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Abstract 
The report is about globalization, when Chinese companies come to Europe. The aims are 

to sum up this phenomenon by answering three key questions thanks to the literature (why 

coming to Europe, how, what challenges may be encountered on the way), and then to update 

the challenges we found to make them more actual. We would like this report to be the 

reference in this field. 

In order to do so, we built up a model explaining the process of Chinese companies 

coming to Europe, and then took contact with Chinese and Swedish companies with deep 

knowledge of internationalization and interviewed them, starting with the challenges we 

found out after a literature review. They helped us to sort these challenges between “no longer 

relevant” (despite recent information from the literature) and “still relevant”, and also added 

some new ones. 

Then we updated our model: among the 16 challenges we had at the beginning, we kept 11 

of them, removed 5 and added 2 new ones. The aims and means for coming to Europe 

remained unchanged. 

We conclude this report by giving possible further studies such as listing which culture 

differences matter when doing business, or finding solutions to the problems found. 
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Introduction  

1) Globalization 

Globalization is a vast term, so vast actually that no global definition of it can be 

satisfying. It encompasses fields such as business, education, cultural exchanges or even food, 

and each of these fields could have a definition of its own. In the end only the combination of 

all these definitions could give an overview of what we usually call “globalization”.  

It is however not so new, even if the ever-increasing speed of transportation means and 

tools such as the Internet tend to quicken the process. 

In this report, we will focus on the economic aspect of globalization, officially defined as 

“the increasing economic interdependence of national economies across the world through a 

rapid increase in cross-border movement of goods, service, technology and capital” (Joshi, 

2009). To be more precise, we will talk of the relation between China and Europe. 

The trend for some European Companies to outsource production in China is not new: 

western companies entered china during the 1980s (Ding Q., Akoorie M. and Pavlovich K. 

2009), looking for cheap manufacturing resources, and we very often hear of how 

entrepreneurs find lots of opportunities in the Chinese market, and so on. However the main 

purpose of this study is to highlight a “veiled effect of globalization”: namely when Chinese 

companies want to enter the European market. But very few authors talk about globalization 

from the point of view we take today, and when they do they very often focus on one aspect 

(why, or how for example). There is a lack of information about this trend, which is why we 

called it “veiled”. Moreover it is very actual and very changing, and therefore demands regular 

updates. 

2) The particular case of China 

China is a very interesting example when it comes to globalization. Indeed, according to 

Beebe A., Hew C., Yueqi F. and Dailun S. (2005), the process of globalization for this country 

is very different from the Japanese or Korean model: China opened its market to foreign 

competition earlier than these countries, bringing at the same time huge benefits from the 

knowledge overseas, and a harder competition. The business environment nowadays is more 

challenging for China than it used to be for Japan and Korea. 

When these two Asian countries turned toward internationalisation, the world was barely 

starting the process so everybody was learning at the same time. In the Chinese case they live 

in a world completely different, much more global-oriented than it used to be. Besides, 

especially in the Japan case, they became very good in a domain (new technologies) which 

helped them to have competitive advantages even in front of other countries. China only 

follows the trends for now. 
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Japan and Korea also waited to be well developed and strong before going abroad, without 

any kind of pressure from inside or outside, whereas nowadays it is difficult to stay out of the 

global market (refusing to import seem impossible). At last China has been used for a long 

time as a cheap manufacturing place for many western companies, which is not the case for 

Japan or Korea. They had very few contacts with the outside until they decided to enter the 

world market. 

Moreover, Filippov S. and Saebi T. (2008) observed that Chinese companies tend to 

internationalize with the idea of becoming global players (long term objective). They also 

benefit of strong government supports in their attempts (which reflect the Confucian 

paternalistic approach of the Chinese culture). 

All these points explain why China is different from other Asian countries when it comes 

to going abroad, and thus why the Japanese or Korean models are useless. The studies 

regarding these two countries are not relevant to explain what happens in China, and we 

therefore need something else. 

3) The companies 

Now that the background regarding globalization is a bit clearer, here is a brief 

introduction regarding the background of the companies we worked with. 

We contacted EastDawn, a big Chinese GIS (Geographical Information Systems) 

company employing more than a thousand people (EastDawn Corporation: presentation, 

2009). They are currently aiming at entering the Swedish market. We also worked with 

Mapuni and Geostar: two big Chinese GIS companies. 

On the Swedish side we had FPX, Europe’s leading cluster for innovation and expanding 

use of Geographical information. Future Position X (FPX) is the meeting-place for those 

companies and organizations that promote growth and development within the GIS-field. FPX 

works to develop the Gavle-region into an international GIS-centre. It helps Swedish 

companies expending their market in China and also helps Chinese companies going out, for 

example EastDawn. Therefore their knowledge in that field is important and they offer an 

interesting point of view. 

We must also mention RCON, a consultant company which helps other firms with their 

strategic management and to go abroad (and thus very useful for us as well). 

 

Our report is divided into 5 main parts: we will first explain more in detail the purpose of 

our work and go back to this idea of “veiled effect of globalization”. Then we shall detail our 

methodology, before introducing the theoretical framework we worked with. After that will 

come the empirical results and findings of our study, and last but not least, a comparison 

between the theory and the reality. 
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I. Purpose 
This report is designed to be the reference in the studies of Chinese companies coming 

to Europe by providing all the latest and relevant information on that subject. It could be used 

for further studies, or by a company to better understand this process and be better prepared. 

 

The detailed objectives are: 

� Why do Chinese companies come to Europe? 

� How do Chinese companies enter Europe? 

� What challenges do Chinese companies coming to Europe face? 

o Which challenges are no longer relevant in today’s reality? 

o Which new aspects have not been mentioned yet? 
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II. Methodology 
Basically our way of fulfilling our purpose is to compare the literature with real 

companies, when it comes to the globalization aspect “from China to Europe”. We will build 

up a model coming from our literature review to explain the process we study (purpose 1), and 

then focus on the 3rd part of that model (challenges) to update it (purpose 2). 

1) The literature  

We first gathered articles and books written by authors who studied Chinese companies 

trying to do business with the western world. This helped us to build up the theoretical 

framework, and gave us some clues regarding what we could compare and check. Since the 

phenomenon is recent and still not so well-known, we simply assumed that the ideas we found 

in the literature were valid (even if they depended most of the time of the company studied or 

the current economic situation). Besides, that was all we had to know the reasons and means 

to come to Europe. 

We tried to gather different kinds of literature, from different authors, different years 

(even if most of them are really recent) and different subjects, to obtain a broad overview of 

our topic. These different points of views helped us to understand that the process we were 

studying could be summed up through 3 main questions (why, how, what challenges), and at 

the same time they gave us an exhaustive list of the reasons, means and challenges to come to 

Europe as they are stated in the literature. 

2) The companies 

Regarding the Swedish companies we worked with: we chose them because of their close 

contacts with Chinese companies, and the fact they were used to deal with questions of 

internationalization. They could bring us a whole new point of view, more objective while 

still valid. 

For the Chinese companies, we chose GiS ones because this is a field of business which 

demands high technology, and it is pretty much international in that it is not closely related to 

a culture or else (like the food business for example). Therefore a GIS company is pretty much 

the same all around the world. We can thus really highlight the challenges of a Chinese 

company when coming to Europe without being stopped by the usual “cultural difference” 

(which is a point of course, but not the only one and we have to see beyond). 

Keeping only GiS companies was also a choice we made to avoid having companies 

telling us that the challenges we found did not apply for them. With only GiS companies, then 

if a challenge would not apply, we could just put it away and treat the others. Whereas with 

many different companies, we took the risk that only a couple of our challenges would apply 

to all of them, and therefore we could only analyse them. 
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3) The interviews 

We chose interviews because the subject we studied was big, and we thought it was better 

to talk with people. By listening to them we planned to get the answers we needed, but also 

more things about the person we talked to, the background of the company and so on. This 

would in turn help us to keep only the most objective and reliable answers. We also wanted 

people to be able to express themselves freely (something a questionnaire cannot do) because 

it could be a way for them to give us new information never found before (it was then up to us 

to sort what was useful or not). On the other hand we may say that the results from the 

interviews might be subject to interpretation from the interviewer.  

