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Legal Disclaimer:

The inormation provided in this whitepaper was current at the time o publication, and we have made every eort to ensure its
accuracy. However, neither the International Trade Council nor its employees, shareholders, subsidiaries, or partners take any re-
sponsibility for actions taken by the reader as a result of reading this book. The information in this whitepaper is for informational
purposes only, and should not be construed as legal or nancial advice. Readers should seek proessional advice beore making
any business decisions based on the information in this whitepaper. By reading this whitepaper, you agree to hold the International
Trade Council, its employees, shareholders, subsidiaries, and partners harmless from any and all claims, losses, or damages that
may arise from your use of the information contained herein.

© 2024. The International Trade Council. All Rights Reserved
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About the Author

Mr. Peter Chen is also the current Deputy Chairman of ITC’s Business
Council for International Trade Policy.

He is an Australian-Chinese corporate executive who has over 60
years of cross –culture experiences in Australia, Hong Kong, Sin-
gapore, China, and the South Pacifc Islands Region. He has held
senior executive positions with various large international compa-
nies including American, Canadian, and Australian - before estab-
lishing his own group of 15 companies in 1978. The article below
is about his personal observations of some of the hidden “pitfalls”
when dealing with China.
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China’s Growth

China in the past 40 years has become the dominant player in the
global manufacturingmarket. China has attained this position by
rapidly evolving its business ecosystem, oering low labour costs
and taxes, and oering less stringent regulations. In recent years,
however, it has shifted to higher-endmanufacturing, resulting in
raising costs along the way. This has further been compounded
by the US-China trade war, which has promptedmany companies
to seek cheapermanufacturing destinations such as Vietnam, In-
donesia, and India. Despite these changing dynamics, China still
holds the indisputable title of being the “Factory of the World”.
Chinese companies are now no longer interested in just being
able to make cheap merchandise but to innovate or duplicate,
and upgrade the merchandise so that the high end China-made
products can put up a serious challenge to the western-made
products in respect to quality, design, color, price, and custom-
er appeal. With AI technology making an important impact onto
manufacturing, the desire to do export business with western
foreigners is now picking momentum in China.

A foreigner doing business with China by phone and email is quite
dierent to when it is done on a ace-to-ace basis. With the latter,
there is the body language interpretation to help convey one’s
intentions or reaction.

There are no hard and fast rules as to how one should handle the
negotiations in a cross culture interactions. It’s global dexterity,
and the ability to adopt or adjust behaviour in light of these cul-
tural dierences. And that’s something that is easier said than
done. Of course, not all situations are the same.

China Trade Centre

The author established the world’s rst China Trade Centre in
Brisbane (1988-2022) and has visited China over 46 times. In
2008, He was invited to visit Beijing to receive the Entrepreneur-
ship Award for Overseas Chinese at the Third World Summit of
Entrepreneurs. This article is based on the author’s rst hand
experience and observation made over 40 years based on west-
ern interactions with the business culture and practices in the
People’s Republic o China.

It should be noted that Chinese cultures and practices in the
Mainland China are quite dierent to those o the overseas Chi-
nese from Taiwan, Singapore, and Malaysia - even though they
may use the same Mandarin language.

It is not the purpose of this article to provide a comprehensive
manual as to how to do business step by step with China. It is
simply to provide foreigners a quick checklist of the issues that
foreignersmay not be aware or fail to realize the pitfalls the dam-
age that these issues can bring. Below are some cultural facts to
set the tone of the business environment that prevails in China.
Like everything in life, there is the good and there is the bad.
This article shall address only the “bad” aspects so as to put the
foreigners on the alert.

Rule of Law

China is not yet a country of the rule of law; it is still developing
its legal system, its structure in commerce, its acceptance; and
its uniform usage. So don’t rely too much on your legal docu-
ments at this stage for protection because there is none that
will give you the legal protection in China o the kind oered by
western courts of law.

