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Introduction

This guide is intended as an introduction to China and the Chinese market for Irish companies interested 
in doing business there.

China is currently the world’s fastest growing major economy. Having in the past been relatively closed to
foreign trade, it is now increasingly open. It is a fully-fledged member of the World Trade Organisation, 
and, particularly with the recent integration of Hong Kong and Macao, is fast adopting business practices
and models that are standard in the west.

By all measures, the country is vast: its land area is greater than that of the United States (almost 140 
times the size of Ireland); its population is about 1.3 billion (over 300 times the population of Ireland). 
The land includes deserts, mountains and coastal areas, with a range of climates, from tropical to temperate.

A large number of dialects are spoken, none of which is likely to be familiar to the European visitor.
The rich cultural traditions that underpin all social and business transactions are also likely to appear strange
to the newcomer.

Despite these challenges, the country offers many business opportunities:
- Opportunities for selling goods and services
- Opportunities for outsourcing production
- Opportunities for sourcing raw materials and components

Many international businesses are lured to China by the prospect of a market of a billion new consumers,
but this is a somewhat naïve view. Income levels vary widely, between the richer urban areas and the 
more rural areas. For the majority of the population, the concept of ‘disposable income’ has no meaning.
However, there is a population of about 300 million who are certainly in the market for western goods 
and services. Also, in their drive to address export markets, Chinese businesses are developing an appetite
for technology, systems, and infrastructure that cannot be satisfied by indigenous suppliers.

Just as China is a vast country, the topic of doing business with China is also vast. This guide is intended
only to introduce the subject – anyone contemplating business in China will have to conduct serious
research and be prepared to commit considerable resources to the task . This guide includes references 
to a wide range of useful sources, and the Enterprise Ireland offices in Beijing, Shanghai, Hong Kong 
and Guangzhou will be happy to assist you, whether by conducting market research on your behalf,
arranging introductions to potential customers and partners, or providing practical assistance on legal,
taxation or other issues.

The guide draws heavily on the experience of Irish companies who have succeeded in China, and the 
text includes tips from these companies.

Gerry Murphy Director 
International Sales & Partnering
Enterprise Ireland
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1
About China

A r e a
China occupies 3,696,100 square miles (9,572,900
square kilometres), or approximately one-fourteenth of
the land area of the Earth.

Po p u l a t i o n
China is the most populous country in the world, with
a population of 1.3 billion people. The main
concentration of population is on the eastern
seaboard, but there are considerable populations 
in the southern and central regions. The 
population is less dense in the western desert 
and mountain areas. 

C l i m a t e
Occupying such a large area of land, China has
significant extremes of climate. In general, summer in
China is very hot. Most regions experience heavy rains,
particularly in spring and summer.
- Northern China

Climate of contrasts with icy cold winters and dry
hot summers, but with increasing humidity as you
move south.

- Southern China
Sub-tropical climate, with humidity increasing as you
move further south. Cooler along the coast, but
with the possibility of typhoons in the summer.
Winters are not as cold as the north.

- Central China
Similar to northern China, but not as extreme.

- Western China
Continental climate with very cold winters and
warm summers.

- Average Temperatures (Celsius) J a n u a r y July   
B e i j i n g - 5 2 6
S h a n g h a i 3 2 8
G u a n g z h o u 1 3 2 8
Ku n m i n g 8 2 0

R e l i g i o n
China has a long tradition of philosophy and religion,
with Taoism and Confucianism providing the basis for
the cultural and moral code for much of the past
2,500 years. Buddhism has also had a strong
following in China since the 1st century AD.

During the late 1960s, measures designed to eliminate
superstitions were expanded to include the destruction
of ancient Buddhist, Taoist and Confucian temples and
manuscripts. However, China is much more tolerant of
religion and religious practice today. 

