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Shanghai Metro carries about  

12,000,000 passengers daily 



Chinese E-commerce delivers over 

100,000,000 packages daily 



Each day nearly  

50,000 babies are born in China 



CRH China Railway High-speed 
operates 4500 trains at a speed of 
350km/h and carries 5,000,000 
passengers daily 



On Nov 11th 2019, the total online 
sales of Tmall exceeded 

38.3 billion USD 



Each day, the mobile 
payment platforms operate 
transactions of 

82 billion USD 



Bike-sharing in China reduces 
daily carbon emission by more 

than 19,000 tons 



Each day 

20,000 hectares  
new afforestation in China 



Each day 

32 billion USD  
GDP is produced in China 



Five	hundred	meter	Aperture	Spherical	Telescope	

Each day 

700,000,000 USD  
is invested in R&D in China 

Five	hundred	meter	Aperture	Spherical	Telescope	



It took China 10 days to build  
a new hospital with a facility of  
1000 beds 
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Copyrights	@	An	Infographic	Portrait	by	Yang	Liu	
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The	boss	



Chinese	Business	Culture	

What’s	trending	
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Children	in	the	family	
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A]tude	towards	punctuality	
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Expressing	feelings	
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Self	percep+on	
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Dealing	with	problems	
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Three	meals	a	day	



Chinese	Business	Culture	

Means	of	transporta+on	



Chinese	Business	Culture	

Everyday	life	of	elderly	



Chinese	Business	Culture	

Percep+on	towards	beauty	
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Chinese	Business	Culture	

Canchu	Lin,	(2010)	"Studying	Chinese	culture	and	conflict:	a	research	agenda",	Interna+onal	Journal	of	
Conflict	Management,	Vol.	21	Iss:	1,	pp.70	-	93	



Chinese	Business	Culture	

Culture Values 
Expressed 

West (American & Most 
European countries) 

East (The Chinese and 
Most Asian countries 

Type of logic Linear (More causal 
relationships and direct 
associations between A 
and B) 

Spiral (more roundabout 
and subtle) 

Expression of 
agreement and 
disagreement 

More argumentative, 
willing to express 
disagreement verbally 

More difficult to say no 
even if one means no, 
disagreement expressed 
indirectly 

Communication of 
Information 

More meaning is in the 
verbal message. Use of 
direct language 

Meaning is often implied 
or must be inferred. Use 
of indirect language 

Expression of 
honesty 

More overt, one is more 
likely to ask the person to 
“speak their mind” 

Subtle, nonverbal 



Chinese	Business	Culture	

Culture Values 
Expressed 

West (American & Most 
European countries) 

East (The Chinese and 
Most Asian countries 

Expression of self “I”-oriented 
Sender-oriented 

“We”-oriented 
Receiver-sensitive 

Thinking 
orientation 

More rule based or based 
on application of abstract 
principles such as 
regulations or laws 

Tends to take context 
and the specific situation 
into account in rule 
interpretation 

The individual Has to have rights and 
greater need for individual 
achievement 

Group duty and 
preservation of harmony 

Conflict 
Resolution 

Trial or confrontation, use 
of lawyers and courts 

More mediation through 
trusted third parties 



Chinese	Business	Culture	

Culture Values 
Expressed 

West (American & Most 
European countries) 

East (The Chinese and 
Most Asian countries 

Nature of the 
business 
relationships 

Less important, tend to 
substitute relationship for 
written agreement, easy 
to form, not always long 
lasting 

Most import business 
cannot occur until 
relation if sounds, written 
agreement secondary to 
guan xi, hard to form, 
long lasting 

Time sense during 
meetings 

Be on time and end on 
time 

Appointment less driven 
by exact start and end 
time 

Conflict results Win or lose Win-win, to lose is to win, 
or lose in order to win 



Chinese	Business	Culture	

Two	key	concepts:	
	
Guanxi	(rela+onships)	
	
Mianzi	(face)	
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Ques+ons?		



Entering	Chinese	Market	

There	are	many	Chinas	in	China!	