Guanxi

In China, there is a well-developed system of favours since the
days of the imperial dynastic China. The art of “Guanxi” is kindred
along with the concept of “face” and personal reputation to help

ensure trust in a business deal. Today, the power of “Guanxi”
resides primarily within the Chinese Communist Party. With the
liberalization of China in the past 40 years, “Guanxi” has played
a part in being used eectively in business equivalent to a secret
currency. The “Guanxi art of persuasion” can be a very powerful
competitor to conventional conduct of doing business. In other
words, this unwritten element o inuence may even be more
powerful than what is written in agreements drafted by west-
ern lawyers.

Title of Positions

Hierarchy in China has a major inuence on the behavior o em-
ployees with their superiors. InWestern culture there is less em-
phasis on the importance of titles, and there is a tendency to put
team members on the same level, while in China there is more
of a sense of respect for job titles. During meetings, employees
tend to respect the senior manager’s vision and ideas that ac-
company the job title that the person holds.

However, it is fairly normal that Chinese personnel going overseas
are given a temporary upgraded title such as “Deputy General
Manager” or “Deputy Director” to impress the foreigners. Unfor-
tunately, this is only for “face value” but these title upgrades do
not usually accompanied by upgraded authority or responsibility.
It is basically or PR ace value only.

Face Value to Superiors

The Chinese employee usually does not show his disappointment
or disagreement with his or her direct superior, especially in
public. The concept of “face” is deeply rooted in Chinese culture,
and employees, but also Chinese managers, do not go against
and do not point the nger at showing themistakesmade by the
employee, so as not to lose “face”. Usually, errors and opinions
are displayed privately. In ofcial banquets, you will nd subor-
dinates of a Chinese leader will all mimic what the their leader
has stated earlier. This is a form of “consensus support” of having
the same words coming directly from the mouths of the subor-
dinates. Numerous public positions carrying high-sounding ti-
tles are also used for its propaganda value by the CCP but carry
very little authority.

Mandarin

It is amazing how many foreigners are ignorant of the fact the
there are several dierent “Chinese languages” spoken in China
that are not Mandarin - the ofcial Chinese language. There are
currently 23 provinces including the breakaway province Taiwan
plus 5 autonomous regions (Tibet, Guanxi, Xinjiang, Inner Mon-
golia, and Ningxia). China is one of themost linguistically diverse
countries in the world. There are 302 dierent Chinese dialects
spoken in China. The most common dialect used in China is the
ofcial standardized Chinese language calledMandarin (“pinyin”),
which was adopted by China as the ofcial Chinese language on
11th February 1958.

It should also be noted that there is a total of 28 “provinces or
autonomous regions” - each having quite dierent culture, cui-
sine, and language. To the west, China has always been regarded
as one big “China”. Yes, politically China is one Peoples Republic
o China (PRC); but historically and culturally, it is very dierent.
Take a Chinese person from Guangdong and one from Beijing -
this would be similar to say a European person from France and
one from Hungary. The two cultures and languages are total-
ly dierent. Mixing up a Chinese person’s ancestry origin and
background is a rst step o showing ignorance and disrespect.

The downward slide in business etiquette and loss of face will
start from that point of ignorance. Also the spoken Chinese lan-
guage like Cantonese andMandarin are notmutually intelligible,
meaning someone who only speaks Mandarin will generally not
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be able to understand Cantonese and vice versa; even though
the Chinese writing is still the same.

This is the reason why Mandarin and Cantonese are said to be
two dierent languages rather than dierent dialects.

Translation

When visiting Australia, the Chinese are well aware that Australian
exporters would be eager to secure a “deal” and in view of the
limited time available to sign a full contract, the Australian export-
ers would be quite keen just to attend a “signing ceremony” for
the parties to execute a Letter of Intent as an interim step. The
Australian side would not hesitate to host such event - but only to
nd out later that the simple document written in Chinese signed
at the ceremony was only an “Expression of Interest”. In drafting
such document, the translation of a Chinese character into En-
glish can reect dierent meanings (polysemous) depending on
the context it was used and also the accompanying words have a
direct bearing to the context of the meaning. It is like using the
English word “hot” - is it reerring to sun hot; re hot, or chili hot?