To remain focus on our point (the challenges) and to have a red thread to follow during 

the conversation, we prepared a questionnaire from our key points in the theoretical 

framework that would serve as a base in our interviews. We did not have to stick to it, but it 

helped staying focused on an area of business.  

Then we took contact with the different companies we had chosen. To fulfil our purpose, 

we asked each company to check all the challenges we listed from the literature and to tell us 

which ideas applied to them, which didn’t, which were no longer relevant in the modern 

world, and at last to give us some of their personal ideas if they did not already appear in our 

list. 

We would like to highlight the fact that we decided to list an idea as no longer relevant in 

the modern world only after it was given as such by different people (to be as reliable as 

possible). 

4) A qualitative approach  

Quantitative research is the numerical representation and manipulation of observations in 

order to describe and explain the phenomenon these observations are about, whereas 

qualitative research is about examining and interpreting non-numerical observations, in order 

to discover underlying explanations and relations (Babbie, 1992). 

Since our study is based on a recent phenomenon, there are not so many information 

available. Besides it is essentially about human aspects, and therefore our study is a qualitative 

one. We are using an inductive way of deduction: we start from data we gathered (either from 

the literature or from our own observations) and develop a model. From opened observations 

and analysis we try to discover tendencies and processes. 

 

Thanks to that methodology we were able to fulfil our first aim, namely gathering the 

factors related to the process of Chinese companies coming to Europe. At the same time we 

also fulfilled the second one (updating the theory) by finding out some new ideas, and by 

sorting the existing ones, so that this report may become the reference. 
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5) Reliability 

“The extent to which results are consistent over time and an accurate representation of the 

total population under study is referred to as reliability and if the results of a study can be 

reproduced under a similar methodology, then the research instrument is considered to be 

reliable.” (Joppe, 2000)  

In order to ensure the reliability of our study, we explain the procedures and approaches 

on how we built up the model. Relevant information will be provided as well. We will clearly 

state the variables of our study and sufficient references will be provided as well. 

It is however important to mention that, even when following exactly what we did, the 

same results will probably not be obtained if too much time has passed. As we will explain it, 

we study a very actual phenomenon that unceasingly evolves, and the answers we obtained 

depended mostly on our actual Time. As the world and mankind evolve, so will the answers to 

our study. Yet our methodology is designed to reflect the current reality, and it could be used 

later to find new relevant results. 

6) Validity 

“Validity determines whether the research truly measures that which it was intended to 

measure or how truthful the research results are.” (Joppe, 2000) 

The strengths of our study lie in the fact that, as stated before, we took contact with 

different companies to avoid the trap of generalizing a unique fact. Besides we had different 

contacts in the different companies to have many points of view. Moreover since a member of 

our team was Chinese we could access original information and communicate with people in 

their mother tongue (and avoid some translation problems and misunderstandings). At the 

same time she could help to understand some points of view to give our study a better 

objective approach. At last the Swedish companies gave us a better objective general point of 

view. 

On the other hand, the main weakness is probably that we had only contacts with GIS 

companies, and thus the factors we sorted as irrelevant today are in this category from the 

point of view of the companies we asked, and it is always possible to find exceptions and 

maybe industries where they would be relevant. Besides some points might become relevant 

again in the future, depending on how the situation evolves. We are also fully aware that our 

study will become outdated quite fast as well. 



 11 

III. Theoretical Framework 

A. Why coming to Europe? 

This issue is probably central in the process of going international, especially when we 

will later see it is not an easy thing to do: why doing this? Why bothering going through all 

the troubles it implies? 

 

Wang, Boateng and Hong (2009) identify 3 categories of reasons: resource-based (will of 

acquiring know-how, new technologies, management skills and so on), industry-based (tough 

domestic competition for example), and institutional-based (incentives from the Chinese 

government). Moreover they add that the industry-based and institutional-based reasons are 

more important then resource-based reasons when a Chinese company takes the decision to 

internationalize. 

However if we get a little deeper in the aims for going international, we see that it is the 

resource-based category that is most of the time discussed, and this probably because it 

encompasses many different reasons. 

Ding, Akoorie and Pavlovitch (2009) talk for example of securing markets abroad. Even if 

the Chinese domestic market is already huge (and this is the least we can say), the world is 

even bigger, and many companies will go to Europe in order to find new customers. This idea 

is also supported by Bord (2009), Beebe, Hew, Yueqi and Dailun (2005), who tell us that 

Chinese companies find business opportunities (in order to grow) outside of China which 

seem to be attractive enough to cause the process of internationalisation 

Acquiring superior technology has also a role in the decision process (Ding, Akoorie, 

Pavlovitch, Beebe, Hew, Yueqi, Dailun). It is obvious that Europe possesses superior 

technology (and this simply because it is their best competitive advantage in front of low cost 

labour), and it seems that going international is a good way to acquire this technology, which 

in turn can probably give competitive advantages. 

Management knowledge is also a huge incentive (Beebe, Hew, Yueqi and Dailun, 2005): 

most of the time Chinese management is not adapted to the modern world, and definitely 

doesn’t fit for international companies. By going international, they have a way to learn from 

more experiences firms, which may have worked on a global scale for years. 

Improving R&D will also be a reason to come to Europe (Bord, 2009): since innovation 

drives most of European firms nowadays, Chinese companies think they can benefit from this 

trend (which, when combined with low cost labour, can bring very interesting competitive 

advantages). 
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The last point that we find in the resource-based category concerns something that most 

Chinese companies lack: a brand name. We know many European, American and Japanese 

famous names, but how many Chinese? By coming to Europe they believe they can acquire 

brands, and we can see all around us how a famous name helps doing business. Therefore 

being able to gain a brand name is a sufficient reason for companies to internationalize 

(Beebe, Hew, Yueqi and Dailun, 2005). 

Now let us turn to the industry-based reasons. 

Bell (2008) talks about the increasing number of Western brands entering the Chinese 

market (she talks about the “penetration of international brands”), which force Chinese 

companies to go global in order to simply survive because they are no match in front of some 

famous names, and must try to regain outside of China the market shares they lost. Besides, 

going abroad can be a way to simply enhance a firm’s competitiveness even within China by 

giving some unique advantages against Chinese competitors (Athreye and Kapur, 2009). 

Filippov and Saebi (2008) also mention some disadvantages when doing business exclusively 

in China. Among them we will find regional protectionism, underdeveloped capital property 

rights that limit access to sophisticated technologies, lack of skilled human resources or weak 

local infrastructures which increase the transportation costs. 

We thus observe here an interesting phenomenon: among the reasons that explain the 

Chinese will of going international, we find the will to escape some disadvantages of the 

home market. This point is very different from the Western companies, which usually grow 

stronger before going international (Child and Rodrigues, 2005). 

At last if we focus in the third category, the institutional-based reasons, we find two main 

points: first the incentives from the Chinese government (under the form of financial help, 

interesting loans, or tax advantages, etc…) that may push a company to go global, and then 

the will to escape domestic institutional restrictions (Child and Rodrigues, 2005). 

  

We should conclude this paragraph by reminding that a company will decide to go global 

for a number of all the aims stated above (not because of a single one, bur rarely for all of 

them). 

B. How to enter Europe? 

It is now time to focus a little bit more on the means used by Chinese companies to come 

to Europe. Although new ones are unceasingly appearing, and old ones updated to fit the 

economic reality, we found a list of some commonly-used ones, which have proved their 

efficiency. 

 

The oldest way, but still very often used, is simply exports (Ding, Akoorie and Pavlovich, 

2009). Now if companies want to be a little more active in Europe, they will rather use the 
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Original Equipment Manufacturer way (cheap manufacturing in China and sales to some 

famous western brands), or Joint Venture (seen as the fastest way to transfer technology and 

expertise, but sometimes the differences of business cultures et management processes may be 

a problem). The next step is Mergers & Acquisitions, or the Greenfield establishment of 

subsidiaries (purchasing assets and establishing subsidiaries in the targeted country and 

market). For this last one, Filippov and Zang (2009) observe that the subsidiary is usually of a 

small scale. 