Entering	Chinese	Market	

	
Chinese		

Market	Entry	
	

•  Prepara+ons	on	interna+onaliza+on	
•  Market	analysis	(regional	differences	&	Chinese	

consumers)	
•  Compe+tor	assessment		
•  Entry	op+ons	(entry	mode	choices)	
•  Implementa+on	
•  Revising	strategy	&	op+miza+on		
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The	21st	Century	is	changing	the	balance	of	power	



Entering	Chinese	Market	
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Cars	per	1000	inhabitants	in	2005	
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Entering	Chinese	Market	

Regional	Differences	

According	to	the	World	Bank,	more	than	850	million	Chinese	people	have	been	liked	out	of	
extreme	poverty;	China's	poverty	rate	fell	from	88	percent	in	1981	to	0.7	percent	in	2015.	



Entering	Chinese	Market	

23	provinces,	5	autonomous	regions,	4	municipali+es	and	2	special	administra+ve	regions	
of	Hong	Kong	and	Macau.	
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Entering	Chinese	Market	

China	is	spread	across	three	types	of	mountainous	regions.	More	than	40%	of	the	country	
is	at	an	al+tude	of	over	200m.	The	highest	point	is	Mt	Everst	(8,844m).		
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Entering	Chinese	Market	

Jiangsu	Province	

GDP:	1.4	trillion	USD	
(Finland	+	Sweden+	
Denmark	+	Norway)	

Popula+on:	77	million	

	

Nanjing	City	

GDP:	199	billion	USD	

Popula+on:	9	million	

	

Kunshan	Township	City	

GDP:	55	billion	EURO	

Popula+on:	1.5	million	

GDP	per	capital:	34,800	USD	
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Chinese	Consumers	
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Environmental	S2muli:	Urban	Chinese	Consumer	
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Entering	Chinese	Market	

Capital	income	2007	vs.	2050	
@World	Resource	SimulaAon	Center	(WRSC)	
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Chinese	Market	Entry	



Entering	Chinese	Market	

Company	background	

Resources	
Size,	global	spread	
Experience-internaAonal	and	
market	in	quesAon	
Product,	service,	systems	
Global	strategy	

Specific	company	mode	
concerns	
Control		
Risk	and	uncertainty	
Partner	
Flexibility	
Revenue,	profitability	
Speed	of	foreign	market	entry	

Mode	strategy	

Foreign	market	influence	

Market	condiAons,	eg.	size,	growth									government,	poliAcs	
CompeAAon,	inflaAon,	 			 																way	of	doing	business	etc.	
Exchange	rate	etc.	

Mode	entry	or	
change	

InternaAonal	
expansion	



Entering	Chinese	Market	

InternaAonal	market	entry	strategy:	Elements	

Entry operations 

1. Choosing 
the target 

market and 
product 

2. Setting 
objectives 
and goals 

3. Choosing 
the entry 

mode 

4. Designing 
the 

marketing 
plan 

5. Control system: 
Monitoring operations 

and revising entry 
strategy 

Target 
market 



Entering	Chinese	Market	

Contractual	
modes	

Investment	
modes	

ExporAng		
modes	

• Franchising 
• Licensing 
• Management 
contracts 
• Contract 
manufacturing 
• Subcontracting 
• Project operations 
• Turnkey project 

• Domestic 
Indirect 
exporting 
• Foreign indirect 
exporting 
• Direct 
exporting 
 

• Minority share 
investment  
• 50%/50% 
• Majority share 
investment 
• 100% owned 

Major	interna2onal	business	opera2on	modes	
	



Entering	Chinese	Market	

Direct	ExporAng	

@	Part	of	texts	are	applied	form	EU	SME	Center	in	China	

Advantages	of	direct	expor2ng	
	
•	Greater	potenAal	profit;	
•	Greater	degree	of	control	over	all	aspects	of	the	transacAon;	
•	You	know	who	your	customers	are;	
•	Your	customers	feel	more	secure	in	doing	business	directly	with	you;	
•	Faster	and	more	direct	feedback	on	your	product	and	its	performance	in	the	
marketplace;	
•	BeYer	protecAon	for	your	trademarks,	patents	and	copyrights;	
•	You	present	yourself	as	fully	commiYed	and	engaged	in	the	export	process;	
•	You	develop	a	beYer	understanding	of	the	marketplace;	
•	As	your	business	develops	in	the	foreign	market,	you	have	greater	flexibility	
to	improve	or	redirect	your	markeAng	efforts.	