There is no doubt that if the Australian party was aware of the
dierence right rom the start, the signing ceremony would de-
nitely NOT be hosted over a banquet atMarriott Hotel, but signing
the EOI at a local McDonald Restaurant over a hamburger and a
cup o McCae coee. Most Chinese translators and students in
Australia are only suitable to be hired basically to provide social
translations or academic translations. But when it comes to busi-
ness, trade or technical translations, it would require onewho is a
bilinguist that also has actual practical experience in the industry
together with a good command of the appropriate technical and
business terminology used. It is important to have a bi-linguist on
your team i the matter on hand being negotiated is signicant.

Working Hours 996

Whilst the Chinese law is very clear and states that the standard
working time is 8 hours per day, 40 hours per week. The actual
hours worked by middle Management are far in excess of the 40
hours. The term “996” was introduced as an incentive to employ-
ees, especially in the technology sector, to help achieve high levels
of growth in a short time. The 996-work culture means working
from 9 am in the morning to 9pm in the evening 6 days a week.
Middle management employees are encouraged or required to
put in long, unpaid hours to show their commitment to their jobs
and loyalty to the company.

Australians whose work ethics are dierent should make careul
allowance when planning the logistics for the two sides as the
parties have very dierent workloads and timerames. It is not
uncommon for some hardworking Chinese that they may even
work 7 days a week until late in the evening.

Corruption

Is there corruption in China? Yes, o course, as China is no dier-
ent from the rest of the 193 member states in United Nations.
China and the United States have dierent denitions o corrup-
tion. In China, government ofcials can only earn wages, and any
additional income is considered corruption; the penalty could be
dismissal or even imprisonment. However, it should be noted that
there are dierent orms o corruption involved: grat, bribery,
embezzlement, extortion, secret inuence peddling, lobbying,
networking, abuse of discretion, and favoritism, nepotism and
clientelism; and of course the Chinese technique of using gratuity
as an intricate part of the “Guanxi art of persuasion”.

Usually with public ofcials, “gratuity” is always given at the ront.
A cultural tradition that stems from the days of the dynasties i.e.
a person seeking an audience with a Government Ofcial has to
show appreciation o the Ofcial’s time and the importance o the

position by presenting a substantial “gift” to secure an audience.

Expression of appreciation is always made front up; irrespective
whether the mission is successful or not. In the west, “gratuity”
is usually given after the service or favour has been performed.
Thus, in modern society in China the process of corruption is
complex, blurred and sophisticated.

It would require a brain surgeon to pinpoint accurately the source
of the corrupt cancer.

Foreigners need to exercise prudence

General advice – it is essential to navigate the waters carefully
when dealing with Chinese suppliers. Obviously the degree of
caution depends on the nature and size of the merchandise or
trade transaction and the degree its impact on the supply chain
will have on the foreigner’s critical path schedule.

Poor command of the English language

Chinese export personnel are usually young university gradu-
ates with an ability to speak English (but still considered poor
by western standards). Their expression and comprehension
of business matters are very limited, and frequently also very
naive. To make matters worst, the Chinese bosses usually don’t
have any knowledge of the English language at all. This makes
the situation even worse as everything now hinges on the junior
employee’s ability to deal with the inquiry correctly, and hopefully
keep the bosses inormed. Such language difculty can lead to
costly frustrations for the foreigner.

Focus is on making an immediate sale

When foreigners make an inquiry regarding an item advertised
in the Internet, the Chinese would respond by providing bits and
pieces of information, but always focus the inquiry to deliver an
order without fully listening or understanding the customer’s
technical requirements. Unfortunately, the Chinese frontline
employees’ main objective is to extract a sales order as quickly
as possible as their earnings are frequently based solely on sales
commissions.

