China’s cost level would rise until her surplus
labor is absorbed, say within the next 10 to 20 years.

Economic superpower candidate

A current middle class of about 100 million consumers is expected to
grow to between 400 and 500 million by 2012, making China’s market
bigger than the USA*S. Meanwhile, the need for equipment to satisfy
the production needs of this new “workshop of the world” is already
presents considerable opportunities for developed economies such
as Switzerland. To provide sufficient work opportunities to China’s
population her economists estimate that growth needs to reach a
minimal annual rate of 7% for the next decade. GDP grew 9.5% in
2004 and is expected to reach 7.7 to 8.5% in 2005*€.

As a matter of fact, quick and consistent development in China is
made necessary by dire social circumstances. Citizens’ complaints
have steadily increased over the last decade*?. Economic
development is not only «the irrefutable argument», as advertised
on billboards in Shanghai. It is the main priority of the Chinese
government to keep the one billion citizens of undeveloped China
waiting quietly for a better life.

Yet, this works to our benefit. China’s much anticipated domestic
market is finally becoming a reality for Switzerland too. Since 2001,
China (including Hong Kong) is buying more Swiss goods than any
other nation in Asia. The bilateral trade balance (including Hong
Kong) showed almost CHF 3.4 billion in favor of Switzerland in
2003. Moreover a 12% increase of imports by China and Hong
Kong is expected to be confirmed for 2004.
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Astonishingly, 40% of respondents in China to the Swiss — China
Survey 2004 (see page ... in this magazine) estimate that China will
represent the most important economic area for their businesses within
5 years. The same research also clearly shows that low production
costs are a far less important reason to enter China than acquiring local
market share and preventing the development of competition*®8.

Unless the current development process is halted by social,
political, financial or unpredictable obstacles, all signs indicate that
China will become the biggest world market and first economic
power, be it in 20 or 50 years.

Future R&D powerhouse

Ironically, high Swiss production costs, and the resultant shedding
of labor intensive jobs since the 80’s, have put Switzerland in
a better position than her European neighbors (for the coming
decade at least) to withstand the shock of permanently cheap
Chinese products. Besides, Switzerland is well positioned to tap
opportunities for the sale of equipment, one of its economic pillars
and its major export to China (60%). Overall Switzerland has more
to gain than to lose from China, as bilateral trade figures clearly
show. Yet, if only through the constant pressure on prices and
margins, the economic transformation of China will have deep
global effects in all branches that are not luxury, high technology or
containing a high level of well-protected intellectual property.

Particularly important to consider is the increase in Research &
Development (R&D) activity in China. With the development of
production it is only natural that R&D follows. Large research
centers have been opened by most multinationals over the past
2-3 years. Domestic patents applications are growing at a rate of
20-30% per year*9. China was fifth worldwide in the publication of
scientific papers in 2003 (a yearly growth of 20.6%) while citations
of Chinese scientific articles has increased by 30 to 40%*1°. From
a Swiss perspective, R&D in China is seen as a key opportunity.
This was made clear by the China-based respondents to the Swiss
— China Survey 2004. Many even see R&D in China as a chance to
innovate faster in China than in Europe**1.

Japan’s development from a good producer of copies to a world
class creator of technology may shed light on the path that China
will follow. A key difference, however, is that China’s costs will
take much longer to rise due to the aforementioned developed
and very large undeveloped economy that coexist, giving it an
unprecedented cost advantage for a long time.

Impact on International SMEs

Chinese producers are a major source of competition in consumer
goods. More and more, they dominate this sector of industrial
production, in volume at least. After supplying brands as OEM
producers, they are actively developing their own brands or finding
shorter routes by acquiring foreign ones. (The purchase of IBM by
the Chinese maker of PCs - Lenovo - is an example of what is to be
expected.)

Yet, in many key areas of consumer goods (automotive,
telecommunication & IT, life sciences), China’s market is dominated
by foreign players. Nestle, Roche, Firmenich, VW, Nokia (to cite
only a few) all command impressive China market shares in their
specialties. While the Chinese consumer goods market is the
domain of large companies and mostly a battleground for known
Chinese and established international titans, the supply of equipment
to China, also to local foreign enterprises, is a market in the making,
presenting considerable and growing opportunities for Swiss SMEs.
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The smaller the SME the more the timing is important. Small firms
cannot afford to invest too early and then wait for returns. Yet it is
safe to say that it is not too early for most international companies
to commence activities in China. In any case, an evaluation of the
specific market would be advisable for most firms. In the words of
Heinrich von Pierer, former CEO of Siemens, the risk has become
bigger not to be active in China than to be. As implied in this
quote, not serving China’s market early enough entails the risk of
witnessing Chinese firms growing domestically and then acquiring
the local market. In the case of equipment, domestic suppliers
can provide foreign multinationals in China, and their Chinese
competitors, with cost-competitive, domestically-made equipment
and local service. When they can service international companies
in China, these suppliers will obviously start to export and become
players to reckon with in world markets. They may possibly even
become fierce competitors to the Swiss niche champions.