H i s t o r y
China’s history extends back at least 5,000 years (to the
Neolithic era) but the recent discovery of Peking 
Man, estimated to be at least 500,000 years old, 
and archaeological traces of settlements suggest pre-
historic human activity in China much further back than
that – maybe even as early as one million years ago. 
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From the earliest times, dynastic structures formed the
basis of Chinese history and development. The last
dynasty was overthrown by the Kuomintang in 1912
when the Republic of China (ROC) was established.
Following World War Two, a civil war saw the rise of
the Communist Party and the establishment of the
Peoples Republic of China (PRC) in 1949. The defeated
Kuomintang Nationalists retreated to the island of
Taiwan which still claims the title of ROC. While
technically the two sides remain at war, increasing
investment and two-way trade has brought prosperity
to both sides of the Taiwan straits.

L a n g u a g e
There are many dialects of spoken Chinese, but the
most common are Mandarin (which is the standard
form) and Cantonese, the form used in Hong Kong 
and in the southern provinces including Guangdong
Province. Written Chinese is the same for all dialects, 
so that even people who do not understand each 
other in conversation can understand each other in
writing. Pinyin is a phonetically based romanisation 
of Mandarin. Because of the wide variations in dialects
and forms of spoken Chinese, it is advisable to hire 
a local translator or interpreter in each city or 
region you visit.

G e o g r a p h y
In this section we look at the regions of China, with
particular attention to wealthier areas. 

Southern China ( F i g . 1 )

G u a n g d o n g
With a population of 78 million, Guangdong has 
long been a centre for trade. It is China’s most 
modern province. It is heavily industrialised, well
developed economically, and benefits from proximity 
to Hong Kong. Urban standards of living are quite 
high with rising consumption of consumer goods 
such as cars, mobile phones, computers and 
household goods. 

Guangdong has a good telecommunications
infrastructure. Its primary industries include light

manufacturing, textiles, engineering and shipbuilding.
Guangdong has been at the heart of China’s recent
development policies, and it contains three of China’s
five Special Economic Zones, all of which 
are important investment centres: 
- Shenzhen, (directly north of Hong Ko n g )
- Zhuhai (directly north of Macao)
- Shantou (on the eastern coast)

Hong Ko n g
With a population of just over 7 million, Hong Kong is
one of the world’s great trading centres, and 
was historically the principal point of entry for
international companies seeking to enter the China
market. Many of the world’s top companies have
regional headquarters in Hong Ko n g .

Hong Kong returned to Chinese control in 1997, and is
a Special Autonomous Region (SAR) with a high degree
of self-governance. 

Its highly developed infrastructure makes it an
important point for investment into China. Hong Ko n g
company law allows non-residents to be directors and
shareholders of Hong Kong limited companies and to
use these for trading purposes in China. 

Hong Kong also enjoys a low tax rate and offers tax
exemption for companies that do not conduct trade
within Hong Kong itself, giving the area something
similar to offshore tax-free status.

Fu j i a n
Major industries in Fujian include building materials,
f o r e s t r y, light manufacturing, electronics,
petrochemicals and shipping. China’s annual
International Investment Fair is held here. In Fu j i a n
Province, Xiamen is a Special Economic Zone, which
allows it to offer preferential tax policies and a variety
of other incentives to foreign and local industry. 

G u a n g x i
Guangxi is an autonomous region with some self-
governance. It borders on Vietnam to the southwest
and its economy is based on agriculture and tourism.

DOING BUSINESS IN CHINA

There are many dialects of spoken Chinese, but the most 
common are M a n d a r i n and C a n t o n e s e

Fig.1
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It is home to Guilin, a town famed across China and
the world for its spectacular setting by the Lijiang
River flowing among severe karst peaks. 

Yu n n a n
Yunnan Province is in southwest China and has a
population of over 43 million. It has international
borders with Vietnam, Laos and Myanmar. Lijiang in
Yunnan Province now lays claim to the title of the
mythical ”Shangri La“.

The capital city, Kunming, is the most industrialised
area, but the major industries in the region include
agriculture and tourism. 

Hainan Dao 
Hainan Island or Hainan Dao lies in the South China
Sea, 30 miles off the coast of Guangdong. It is a
Special Economic Zone and thus enjoys preferential
tax breaks, though it is not yet heavily industrialised. 

Hainan’s actual territory covers an enormous amount
of seabed - a radius of about 200 miles around the
island area - and the local government is keen to
exploit this. In recent years Hainan has developed 
into one of China’s prime resort areas due to its
favourable climate.