Respond with inadequate information

When responding to an inquiry from a foreigner on say a pre-
fab modular house, more than 90% of Chinese companies failed
to give a proper “fact sheet” or pamphlet detailing all technical
inormation, oor plans, artist illustrations, photos, videos, FOB
prices and itemized inclusions. Occasionally, the advertised prod-
ucts on the Internet may even include photos of products made
by other companies, which they hope to secure an order rst be-
fore they start producing it from their own factory. It is common
mentality for Chinese factories to copy products manufactured
by other Chinese companies that they perceived as successful in
the market place. In addition, a new trend of “marketing agents”
has also emerged where Chinese companies that may have ex-
perience in doing business with foreigners are now using their
“so-called’ overseas expertise to allow them to sell the products
via their own websites. This misrepresentation can have severe
consequences on product warranties by the foreign buyer.

Lack of understanding of western
business culture
Due to the Chinese person’s limited uency in using the English
language, and also the lack of understanding of western business
cultures, the oreigner would need to put in a lot more eort and
time with Q & A emails beore nal clarication and condence
are achieved. English knowledge and industry experience gained
by an export salesperson selling ashion shoes is very dierent to
the person handling inquiries for building materials for a major



International

Trade Coucil

International Trade With China

6

project where precise specications and technical drawings need
to be reviewed, understood, coordinated, and that specications
are adhered to correctly so as to give condence to customer’s
supply scheduling, critical path planning, budget forecast, and
project control. Factors such as public holidays, inclement weather,
or something abnormal in China, the Chinese manufacturer will
automatically feel exonerated from any liability as the Chinese do
not have the same sense of responsibility (morally or otherwise)
to that of a western manufacturer.

Senior Management may be in the dark

Lack of interaction by Chinese company’s senior management
with customers due to internal bureaucratic considerations i.e.
where the front line personnel wants to retain the foreigner as
a sales credit to himself or herself and is reluctant to allow the
foreigner to talk to others within the organization.

Such behaviour can have signicant consequences to both par-
ties as thematter could jeopardize amajor sales order andwhere
accurate technical specications are critical. It would be best to
seek an alternative source of supply, as continuing to deal with
such a mindset will result in catastrophe. Chinese employees
are very unemotional to nancial loss, as it does not aect them
directly. In other words, they would not blink an eyelid if the for-
eigner’s order worth millions were lost because they did not re-
fer the sales inquiry to the CEO (due to the size of the order) or
the Chief Engineer (due to the technical complexity) of the sales
inquiry from the foreigner.

Senior Management most likely is
unaware of situation
Frequently, the Chinese salesperson apart from failing to recog-
nize the signicance o the inquiry, or simply too lazy to spend
time and eort to try and investigate the customers’ queries
urther as the Chinese salesperson is more ocus on his eorts
to chalk up a quick sale.

Therefore, it is very common for the salesperson handing the
English inquiry to ignore matters other than those that can re-
sult in a quick sale. In the author’s years of experience in deal-
ing with Chinese companies, not one single salesperson has
ever referred the inquiry to upper senior management. This is
a Chinese cultural trait where they prefer not to “rock the boat”
with unnecessary complications and also the desire not to share
credit for any sales made. It is indeed sad that in most cases,
senior management is unaware of the situation in their export
sales department as there is no way to make contact to the se-
nior management. Names or email details of senior executives
are usually not provided on their websites.

Inexperienced University Graduates -
the weak “linkage”
Most of the export personnel employed are at junior level and
are inexperienced and lack professional knowledge of products
& overseas business practices. Their only qualication in most
cases is their university educational background where they
have English as one of the subjects they have passed, but no
real life experience.

These young graduates were hired by their bosses who them-
selves are ignorant of the English language. This could result
in a dire situation on the outcome of a major trade transaction
where success or ailure is linked to the sales sta ’s competence
in the English language.

This weak “linkage” in trade negotiations is a very dangerous
risk factor.