Entering	Chinese	Market	

Direct	ExporAng	

@	Part	of	texts	are	applied	form	EU	SME	Center	in	China	

Disadvantages	of	direct	expor2ng	
	
•	You	have	to	handle,	or	be	acAvely	involved	in,	all	the	logisAcs	of	the	
transacAon;	
•	Requires	more	“people	power”	to	culAvate	a	customer	base;	
•	Demands	more	responsibility	from	every	level	of	your	organisaAon;	
•	You	may	not	be	able	to	respond	to	customer	communicaAons	as	quickly	as	a	
local	agent	can;	
•	If	you	have	a	technological	product,	you	must	be	prepared	to	respond	to	
technical	quesAons,	and	to	provide	on-site	start-up	training.	



Entering	Chinese	Market	

Indirect	ExporAng	

@	Part	of	texts	are	applied	form	EU	SME	Center	in	China	

Advantages	of	an	agent	
	
•	The	principal	(i.e.,	you)	has	greater	control	over	the	terms	of	sale;	
•	Freedom	to	choose	customers	with	whom	to	deal;	
•	The	agent	will	report	on	the	compeAAon;	
•	The	agent	will	focus	on	your	best	selling	products	with	the	highest	margin;	
•	The	agent	will	advise	you	on	new	products	to	be	launched;	
•	Greater	control	over	methods	of	markeAng;	
•	The	manufacturer	is	able	to	retain	risk	of	stock;	
•	The	commission	paid	to	an	agent	is	typically	lower	than	the	margin	of	profit	a	
distributor	will	make.	



Entering	Chinese	Market	

Indirect	ExporAng	

@	Part	of	texts	are	applied	form	EU	SME	Center	in	China	

Disadvantages	of	an	agent	
	
•	If	the	agent’s	work	is	not	reviewed	on	a	regular	basis,	your	sales	may	not	
increase;	
•	Controlling	the	agent’s	work	needs	a	lot	of	communicaAon;	
•	If	you	decide	to	end	your	cooperaAon	with	the	agent,	he	may	go	to	the	
compeAAon;	
•	SomeAmes	a	principal	will	be	treated	as	trading	in	a	territory	if	he	has	an	
agent	there,	which	could	have	tax	implicaAons.	ConsideraAon	should	be	
given	to	local	law	and	double	taxaAon;	
•	Maintaining	stock	inventory	can	be	costly;	
•	An	agent	may	be	selling	similar	products	as	yours.	
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Indirect	ExporAng	

@	Part	of	texts	are	applied	form	EU	SME	Center	in	China	

Advantages	of	using	distributors	
	
•	The	supplier	(your	company)	can	pass	a	greater	degree	of	risk	to	the	distributor;	
•	Greater	incenAve	for	the	distributor	to	sell	the	product;	
•	Avoids	the	need	for	the	supplier	to	have	an	established	place	of	business	in	the	
territory	(reduces	costs);	
•	The	supplier	only	needs	to	monitor	the	accounts	of	several	distributors	rather	
than	for	each	customer.	
	
Disadvantages	of	using	distributors	
	
•	Loss	of	control	over	acAviAes	of	the	distributor;	
•	An	exclusive	distributor	focuses	the	supplier’s	enAre	credit	risk	on	one	enAty	
rather	than	spreading	it	over	a	large	number	of	customers.	