Conversely and in the longer term, being successful in the
Chinese market will be needed to achieve economies of scale and
competitive production for global leadership. This can be likened to
the present need to be successful in the EU and the USA to keep a
global market leader position. Yet, it is safe to say that considering
its market potential, China’s market leadership will eventually
contribute in a key way to global leadership in a particular product.

Only the development of the rest of Asia, particularly India, may
reduce the extent of China’s global preeminence as a world
market and production base. Yet, China’s current head start in
Asia and her key advantages (highest market potential and best
quality/price ratio, both in a wide range of products) will ensure
that virtually every non-luxury or top-tech product will be more
effectively produced in China for China. As a result, virtually every
producer with an international activity may expect to face a serious
competitor from China in the future, if not yet.

The consequence of globalization and China’s emergence as the
workshop of the world and the future economic superpower mean
that every international enterprise, including SMEs, will not be able
to ignore China: they will eventually need an Asian production
base, at least, to serve China competitively. Setting up production
in China will offer the advantage of being in the key market of the
region. To take additional insurance for a future successful global
business, Swiss SMEs might as well aim at achieving a leading
position in China and reduce the risk of facing Chinese competitors
internationally, in the future.

Innovation: a must for enterprises in Switzerland

Establishing a successful Asia/China strategy may go a long way
to develop business and prepare for the future. Serving global
customers in different locations or offering a bigger range of
products made possible by cheaper Asian production will support
production back at home. Studies show that firms which delocalize
maintain a bigger workforce at home than those who do not.

Yet it may not be enough for the home operation to overcome
lasting price pressure from emerging countries. To keep production
competitive in the mother company, many Swiss firms will need
to keep innovating fast, to develop new technologies, products,
manufacturing processes and new business strategies.

However, in order to guarantee technological innovation,
maintaining production in Switzerland will be crucial. Technology is
intimately linked with industrial activities. It only lives on and makes
innovation possible as long as production goes on.

Moreover, since technologies feed and grow on each other,
maintaining a healthy, varied and dense fabric of production
technologies at home will be vital for the development of Swiss
innovation.

Creating a strategic advantage for the Swiss economy

The internationalization in key emerging markets of Swiss SMEs
and their innovation at home will maintain their margins and,
ultimately, uphold Switzerland’s living standard and quality of life.
Swiss quality in every aspect may then continue to generate the
efficiency and interest we have witnessed in the past decades.

China is certainly the most promising of the emerging markets but,
as well, one of the most difficult to deal with, for large and smaller
companies alike. The know-how necessary to develop the right
concepts and be operationally efficient in China, the experience of
the market and of the business culture remain the privileges of the
few experts who accumulated the necessary experience in the 25
years since China’s opening.

By maintaining and developing their networks, by conducting
practical research and sharing experience and developing support
instruments for Swiss SMEs, Swiss institutions in both China and
Switzerland provide resources, China know-how, guidelines for
efficient operations and access to the best available specialists on
China business.In so doing, the organizations that provide China
support strive to offer Swiss enterprises the key elements they
need to acquire the means for success in China.

Text: © Nicolas Musy March 2005
Vice president SwissCham Shanghai

*1 Factory of the world - Feb 2004 - China Economic Review

*2 How cheap Chinese goods are hammering the world - Oct 11 2002 — Far East Economic Review
*3 CHINA: Wirtschaftsbericht Dezember 2004 — Dec 22 2004 — Swiss Embassy in Beijing

*4 Student surplus causes acceptance policy shift — Feb 2 2004 — China Daily

*SChina’s middle class — The Economist — Jan 19 2002

*6CHINA: Wirtschaftsbericht Dezember 2004 — Dec 22 2004 — Swiss Embassy in Beijing

*7 For the Chinese masses, an increasingly short fuse — December 31 2004
— the International Herald Tribune

*8 Swiss China Survey 2004 — January 2005

*9 Prof. Wang Jianmao of China Europe International Business School
*10Research and Environment News from China — December 6 2004 — Swiss Embassy in Beijing

*115,iss China Survey 2004 — January 2005
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Don’t Turn

Your Partner
“into a
Future
Competitor

Strategies for gaining low-cost
production advantages and market
access in China
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International companies discovered China
as a sourcing paradise some years ago, for
buying and / or producing consumer durable
goods. Since 2000, large multinationals such
as Walmart (which sourced goods worth USD
18 billion from over 5,000 Chinese suppliers
since 2000; more than 70 per cent of products
sold by Wal-Mart are made in China) and Metro
have shifted their China sourcing offices from
Hong Kong to Mainland China. The aim of this
strategy is to gain better control over their
suppliers, and smaller companies are now
following suit. When sourcing from China,
though, companies need to deal carefully with
their manufacturing partner, who may cut off
access to the Chinese markets.
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Whereas it is almost common sense today that consumer goods (electronics
goods of all kinds, shoes, textiles, furniture, etc.) bought worldwide are mostly
"made in China", the even bigger profit potential for companies lies in the
production and/or purchase of industrial goods from China. As such, Chinese
manufacturers are serving as cost-effective partners who enhance multinational
companies’ return-on-capital. However, only around half of China’s exports are
facilitated with foreign invested companies. The remainder stem from Chinese
factories, either delivering through their own overseas distribution channels, or,
much more likely, being involved as an OEM (original equipment manufacturer),
ODM (original design manufacturer), or contract manufacturer, manufacturing
under the brand of a foreign customer.