Most export personnel lack
proper training

Most Chinese personnel dealing with export inquires from for-
eign corporate customers are usually not properly trained. They
simply respond with the same salesmaterials - whether you rep-
resent a large company or just an individual; the Chinese would
give the same sales propaganda on how long the company has
been established, how many employees it has, photos of their
factory, etc. This trait is a standard introductory propaganda
commonly practiced in a Chinese communist society. China’s
business community has in the last 20 years been using Alibaba
platform as their principal means of overseasmarketing This has
taken away the need to develop individual skills that are essential
to correctly handle foreign sales inquires, especially from over-
seas where the business culture and protocols are very dierent.
Fortunately this is slowly changing asmore andmore companies
are now dealing direct.

They just skip the question rather then
to say “no”.
Belated reply to clients’ queries or not answering the questions
asked is another bad trait of the Chinese. They prefer to avoid
the question rather than to say “no” as the Chinese salesperson
would simply brush pass the items where it involve a negative
response, and just concentrate in providing details on what they
choose to focus.

The foreigner may have to send several emails demanding a
specic response to the matter raised beore nally getting an
answer admitting that they don’t have the product or they can-
notmeet the specication. This cat andmouse game is both time
consuming and frustrating.

Follow up action

The Chinese usually don’t seem to relymuch on proper follow-up
after quotations have been submitted as if they don’t get an or-
der fairly quickly, they will assume the deal is dead. The Chinese
salesperson would lose interest and focus on matters on hand
that can result in an immediate sale. The Chinese are also not
familiar with the management procedures that are required to
be followed in western countries formajor procurement. Foreign
buyers therefore need to follow up these contacts themselves
and to also make sure that all quotations previously received are
updated and are still valid in all details.

Western business culture and protocol

The Chinese is also not familiar with overseas business culture
or protocol as they treat an inquiry from a Senior Executive
from overseas the same as they treat one from say a housewife.
The junior employee is insensitive to the hierarchy of a western
corporate organization where dierent levels o management
structure need to be taken into account and abide by the proto-
col required. The Chinese will handle an inquiry from a CEO of a
major company that potentially may order 1,000 cars the same
way as he or she would handle the inquiry from a housewife with
a potential order of only 1 car.

Use of Mobile Phones -
WhatsApp or WeChat
It is quite evident that the Chinese salesperson places very little
signicance when dealing with westerners o dierent positions.
They will engage in a relentless bombardment of sales materi-
als sent via text massages to foreigner’s mobile phone. This can
be quite disturbing, as the Chinese have no appreciation of the
fact that mobile phones in Australia are still regarded as “private
space” and not to be used for sales &marketing campaign unless
prior consent has been given by the person.
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In China, everyone uses themobile phone as it is their way of life.
They don’t dierentiatemuch between “business space” and “pri-
vate space”. The Chinese don’t like to use landline to make over-
seas calls. In China, they have to pay for this service. Their favorite
preference is therefore to use the free WhatsApp or WeChat.

It should be noted that important documents andmessages sent
viamobile phones do not provide a proper and secure record for
future reference or provide a data trail for audit or legal purpos-
es. These data on mobile phones can be erased at any time and
also when the employee leaves the company, the mobile phone
goes with the ex-employee.

Lack of individuality

Company strategies and policies seem to come fromone common
mold; there is hardly any individuality. This is typical of all Chinese
companies. Since the opening of its economy to the outside world
in 1970’s, the Chinese people and their companies have no indi-
vidual knowledge or experience to be dierent rom what they
have been shown by the communist government.

Therefore, it is still a trait of the Chinese to adopt the samemen-
tality in business and everyday life. Although improving, the
Chinese mindset is to remain consistent with everyone else, as
China is still a monopolistic society. It should also be remem-
bered that a high number of companies are in fact state-owned
or state inuenced. Thereore attitude by these employees are
usually quite complacent.

Other important considerations

The Chinese companies still do not place sufcient importance
on the understanding or the appreciation of other aspects of
trade apart from FOB price such as quality, reliability, credibili-
ty, warranty, and performance. The global business community
now regards other morality factors are just as important - such
as corporate governance, sustainability, integrity, transparency,
and honesty.

