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TRADING WITH
CULTURAL AWARENESS
IN CHINA

An appreciation of language and culture will help build good business
relationships when trading in China. Thomas Clouse reports from Beijing.

hina, with its consistently strong
ecomomic growth, has climbed in
recent years to the top of board
meeting agendas and priority
lists worldwide. Most international
business leaders have considened

buying from, producing in and /or

selling to China, The facts are difficult

tor ignowe, China's GDP grew by an

estimated 9.5 percent, year on year, in

the second quarter of 2005, Since 1978,
China has more than quadrupled its

GDP, more than doubling it i the last
10 vears alone. This economic sucoess

has created a consumer culturne hungry

for the products of the developed
waorld

New Zealand is one of many
countries that have benefited from
China’s growth. China is Mew
Zealand’s fourth largest export market,
behind only Australia, the United
States and Japan, More impressively

New Zealand’s exports to China grew

in 2004 by 27 percent, a rate casily
placing it as the fasting growing of
New Zealand's top 10 export markets.
This growth s likely to increase even

turther if the on,

ing negotiations for

a frew trade agreement ane successful
A feasibility study jointly conducted by
China and New Zealand predicts that
New Zealand’s exports to China will
increase by an average of

NZ$260-400 million per year betwien
2007 and 2027 if the free trade

agreement is completed.

Based on the past trade record
and tremendous potential ahead

many of New Zealand's companivs

are preparing their strategies lor the
Chinese market. But even the most
successful of trade negotiations cannot
remove all the barriers to the Chinese
market. China's comples market is a
reflection of its complex society, and
those who plan to do business then
must face significant cultural as well as
eoonomic challenges.

The most obvious, and often
most intimidating, of those cultural
challenges is the Chinese language
But its importance may not be as strong

as many expect. Foreigners who can

speak well will undoubtedly imy
their Chinese associates. At the same

time, few

China’s business people

expect their foreign counterparts to

speak Chinese and are rarely offended
by those whio cannot

These low expectations do, however

otfer opportunities for those willing to

invest some time learming some basic

phrases and proper pronunciation. The

Chinese are very patient with fc TS

who speak Chinese and are quick to
prase even the most basic phrases.
They respect those who try to leam
For this reason, devoting some time

to study the lang will strengthen

one’s image, and thus the image of

“s company

Suitable names

Another v

important element in

forming the proper image is 4 suitable

Chinese name. Chinese characters
have developed complex meanings

1. At the

over centuries of evolutic

same Hme, they are pronounced

ns of

differently in the various reg

China, and those pronunciations can
carry meanings of their own. The
number four, for example, has the

exact same pronunciation as the word

for death and s thus considered o

be an unlucky number. This comes
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not frovm wiginal meaning, but

from its pronunciation. Because

of the complexity of meaning and

varied pronunciations in the Chinese

language, choosing a Chinese name

be a challenging but potentially

rewarding task. A good name can have
a strong effect. Unfortunately for many

bad «

foreign businesses, so car

Alistair Nicholas, managing
Wl AC Capital Strate

director

slic Relations, a Beljing-based

public relations consultancy, says that

companies often make the mist

of choosing names based on their
pronunciation, rather than their
meanings. He gives the example of

a recent client, The company, eager

to enter the Chinese market, asked

a translatio

ompany in the United

States to give names to the company

and to the company’s executives. The
Chinese people, however, responded
awkwardly to mtroductions of

the company and the company's

executive or their arrival. They

eventually realised the problem lay in

their names, which had strange or in

They

SOITHE Ca%es Negalive meanings
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Gift-giving is commen in China to express appreciation. The gifts range greatly in size, shape and fashion




D | g SEPTEMBER 2005  ISSUE 12

REFLECTING BUSINESS BRILLIANCE

September ZUU5 bnght Z

Shoppers in the popular Wang Fu Jing Street in Beijing. An informal business meeting at Starbucks,

about the market

sensitivity must be

when neg

nee. Those who come entities. As P
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