Northern China ( F i g . 2 )

B e i j i n g
Beijing (population circa 14 million) is the capital of
the People’s Republic of China, and is a municipality
with the status of a province. China’s highest-level
academic, cultural, scientific and economic
institutions and foreign embassies are all located in
Beijing. It is also home to the China offices of many
of the major international companies, and is the
centre for political influence and lobbying.
It is now a major trade and transport hub and has 
a well-developed commercial infrastructure.

Industrially, it is second only to Shanghai.

Beijing has development zones in Yizhuang,
Zhongguancun, Miyun, Shangdi and Fengtai, 
and is targeting hi-tech and new and experimental
technologies, in addition to general trading and
manufacturing.

Tianjin
Tianjin, another municipality with the status of
province is China’s third largest city and is a major
international port and a centre of heavy industry
such as steel, textiles and machinery. Light industry
and chemicals are also developing. Tianjin is famous
for its carpet factories. Tianjin has been successful in
attracting many multinational companies (such 
as Motorola, Samsung and Coca-Cola) to establish
their manufacturing plants in the city’s high-tech
zones in recent years.

Heilongjiang
Heilongjiang is China’s northernmost province,
sharing an extensive (3,000 kilometre) border with
Russia. Heavily forested, the area is rich in natural
resources, and is now an important distribution
point for goods going into or exiting Russia, with 
an extensive rail network centring on the capital 
city Harbin. 

Jilin
Jilin borders North Korea and the provinces of
Liaoning, Heilongjiang, and Inner Mongolia. It has 
a wide-ranging industrial base with mineral reserves,
timber and associated processing industries.

Shanxi
Shanxi, to the west of Beijing is China’s most
important coal-producing region, and it is also rich
in iron ore and other minerals. These natural
resources have helped Shanxi develop heavy
industries such as steel production, heavy 
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machinery and industrial chemicals. The province
also uses its vast coal reserves to produce the
electricity which is supplied to Bejing.

Liaoning
To the north of Beijing, Liaoning is rich in natural
resources, is economically strong, and benefits 
from its proximity to South Korea and Japan. 
The capital of the province, Shenyang, was the 
main automotive production centre of China, 
but this industry has now declined. Dalian is 
one of China’s largest ports, serving Japan 
and Korea.

Industries include silk production, coal and iron-ore
mining, and power generation.

There are special economic zones and incentives 
for foreign investors at Dalian, which have attracted
many Japanese and Korean companies and Dalian
specifically promotes itself as a base for the 
high-tech sectors. 

Shandong
Shandong is a densely populated province with an
extensive coastline on the Yellow Sea. Aside from
agricultural production, it is rich in natural resources
such as coal, iron and oil, and has major ports at
Yantai and Qingdao. Industries include iron and
steel production, tool manufacture, vehicles,
locomotives and wagons, silk and fisheries. 
Qingdao is also the base for China‘s most famous
beer brand of the same name.

Inner Mongolia
Inner Mongolia is an autonomous region that runs
across most of northern China proper and shares a
lengthy border with Mongolia and Russia. The area
consists largely of desert (The Gobi) and steppes,
centred on the Mongolian plateau, which has an
average elevation of 1,000 metres. 

Central China ( F i g . 3 )

Sh a n g h a i
Shanghai (population: circa 17 million) is the industrial,
trade and financial centre of China, and generates a
sixth of China’s total income, second only to
Guangdong province. Located on the Yangtse River
delta, Shanghai is strategically important as a
communications node, and is poised to rival Hong
Kong as the point of entry for foreign companies
wishing to trade in China.

Profit tax is lower in Shanghai than elsewhere in China
(24% versus the 33% national rate), and in certain
investment zones it is lower still. It should be noted
however that it is a stated aim of the government to
harmonise all corporate and profits taxes within China
in the next few years.

S i c h u a n
Sichuan is China’s third most populated province. 
It has a mild climate, is surrounded on all sides by high
mountains, and has a massive central plain, called
”heaven on earth“ by the Chinese because 
of its fertile soil and rich mineral deposits. 