The two famous phases allegedlymade by its political leader Deng
Xiaoping: “to get rich is glorious” and “It doesn’t matter whether
the cat is black or white — so long as it catches the mice” have
ignited the capitalistic spirit of the Chinese people so much so
that by 2024, there are 814 billionaires in China.

Sadly, China also has achieved the notorious reputation of be-
ing the world’s capital of fake commodities including many food
products, which put the consumers’ health at risk. China through
its economic reforms have moved its capitalism expansion at a
hurricane speed o over 100 miles per hour, but the trafc laws
dealing with commerce are laggingway behind; thus China’s rapid
expansion in the last 20 years have been “wild west” chaos and
without regulatory controls.

Marketing by emails

Chinese companies still use ineectivemethods to nd customers,
e.g. sending unsolicited emails with poor message or content.
Recipients usually delete 90% ormore o these emails as they are
regarded as “junk” emails by the foreigners. Chinesemanagement
needs to urgently train their people to fully and properly under-
stand the protocols and practices of western business culture and
corporate governance. The Chinese still lack basic understanding
in proper marketing. The present mindset of these salespeople
in getting overseas sales order is simply to send out a bunch of
emails with minimum details and just quoting a cheap price of
the product. And in many cases, these emails don’t even display
pictures of their products or provide a website address.

E-commerce platform

Overseas customers often receive communications from Aliba-
ba platform and also direct communications from the suppliers,
which result in confusion and waste of time. For over 20 years
as companies in China started to produce and market consum-
er products for the huge consumer markets, both locally and
overseas, the use of e-commerce platform via the Internet was
the principal marketing tool adopted. Alibaba was the dominant
platorm oering Internet technology to the Chinese business
community; this resulted in grooming a whole generation of Chi-
nese enterprises in doing business in a capitalist environment
through the Alibaba platform. The Chinese unlike other countries
did not develop their business maturity rst beore adopting In-
ternet technology. The Chinesemanufacturers and businessmen
experienced these two components concurrently.

Therefore, when venturing out to do business directly with the
western world, these Chinesemanufacturers are poorly equipped
to handle business dialoguewith thewestern customers. Nor have
the manufacturers adopted a proper price structure to cater for
dierent tiers o sale prices. In other words, the price structure
is more or less based solely on only the retail price of products
sold via Alibaba platform.

The manufacturer is then faced with the dilemma of having to
provide a satisfactory price list that has been properly structured
to cater or the dierent tiers omarketers i.e. importer, distribu-
tor, wholesaler, and retailer. As a result, Chinese companies are
nding it extremely difcult to nd overseas importers / distrib-
utors and wholesalers to take on their products for distribution.

For over 20 years, the Chinese have been marketing directly to
the global consumers at retail or Internet price and enjoyed the
high prot margins. Now they are caught in a limbo as their ear-
lier sales achievements made via the Internet is now a barrier to
them establishing a workable distribution network in overseas
countries. They have sold the products at a cheap retail / Internet
price and had enjoyed the sales achieved; now there is no room
left in the price list for margins for distributors and wholesalers.

Unless the manufacturers increase the retail price substantially,
China will be retarded severely from expanding its marketing
network globally and also weakens its price competitiveness.

Insufcient inormation provided

In almost 99% of cases, the Chinese has failed front up to pro-
vide the relevant information of a particular product by way of a
neatly summarized fact sheet giving full details including prod-
uct reerence number, plans, specications, pictures, FOB price,
shipping details, packaging, weight, etc. in a simple & concise
format to customers. Such informative pamphlet can save a lot
of time and miss-interpretations.

Instead, they engage in a “ping pong” exchange of un-necessary
transmission of emails. This behaviour is also sometimes due to
the Chinese culture where a small simple matter is made into a
long and complicated one in order tomake thematter lookmore
important and complex, so that it can justify the importance of
the person’s position involved with foreign trade.