Entering	Chinese	Market	

Licensing	
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@	Part	of	texts	are	applied	form	EU	SME	Center	in	China	

Advantages	of	licensing	and	franchising	
	
•	Lower	costs	of	market	entry,	e.g.,	no	need	to	build	a	distribuAon	network;	
•	Increased	business	opportuniAes	-	Franchisee	provides	local	knowledge	which	might	help	
in	reaching	new	markets	and	finding	new	partners;	
•	Branding/reputaAonal	impact;	
•	Wider	exposure/adverAsing	for	the	licensing/franchising	company’s	brand/technology;	
•	Uniformity	of	procedures	in	case	of	franchise,	which	reflects	on	consistency,	enhanced	
producAvity	levels;	
•	Franchisee	is	usually	self-moAvated	since	he	has	invested	much	resources	in	the	business;	
•	Risks	are	spread	by	mulAplying	the	number	of	locaAons	through	other	people’s	
investment;	
•	A	larger	and	more	powerful	licensee	in	a	new	market	can	provide	instant	market	access	
and	deter	compeAtors	and	imitators;	
•	A	licence	can	be	used	to	enable	products	to	be	supplied	locally	where	there	is	no	
opportunity	to	manufacture	in	the	locality.	

Licensing	&	Franchising	
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@	Part	of	texts	are	applied	form	EU	SME	Center	in	China	

Disadvantages	of	licensing	and	franchising	
	
•	PotenAal	IPR	infringement	risk;	
•	No	contact	with	end	customers;	
•	IniAal	investment	in	terms	of	training	staff,	technical	assistance;	
•	Lower	control	over	the	business	model.	It	is	important	to	ensure	that	there	are	proper	
control	provisions	in	the	licence;	
•	Risk	that	trade	name	will	be	spoiled	by	dubious	partners;	
•	Franchisor	has	to	have	solid	business	model	and	one	year	of	operaAon	of	at	least	two	
outlets;	
•	By	disclosing	your	business	model	you	are	opening	doors	for	franchisees	to	“amend”	the	
model	and	establish	their	own	business;	
•	In	the	long	term,	royalty	payments	from	a	licence	may	not	provide	the	maximum	for	a	
licensor.	It	could	be	that	sedng	up	locally	can	generate	beYer	profits	in	the	long	run.	

Licensing	&	Franchising	
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Selling	online	

@	Part	of	texts	are	applied	form	EU	SME	Center	in	China	

There	are	four	different	methods	for	a	business	to	sell	online	and	therefore	directly	to	its	
consumer	in	China:	
•	Standalone	website	outside	of	China;	
•	Standalone	website	in	China;	
•	Third-party	plaeorm	outside	of	China;	and	
•	Third-party	plaeorm	inside	China.	

Advantages	of	a	standalone	website	
	
For	Chinese	consumers	
•	Faster	delivery	speed.	
	
For	EU	sellers	
•	Provides	targeted	offering	to	Chinese	consumers.	
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Selling	online	

Disadvantages	of	a	standalone	website	
	
For	Chinese	consumers	
•	Trusted	less	than	third	party	plaeorm.	
	
For	EU	sellers	
•	Need	to	tailor	website	to	Chinese	consumer;	
•	Effort	required	to	generate	traffic;	
•	Site	must	be	registered	to	a	company	established	in	China;	
•	IT	maintenance	costs;	
•	Need	for	an	import	agent.	
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Selling	online	

Advantages	of	a	third	party	plaCorm	outside	China	
For	Chinese	consumers	
•	Access	to	goods	not	available	in	China.	
For	EU	sellers	
•	Familiarity	of	plaeorms	and	their	services;	
•	Low	costs.	
	
Disadvantages	of	a	third	party	plaCorm	outside	China	
For	Chinese	consumers	
•	Language	barrier;	
•	Use	of	Chinese	credit	cards	problemaAc;	
•	Long	delivery	Ame;	
•	High	shipping	costs	and	risk	of	damage;	
•	Custom	tariffs;	
•	No	aher	service.	
For	EU	sellers	
•	No	targeted	market	access.	
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Selling	online	

Advantages	of	a	third	party	plaCorm	inside	China	
	
For	Chinese	consumers	
•	More	likely	to	trust;	
•	Easier	online	payments;	
•	Faster	delivery;	
•	Aher	service.	
For	EU	sellers	
•	Low	costs;	
•	Benefit	from	plaeorm’s	exisAng	traffic.	
	