After consumer goods: Industrial goods manufactured in China

The immense cost-saving potential drives the majority of decisions to source
from China. Depending on the product or component being sourced from China,
cost reductions of 20% to 40% can be achieved, even after allowing for add-on
costs, such as increased quality control, increased safety stock due to longer
transportation time, and logistics costs. Chinese manufacturers in industries
such as mold and die, tooling, electrical equipment, and automotive components
are becoming efficient and technologically-sophisticated players. For this reason,
whether or not a Western company should scrap any plans of setting up a WFOE
(wholly foreign-owned enterprise) subsidiary and instead deploy a cost-efficient
Chinese manufacturer as a key supplier to the Western company’s global
operations needs to be considered.

In the PVC injection-molding business, this approach has been taken by one of
the leading building material producers by shutting down their Canadian plant
and sourcing from a Chinese manufacturer in Fujian Province. This has to be
seen in the context of the huge appetite of Chinese injection-molders for Western
technology, which fed machine imports earlier this decade. As such, Chinese
PE and PVC parts-producers provide advanced technology and allow cost-
reductions of up to 40%.

The French automobile component-producer Valeo expects the sourcing value
of its Shanghai Purchasing Office to increase from its current Euro 300 million
to Euro 1 billion within three years. Valeo’s final objective is to source 70% of its
purchases in cost-competitive countries by 2010. China is about to develop into
THE global sourcing hub for automotive parts.
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Realizing China as the ‘factory of the world’

Components, which require an assembly of two or more
parts, are offered by Chinese manufacturers cheaply
but at high quality due to manual execution by factory
labor which is 20 to 30 times cheaper than a Western
equivalent. Furthermore, such Chinese manufacturers
can keep their capital investments low because labor
replaces expensive machinery. Moreover, Chinese
manufacturers generate cost advantages against
WFOEs through sourcing raw materials, such as fabrics
and plastics, from the domestic market.

However, pure cost advantages are not the only
reason that Western companies deal with Chinese
manufacturers. Access to local talent and especially
access to the domestic market are playing an
increasingly important role in sourcing decisions. Within
the electronics industry, around one-third of foreign
companies active in China use a Chinese manufacturing
partner to source from China, whereas a similar number
operate with wholly foreign-owned subsidiaries. Only a
minority are investing in a joint venture with a Chinese
partner. In fact, sourcing from a Chinese company offers
the best opportunity to ensure reliable and immediate
supplies without pouring major funds into the Chinese
operations.

Furniture OEMs: No way out?

Finished-goods industries, such as furniture, are around
five years ahead of the current wave of component-
sourcing. In the 1990s, China became the main center
for sourcing wooden furniture. The trend of Chinese
furniture manufacturers supplying export markets
had its origins in the initial exploitation of China as a
low-cost export base by Taiwanese and Hong Kong
furniture manufacturers. These days, around 30,000
manufacturers produce furniture in China, and roughly
one-third of the output value are exports, mostly to
the USA. The majority of these Chinese furniture
manufacturers started off as OEMs for overseas brands.
Overseas buyers provided the blueprints, after which
the Chinese manufacturers produced the furniture
under their customer’s brand name. The profit margins
of these export sales were often lower than those for
domestic sales, but more consistent in volume.

Now, due to overwhelming competition and threatening
penalty tariffs and anti-dumping duties, most Chinese
OEMs are re-adjusting their strategies. Larger ones are
managing to successfully transform themselves into
their own furniture brand, but the majority are struggling
with their given dilemma: Chinese manufacturers lack
design capabilities (which was one reason they were
price-competitive) and cannot neglect working steadily
in order to maintain their factories, which consist of
several hundred workers. In addition, overseas buyers
will not accept any increases in cost for improved
quality or design. Chinese manufacturers who escaped
the "OEM-trap" are targeting the Chinese market
with their own furniture brands. The prices of these
Chinese brands are somewhat lower than products of
comparable quality in the USA, but create a better profit
margin for the producers than taking on OEM orders.
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Chinese OEMs’ hidden masterplan

The problem of this development for overseas brands is that former Chinese
OEM partners are developing the Chinese market with their own brands,
offering good quality at lower prices than foreign brands. As such, foreign
brands keeping their Chinese manufacturers in an OEM-trap provoke a loss
of access to the Chinese markets and strengthen their future competitors.
Ironically, this creates a dilemma for foreign companies. They either face
the prospect of losing out on higher returns on capital by avoiding sourcing
from China or losing the opportunity to become a potential player in China’s
fast-growing domestic markets.