The authors explain that Original Equipment Manufacturer or Joint Venture are usually 

used as preparations for possible M&A or Greenfield establishments. It has the benefit of 

China’s low production cost, but on the other hand potential conflicts may arise between 

cooperative partners. M&A bring fast acquisitions of new technologies and brands with their 

cost advantages, but also the risk of paying more than the asset’s real value. At last Greenfield 

establishment of subsidiaries brings the possibility to keep a firm’s own practices while 

strengthening a brand’s credibility, but at the price of a slower route to internationalization 

and high costs. 

Bord (2009), Filippov and Saebi (2008) focus more on laws and regulations, to explain 

that Chinese companies can enter Europe first through its eastern part. Indeed, starting from 

there enables to avoid many custom problems and fees, while obviously facilitating the access 

to Western Europe. 

Bord (2009) also mentions strategic alliances as a good mean to go global (alliances with 

some major western companies), while Bell (2008) observes that international brand building 

is a way used more and more (building a famous name). 

Beebe, Hew, Yueqi, and Dailun (2005) rather focus on differentiation, however it is important 

to notice there that Chinese companies are not the best in that field: as we stated in the 

previous paragraph, they sometimes go global to improve their R&D, which is at the base of 

differentiation. 

Wang, Boateng and Hong (2009) will, on the other hand, mention low production costs as 

a very powerful way to enter Europe (combined with an Original Equipment Manufacturer 

strategy for example) instead of marketing capabilities for instance. 

At last Filippov and Zang (2009) explain that some Chinese companies chose to acquire 

engineering companies with strong know-how and competences in Western Europe. Through 

them, and as long as they keep an open mind, ready to learn, they can gain a huge, useful 

knowledge on how to do business in Europe (the idea of “learning from their employees”). 
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C. What challenges? 

Finally the literature lists a couple of challenges Chinese companies face in their process 

of going global. Though these challenges change, and while not every company face all of 

them, we gathered here the most commonly met. 

  

The first point we must highlight is certainly the Chinese limited knowledge of foreign 

markets (Ding, Akoorie and Pavlovich, 2009). Since the development of the country is rather 

recent, and the idea of going global even more recent, they are beginners in that field. 

The authors also mention the limited marketing capability. Again, where the western world 

has trained for years to improve the marketing science, China is only beginning in that field, 

and on the global scale they are behind other international companies. 

Beebe, Hew, Yueqi and Dailun (2005) talk about the lack of brand as well. We already 

saw that acquiring strong brand name is a good way to enter Europe, but the problem for the 

Chinese’s firms is precisely to acquire this name… Besides Bell (2008) underlines the fact 

that Western consumers prefer already well-known Western brands, which certainly doesn’t 

help Chinese firms. 

Bord (2009) will highlight the greater complexity of European markets compared to the 

Chinese ones. An example is the strong labour regulations (Filippov ad Saebi, 2008), which 

demand a very deep knowledge of how it works in Europe (plus the fact it changes depending 

on the country), or the very high quality standards. 

Child and Rodrigues (2005) mention a very interesting challenge, coming directly from 

the government financial incentives we talked about earlier: companies bounded to the 

government suffer a lack of strategic freedom. Because of the institutional context, the aims 

are not entrepreneurial, and the decision process is longer. 

The weaknesses in R&D, as mentioned by Ding, Akoorie and Pavlovich, are also an 

important challenge (even if companies also go global precisely for that reason as we saw 

earlier). The authors also talk about a lack of strategic focus, source of many failures: this 

means that the companies go global without really knowing what they want. They thus lose 

sight of what they were doing and what they want to be and start to scatter their resources and 

efforts. 

Going global requires high investments as well (the exact amount depends on the strategy 

chosen, as we saw in the previous paragraph, but the process remains costly). That is what 

Child and Rodrigues (2005) found out. One of the biggest fields of expenses is doubtlessly the 

manufacturing one (Filippov and Saebi, 2008), because manufacturing in Europe is way more 

expensive than in China. However European manufacturing knowledge is sometimes needed, 

for some high-tech products for example, and it is another challenge Chinese firms’ usually 

face: the lack of qualified resources (Beebe, Hew, Yueqi and Dailun, 2005). They must hire 
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people from Europe to fulfil their needs, or train a special management team, and it may prove 

to be expensive… Besides Chinese managers usually lack competencies in coordinating 

overseas operations (Ding, Akoorie and Pavlovich, 2009): international management is 

something you learn. 

Going international thus means having people from all over the world working toward the 

same objective. However the culture differences are a reality that must be taken into account: 

that is what Bord (2009) called “Liability of Foreignness”. It means pretty much all the 

disadvantages and costs the fact you are working with people with different cultures incurs 

(translation, business culture differences etc…). Child and Rodrigues (2008) tell us it is one of 

the biggest challenge as well as expensive aspect in going global. To deal with it you need 

time, experienced advisors and above of all an open attitude in front of difference. 

At last, Bell (2008) underlines an interesting point: the Chinese consumers’ behaviour is 

different from the Europeans’, which leads to a need to redefine a brand, to rethink objectives, 

targeting, positioning and so on, in order to adapt to the targeted market. Part of the success of 

a Chinese company which internationalizes will be based on its ability to understand these 

new consumers. 
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D. Conclusion and model 
Based on our findings, we built up a model to explain this veiled effect of globalization 

and put in relation the Why, the How and the Challenges. 

We notice that there is no link between the reasons, the means and the challenges: it means 

that any of these points does not influence the others (for example, the reason why you come 

to Europe does not affect the challenges you will face). 

1) Theoretical model  
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2) The literature review placed in the model 

 

1/ To secure markets abroad 
2/ To acquire superior technology 
3/ To acquire management 
knowledge 
4/ To acquire brands 
5/ To enhance competitiveness 
6/ To improve your R&D 
7/ To avoid disadvantages when 
doing business only in China  
8/ To benefits from the 
government’s helps 
9/ To survive after the penetration 
of western brands in China 
10/ To escape domestic institutional 
restrictions 

1/ Through exports 
2/ Though an Original Equipment Manufacturer strategy 
3/ Through Joint Venture 
4/ Through Mergers and Acquisitions 
5/ Through Greenfield establishment of subsidiaries 
6/ By entering Eastern Europe first  
7/ Through Strategic Alliances with some big western companies 
8/ Through differentiation 
9/ By using low production costs 
10/ By building an internationally-recognized brand 
11/ By acquiring a western company with a strong know-how  

1/ Limited knowledge of foreign market  
2/ Limited marketing capability 
3/ Lack of brand 
4/ Weaknesses in R&D 
5/ Expensive 
6/ Lack of strategic focus   
7/ Lack of experience in coordinating overseas 
operations 
8/ Complex markets in Europe 
9/ Business culture differences 
10/ Lack of qualified human resources 
11/ Very high quality standards in Europe 
12/ Expensive manufacturing in Europe 
13/ Strong labour regulations 
14/ Lack of strategic freedom 
15/ Western brands preferred by European 
consumers 
16/ Need to redefine a brand 
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IV. Results 

A. Results from the interviews  

1) Johan Bång 

Johan Bång, Chief Executif Officer, Future Position X, interviewed 2010/05/28 during one 

hour. 

Johan is an entrepreneur in the Community or Society area, which means that he has an 

innovative and inspiring nature. Nowadays he is the CEO of Future Position X. He has early 

experience from international media and marketing, both nationally and internationally. For 

example he was VD for Radio City 106.7 and manager for Creative Media Lab besides HIG 

in Gävle. He was one of the founders of World Internet Institute (FPXhem1).He has 4 years 

experiences of cooperation with Chinese companies and authorities. He knows Chinese 

market very well and has deep understanding of Chinese culture.  

� Limited knowledge of foreign market.  