Major industries include engineering, vehicle
manufacturing, iron smelting, chemical production 
and cotton milling.

Chongqing is the province’s largest city (population: 8
million). It has investment zones covering a range of
industries. Until recently, it was the capital city, but was
given the status of a Municipality, with the status of a
province, and Chengdu (population: 5 million) is now
regarded as the capital city of Sichuan.

H u b e i
Hubei is often referred to as the ”land of the thousand
lakes”, and its economy ranks 10th among China’s
provinces. The capital Wuhan is the largest inland port 
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and the province is home to the famous Three
Gorges Dam, which when completed will provide
85,000 GWH of electricity.

H e n a n
Henan is China’s most populated province with 96.7
million people. It can broadly be divided into two
parts: a hilly western region and the China Plain in
the east. It is an agriculture-based province but also
produces coal and metals.

G u i z h o u
Most of Guizhou consists of a high plateau that
drops in stages from west to east. Prominent
industries include iron and steel, engineering,
electronics, cement, fertilisers, tyres, mining and 
silk production.

A n h u i
Because of its proximity to Shanghai, Anhui has long
been a source of migrant labour for the city. The
economy is mostly agricultural but it does produce
coal, copper and iron.

J i a n g x i
Jiangxi has large coal deposits, and tungsten and
kaolin are also mined, but it is one of the poorer
provinces in China. Agricultural produce includes rice,
cotton and rapeseed.

J i a n g s u
Jiangsu lies to the north of Shanghai. Its principal
industries are textiles, food processing, machine
engineering, vehicle production, chemicals and silk
production. It is a relatively weathy province and the
cities of Nanjing, Suzhou and Wuxi are seen as lower
cost alternatives to nearby Shanghai.

Z h e j i a n g
Zhejiang lies to the south of Shanghai. Driving time
from Shanghai to Hangzhou the capital city of the
province is three hours and Hangzhou attracts many
multinational companies to its development zones.
The city has a large number of universities and
institutes of higher learning, providing a good source
of management talent without the high costs
normally associated with Shanghai. 

Zhejiang is renowned for the entrepreneurial spirit of
its people, with many township cooperatives now
dominating certain sectors of industry. For example
over 80% of the world’s cigarette lighters and over
60% of the world socks are produced in Zhejiang.

Western China ( F i g . 4 )

X i n j i a n g
The autonomous region of Xinjiang is China’s 
most westerly province and the largest in area. 
It includes large areas of desert, steppe and high
mountain ranges.

G a n s u
G e o g r a p h i c a l l y, Gansu is China’s most central 
region and its main industries are agricultural
production. The main crops include cotton, maize,
millet. The province also produces a wide variety 
of metals. 

S h a a n x i
Shaanxi Province has a major tourism industry, with
attractions including the world-famous terracotta
warriors, which were unearthed in tombs close to the
city of Xi’an, the gateway to the western regions.
Other industries include coal and oil processing,
cotton and textiles, electrical equipment, engineering
and chemical manufacturing, iron and steel
production, and some hi-tech industry.

T i b e t
The “roof of the world”, Tibet is an autonomous
region sharing international borders with India,
Nepal, Bhutan and Myanmar. Much of Tibet’s
earnings come from tourism, but it is still 
very poor.

N i n g x i a
Ningxia is an autonomous region and China’s
smallest province. Northern Ningxia is considered the
granary of northwest China, while large areas of the
region are desert. 

Q i n g h a i
Qinghai is a very large and sparsely populated
province to the northeast of Tibet.

Fig.4
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When You Are There
China has an extensive network of public transport,
which should meet general business travel needs.
The following are tips to keep in mind when
travelling to, and spending time within, the country.

A i r l i n e s
Reasonably priced flights available to all the main
destinations. Most airline staff – both at the airport
and on board – speak some English. Long flights
may have Chinese rather than Western films. Most
Hotels have travel/tour desks where reservations 
can be made.

R a i l w a y s
Good for slightly more remote destinations but 
signs and announcements are always exclusively in
Chinese. Three classes, all at affordable prices:
‘sleeper’ for long journeys, ‘soft’ and ‘hard’ for
short trips; food and drink available. 