Disadvantages	of	a	third	party	plaCorm	inside	China	
	
For	EU	sellers	
•	MarkeAng	on	an	unknown	plaeorm	in	a	foreign	language;	
•	Company	registraAon	in	China	necessary;	
•	CerAficaAon	requirements.	
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Investment	modes	
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Investment	modes	



E-commerce	in	China	



E-commerce	in	China	

•  Baidu	(“search”)	prides	itself	as	China’s	Google	(Market	cap:	$US88	billion)	
•  Alibaba	(“commerce”),	parent	company	of	Taobao,	is	the	world’s	largest	eCommerce	

operator	(Market	cap:	$US	588	billion)	
•  Tencent	(“social”)	is	the	company	behind	WeChat,	China’s	leading	mobile-based	social	

app	(Market	cap:	$US	511	billion)	
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E-commerce	in	China	
Social	Media	Marke-ng	in	China	
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E-commerce	in	China	
Social	Media	Marke-ng	in	China	

On	June	22,	2014,	TFBOYS	member	Wang	Junkai	was	
awarded	a	Guinness	World	Record	Etle	for	a	Weibo	
post	that	was	reposted	42,776,438	Emes.	Luhan	holds	
the	Guinness	World	Record	for	most	comments.	

Published	on	10	September	2012	celebraEng	the	singer’s	
favourite	football	team,	English	Premier	League	side	
Manchester	United,	the	video	post	first	achieved	the	record	
on	5	August	2012	aWer	registering	a	staggering	13,163,859	
comments.	
As	of	2	September	2015,	the	same	post	had	clocked	up	
100,252,605	responses	(and	counEng),	having	risen	by	an	
unbelievable	87,088,746	comments.	
	

There	are	more	than	100,000	influencers	with	1	
million+	subscribers	in	China!	



E-commerce	in	China	
Social	Media	Marke-ng	in	China	

Influencer	markeEng	is	
expected	to	receive	the	
most	a_enEon	from	
marketers/media	agency	
professionals	in	2020	
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Social	Media	Marke-ng	in	China	



E-commerce	in	China	
Social	Media	Marke-ng	in	China	

Influencer	economy	was	
esEmated	to	be	$17.16B	in	2018	
or	about	18%	of	the	total	media	
ad	spend	According	to	CBNData,	
influencer	economy	in	China	was	
esEmated	to	be	around	$17.16B	
in	2018,	more	than	double	that	
of	2016	



E-commerce	in	China	
Social	Media	Marke-ng	in	China	

Chinese	consumers	are	very	recepEve	to	celebriEes	or	KOL	
endorsement	in	comparison	to	the	US,	UK,	Japan,	France	or	
Germany	
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Social	Media	Marke-ng	in	China	

Influencer	markeEng	is	gefng	
professionalized	quickly.	
	
It’s	much	easier	to	see	it	in	
acEon	rather	than	wriEng	
about	it	so	take	a	look	at	this	
video	about	Mr	Bag	in	China	
“When	Givenchy	Needs	To	Sell	
A	Handbag	In	China,	They	Call	
Mr.	Bags“.		
	
Key	opinion	leader	(KOL)	/	
Influencer	in	China	has	a	
diverse	way	of	earning	an	
income	beyond	ads	

h_ps://www.youtube.com/watch?v=5g4VQV7__ns		
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Social	Media	Marke-ng	in	China	

Popular	plaAorms	for	social	commerce	in	China	
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Social	Media	Marke-ng	in	China	

Influencers	can	
affect	opinion	and	
decisions	of	Affluent	
consumers	in	China	
more	than	average	
worldwide	



E-commerce	in	China	
Social	Media	Marke-ng	in	China	

Influencer	incubators	in	China	help	to	nurture	promising	influencers	and	work	with	them	
to	amplify	their	influence	on	social	media,	or	prepare	for	massive	sales	season	like	
Singles	Day.	Alibaba	backed	Ruhan	is	planning	an	IPO	on	Nasdaq	in	2020.	
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In	case	of	China	
	