This is very tough. They do not have the specific interest in learning the different cultures. 

They want to take their own culture to the new markets 

� Limited marketing capability/lack of brand 

This is very tough and it can even be so that a company saying they are from china will 

get a bad reputation or be seen as a company selling cheap services/outsourcing solutions 

only. 

� Weakness in R&D 

This is right to some extent. They have an advantage by low cost, but often they also have 

a deep specialized knowledge, but are weaker in innovation. 

� Expensive to enter or set up in Europe 

It can be perceived to be much more expensive for a Chinese company to do business in 

Europe since the cost structure is so different. But this is just a phase, a first shock they 

have to get through then it is up to them to handle cost but also a better margin and profit. 

� Lack of strategic focus 

Yes. This is something I can seen in many cases, some Chinese companies go bad even 

before they have a strong presence in china, and in some cases it even can be so that they 

have a hard time competing on their home market. 
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� Business culture differences 

Yes, it is stronger hierarchy in china, but I do not see this as a problem for doing business 

in Europe. 

� Lack of qualified human resources 

I think this is something that is changing rapidly, since so many Chinese people is 

studying in Europe and returning to get management positions in china.  

� Very high quality standards in Europe 

I can not see why this would be any problem for today’s Chinese companies, several of 

them already have ISO 9000 certifications and are used to work with different quality 

measurement tools when it comes to knowledge companies at least. 

� Expensive manufacturing  

Europe is an expensive country and in this case Chinese companies would have a 

competitive advantage, they can use their lower costs in china to do production work 

there and over run European competitors with price and in many cases speed.  

� Stronger labour regulations 

Why would this be a problem? China have also strong regulation and in some cases 

stronger than European. This is once again something they can pick the best solutions in 

china or in Europe depending on there goals.  

� Western brands preferred by European consumers  

This could be a strong challenge for Chinese companies. They have a reputation to build 

and need to partner with other known brands to find a quicker way in to the market. 

� Need to redefine a brand 

This is nothing special for a Chinese company. This is something every company has to 

consider when they enter a new market. 

� Expensive to set abroad 

This is not an obstacle at all today. Every EU country has incentives for foreign 

companies to set up office, so as long as it is about a knowledge company the cost for this 

is getting close to ZERO. 
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2) Micke Kedbäck 

Micke Kedbäck, responsible for Business Development and International Relations, 

Future Position X, interviewed 2010/05/25 during one hour. 

 

Micke has been involved in several new start ups in mainly the Media and IT Sector, 

among then Mainstation AB, developing one of the world’s first web-radio concepts. Recently 

he has also established the Movexum Business Incubator, and is MD of the private investor 

network X-Invest (FPXhem2). 

 

“I would say that in the future we will see more Chinese companies that does what Geely did 

with Volvo. 

China is for sure catching up in many areas and it is somewhat of a myth that western 

countries are that much ahead when it comes to knowledge and know-how. 

When it comes to branding we can see that there now are some strong Chinese brands in for 

example the IT and sports industry with excellent branding strategies, so even in  “soft 

knowledge” in areas such as marketing and management the knowledge gap is decreasing 

When there is a knowledge gap, larger  Chinese companies , no matter in what business area, 

seems to have the financial strength to buy that knowledge. This is why I believe more 

companies will do like Geely and Lenovo. 

The biggest problems for Chinese companies entering the western European markets would 

most probably be the difference in management, business culture and laws and regulations.  

A good example of this would be the Dragon Gate project outside Gavle where there has been 

many problems in terms of this. 

For more long term the importance of western Europe and USA as Markets will decline as the 

bigger and richer markets with more consumers with buying power will be in China, 

Southeast Asia, and China.” 
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3) Bo Soläng 

Bo Soläng, Chief Executive Officer, RCON, interviewed 2010/06/02 during half an hour. 

 

Bo is specially experienced in doing business abroad. He has more than 20 years of 

experience with doing business with china. 

 

“The challenges for Chinese companies actually are same like we have when we going to 

china, but the other way around.  First of all, I think it’s not very true today. I was in china 

back to 1980s. The big difference is culture. We are all human beings, but come from 

different culture. That was one thing I discovered: the words don’t mean the same thing. Like 

“No”, in china it means absolutely not. But for me, it’s like negative, but not absolutely.  

The language is not that important today. But still the culture. I can see the “gap” is 

decreasing. But it depends on which part of china we are talking about. If you come from the 

developed part of china, like shanghai, Shenzhen, Beijing and so on (the difference will be 

smaller). The cultures are different.  

There’s a saying in china, the first time, you meet. Start to create the friendship second time, 

the third time, you are friend. 

Here in Sweden it doesn’t work like that. It goes faster. 

Goes faster, talk shorter. The communication goes faster. This can be advantage, and 

disadvantage. I don’t know how big, but definitely it’s different.  

China will meet this as well. …you will have your challenges in coming 10 years... china is 

…. Amazing to see how fast it changes. The population is growing fast. Where is the cheap 

labour in the future? Perhaps in Africa.  

Labour regulation：：：：Yes! Strong union, the same back to hundred years ago. The unions are 

totally independent. We have insurances, pensions for retirement, laws are very developed.  

China is more and more open now. But still there’s a big culture difference between china and 

western. You must recognize that when you come here the first time.  

I work for Ericsson. Back to 1980’s, we educate people from the plant in Nanjing. That’s 

unusual at that time. But now it’s not unusual now to see a lot of people here travelling.  

So far, the European people move to china a lot and learned the Chinese way. You have to 

accept that, you come from another country; you have to accept the country. I can see you 

Chinese students here accept a lot here. You both see, do, act like us. No difference.  
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Don’t underestimate the language barriers.  

The first thing we realize is that we can’t ….. What we did is we put all the workers in the 

training for 6 months’ English for 300 people 

Weaknesses in R&D): Still a challenge for china: here in Europe, there are a lot of small 

entrepreneurs and small companies doing developing business and research. I haven’t see that 

“move” in china now. That is one thing I believe you would learn. That happens in Japan. Of 

course in china you have entrepreneurs, but not like here. You have more big companies.  

China is a rapidly developing country. A lot of things happen in a short time. I think the 

research, entrepreneurs and so on don’t happen in short time. It takes time. But I know you are 

educating people. It will come, but take time. There’s one thing I believe in this world called 

“experience”. That’s only comes in long period of time.” 

4) Calvin Lee 

Calvin Lee, Project Manager for international Projects, Mapuni, interviewed 2010/06/05 

during one hour. 

� Recent years, Chinese economy growing rapidly, china becomes an important part to 

influence the world market environment. It is also changed the regulations and laws in the 

global market. I don’t think the regulations and laws are the challenges for Chinese 

companies, but the R/D, innovation and the observation of the market and trends.  

� Parts of the Chinese products have the excellent technology and quality. But can’t be well 

known in the global market. The reasons are:  on one hand, china’s main industry are 

manufacturing and outsourcing in many years. So that it’s very week when comes to 

marketing study, plan and commercial. It lacks of the training and promotion system for 

human resource, so companies are short of capable human resource. But this is not very 

known by most of the Chinese companies.  

� On the other hand, china is in the developing stage, most of the high-end leaders are still 

manage the organization in an old way. They are very weak on selecting the right people. 

But one thing need to say is most of the companies are realized this and trying to change. 

But since the people on the top of the pyramid are unchangeable, so it still very slow for 

the procedure to move on, it may take 10 years to enter the new stage. 

(The original answers are in Chinese, you can read more in appendix.) 
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5) Raymond Zhang 

Raymond Zhang, International sales manager, EastDawn, interviewed 2010/06/04 during 

fifteen minutes. 

� We have three big challenges: 1, Human resource. We need qualified human resources 

that have knowledge other country, know GIS and good English. 2, we are facing the 

challenges from the companies from India and East Europe. 3. We are too late to enter the 

European market. The other companies took almost all the market share; we need to work 

hard to find our own market share. 

6) Nancy Lu 

Nancy Lu, Assistant of General Manager, Geostar, interviewed 2010/06/09 during half an 

hour. 