Ta x i s
Chinese taxi drivers very rarely speak English. 
Give your destination written down in Chinese 
to your taxi driver. The Hotel concierge will usually 
do this for you or, you can get a printout of your
destination in Chinese from the company you 
are visiting or from web guides. All Taxis in China 
have meters and if your trip involves using one of
China’s toll roads, the cost of the toll will be added 
to the fare that appears on the meter. Tipping is 
not expected. 

D r i v i n g
To drive legally in China you must have a Chinese
driver’s licence; an international driver’s licence will

not suffice. It is possible to hire a car and driver 
by the day.

Treatment of Visitors
In the larger cities, most Chinese people are familiar
with Westerners; in rural areas and smaller cities
and towns, however, Europeans are less frequently
seen, and may be treated with some curiosity.

Health and Safety
Risk of hepatitis (strains A, B, and E), typhoid, polio,
malaria, dengue fever, tuberculosis, yellow fever and
rabies. Immunisations must be obtained in advance
of travel – consult your doctor. Although it is often
stated that water in hotels is fit to drink, it is safer
to buy bottled water for drinking. China is a fairly
safe country. As elsewhere there is always a risk of
petty theft and pick-pocketing. 

V i s a s
You are required to have a passport with a validity
of at least 6 months, and a visa in order to enter
China. You may also be required to produce proof
of onward travel intentions (a return air ticket).
Check with the Chinese Embassy in advance of
travelling. (See appendix for contact dteails)

C u r r e n c y
The currency is known as the Renminbi (the
people’s money), designated as RMB. The basic unit
is the Yuan, also known verbally as the kuai. There
are 10 jiao (also known as mao) to the Yuan. The
exchange rate (as at August 2005) is approximately
8.12 RMB/Yuan to 1US$, or 9.98 to 11. With the
exception of Hong Kong it is not possible to get
Renminbi outside of China. It is easy to exchange

DOING BUSINESS IN CHINA
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currency upon arrival at the airport, hotels and
banks but keep the exchange receipts as you will be
asked to produce them when you are exchanging
currency on departure. Most hotels and restaurants
accept traveller’s cheques (US dollars) and credit
cards. There are a limited number of ATMs in most
cities where you can use credit cards to withdraw
RMB. Euros are generally accepted for exchange at
airports and in hotels and major banks. Fu n d s
equivalent to a maximum of US$5,000 may be
brought into China.

Clothing
Trousers and short-sleeved, open-necked shirts, and
a light jacket to wear during the evenings are fine
for summer wear. Winters can be extremely cold 
in some regions, and most regions have a rainy
season, so be prepared. In warm weather, a tie will
be expected only for formal occasions. During the
w i n t e r, appropriate attire includes a jacket and tie.

H o t e l s
Most international chains are represented in the
major cities across China. Local hotels offer some
good bargains with good service. 

Business Hours
All of China operates in a single time zone, 
Beijing time, which is GMT + 8 hours. Offices
generally open at 9:00 am and close at 5:30 pm
and are closed on weekends. Government
departments may only be open from 10:00 am 
until 12:00 noon, and from 2:30 until 4:00 pm.
Although Xinjiang Province is on the same time 
as Beijing, working hours are an hour earlier than
those elsewhere.

Public Holidays (Fig.5)
Public holidays vary from region to region and since

some are based on upon the lunar calendar, the
dates of these change from year to year. In recent
years, China has moved many holidays to the
weekend to create a number of "long weekends"
and has extended some of these holidays by adding
a day or two before the actual date. 

C o m m u n i c a t i o n s
China has an efficient postal system; it will take 
less than a week for mail from China to reach 
Ireland. Hotels normally sell postcards and stamps,
and provide stationery. Broadband and Email
facilities are common in the major hotels, and most
Chinese businesses are online. Courier firms such as
Federal Express, DHL and UPS are reliable. There is
an extensive Chinese mobile phone network –
almost everyone in urban areas has a mobile phone,
including taxi drivers. China has nationwide GSM
and CDMA networks. Roaming with an Irish mobile
phone is possible. 