Chinese	influencer	
Gogoboi	gets	$9	
million	of	yearly	
revenue	solely	from	
WeChat	adverEsing,	
and	$1.8	million	per	
year	of	revenue	
from	Weibo	
adverEsing.	
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71%	of	marketers	say	the	quality	of	customers	and	traffic	from	KOL	markeEng	is	
be_er	than	other	sources.	
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Overall,	89%	of	businesses	say	their	ROI	from	KOL	markeEng	is	comparable	to	
or	even	be_er	than	other	markeEng	channels.	
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20M	+	

According	to	a	report	by	Weibo	with	iResearch,	53.9%	
of	all	the	KOLs’	followers	are	aged	under	25.	
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WeChat	is	an	all-in-one	plauorm	in	China.	One	unique	feature	that	WeChat	offers	is	KOL	
adverEsing.	This	allows	brands	to	place	banner	adverEsements	within	the	content	of	a	
KOL’s	posts.	
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Like	Weibo,	Xiaohongshu	has	a	young	audience	with	over	70%	of	Xiaohongshu’s	
users	being	born	in	the	post-1990s.	
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Tiktok	is	the	#1	short	video	plauorm	in	China,	and	the	first	Chinese	social	media	
plauorm	to	gain	any	tracEon	abroad.	
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Kuaishou	is	now	the	second-largest	video	plauorm.	
On	4	July	2019,	Chinese	arEst	Aaron	Kwok	Fu	Shing	collaborated	with	Kuaishou	KOL	Simba	
on	live	streaming.	The	total	number	of	viewers	recorded	exceeded	1.1million	and	total	
sales	recorded	from	the	streaming	was	as	high	as	4	million.	
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KOL	VS.	KOC	

•  Both	of	them	are	influenEal,	and	they	can	be	business	partners.	KOC	is	the	loyal	fans	
to	the	specific	brands	themselves.	

•  AdverEsers	invest	amounts	of	budget	on	the	KOL	for	promoEon	to	drive	traffic.	
However,	KOC	is	almost	the	independent	salesperson	for	the	brand.	They	earn	a	
commission	based	on	mouth-to-mouth	markeEng	among	their	fans.	

•  KOL	are	responsible	for	promoEon	on	the	scale.	KOC	focus	more	on	the	operaEon	
side,	such	as	sales	and	customer	service,	once	you	become	their	target	audience.	

•  KOL	is	B2B2C.	KOL	referral	the	products	or	service	aWer	the	brand’s	official	launch	to	
the	public,	and	delivers	the	messages	to	their	fans	based	on	the	customized	plan	
from	brand	companies.	KOC	is	B2C2C.	They	are	the	only	group	of	people	who	get	the	
new	product-release	informaEon	from	the	companies	directly,	and	then	they	are	
responsible	for	bringing	these	messages	to	their	fans.	



E-commerce	in	China	
Social	Media	Marke-ng	in	China	



E-commerce	in	China	



E-commerce	in	China	



E-commerce	in	China	



E-commerce	in	China	



E-commerce	in	China	



E-commerce	in	China	



E-commerce	in	China	



E-commerce	in	China	



E-commerce	in	China	



E-commerce	in	China	



E-commerce	in	China	



E-commerce	in	China	



E-commerce	in	China	



E-commerce	in	China	



E-commerce	in	China	



E-commerce	in	China	



E-commerce	in	China	



E-commerce	in	China	



E-commerce	in	China	



E-commerce	in	China	

Cashless society 
“Cash is no longer the King.” 



Nearly	all	the	food	vendors	in	major	ciEes	
provide	mobile	payment	opEons.	



Now,	if	you	ever	get	lost	in	Nanjing,	just	scan	
the	QR	code	on	a	door	plate	and	you	can	get	
more	informaEon	about	the	address	and	a	
nearby	police	staEon.	



You	can	even	order	meals	by	
scanning	a	QR	code	on	a	high-speed	
train	in	China.	