Not only in the furniture industry have Chinese manufacturers had a hidden
masterplan of learning via OEM orders and building up their own brands
in the domestic market, shutting the door to the Chinese market for their
former overseas customers. Component manufacturers in the electronics
and automotive industry are following a similar scheme. Sometimes, the
Chinese manufacturing partner is just using the guileless Western partner
as a tool for its own enrichment. An example is a joint venture that was
set up between a foreign watch company and a Chinese manufacturer in
Guangdong, in which the foreign company planned to source its glass parts
at lower cost. However, a lack of management control allowed the Chinese
general manager to establish a stealthy intermediary entity between the
product flow of the joint venture (the producer) and the customer (the
Chinese parent company). The general manager was able to profit by
channeling the goods through an unauthorized customer-in-disguise entity.

So, what can a foreign company do to remain profitable (because of the
Chinese low-cost advantage), while preventing its Chinese manufacturing
partner from scooping up future market potential?

e Option 1: Establish your sourcing base

The simplest, but in most cases necessary, step is to contribute internal
budgets to the sourcing activities by setting up a representation office in
China in which to handle the Chinese manufacturing partner. The more
complex the sourced component, and the higher the quality requirements,
the greater the necessity of conducting quality control, factory audits, and
technical support by oneself, instead of having a trading company or an
agent acting as a go-between. From a strategic point of view, factory audits
and company checks will reveal the Chinese manufacturer’s intentions,
future plans and the managers’ backgrounds, as well as the company
structure.

e Option 2: Acquire your supplier for competitive advantage

Backward integration is an option to consider, especially if the foreign
company intends to utilise China long-term as a global manufacturing
base. As such, the Chinese manufacturing partner is normally bound to a
contract, which includes a buy-out scheme according to the manufacturer’s
output volume, and enables the foreign company to gradually take over its
Chinese partner. If the Chinese manufacturer has already developed its own
brand for the Chinese market, and the foreign company is seeking market
access to the domestic market, then a takeover of the Chinese partner may
be considered, especially if the Chinese partner has already established
distribution channels.

e Option 3: Buy yourself a second brand for gaining market share

Position yourself with two brands, your own premium brand, and a second
Chinese brand, to gain both profit and market share when developing the
Chinese market. Typically, a foreign company introducing its high-quality
products into China often finds a pyramid-shaped market, in which the
medium and high-end market potential is the highest but also the most
difficult to tap. In this situation, most foreign producers are reasonably
reluctant to avoid a modification of their product or component, since
competing on price on Chinese turf is a lost battle before it even starts.

For example, a foreign electric components company was considering a
major move in Chinese markets by allying with a lower-quality Chinese
brand. By doing so, the foreign company could produce in volume and
simultaneously avoid a price deterioration of its international brand.
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China’s exports represent around one-fifth of all imports
from low-cost countries to the USA and Germany. Swit-
zerland bought imported goods from China to the value
of around USD 2.4 billion in 2003, which represented
around 20% of Swiss imports from Asia, but only 2% of
its total imports from all over the world. However, Chi-
nese imports account for one-third of all imports from
countries classified as “Transformational economies,”
and are already in the same dimension as imports from
Japan.

Most significantly, Switzerland is sourcing increas-
ingly greater numbers of machinery and electronics
from China. Whereas around half of Chinese imports
in the early nineties were clothing and textile goods,
with machinery and electronics amounting to less than
10%, Switzerland bought machinery and electronics for
around USD 500 million (roughly one-quarter of Chinese
imports) in 2003.

China exported goods valued at USD 438 billion in 2003,
but approximately half of that was actually exported by
foreign-invested companies. Around 17% of China’s
exports were textiles, and around 40% were machinery,
electronics, recorders, and accessories.

Industrial goods with a cost-advantage
sourced from China |
Machine tools

Tools and molds

Apparel

Computer parts

Home furnishings

Castings

(steel, precision casting, grey iron, aluminum, etc.)
Molded and extruded parts

(plastics and rubber- including precision parts)
Steel (coils, profiles, tubes), stamped and bent parts
Precision parts of any material

PCB and PCB-assemblies

Electronics
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Industrial goods with a cost-advantage
sourced from China |

Ceramics

Architectural and structural metals
Aerospace products and parts

Vehicle steering and suspension components
Motor vehicle transmission and power train parts
Motor vehicle brake systems

Motor vehicle seating and interior trim
Navigational, measuring, medical,

and control instruments

Pumps, compressors,

and material handling equipment

o Semiconductors

o Electrical components
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Comparison of Exports from China 1999 and 2003, in USD
billion: Foreign-invested companies are exporting more
than in 1999. Source: China Statistical Yearbook 2004 and
2001, Fiducia Analysis.