� Limited knowledge of foreign market 

Yes, I think this is one of our obstacles, we know little  about that. 

� Limited marketing capability/lack of brand  

Yes, in Europe, our company is not know by people, we try our best to introduce our 

company to the world, but I think we need more time. 

� Lack of experience in coordination overseas operations.  

N/A, actually, we have some partners in Europe. We have good relationship with them. 

� Business culture differences   

I think we all need to treat the business from a world view. So I don’t think this will make 

any questions. 

� Lack of qualified human resources (hard to find Chinese people qualified to do 

business in Europe)   

Yes, that is a problem, you know, talent people are always lack. 

� Very high quality standards in Europe  

 N/A, Our company have very high quality, I have the confidence to meet the need of our 

client. And We do. 
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B. Sum up of our findings 

Our interviews enabled us to obtain a variety of answers regarding the challenges a 

Chinese company coming to Europe may face. 

It seems first that they are not interested in learning from different culture, and want to 

bring their own culture to a new market. That is something commonly observed by the 

Swedish companies doing business with the Chinese ones. Thus culture difference may be a 

problem, especially when it comes to state-owned enterprises, because the ways of doing 

business are really different in that case. 

We have also been told that a Chinese brand usually gets a bad reputation from the 

moment it is known as Chinese. It is a big challenge as well since this simply comes from a 

reputation rather than facts (some brands are good, some are not, like everywhere). It is thus 

hard to act on it, and it must be considered when going international. 

Then Chinese firms are not so well-known outside of China. That is because China used 

to be the world’s manufacturing place, where all the big western brands outsourced their 

production. Therefore in the world’s mind China is just a manufacturing place, and besides 

Chinese companies do not have a good promotion system (limited marketing capability). Even 

more important: they are not aware of this fact… It is thus not a real surprise that Chinese 

brands have a hard time competing in Europe, and need a partner to build their brand 

reputation. 

The lack of innovation is also a reality: though we have been told that many companies 

have en area with deep specialized knowledge, in general they are not “innovation orientated”. 

The Swedish companies we talked to also explained that some companies go abroad before 

having a strong presence in China, or while having problems there, and they do not really have 

a strategy (the idea of “going abroad for the sake of it”). 

Brand redesign is also a challenge that must be taken into account in the process of 

coming to Europe. However it is something common to every company targeting a new 

market. Moreover the market is more complex in Europe: since we are talking of a group of 

countries, many rules change from a place to another (even if Europe is having common 

rules). 

On a people point of view, it seems the Chinese firms’ top management are men and 

women with an old conception of management and leadership. This is due to the fact that 

China is still in its developing stage. However the main consequence is a weakness in 

choosing the right people, and it will take time to change. 

Costs are obviously a challenge, in their manufacturing manifestation at least. That is why 

we observe more financial companies or IT firms going abroad (firms with little or no 

manufacturing costs. Only really big companies can afford European manufacturing prices. 
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At last the role of the government must not be overlooked: when a company benefits from 

the Chinese government’s help, or when it is a state-owned enterprise, it is then bond to this 

government. Even though it seems it does not interfere with the investment decisions, it cares 

about where the money and technology go and have some control over the companies, which 

may be a real problem for the big ones. 
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V.  Analysis 

A. What challenges? 

When treating the answers previously gathered, we discovered that some challenges we 

found were no longer relevant, some were still valid, and some were new. We therefore need 

to update our theoretical framework with these findings. The challenge part would now look 

like this: 

 

 

 

 

 

 

 

 

 

 

1) Still true 

Most of the challenges we listed from the literature were, fortunately, mentioned by the 

companies in one way or another. 

We will start by the limited knowledge of foreign markets, which even goes further since 

it seems Chinese companies are not interested in learning from other cultures. They consider 

they influence the global market, so they are not necessarily willing to learn. This is a hidden 

challenge. Besides markets in Europe are more complex in the sense that each country has 

special rules. In China there are usually common rules (which may vary a little from a region 

to another), but in Europe the differences may be big (we are talking about a group of different 

countries after all). 

The lack of brand name and the poor marketing capability are also a reality: Chinese 

brands have a bad reputation in Europe, and China is not used to promote its products and 

people abroad since they are used to have many foreign companies coming to their land for 

cheap manufacturing. It is thus not surprising that Western consumers prefer western brands, 

and that they have a reputation to build up. 

R&D remains a challenge as well, because companies have no focus on innovation. It is 

not in the Chinese business culture. 
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At the same time the Swedish companies we interviewed observed very often a lack of 

strategic focus: they saw companies coming to Europe without knowing what they wanted to 

do here, or coming without being really prepared already in China. 

We learnt that the need to redefine a brand is something common to every company 

targeting a new market, not something specific to China. But it remains nevertheless an actual 

challenge. 

There is also a lack of experience in coordinating overseas operations, especially from the 

top management (they do it in an old way, which doesn’t fit the European reality). Besides it 

is hard to find qualified managers, creative and independent. 

Business culture differences, or liability of foreignness as stated in the literature, is another 

challenge but only when it comes to state-owned enterprises, which are definitely managed in 

a very institutional way (same as the idea just above). It’s interesting to notice here that some 

companies gave us ideas to deal with it, and they talk exactly about the same things as the 

literature: to keep an open mind, and to have tolerant people (combining cultures rather than 

replacing). 

Expensive manufacturing in Europe is also a reality that the companies we talked to did 

not deny. That is also why we observe more financial or IT companies (or really big ones, 

with a lot of money) going abroad. 

The last common point between our findings and our theoretical framework was regarding 

the lack of strategic freedom. It is true that a company receiving help from the government, or 

a state-owned company, has restrictions from the government. However it seems that this is a 

real challenge only for big companies, and that the government does not interfere with the 

investment policies. 
1/ Limited knowledge of foreign market  
2/ Limited marketing capability 
3/ Lack of brand 
4/ Weaknesses in R&D 
6/ Lack of strategic focus   
7/ Lack of experience in coordinating 
overseas operations 
9/ Business culture differences (for 
state-owned enterprises) 
12/ Expensive manufacturing in Europe 
14/ Lack of strategic freedom 
15/ Western brands preferred by 
European consumers 
16/ Need to redefine a brand 

Irrelevant 
challenges 

New findings 

5/ Expensive 
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2) No longer relevant 

Now we will detail which aspects are no longer relevant when observing the effect of 

Chinese companies coming to Europe in the actual world. 

We me mentioned the financial aspect, especially when you want to settle abroad, 

however this point was never mentioned as a problem. Besides the Swedish companies even 

told us that thanks to all the incentives from Europe to attract Chinese companies, there is 

almost no cost left. It remains the cost for doing business in Europe, but it only demands to 

adapt the prices and the way of doing business. So the costs are more expansive at the 

beginning, but it is just a shock a company has to overcome, not a real long-term challenge. 

We also mentioned the lack of qualified human resources, but it is changing really fast since 

more and more Chinese study in Europe. So if it is true that there might be a lack of human 

resources now, it is destined to fade away in the coming years, and is therefore no longer a 

challenge. 

The very high quality standards are no longer a challenge either: yes the standards are high 

in Europe, but they also have ISO 9000 in China for example, and some big requirements. So 

they know how to deal with it. 

The so-called strong labour regulations in Europe are nothing when we consider regulations in 

China, which is also strong. Chinese companies are used to deal with it: it is not a challenge 

for them to adapt. They can even pick up each best part of each regulation for each country, 

depending on their goal. 

At last the liability of foreignness is not a challenge when we watch private enterprises. 

Indeed, their way of doing business is really close to Europe, so the few problems which may 

arise from culture differences will be only minors. 