Front-up payments / deposits

Last but not least, is the question as to what payments are re-
quired front-up with orders. Trade transactions are usually doc-
umented in US Currency and most Chinese suppliers request a
front-up payment of 25% of the value of the sales order. How-
ever, in recent times a number of the exporters have increased
the deposits required and in some cases, they are even asking
for 50% front-up payments to their bank account.
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These funds if paid into an independent third party’s bank account
i.e. lawyer’s trust account where some protectionmay be obtained.

Where funds for orders are paid directly into the Chinese man-
ufacturer’s bank account; there is no legal protection or control
over the funds once the money is paid and the security of the
funds becomes at the mercy of the Chinese manufacturer.

At themoment, there is no reliablemercantile report on the cred-
it worthiness of a Chinese company that one can obtain before
doing business with that company; nor is there any legal safety
net to allow a foreigner to successfully make a claim on compen-
sation if things went wrong. Legal documents drawn up by law-
yers may serve as a purpose of intent between the parties; but
when it comes to going to court and getting compensation, it is
whole dierent story. The laws in civic matters can vary greatly
with each Province and also there is no uniform code in com-
mercial law in China.

It is still common practice for the Chinese suppliers to demand
a deposit front up with the FOB order. Whilst it is slightly dearer,
foreigners should consider using other payment formats such
as C&F, CIF, and Letter of Credit when dealing direct with China.
These nancial instruments would at least oer a slightly bet-
ter protection for the foreigner regarding actual delivery of the
products ordered before part or full payment is made which,
once made may never be recovered in the event of a dispute or
factory having closed down.

Orders placed through reputable e-commerce websites i.e. Al-
ibaba may oer some protection as delivery FOB can be made
guaranteed. It would be best to engage professional agents in
China that can check quality, compliance, and shipping arrange-
ments beore nal payment is made.

Conclusion

International trade is becoming very competitive and a much
higher benchmark of governance is now required of Chinese com-
panies if they wish to make an inroad with the overseas market.
Chinese manufacturers are improving the quality of their prod-
ucts, and inmany cases have even surpassed western standards
by their innovation, price, and quality. This is the good part of the
changing tide in China trade. However, the bad tide is still lurking
in the shadows in the everyday life of the Chinese, and foreigners
need to take precautionary steps to mitigate such risks.

Sincemost trade inquireswith China aremainly done via Internet
with emails andmobile textmassages. Proper Protocols should be
set up to ensure internal checks are conducted tominimize risks.

The time-honored cultural benets o “Guanxi” inuence is ab-
sent since negotiations are done directly between the two parties
electronically. There is no presence of a “face” contact involved
to provide an addional form of assurance. Whilst China is rapidly
changing and improving its corporate governance standard that
is practiced throughout China in their dealings with foreigners,
it will be quite some years before general principles of proper
corporate governance would beome the norm.

The warning to foreigners inthe meantime is to exercise caution
and conduct your due diligence investigations thoroughly and be
mindful of the phrase: “prevention is better than cure”. Foreign
companies are also advised to seek assistance from profession-
al Agents and Consultants who are experienced in dealing with
procurement matters in China.
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About the International Trade Council

The International Trade Council (ITC) is a peak-body trade or-
ganization that provides a range of services to help exporters
navigate the complex world of international trade. ITC members
include startups, mid-to-large sized corporations, government
export promotion agencies, and government foreign direct in-
vestment promotion agencies.

The ITC provides valuable resources and support to help export-
ers comply with international trade regulations, nd new mar-
kets, and connect with potential buyers and partners. Through
its programs and services, the ITC helps exporters access trade
information, training, andmarket intelligence, as well as providing
networking opportunities and business matchmaking services.
The International Trade Council is also home to the Go Global

Awards, the Global Business Confdence Survey, the Quality in
Business Certifcation and a USA Business Incubation Service.
By leveraging the ITC’s resources and expertise, exporters can
increase their chances of success in the global marketplace.

Visit our website at https://www.tradecouncil.org or become a
member at https://www.tradecouncil.net