However, the main problem with this solution is the integration
of the two brands in the near future. In the example shown
in the diagram below, market dynamics mirror a tripling of
growth of the medium-end market, whereas the premium
market growth only doubles within the same period of time,
but with new competitors entering the premium market every
year. Therefore, it is possible that the Chinese brand may
become more profitable, due to its market share potential,
than the premium brand, which will be under immense
pressure to lower its price. Furthermore, the second brand
is likely to gain in quality over time and soon be directly
competing with the premium brand. Therefore, the company
will be confronted with a conflict within a few years: Asserting
its own premium brand and abandoning the Chinese cash
cow brand, or signaling unclear positioning, with two brands
that are slowly approximating each other in terms of price
and quality.

e Option 4: Diversify your supplier risk

Develop one or more sourcing alternatives: Identify further
manufacturing partners in order to keep your prices low
and prevent your manufacturing partners from raising
cash for R&D or machinery investments. Furthermore,
having several manufacturing partners enables a Western
company to keep exposure of its know-how to Chinese
manufacturers low. A company producing cranes, for
example, distributes the production of component parts to
four different manufacturers, with the final assembly done
via a WFOE in Shanghai. This strategy avoids allowing the
Chinese manufacturers to gain an overall picture of the
finished components, and allows the foreign company to
make cost-competitive exports to the USA.

e Option 5: Take the plunge....

Establish your presence with a WFOE and build your own
distribution channels. This is currently the most favored
option for foreign companies, since certain Chinese legal
requirements for forming partnerships for production (soon
for distribution as well) have become void in most industries.
Typically, this enables a company to avoid the risk of
unauthorized access to know-how. However, this option
should take into account eventual access to the Chinese
market.

In the case of a joint venture structure, be sure that the joint
venture manufacturing entity is kept as a pure production
entity. Set up a separate entity for marketing, sales, and
R&D competence.

The fast-changing dynamics of Chinese markets and their
environment require foreign buyers/producers to constantly
think about the next strategic option and about how to turn
potential threats into opportunities. Since China is evolving
in various industries, not only as a low-cost manufacturing
source but also as a market, particularly for industrial goods,
foreign companies need to find a way to tame their low-cost
OEMs before they close the gates on a market which is
currently extremely promising.

Fiducia Management Consultants
Fiducia management Consuitants
Baipng = Hong Kong + Shanghal & Shenahen

Franc Kaiser
Senior Consultant
Board Member, SwissCham Shanghai
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fkaiser@fiducia-china.com
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PEUGEOT OPEN EUROPE

HOLIDAYS BY CAR

The best package
for your holidays in Europe

A brand new car

Duty free price

Unlimited mileage

Multi-risk insurance with no
deduction

More than 40 delivery/return
centres in Europe

® 24 hours technical assistance

Order before 31/5 for a delivery not later
than 30/9/05, you will enfoy 7 - 12 days free.

China Representatives:
Shelley : snf@netvigator.com
Francois : fmi@neitvigator.com

Tel : [BSZ2) 3106-0163
www.paugeot-openeurope.com




CHINA’s
Information
Technology

Industry

accelerates its Development:

Facts & Figures
of the last 10 Years |
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Lenovo’s recent purchase of IBM is just one part of a greater
movement. Now that the deal has been approved by the Committee on
Foreign Investment in the United States (CFIUS), China’s IT industry is
definitely progressing. Dr. Jie Yan, Assistant Professor of Technology
Management at Grenoble Ecole de Management (France), gives an
overview of causes and consequences.
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Production and exports of major consumer electronic products in 2003
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On December 8, 2004 surprising news came from Beijing: Lenovo Group, China’s
largest computer maker, had purchased IBM’s personal computer business. The
US$1.25 billion transaction covers IBM's entire global desktop and laptop concerns,
inclusive of R&D, manufacturing, purchasing and sales. This includes the Think series
brand name for five years. For this deal Lenovo paid US$650 million in cash and
US$600 million in stock.

This makes Lenovo the third largest PC maker in the world. Sales are expected to
reach 11.9 million computers internationally, with an annual revenue of US$12 billion.
Lenovo will move its headquarters from Beijing to New York and hire about 2,300 former
IBM employees in the US, mostly product designers, marketers and sales specialists.
Under the deal, IBM will hold an 18.9 percent stake in Lenovo. This will enable IBM
to continue its strategic transformation from a hardware manufacturer to a service
provider, focusing on the more profitable high-end computer and software solution
business. It also gives IBM a shortcut to the Chinese IT (Information Technology)
service market by building up a strategic alliance with Lenovo.

This news seemed to shock many people who are not aware of the achievements of
Chinese IT firms over the past decades. However, in the IT world, people do understand
that the rise of Chinese firms has been on the way for a long time. Thus, Lenovo’s
acquisition can be viewed as just one of many high-impact actions by which Chinese
IT players march into the global market. Indeed, Lenovo’s acquisition may even be a
trigger, encouraging other Chinese IT firms to speed up their globalization schemes.

Since 1990, mainland China has seen a rapid and continuous development of its IT
industries. IT has become one of China’s core industries with an average growth rate
of over 32% throughout the last decade. In 2002, the added value of the information
technology industry accounted for 5.7% of GDP, up from just 2.3% in 1997.