3) 
1/ Limited knowledge of foreign market  
2/ Limited marketing capability 
3/ Lack of brand 
4/ Weaknesses in R&D 
6/ Lack of strategic focus   
7/ Lack of experience in coordinating 
overseas operations 
9/ Business culture differences (for 
state-owned enterprises) 
12/ Expensive manufacturing in Europe 
14/ Lack of strategic freedom 
15/ Western brands preferred by 
European consumers 
16/ Need to redefine a brand 

5/ Expensive 
8/ Complex markets in Europe 
Business culture differences (for private 
enterprises) 
10/ Lack of qualified human resources 
11/ Very high quality standards in Europe 
13/ Strong labour regulations 
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New 

The companies we asked gave us interesting answers not previously mentioned in the 

literature, when it comes to the challenges. 

1st there is a central point, which has yet to be clearly mentioned: Chinese companies are 

not aware of some of the problems they have (for example a limited marketing capability). 

And most of the studies carried out regarding Chinese companies coming to Europe were 

done from a European point of view and in English, not in Chinese. Therefore Europe knows 

the situation, but finally Chinese (the first concerned after all) don’t. 

2nd it seems that in the real world there are two business trends emerging: one from the 

west, and one Chinese. It is interesting to notice that this Chinese model is more and more 

accepted (which yet doesn’t prevent Chinese firms to try to get closer to the western way of 

doing business, as we previously saw). Therefore it matters to notice that most of the 

challenges are pretty much about “how can a Chinese company get closer to the western 

business model?”. But in reality many points belong to a new model, a Chinese one, which is 

not necessarily bad. 

 

 

17/ Chinese Companies are not aware 
of the problems they have. 
18/ Emergence of a Chinese business 
model which puts into question the 
necessity to follow the western one 
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Conclusion 
This study allowed us to sum up the “veiled effect of Globalization” of Chinese 

companies coming to Europe into three main points: why do they do this, how, and what 

challenges do they face? The theory helped us to answer these questions (we will sum up our 

findings in the following model). At the same time we compared the challenges we found 

with today’s reality, and found out first that many points were still perfectly valid, but also 

that some were irrelevant today, and considering how recent the literature was we understood 

that the process we studied is really actual and evolves quickly.  

At last we even listed a few new ideas: namely that Chinese companies are sometimes not 

aware of the problems they have, and also that a new business model (a Chinese one) is 

emerging and must therefore be taken into account in further studies. 

 

We have a few suggestions of possible further studies that would complete this report. For 

example it might be interesting to check the aims and means Chinese company use the way 

we already checked the challenges (and thus improve a bit more the following model). Then 

trying to define and detail the Chinese business model (assuming it will not simply disappear) 

to understand it better and maybe reconsider what is a challenge and what is not.  

Thinking about listing the culture differences which really matter when doing business 

could prove useful as well (the “liability of foreignness” we mentioned before is a vast term). 

This would mean answering questions such as “Which culture differences between China and 

Europe must be taken into account when doing business with them?”.  

At last we believe that finding solutions for the challenges we listed would be the next 

step (the problem is exposed and defined, but it needs to be taken care of). We already gave 

some (like keeping an open mind to deal with culture differences), but many more can 

probably be found. 
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Updated model (only the relevant and new challenges are kept): 

 
WHY 

1/ To secure markets abroad 
2/ To acquire superior technology 
3/ To acquire management 
knowledge 
4/ To acquire brands 
5/ To enhance competitiveness 
6/ To improve your R&D 
7/ To avoid disadvantages when 
doing business only in China  
8/ To benefits from the 
government’s helps 
9/ To survive after the penetration 
of western brands in China 
10/ To escape domestic institutional 
restrictions 

HOW 
1/ Through exports 
2/ Though an Original Equipment Manufacturer strategy 
3/ Through Joint Venture 
4/ Through Mergers and Acquisitions 
5/ Through Greenfield establishment of subsidiaries 
6/ By entering Eastern Europe first  
7/ Through Strategic Alliances with some big western companies 
8/ Through differentiation 
9/ By using low production costs 
10/ By building an internationally-recognized brand 
11/ By acquiring a western company with a strong know-how  

CHALLENGES 
1/ Limited knowledge of foreign market  
2/ Limited marketing capability 
3/ Lack of brand 
4/ Weaknesses in R&D 
5/ Lack of strategic focus   
6/ Lack of experience in coordinating overseas 
operations 
7/ Business culture differences (for state-owned 
enterprises) 
8/ Lack of qualified human resources 
9/ Very high quality standards in Europe 
10/ Expensive manufacturing in Europe 
11/ Lack of strategic freedom 
12/ Western brands preferred by European consumers 
13/ Need to redefine a brand 
14/ Chinese Companies are not aware of the problems 
they have. 
18/ Emergence of a Chinese business model which puts 
into question the necessity to follow the western one 
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Interviews: 

Micke Kedbäck, responsible for Business Development and International Relations, Future 

Position X, interviewed 2010/05/25 during one hour. 

Johan Bång, Chief Executif Officer, Future Position X, interviewed 2010/05/28 during one 

hour. 

Bo Soläng, Chief Executive Officer, RCON, interviewed 2010/06/02 during half an hour. 

Raymond Zhang, International sales manager, EastDawn, interviewed 2010/06/04 during 

fifteen minutes. 

Calvin Lee, Project Manager for international Projects, Mapuni, interviewed 2010/06/05 

during one hour. 

Nancy Lu, Assistant of General Manager, Geostar, interviewed 2010/06/09 during half an 

hour. 
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Appendix 

1. The questionnaire we used as a base for our interviews: 

Do you have any ideas of possible challenges you’ll face by coming to Europe? What 

challenges have you faced when coming to Europe? 

Please check the following list and tell us which ideas would apply/applied to you, which 

wouldn’t/didn’t and which you think are no longer relevant in general. At last don’t hesitate to 

add your ideas if they are not in the list: 

• Limited knowledge of foreign market (regulations and law differences, don’t know how 

to do business outside of China, etc…) 

• Limited marketing capability / lack of brand (brand unknown in Europe, hard to compete 

against famous brands, hard to promote a new brand) 

• Weaknesses in R&D (no real focus on innovation) 

• Expensive 

• Lack of strategic focus (the strategy/aims for going abroad are not clear) 

• Lack of experience in coordinating overseas operations (managers unfamiliar with 

managing operations overseas) 

• Complex markets in Europe 

• Business culture differences 

• Lack of qualified human resources (hard to find Chinese people qualified to do business 

in Europe) 

• Very high quality standards in Europe 

• Expensive manufacturing 

• Strong labour regulations 

• Lack of strategic freedom (if the firm is supported by the government it may face 

institutional dependence, with consequences such as low decision process, decisions not 

based on an entrepreneurial point of view, etc…). 

• Western brands preferred by European consumers 

• Need to redefine a brand (different expectations from a brand between European and 

Chinese consumers, colours and logos which may be misinterpreted, etc…) 
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2. Answers from Bo Soläng (CEO of RCON) 

Do you have any ideas of possible challenges you’ll face by coming to Europe? What 
challenges have you faced when coming to Europe? 
Please check the following list and tell us which ideas would apply/applied to you, which 
wouldn’t/didn’t and which you think are no longer relevant in general. At last don’t hesitate to 
add your ideas if they are not in the list. 
 
The challenges for Chinese companies actually are same like we have when we going to 
china, but the other way around.  First of all, I think it’s not very true today. I was in china 
back to 1980s. The big difference is culture. We are all human beings, but come from 
different culture. That was one thing I discovered: the words don’t mean the same thing. Like 
“ No”, in china it means absolutely not. But for me, it’s like negative, but not absolutely.  
The language is not that important today. But still, the culture. I can see the “gap” is 
decreasing. but it depends on which part of china we are talk about. If you come from the 
developed part of china, like shanghai, Shenzhen, Beijing and so on (the difference will be 
smaller). The cultures are different.  
 
There’s a saying in china, the first time, you meet. Start to create the friendship second time, 
the third time, you are friend. 
Here in Sweden it doesn’t work like that. It goes faster. 
Goes faster, talk shorter. The communication goes faster. This can be advantage, and 
disadvantage. I don’t know how big, but definitely it’s different.  
China will meet this as well. …you will have your challenges in coming 10 years... china is 
…. Amazing to see how fast it changes. The population is growing fast. Where is the cheap 
labour in the future? Perhaps in Africa.  
 