Meeting and Greeting
Greeting the Chinese is a matter of a simple
handshake. At the conclusion of an event – a
meeting, or perhaps a banquet – it may be
appropriate to present your host with a small gift. 
A product or souvenir from your home region
would be particularly suitable. 

Bring plenty of business cards with you. On 
meeting a new person you should hand over your
business card after you shake hands: It is possible 
to have these translated and printed in Chinese
before you come. Your Chinese friends will help 
you choose a Chinese name, both for yourself 
and your company.

Wining and Dining
It will impress your hosts if you try to use

ABOUT CHINA   6 . 7
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chopsticks, although they will normally provide
Western tableware as well. Meals usually include
multiple courses, and can be quite elaborate affairs.
The Chinese like to offer prized guests delicacies
such as chicken feet or exotic rare species, but if
asked, you may opt for fish, beef, chicken and
vegetable dishes instead. Some of the local
alcoholic drinks are extremely strong, and may be
offered to you at or after business meetings. Ta k e
care! If you have had enough to eat and drink,
simply leave the food on the dish and leave your
glass full. Traditional hospitality dictates that your
host will keep plying you with food and drink.

Business Meetings
For business meetings, always be well prepared –
there will be no concessions made for naiveté!
Your Chinese counterparts may have prepared
contracts and letters of intent in advance. Do not
commit to any agreement at first sight. It is
advisable to engage a professional advisor to 
assist with contracts and negotiations. 

Expect long negotiation sessions and remember
that your opposite number is not a native English
s p e a k e r. Make sure that all details of contracts are
fully understood. Do not assume that the person
you are negotiating with has the authority to sign
off on a deal. It is quite likely they will have to
submit the contracts to higher level people before
they can be signed.

Contracts in China tend to be simple, and it is
expected that negotiations can continue after the
contracts are signed. Chinese people expect that
things will change in the future and that partners
must be flexible in their agreements to meet these
changed conditions. Western business people are
advised to bear this in mind, and to build into the
pricing enough to cater for such changes.

DOING BUSINESS IN CHINA
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2
Doing Business 

in China

Getting Information
The key to successful market entry is ”doing your
homework“ – developing an understanding of the
new market. This is true when one starts to do
business in a new European or North American
market and is no different in China. 

Whether you are looking for a production partner or
for sales opportunities, take your time and do your
research carefully – you’ll find it will pay off in the
long run. There are a number of ways to gather
information about China and how to do business
there, including: 
- The Internet
- Trade Fairs
- Business Consultants
- Trade Directories
- Trade Associations

Enterprise Ireland’s representatives in China will 
be happy to assist you.

The Internet
More and more Chinese companies are developing
English-language websites to promote their
products and services.

Use one of the Chinese portal websites, 
- www.egate2china.com
- www.chinapages.com
- www.china-supply.com

- www.CBW.com
- www.chinavista.com

to navigate to companies of interest to you. 
More are listed in the Appendix. 

On some sites you can navigate by industry sector.
The screen below, for example, shows sites of 
silk-producing companies listed on 
www.made-in-china.com.

Trade Fairs
Trade fairs are good places to find Chinese
representation and learn about trends in your area
of business. There are hundreds of trade fairs of
different sizes and for different sectors all across
China. You’ll meet lots of suppliers eager to trade,
the majority with significant exporting experience. 
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Don’t make any commitments at trade fairs without
first considering all the options available to you.
You can find out about forthcoming trade fairs and
exhibitions at websites on the Internet, such as
www.ccpit.org. Enterprise Ireland are happy to
advise on the suitability of trade fairs.

(Forthcoming exhibitions listed on china-supply.com)

Consultants
Because information is sometimes hard to gather in
China, local consultants may be the best option
available. Find a consultant you can trust, preferably
one referred to you by a good source. In dealing
with consultants, you should consider the following: 
- Pan-China Presence: China is a massive market;

locating the right distributor/ supplier may be a
national project requiring significant resources;
does your consultant have these resources? Do
not consider hiring consultants based overseas
who have no real presence in China. 

- Profit Making Mechanism: If a consultant is
working solely on commission, what incentive 
do they have to find you the best price? 