Computer manufacture has been one of the fastest growing sectors in China with an
average annual growth rate of over 50% in the 1990’s. This year, Computers with a
value of US$2.2 billion were exported to foreign markets. This marked an increase of
56% over the previous year. It is believed that Lenovo’s purchase of IBM’s PC business
will further enhance Chinese-made computers’ brand recognition in the global market.
This in turn will lead to an escalation in PC exports in the next few years, bringing
stronger competition to leading players such as Dell and HP, mainly US companies.
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China’s software sector has maintained a high growth rate of over 30% since
1998. In 2003, revenues from software and system integration reached a total
of US$19.2 billion, an increase of 45% over the previous year. Software exports
reached US$2.0 billion, an increase of 33%. There are over 8,000 software
companies across the country. The Chinese government implemented favorable
policies to promote the development of the software sector and invested in 11
state-level software industry bases in major cities in the late 1990’s. Software
start-ups are exempted from tax during the first two years and pay only half
required taxes for the following three years. The Chinese government has
carried out a nationwide campaign and has taken fierce legal actions to fight
against piracy and protect the intellectual property of software products. Pirates
can be sentenced to prison for up to 7 years.

The consumer electronic product sector has also been growing rapidly. In 2003,
China produced 65 million TV sets, and exported US$2.6 billion worth of them.
Exports have risen six times from 1997 levels.

In 1998, almost all mobile handsets sold in China were foreign brands such
as Motorola, Nokia and Ericsson. Just 5 years later, Chinese companies
manufactured 186 million mobile handsets. More than half of these had local
brand names and represented more than 60% of the domestic market. By
2003, communication products and equipment labeled ‘Made in China’ were
exported to more than 40 countries and regions around the world.
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China is also attempting to change its position from a low-end
product manufacturer to a high, value-added product provider.
Chinese IT firms have been spending significantly more money
on R&D activities. Since 1998, many leading Chinese IT firms
have set up overseas R&D centers in California’s Silicon Valley,
Japan and Europe. Some firms purchased foreign companies
or built up strategic alliances with foreign partners to expand
their technological capability. These efforts have resulted in
remarkable achievements.

One success story is the rapid development of Chinese IC
(integrated circuit) design and production. There are about 200
semiconductor companies in China specializing in IC design
and manufacturing. Some of them are highly competitive, even
close to cutting edge with the ability to design, develop and
produce 0.18 micron chips on a large scale.

Chinese semiconductor companies produced 12.4 billion IC in
2003, up from 1.3 billion in 1997. IC exports reached US$6.0
billion, an increase of 166% over 2002. Most of China’s IC
design and manufacture companies are located in Beijing,
Shanghai and Shenzhen. It is anticipated that China will
become the world second largest IC producer and market, just
after the US, by the year 2010. In some other technological
areas such as computer network products, digital audio-video
equipment and new types of information components, China is
also gradually narrowing the gap between domestic capabilities
and advanced international technologies.

Information and communication products with a value of
US$169.3 billion were sold in China in 2002, accounting
for 12.1% of the world IT market. China has thus become
a key link in the world chain of electronic and information
production. Many product lines, originally manufactured in
Taiwan, Singapore and Malaysia, are now being produced
in Eastern and Southern China. In cities such as Shanghai,
Beijing, Suzhou, Shenzhen, Xiamen and Dong-guan, a large
number of IT related companies have built up highly efficient
industrial clusters and supplier networks. These regional IT
complexes have a dynamic potential for sustainable innovation
and development. It is expected that China will succeed Japan
as the second IT product maker, just after the US, in the next
few years.

The IT industry fuels the development of China’s national
economy. By 2003, over 36 million computers have Internet
access in China, up from 6.5 million in 2000. With a new range
of applications for automation technology, information and
communication systems, the productivity of many traditional
industrial sectors has increased significantly.

The rapid growth of China’s IT market and industry also provides
attractive opportunities to Western IT firms. China received over
US$70 billion in foreign capital since the adoption of reforms two
decades ago. More than 10,000 foreign invested enterprises
were established in the Chinese IT industry, accounting for over
15% of all foreign invested companies in China. Most of the
foreign investments came from the developed economies: the
US, Japan, and Western Europe. Many of these ventures have
been very active in terms of R&D and technological innovation,
and have achieved marked business success.
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Contact: Yie Yan

Assistant Professor

Department of Technology Management
Grenoble Ecole de Management

Email: Jie.yan@grenoble-em.com
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Useful Contacts in Beijing

b= EEBRSNE

Central Government Offices R fF A=

China Insurance Regulatory Commission (CIRC)

FERRUEBEEEZRS +86 1066210188
General Administration of Customs
FEEXEE +86106519 4114

General Administration of Quality Supervision, Inspection and Quarantine
(AQSIQ) ExXREXRKRERE +861064191114

Ministry of Foreign Affairs (MOFA)

HRE SN ER +86 106596 1114  www.fmprc.gov.cn
Ministry of Commerce (MOFCOM)

HEEEE +86 1065197325 www.mofcom.gov.cn
Ministry of Information Industry (MIl)