A	village	in	northern	China	has	designed	a	
massive	field	of	trees	in	the	shape	of	a	
giant	QR	code	in	an	effort	to	boost	local	
tourism.	
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Wechat	Pay	Func-on	Used	by	Wechat	Users	in	China	(2016)	
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h_ps://www.youtube.com/watch?v=hYN3gozk4fo		



h_ps://www.youtube.com/watch?v=X_VLR7vU-8c	
	



h_ps://www.youtube.com/watch?v=RFV8IkY52iY	
	

h_ps://www.youtube.com/watch?v=2b2aX-t3c_g	
	



E-commerce	in	China	



Chinese	OFDIs	and	Firms'	Interna-onaliza-on	Processes	
Overview	of	Chinese	OFDIs	

The	21st	Century	is	changing	the	balance	of	power	

Chinese	OFDIs	



The	China	outbound	landscape	has	changed:	
	
China's	vision	for	its	companies	to	become	global	players	was	spelled	out	in	1999	
with	the	"Go	Global"	policy	-	the	State	Council	issued	a	regulaEon	which	granted	
export	tax	rebates,	foreign	exchange	management	assistance	and	financial	support	
to	overseas	Chinese	firms	that	used	raw	materials,	components	and	parts,	and	
machinery	equipment	made	in	China.	
Chinese	companies	have	been	invesEng	outside	of	China	through	greenfield	
projects	and	through	M&A.	

$6.5 billion 25% share 346 VS. 86 $5.4 billion $8.6	billion	

Chinese	OFDIs	



The	value	of	
foreign	deals	
made	by	mainland	
Chinese	
companies	abroad	
is	higher	than	last	
year’s	figures:	At	
US$63.0	billion	in	
the	first	half	of	
2018,	it	was	
45.5%	higher	than	
for	H1	2017.	

Chinese	OFDIs	



A	total	of	129	transacEons	announced	in	H1	2018	
shows	a	drop	of	31%	compared	to	H1	2017.	These	
figures	reflect	fewer	smaller	and	mid-sized	deals	being	
announced,	with	the	overall	value	boosted	by	a	limited	
number	of	large	transacEons.	

The	pace	of	acEvity	has	
slowed	partly	because	of	
the	Chinese	
government’s	efforts	to	
curb	what	it	has	called	
irraEonal	deal	making,	in	
part,	to	reduce	the	flight	
of	capital	outside	the	
country.	

Chinese	OFDIs	
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•  Over	the	past	seven	years,	
investment	ouulows	have	
totaled	$72.5	billion.	

•  In	terms	of	M&A	completed	in	
2017,	China	was	the	biggest	
investor	in	LAC	with	deals	
totaling	$18	billion	(42	percent	of	
the	total).	

•  Chinese	companies	are	also	now	
exploring	sectors	other	than	
resource	extracEon	(Auto).	

•  Over	61	percent	of	all	
construcEon	contracts	in	LaEn	
America	and	the	Caribbean	since	
2010	have	been	in	the	energy	
sector.	

•  ArgenEna,	Venezuela,	and	
Ecuador	received	the	highest	
value	construcEon	contracts	
from	2005	to	2017,	taking	in	
$16.79	billion,	$16.37	billion,	and	
$6.64	billion	respecEvely.	

Chinese	OFDIs	



•  During	this	12-year	span,	Western	
Africa	received	28.6	percent	of	
Chinese	investment	in	the	
conEnent,	followed	by	Middle	
Africa	with	25.3	percent.	

•  China	held	the	4th	largest	FDI	
stock	in	Africa	in	2016	at	$40	
billion.	

•  With	China	projected	to	account	
for	25	percent	of	global	energy	
consumpEon	by	2035,	the	
investment	in	Africa	is	
unsurprisingly	moEvated	by	
resource	extracEon.	

•  In	2016,	China	was	the	largest	
investor	in	Africa,	making	up	39	
percent	of	global	investment	
inflows.	

•  China’s	investment	in	Africa	has	
grown	dramaEcally	in	comparison	
to	other	invesEng	countries.	

•  China	invested	a	total	of	$45.1	
billion	in	greenfield	projects	
between	2016	and	2017,	a	jump	
of	nearly	$40	billion	from	the	
total	between	2013	and	2014.	
The	number	of	private	investment	
projects	climbed	from	52	in	2005	
to	923	in	2012.	

Chinese	OFDIs	



•  Over	the	last	decade,	roughly	31	
percent	of	Chinese	FDI	in	Asia	and	
Oceania	flowed	into	Australia.	