- Exercise the same prudence in appointing a
middleman as you would elsewhere. Business
networks are strong in China, and some
‘consultants’ may in effect be tied agents

Industry Directories
Industry directories can be purchased from most
major Chinese trade associations at reasonable
prices. These are often available only in Chinese, 
and may be out of date and unverified. Portal
websites such as china-supply.com may offer better
information. Refer also to the Ministry of Commerce
website, http://english.mofcom.gov.cn/

Find someone you can trust or use a variety of the
above methods to find a suitable supplier based on
your exact needs. This may take some time, but it is

necessary to find a trustworthy partner or supplier
who will work to schedule and be reliable. 

Trade Associations
Making contact with trade associations is another
good way of researching partners and the market.
Contact Chinese Trade Associations directly and
explain your desire to find a representative and what
you’re looking for in such a person/company; the
association may be able to point you in the right
direction. Also consider posting an Agent Wanted
Ad in the association’s industry publication, 
if available. 

Here are some of the larger trade associations:
- The Ireland China Association was formed in

November 2000 with the aim of bringing together
Irish and Chinese business people for the purpose
of exploring business opportunities and making
contacts. www.irelandchina.org

- Ireland-Hong Kong Business Forum is a co-
operation between the Hong Kong Trade
Development Council and the Dublin Chamber 
of Commerce, IBEC, the Irish Exporters
Association, Enterprise Ireland and other partners.
They run events in Ireland designed to
communicate opportunities for Irish business 
with Hong Kong and The Pearl River Delta. 
The website of the Trade Development Council 
is very informative on China and can be accessed
at www.tdctrade.com 

- CCPIT is China’s largest and most important
institution for the promotion of foreign trade. 
www.ccpit.org 

Selling in China – The Consumer Market

The Myth of a Billion-Consumer Market
With a population of 1.3 billion, the sheer scale 
of the potential market in China appears to 
offer enormous opportunities for international
companies. Remember, however, that China is 
still 70% rural, and Chinese wealth and spending
power are largely concentrated in the major, and
mostly coastal, cities. 

The good news, however, is that there is a growing
number of professionals with significant disposable
income in the major coastal cities. So, for mid-
range consumer products, there is a potential
market of over 200 million consumers. 

The Chinese Consumer
Due to its spending power, the segment most often
targeted by foreign marketers is the population of

DOING BUSINESS IN CHINA

The 2004 national average
income per rural
household was 2500 RMB
(Approx $302)
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urban consumers in the large coastal cities. 
As China moves into the 21st century, however, 
the economic situation of these consumers is
changing dramatically. 

While today‘s Chinese consumers have more
disposable income, they are spending prudently in
the face of new and rising costs and an uncertain
financial future.

Key Consumer Groups
Marketers tend to view consumers in groups: 
some of the key consumer groups in urban China
are discussed below.

• “Little Emperors“
The effect of China’s one-child policy is that
children are making up less and less of the
population. However, these “little emperors“ 
wield more and more influence over their 
family‘s consumption of food and beverages,
books and toys, computers, education, 
and clothing. 

• Young Urban Consumer
This generation grew up reaping the benefits of
China‘s opening up and rapid economic
development. They are open to foreign products
and new ideas and are knowledgeable about
product choices, trends and images. They often
still live with their parents and have more
disposable income to spend than consumers who
are paying for housing. This group of 18-34 year
olds is highly sought after by the foreign marketer.

• Lost Generation
Quite in contrast to the young urban consumers
are the members of the so-called “lost
generation“, the 45-55 age group who grew 
up in a China that experienced constant societal
flux. Many lost out as China moved away from a
command economy. Members of this group are
unlikely to try new brands and are motivated
primarily by price. They are struggling to survive 
in an unfamiliar and rapidly changing 
modern society. 

• Age 65 and Over
In 1985, 4.9% of the Chinese population was
over 65; today this segment represents 7.3% of
the total, thanks to improvements in health care
and nutrition, and a lower birth rate. A growing
elderly population of this scale translates into
greatly increased spending on pharmaceuticals
and medical care. 