FEE S ER +86 10 6601 4249  www.mii.gov.cn
Ministry of Science and Technology (MOST)

hERFR AL +86 10 6851 5544  www.most.gov.cn
National Bureau of Statistics

E X%t B +86 10 6857 3311  www.stats.gov.cn

National Development and Reform Commission (NDRC)
ERXERTIKEZERS +86 106850 1240  www.sdpc.gov.cn

State Administration of Foreign Exchange (SAFE)
ERINCEEF + 86 10 6840 2255

State Administration for Industry and Commerce (SAIC)
EXRI@ETHERR + 86 10 6803 2233

State Administration for Taxation (SAT)

ERBEZF/ +86 106341 7114
State Asset Management Commission (SAMC)
ERR-UEEEERS +86 10 6319 3569
State Intellectual Property Office (SIPO)
ERMIRF=F + 86 10 6209 3114

Chinese Government Websites HEIBFFE 75 B ik
Beijing Foreign Economic and Trade Commission
LEWINER www.tpbjc.gove.cn

Beijing International Investment Promotion Council
ItREREERHERS www.fdibeijing.org.cn

China Economic Information

hEZFHTE www.cei.gov.cn
State Economic and Trade Commission, PRC
EXREFRASERS www.setc.gov.cn

Swiss contacts

SwissCham Beijing hEIRtE&--LHE

20/F Star City Tower C, 10 Jiuxianggiao Road 100016 Beijing
b= HEAPAX E L5105 2 E FR20/ZCEE 100016 Jb3=

Tel BBi&E: + 86 10 64322020
Fax f£H.: + 86 10 64323030
Email EEFEB:  info@bei.swisscham.org

www.bei.swisscham.org

Photo source: WICO.

SwissCham Beijing Board Members It REESHK R

Cyrill Eltschinger, President
Tel BBiE: + 86 10 6599 2288
Email BRf: ce@ituc.com

Zhang Hu, Vice-President

KEE BB

Tel BBiE: + 86 10 8049 0472
Email fipf4: zhanghu @bjlem.com.cn

Dr. Manfred Streuber, Vice—President

HEF, BlaHK

Tel EBiE: + 86 10 6561 3988 Ext. 111
Email BRf4: manfred.streuber @ dksh.com

James Chen, Secretary General

FREg, K

Tel HiE: + 86 10 6788 6200 Ext. 103
Email #i44: james.chen @sig.biz

Olivier Glauser, Director of the Board & Treasurer
BhEESHAE

Tel HiE: + 86 10 8529 6529 Ext. 261
Email #3{4: oglauser@qualcomm.com

Edgar Doerig, Honorary Board Member,
HIRT, SEEER

Tel BiE: + 86 10 6532 2736 38

Email BB edgar.doerig @bei.rep.admin.ch
Swiss Embassy / Swiss Business Hub Beijing
Wt AfEE

mtwE&RE#ESL bR
Sanlitun, Dongwujie 3 100600 Beijing
ZEHRAHIE

100600 JtI=
Tel BiE: + 86 10 6532 2736

( no visa questions will be answered 217K [E & ZiF 5 )
Fax f8&: + 86 10 6532 4353

Email #E{E: Vertretung @bei.rep.admin.ch

Switzerland Tourism ¥ +i& 5

Tel/EiE: + 86 10 6512-5427
Fax/fe&: + 86 10 6512-0973
Website/R31it: www.MySwitzerland.com

Swiss Society Beijing It i +ihE
info@ssbj.org www.ssbj.org
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Useful Contacts in Shanghai
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swisscham China
Source B R 5&iE:

SwissCham Shanghai HEHK+H&-- Liff :

Grand Hyatt Shanghai
Floor15-C, 1078 Jiang Ning Road, 200060 Shanghai
LTI 810785 158 CEE 200060 LifF
Tel EBiE: +86 2162761171
Fax f£&: + 86 21 62760819
Email/EEFERE:  info@swisscham.org

SwissCham Board Members in Shanghai FiBEE&M R
Zhanbing Ren

Director, President

ELHF, EE

Tel HiE: +86 21 5774 3366

E-mail A3 Hp: zhanbing.ren @bobstgroup.com Swiss Club Shanghai L83 +{8 526 Hﬂw Tn EECGME A ME M BER ﬂ F SWISECHAH CHINA?
Christian Guertler, Chairman Swiss Cham China www.swissclubshanghai.com H uw Tﬂ EID H TR I B u T E A_ RTI c L E s A H D- TD PEST