Labour regulation：Yes! Strong union, the same back to hundred years ago. The unions are 
totally independent. We have insurances, pensions for retirement, laws are very developed.  
 
China is more and more open now. But still there’s a big culture difference between china and 
western. You must recognize that when you come here the first time.  
 
I work for Ericsson. Back to 1980’s. We educate people from the plant in Nanjing. That’s 
unusual at that time. But now it’s not unusual now to see a lot of people here travelling.  
 
So far, the European people move to china a lot and learned the Chinese way. You have to 
accept that, you come from another country; you have to accept the country. I can see you 
Chinese students here accept a lot here. You both see, do, act like us. No difference.  

 
Don’t underestimate the language barriers.  
The first thing we realize is that we can’t … What we did is we put all the workers in the 
training for 6 months’ English for 300 people 

 
- Limited knowledge of foreign market (regulations and law differences, don’t know how to 
do business outside of China, etc…) 

 
- Limited marketing capability / lack of brand (brand unknown in Europe, hard to compete 
against famous brands, hard to promote a new brand) 
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- Weaknesses in R&D (no real focus on innovation) 
Still a challenge for china: here in Europe, there are a lot of small entrepreneurs and small 
companies doing developing business and research. I haven’t seen that “move” in china now. 
That is one thing I believe you would learn. That happens in Japan. Of course in china you 
have entrepreneurs, but not like here. You have more big companies.  
 
China is a rapidly developing country. A lot of things happen in a short time. I think the 
research, entrepreneurs and so on don’t happen in short time. It takes time. But I know you are 
educating people. It will come, but take time. There’s one thing I believe in this world called 
“experience”. That’s only comes in long period of time.  
 
- Expensive 
Expensive: definitely!. Depends on ..You are talking about labour. Here the production more 
about machine：same.   …but if we talk about energy: expensive here. Back to 1980’s, there 
are a lot of manual work.  
 
- Lack of strategic focus (the strategy/aims for going abroad are not clear)  
 
- Lack of experience in coordinating overseas operations (managers unfamiliar with managing 
operations overseas 
 
- Complex markets in Europe 
Yes!  The variation is very big. Specially compare here and southern Europe, Span, grace and 
so on.  
I haven’t seen the whole china. But I discovered a lot of place. I find it’s quite uniform. You 
have a very formalized hierarchy. You can say that the plant manager is like capital, the 
workers are like soldier…of course it’s managed. But of course you should allow …..My 
knowledge about china is if you are employed to work for this, you only do this. But my 
experience is in order to solve the problem, you need to allowed people work wider than ..  
 
- Business culture differences 
My experience of china is that you see business more long term. I think this is better. It’s the 
same in some other Asian country, Japan, Singapore…in the Asian part of world, you look 
very long term. But like here. If you come here, you can see the different. People don’t think 
like what they should.  
 
Chinese companies have strong hierarchy.  
 
Stop innovation  
If you have 10 people, if you have a very hierarchy, it’s only one brain.  
If you have 10 people and 10 brains.   
People talk a lot and you are allowed to talk. When I was in china back to 1980s’, no one talks 
to the press, people don’t dare to talk.  
 
You must be allowed to think and talk. I also believe there’s no difference between you and 
me. Maybe I’m allowed to think more. 
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- Lack of qualified human resources (hard to find Chinese people qualified to do business in 
Europe) 
 
- Very high quality standards in Europe 
You still have very good quality in some items. Like Chinese silk, hand paint vase, I have 
three big ones at home. They are handmade. You have been doing this for more than 500 
years, of course it good quality. And china now is adopting 9001 and whatever. And most of 
the electronic devices now here we can see are all from china. Made in china.  
 
- Expensive manufacturing 
 
- Strong labour regulations 
 
- Lack of strategic freedom (if the firm is supported by the government it may face 
institutional dependence, with consequences such as low decision process, decisions not based 
on an entrepreneurial point of view, etc…) 
 
- Western brands preferred by European consumers 
 
- Need to redefine a brand (different expectations from a brand between European and 
Chinese consumers, colours and logos which may be misinterpreted, etc… 
 
Brand: china has no big brand abroad. You have a very big car brand, called JILI and bought 
Volvo. But I haven’t seen it here. No signs…. If you want to come here, you must be here. 
Why not build up office here. Of course it cost money, but why not … you are a rather rich 
country now. But it’s coming. I believe.  
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3. Interview answers from Nancy Lu (Assistant of general 

manager, Geostar) 

� Why do you(your company) want  to enter to Europe?  

a) To acquire brands? Yes! We need to raise our name recognition aboard. 

b) To enhance competitiveness? Yes, by going aboard we can learn more advance 

technology and become more and more competitive. 

c) To avoid disadvantages when doing business only in china ( such as regional 

protectionism, underdeveloped capital property rights, lack of skilled human 

resources, or weak local infrastructures, etc…)? Yes, go to aboard can give our 

company the overview of whole market. 

d) To benefits from the government’s help? Yes, we can get some perks from our local 

government, but it is little. 

 

� How do you plan to enter Europe?  

a) Through exports? Our company has the support of Wuhan University, so it is one way.  

b) By using low production costs? We will choose this method to improve our 

competitiveness. 

c) Through Strategic Alliances with some big west companies? We would like to choose 

this way if it is possible. 

d) By building an internationally recognized brand? It is our goal for long period. 

e) By acquiring a western company with a strong know-how (to learn from them)? Yes, 

we need to learn more from those famous companies. 
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4. Interview Answers from Calvin Lee (CEO of Mapuni) 

Challenges faced by Chinese companies coming to Europe 

 
- Limited knowledge of foreign market 

=> The Chinese companies usually don’t know how to do business outside of China + 

regulations and law differences 

 

对于中国企业进驻国际市场所面临的问题，我的个人看法： 

由于近年来中国经济的飞速发展，及中国世界上经济地位的建立，中国渐渐成为了影

响世界经济市场环境的重要因素之一，这也促使国际经济体制出现了新的不同的声

音，国际市场规则也在随之而改变。我并不认为中国企业开展国际业务所面临的问题

是法律及市场规则的不同，而是其在研发、创新以及对市场的观察、前瞻和把控上与

国外企业的差距。 

Recent years, Chinese economy growing rapidly, china becomes one important part to 

influence the world market environment. It is also changed the regulations and laws in the 

global market. I don’t think the regulations and laws are the challenges for Chinese 

companies, but the R/D, innovation and the observation of the market and trends.  

 

- Limited marketing capability / lack of brand 

=> Chinese brands are usually unknown outside of China, and it’s hard for them to compete 

against famous brands 

这个问题我想是我前一个阐述的延伸，部分中国产品的技术、品质上在世界同等产品

中名列前茅，但始终未能成为国际市场上的佼佼者或被人所知。其原因在于： 

一方面，中国长年来以外包加工型的产业形势为主体，导致市场需求的调研、产品策

划、产品宣传与产品在市场走向的方面的把控能力非常薄弱，甚至可以说是没有能

力。相关人才的培养与任用制度落后，人才缺口较大，但不为绝大多数中国企业所

知。 

另一方面，中国经济尚处于发展阶段，绝大多数企业的高层管理人员还沿袭着老式的

管理模式，对人才的选择把握能力很弱，但值得关注的是这些绝大多数的企业已经注

意到了这一点但试图去改变，但由于中国现阶段金字塔顶端管理人员还不可被替换

（这些人员是经验丰富的固有模式下的老管理者），所以改革推进速度很慢，这个灰

色的时期估计会在 10年后得以渡过。 

Parts of the Chinese products have the excellent technology and quality. But can’t be well 

known in the global market. The reasons are:  on one hand, china’s main industry are 

manufacturing and outsourcing in many years. So that it’s very week when comes to 
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marketing study, plan and commercial. It’s lack of the training and promotion system for 

human resource, so companies are short of capable human resource. But this is not very 

known by most of the Chinese companies.  

