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A key theme emerging from the symposium 

was China’s heterogeneity. Providing the first 

academic keynote, titled “Understanding 

Consumers and Marketing in China”, Professor 

Yuhuang Zheng of Tsinghua University 

highlighted geographic, generational and 

gender differences in China. Regional 

differences were also graphically illustrated by 

Patrick Chovanec, Managing Director and Chief 

Strategist at Silvercrest Asset Management, in 

his popular “Nine Nations of China” work.

The first business keynote was given by Mme 

Mianmian Yang, former president of Haier, 

and responsible for much of Haier’s strategic 

innovation and global expansion. She discussed 

how their platform not only facilitates the 

establishment of micro-companies by former 

employees, but offers distribution and channel 

services for other firms, including appliance 

firms seeking to distribute in the Chinese market.    

The symposium highlighted additional means for 

New Zealand firms seeking to distribute products 

in China. Mark Lawley, General Manager of 

International Business at New Zealand Post,  

introduced us to how the online B2C site Ule 

New Zealand Mall has enabled more than 20 

New Zealand firms to sell products directly to 

Chinese consumers. The website, a joint venture 

between China Post and Tom Group, allows New 

Zealand firms to list their products in Chinese 

and allows Chinese consumers to order and 

pay online in Chinese currency, with the New 

Zealand firm then mailing the parcel to China. 

Alex Worker, Director of the Marianas Group, 

demonstrated how through providing an end-to-

end supply chain that guarantees quality, they 

are becoming “trusted NZ storytellers” for a 

portfolio of high-end Kiwi brands and products 

in North and Southwest China.

Professor Marshall Meyer, of the Wharton 

School, provoked the audience with the second 

academic keynote, “Entry into China: Do Smaller 

Firms do Better and Why?” He showed results 

challenging the received wisdom that big firms 

do better, indicating that this may be due to 

China’s hyper-competitive and fragmented 

market structure - driven by its culture and 

history.  The implication? Firms may require 

innovative and potentially uncomfortable 

strategies and organisational designs.

Another key symposium theme was 

collaboration. Richard Jones (Poutama Trust) 

“The Taniwha and the Dragon” reviewed how 

Miraka, Maori Red Meat Group, Miere (honey) 

Coalition, and an Indigenous NZ Cuisine cluster 

had benefitted from “collaborating onshore to 

compete offshore”.   In addition, Matt Crawford 

(Zespri), pointing out the Chinese consumer’s 

increasing demand for premium products and 

an “obsession” with food safety and health, 

illustrated an example of co-creating brand value 

with stakeholders - Zespri’s partnership with 

China’s Ministry of Health, the Chinese Nutrition 

Society, the CCDC (Children Foundation) and 

the Formosa Cancer Foundation, to create the 

Rainbow 5-A-Day programme. 

Throughout the day, speakers provided practical 

insights for firms entering the China market, 

including the value of Chinese-origin marketing 

managers as gate-openers (Dr Hongzhi Gao, 

Victoria University), ways to conduct low-cost 

market research in China (Philip Gregan, NZ 

Wine Growers), understanding how Chinese 

Customs work (Richard Bargh, NZ Customs), 

utilising NZTE (John Cochrane, NZTE), and 

exploiting social media (Glen Murphy, Nine 

Rewards, and Jussara Bierman, RareHQ).

Copies of the presentations are available on-line 

at the New Zealand China Trade Association 

website.
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The NZAI hosted the 3rd China Business Symposium at the University’s Fale Pasifika on 25 July. Co-organised 
by the New Zealand Contemporary China Research Centre and the New Zealand China Trade Association, 
the symposium had more than 130 delegates hearing from leading practitioners and academics from 
around New Zealand and internationally on successful market entry strategies in China. 