R, EFE info @ swissclubshanghai.com

Tel 3% + 86 21 2890 9661 ADVERTISEMENTS WITH YOUR COMPANY AND LOGO
E-mail Fa Hp: guertler@online.sh.cn Swiss Consulate General in Shanghai / Swiss Business Hub Shanghai
IN THE BRIDGE MAGAZINE?
Director, Vice—President 22F, Bldg. A, Far East International Plaza, No. 319, 200051 Shanghai
Rl - W, BER LigH LB #3195 R E R 1HAE221%, 200051 i
TeldiE: +186 21 6266 0844 / 45 Opening hours/ T{ER i8] : g]l 1m‘ ﬁa 4 HE ﬁa q:l i EU-’ :t I'-ﬁ s {] A =0
E-mail EHB: n.musy @ch-ina.com fromMo - Fr9— 12 am /A—ZE AR L F95F 125 Al ﬁ - e ﬁ .y E J-._ "
Walter Akeret Phone Ei: +86 21 6270 0519 — 21 #n 1!‘?} i’j_: *érf %—.-E' ot f’ﬁ ha ?ﬁ :_II"T; -"E} ﬂ E{] J—J" %’?
Board Member Fax f£H: +86 21 6270 0522 " e i
T Eees, EELAR Email EFBBfE:  Vertretung@sha.rep.admin.ch #u 15]7 rlﬂ *?-F % TR #ﬁ 1? ?
Tel BiE: + 86 21 5442 7500
Daniel Heusser
Director, Event Officer éﬂz Eiﬂﬂﬁﬂlﬂ
&ET S5HEE Swiss Business Council in Hong Kong
Tel BBifE: + 86 21 6240 8882 G.P.O. Box 9501
E-mail 3 HB: d.heusser@virtuarch.net
Hong Kong
Victor Chiam i BRI B S 459501 2
Board Member Tel FiE: + 852 2524 0590
EEF, EE2HR Fax &2 + 852 2522 6956
Tel AEiE: +86 21 6430 6868 Email B3-F BB swissbiz@netvigator.com
E-mail 3 Hp: Victor.Chiam @sulzer.com
Patrick R. Scheibli Swiss Chinese Chamber of Commerce--Switzerland s
Director, Event Officer PERTEH SRt ‘_
BikFl, S KEE Hoschgasse 83, —=
Tel BBifE: + 86 21 5887 2316 CH-8008 Zurich, Switzerland,
E-mail 3 H#p: patrick.scheibli @fracht—shanghai.com Tel FEi&: +4114213888
Franc Kaiser Fax 18 &: +4114213889
Director, Service Officer Email/®-F#if+:  info@scce.ch
Drector,Sonvce Email e 7 WE ARE HERE FOR YOU!
;ﬁlmEﬁa:lﬁEé,Ell: ;(:Zezg@sfizdisci;s—?:iini.):c;fwzs Swiss Consulate General in Hong Kong B+ &i# S4REE Please contact us / INE KW  Shanghai Baijing %
Jonathan Selvadoray Suite 6206-07, Central Plaza,18 Harbor Road, Wanchai Tel/ - +86 21 6276 1171 #8510 6432 2020
Director, Public Affairs Officer Hong Kong Fax/ ¢ N +86 21 6266 0858 +86 10 6432 3030 *
oAkl A EESFREE18S IR 356206-07F Email =y infoffaha swisscham.org  infof@bei swisscham.org
AR, DARSEE Tel B23E: +852 2522 7147 Mailing 1o | & # i # & BA 20F, Star City Tower C
Tel Eﬁ_iﬁ: + 86 21 6289 6363 . Fax ﬁ—ﬁ: + 652 2845 2619 1078 Jiang Ning Road 10, Jiux-aﬂqra 0 Road 'ﬁ
E;:::_i ;ﬁvi: jonathanselvadoray @hotmail.com Email BB FH#Bf:  swisscg@hon.rep.admin.ch 200080 Sheciy 1300 Baljing /‘x-

or/g{#& Vertretung @hon.rep.admin.ch
Director, Membership Officer

RES SELRER
Tel FEiF: +86 215951 5187 Ext:22 o To gat more delails regarding the event program and mambership, please visil:
E-mail B p: sandro_willi@luwa.com.cn www.Swissinfo.org HREERXFRIMSENED SRERNSETENEE HWiRGiE:

www.switzerland.com.cn h H h
/\ www.admin.ch (Swiss Government website I+ EFF MY ) WWww.sha.swisscnam. 'DTE’
50 swisscham china

General Information &4t




NOVUS ATLAS SINENSIS

SPECIAL
YEAR-END BENEFIT

A Fantastic Gift for the Office, Your Family,

PERLH:MBERRERE : :
R s Bt Friends, Customers and Associates!
Presanted by SwissCham China
swisscham.crg Member Price: RMB ¥ 850
b Mon-Members: Only RMB ¥ 1,300
MDCLYV - 1655
MMIV - 2004

Novus Atlas Sinensis & 1655 £¥— Dated 1655, the Novus Atlas
EEBFHENEBE, EEE— Sinensis is the first Western Atlas of
WP EmSS AT+ E China, Published in Europe. The

& A B Rk E . Facsimile Contains 1 Map of China &
O L 15 Provincial Maps.

swisscham.crg

Lﬁiﬂﬁﬁﬁ Elf+ < - Call SwissCham Now
MEEMENE, REEIT | Reserve Your Facsimile(s). Limited Stock !

JEBE-Beijing Lt i§-Shanghai
HEiEMel; +86-10-6432-2020 MiETel; +B6-21-62T6-11T1
H-F{8 Hijemail: infoi@ibai swisscham,org -l fifemail; infoi@sha swisscham.ong