On the other hand, china is in the developing stage, most of the high-end leaders are still 

manage the organization in an old way. They are very weak on selecting the right people. But 

one thing need to say is most of the companies are realized this and trying to change. But 

since the people on the top of the pyramid are unchangeable, so it still very slow for the 

procedure to move on, it may take 10 years to enter the new stage. 

 

- Weaknesses in R&D 

=> Chinese competitive advantages mainly based on low-costs, not innovation. 

同上，此项为第一点的延伸，中国企业长年来生产加工、外包加工的经济模式导致了

其产品研发的滞后以及产品价格的低廉，中国企业要摆脱困境需要改变以下两种限制

企业产品研发的因素： 

1． 市场需求的研究及国际环境下的技术走向研究 

2． 市场前瞻性的产品科研投入的滞后，新、高端技术人才的引进 

The same as above. China must to change two things in order to get rid of this weakness.  

1, study the market demand and the trend for technology development under the international 

environment.  

2, low investment in the research and development for the potential products, the import of 

capable human resource. 

 

- Expensive (especially Greenfield investment) 

=> Settling abroad (= Greenfield investment) is very expensive 

就目前中国的资本市场经济状况，中国企业不缺少资金，对于海外投资中国企业抱着

谨慎观望的态度，中国企业并不认为在海外投资花费过大。 

 

According to the current situation, Chinese companies have sufficient money. For investing 

aboard, Chinese companies are very careful, but they don’t think it cost too much money to 

invest abroad. 

 

- Lack of strategic focus and experience in coordinating overseas operations (especially for 

Greenfield investments) 

=> Usually when a Chinese company goes global, the strategy is not clear enough (so the 

resources are not used in the best way toward a precise aim) + managers are usually unfamiliar 

with managing operations overseas. 
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这一点，对于中国企业来讲是致命的弱点，我在前 3 个问题上的看法已经说明了这一

点，中国企业的运作方式与国外不同，所以在市场、营销以及运作上与国外企业差别

较大，但中国企业的运作方式，在逐渐的被国外所接受，两种运作模式正在融合。中

国企业的管理方式在逐步趋向于国际化管理运作模式，但同时保留着固有的管理特

色，国外企业也已经适应了这一点，所以在未来的几年里中国企业走向国际市场的步

幅将越来越大。 

 

至于投资策略及战略的不清晰，我认为，就中国管理人才市场的情况来看，并不存在

绝对的策略及战略缺口，只是还没有又针对性的经验较为丰富的人才而已。这里需要

指出的是，中国人才基数巨大，固缺口较小。 

 

This is the vital weakness for Chinese company. I already give my opinion in the 3 questions 

above. Chinese companies have their own way for operation which is different with foreign 

companies. So there’s big differences in marketing and operation. But the “Chinese way” is 

getting more and more acceptable for other countries, the two model start to merge. Chinese 

companies’ management start to become more and more like the international management 

model, but at the same time keep their own characteristics. The companies abroad are getting 

used to it. So in the coming few years, Chinese companies will faster their steps to go aboard.  

About the investment strategy, I think, according to the human resource market for 

management, it’s not lack of strategy, but the people have rich experiences. Here I want to 

point out that China has a large human resource base, so it’s not lack of suitable people.  

 

- Markets are complex in Europe 

 

- Business culture differences and needs for translation 

=> Stronger hierarchy in China 

巨大的文化差异是在商业活动上无法避免的一点，对各自文化及其需求的解读也是现

今中外双方都迫切需要的 

中国的企业分为两大类： 

1． 大型的、以地方政府或国家控股的企业， 这类企业等级制度分明，对于国外企

业来讲有着巨大的管理文化差异，但同时这类企业也最简单、最好接触。就目前此

类企业的发展方向来看，企业的基本制度短时间内不会发生质的改变，有所改变的

将是在原有制度基础上，将西方管理体制纳入到企业管理中去。在进入国际市场

时，此类会引入一些适应西方经济体制及管理体制的人员及模式来适应海外投资，

并充抵管理文化上的差异。 
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2． 民营、私营企业，这类企业与西方管理文化较为接近，在管理体制上没有太大

差异，好一些的企业基本上与国外市场是一致的，所以在管理文化上基本不存在差

异，也不需要解读，这一点最近 10年表现的比较明显。 

 

We cannot avoid the big culture differences in business, both china and any other country 

want to be known and understand. 

1, the big, local government or state-owned companies have very distinct  hierarchy, for 

foreign companies, this is a significant management cultural differences. But at the same time, 

these companies are the most simple and the easiest ones to contact with. On the current 

direction of development of such enterprises, the basic system of the enterprises won’t change 

in a short time. The things do changing is the western enterprises management add to the 

existing system. When enter the international market, it will introduce the personnel that 

adapted to western economic and management system to compensate the cultural differences.  

2,  the private enterprises’ management culture is closer to the west, there’s no big differences 

in the management system. The good business is basically line with foreign markets. On this 

point, it is very obviously in the last 10 years.  

 

- Lack of qualified human resources 

=> Hard to find Chinese people qualified for doing business in Europe. 

可以说，最近 10年来，中国人才市场蓬勃发展，原先较为紧缺的人才缺口，现在已经

较小，人才之间的竞争较为激烈。需要提出的是，虽然人才市场蓬勃发展，但绝大多

数人才属于工蜂型，能够独立完成某项任务或思维活跃的人才还是较少，目前人才市

场上较为稀缺的是具备创新思想、经验丰富、独立能力强的高级管理人才。 

The last 10 years, china has more and more human resources that are qualified for the market. 

And there’s big competition between the people. But most of the people are “bee” type, can’t 

complete a task or have creative ideas. Nowadays, the market is lack of the human resource 

for management that are innovative, experienced and independent. 

 

- Very high quality standards（我不确定你这里还是不是在继续说人力资源问题 I don’t 

know if you are still talking about human resource）  

- Expensive manufacturing  

对于海外投资来讲生产成本的确是中国企业所担心的问题，所以目前国内企业走向过

外的大多数以 IT 类、金融类、及国内大型企业为主，其目的主要是并购国外企业，扩

大自己的知名度，将国外品牌发展为自己的品牌，或通过并购将技术吸收形成自己的

产品，在国内生产销网国外。 
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The cost is the issue that the Chinese companies worried most, so the companies going abroad 

are mostly IT, financial, and large enterprises. The main purpose is acquisition of foreign 

companies to expand their popularity of the brands, or absorbed through the acquisition of 

technology to form their own products sold in the network abroad. 

 

- Strong labour regulations（不太清楚你指的是在国外还是国内） 

这一点，对于有兴趣、有信心走向国际市场的中国企业来讲，并不是问题，其根本在

于巨大的资本积累，以及巨大的利润和蓬勃的中国资本市场。 

For the companies that are interested and confident to go broad, this is not a problem. Them 

main point is the huge accumulation of capital, as well as huge profits and success of the 

china’s capital market. 

 

- Lack of strategic freedom 

=> If the firm is supported by the government, they may have to face institutional dependence 

(= low decision process, usually not based on an entrepreneurial point of view.) 

（此问题我研究不多，只是个人理解，可能有误 I didn’t study that much about this 

question, only my own opinion, maybe wrong） 

 

这个问题，对于国内大型企业或具有针对性研究的企业是有一定影响的。 

但是对于，一般企业是没有影响的，中国政府是非常支持国内企业走出去的。 

的确如问题所述，中国企业的决策速度较慢，注资国际市场这件事国家管理较为严

格，限制也很多，国家考虑更多的问题不是在企业投资方向上，而是资本和技术的流

向问题。 

 

This issue has a certain effect to the large enterprises or the enterprises with targeted research. 

But to normal enterprises there’s no effect. Chinese government is very supportive of 

domestic enterprises to go out. 

Indeed, the problem described as Chinese companies has slow decision making process, and 

the government has strong control for invest money abroad, a lot of limitations. But the 

government is more concerned about where the money and technology goes, not the 

companies’ investment direction.  