•  Chinese	investment	in	Asia	and	
Oceania	has	risen	steadily	from	
$5.68	billion	in	2005	to	$38.01	
billion	in	2017.	

•  Energy	investments	consEtute	
significant	porEons	of	outbound	
Chinese	FDI	for	Southeast	Asia	
(38.4	percent),	Western	Asia	(60.4	
percent),	Central	Asia	(93.8	
percent),	and	Southern	Asia	(47.3	
percent).		

•  Chinese	capital	has	gradually	
diversified	into	sectors	such	as	
transportaEon,	real	estate,	
technology	and	tourism.	

•  China’s	construcEon	contracts	in	
Asia	have	grown	substanEally	
since	2005,	totaling	nearly	$350	
billion	through	2017.		

•  Despite	strong	trade	relaEons	
with	Japan	and	South	Korea,	
China	has	invested	only	a	modest	
amount	in	East	Asia.	

Chinese	OFDIs	



•  The	US	is	the	largest	desEnaEon	
for	Chinese	FDI	in	the	world,	
drawing	in	$171.04	billion	or	16.4	
percent	of	all	Chinese	investment	
since	2005.	

•  Europe	and	North	America	
(excluding	Mexico)	have	become	
major	desEnaEons	for	Chinese	
foreign	direct	investment,	
receiving	52.1	percent	($544.5	
billion)	of	China’s	total	global	FDI	
ouulows	from	2005	to	2017.		

•  The	energy	sector	in	the	US	and	
Canada	a_racts	a	considerable	
amount	of	investment	from	
China.	

•  China	has	expanded	its	
investment	focus	from	resources	
and	raw	materials	to	strategic	
acquisiEons	intended	to	increase	
the	market	compeEEveness	of	
Chinese	products	and	companies.		

•  From	2012	to	2017,	Chinese	firms	
invested	$50.81	billion	in	the	
European	and	North	American	
transportaEon	sectors,	marking	
an	increase	almost	five	Emes	the	
preceding	five-year	period.	

Chinese	OFDIs	
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•  The	energy	sector	received	26.4	
percent	($76.62	billion)	of	
China’s	European	investments	
from	2005	to	2017,	but	falling	
commodity	prices	and	poliEcal	
insecurity	in	Europe	resulted	in	
considerable	year-on-year	
fluctuaEons	over	this	period.	
Large	agreements	such	as	the	
Sino-Russian	$400	million	
Gazprom	deal	in	2014.	

•  DiversificaEon	of	Chinese	
investment	is	especially	evident	
in	countries	facing	economic	
difficulEes	that	have	opted	to	
open	up	previously	state-
controlled	industries.	Chinese	
firms	have	invested	significant	
capital	into	Eastern	European	
countries	such	as	Hungary,	
focusing	on	the	chemicals	and	
technology	industries.	Wanhua	
Industrial	Group	purchased	a	
majority	share	of	Hungarian	
chemicals	company	BorsodChem	
for	$1.6	billion	in	early	2011,	and	
Chinese	technology	giant	Huawei	
invested	$1.5	billion	in	a	
Hungarian	research	center	in	
May	of	2012.	

Chinese	OFDIs	
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OpportuniEes	for	Latvia	

Strategic	Assets	
Airport,	harbor,	railway,	highway,	other	logisEcs,	etc.	(OBOR	IniEaEve)	
	
China	Goes	Green	
Renewable	energy,	new	materials,	sustainable	innovaEons,	water	&	air,	food	
supplies,	etc.	
	
New/Core	Tech	
AI/big	data,	IoT,	5G/6G,	roboEc	tech,	etc.		
	
Life-style	
Edutainment,	lifestyle	tourism,	etc.	
	
Investment	
Angles,	VCs,	etc.		
	
		



Q&A



Kahoot Game Time!



“Today	is	difficult,		
Tomorrow	will	be	more	difficult,		
but	the	day	aWer	tomorrow	is	beauEful.		
Most	people	die	at	tomorrow	evening.”	
																																								
	-	Jack	Ma	



prof. dr. xiaotianzhang 