Geography and Wealth
Even the largest consumer goods retailers can't
afford to set up sales facilities in every major
Chinese city. The best approach is to find those
areas that have the ideal mix of accessibility,
saturation and consumer buying power. 
The following is a rough guide to a market 
that consists of a quarter of the world’s population
spread out over more than 3.5 million square miles:  

• First Tier: China’s 15 Largest Cities with Urban
Populations of Over 5 Million 
Beijing, Changchun, Chengdu, Chongqing, Dalian,
Guangzhou, Harbin, Hong Kong, Jinan, Nanjing,
Shanghai, Shenyang, Wuhan, Xi’an and Zibo

- 5.3% of total population, but 24% of GDP
- Significantly higher incomes – workers in Beijing,

Shanghai and Guangzhou earn an average of
35,000 RMB or about US$4,400 per year 

- Almost 50% of national urban retail sales occur 
in this tier

- This is where most foreign firms set up initial
operations, making these markets the 
most competitive 

• Second Tier: 65 Major Chinese Cities with
Populations of Over 2 Million 

- On average, income levels are lower than those in
the first tier, but second tier cities do have
relatively well-developed consumers and
distribution systems. New infrastructure projects
will increase access to these markets 

- Some second tier cities – Shenzhen, Hangzhou,
Xiamen, Ningbo, Nanning – have income levels
equal to first tier cities and are close to major
hubs of transportation and production.
Sophisticated consumers in these cites have had
exposure to Hong Kong and Ta i w a n

- Some northern cites, such as Tianjin, are also
attractive due to a relatively high level of
disposable consumer income and their 
proximity to Beijing

• Third Tier: The remaining Chinese Cities with 
Population of 500,000 and Above

- Average per capita incomes (in national terms), 
but less sophisticated consumers.

- As competition increases in first and second 
tier cities, opportunities may arise in the 
third tier

• Rural Areas: Home to the Remaining 70% of 
the Chinese Population 

- Low penetration of foreign goods. 
- Minimal income levels (2005 average of 2500
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RMB or US$302 per annum). 
- Highly fragmented with limited distribution

m e t h o d s
- Difficult to develop markets

Selling in China – Logistics
During the planning and evaluation stages of 
new ventures in China, the issue of distribution 
must be seriously considered. Even seasoned
operators make errors in this highly complex 
market. Understanding the distribution 
infrastructure is no easy task and making
assumptions based on standard operating
procedures in other markets can prove costly 
when applied to markets in China. 

The key statistics and major stumbling blocks one
might encounter are outlined below, F i g . 6, along
with some distribution strategies for the small to 
medium-sized international trader to consider.

To get a feel for the size of the market, look at the
time taken to transport goods from the main port 
of Shanghai to the various regions of China via the
different modes of transportation. F i g . 7

What Makes China Different?
- Distribution costs (inbound transport, storage, and

outbound transport) in China are, on average, 7%
to 10% of the selling price, which is considerably
higher than similar costs in, for example, the US, a
country of similar distribution distances

- Distribution in China is still highly inefficient with
excessive levels of manual handling

- Over 70,000 companies are registered as logistics
providers in the road transport sector. However,
very few operators offer anything more than basic
transport and warehousing functionality

- There is little understanding of customer service
and inventory management

Under the terms of its accession to the World Trade
Organisation, China is obliged to open up its
internal distribution market to foreign participation,
so it can be expected that the logistics situation will
improve in the coming years.

Warehousing
A small number of modern warehouse centres are
being developed, but most warehouses in China 
are little more than brick and concrete sheds, and
do not come anywhere near the standards that
Western companies would require in terms of
security, capacity management, equipment, ease 
of loading and unloading, or goods handling.
Specialised equipment such as dock levellers is
scarce, and pallets and fork-lift equipment are 
not widely used. Remember, also, that warehouse
staff may not have the skills necessary to label
product correctly.

Distribution Strategies
There are no sure-fire strategies for setting up
distribution networks that apply to all firms, as this
is a highly individualised process, but there are some
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Fig.6 

Fig.7 Time (in days) to
Transport Goods from
Shanghai to Other Parts 
of China 
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guidelines you should follow. In particular, take an
active role in the selection of your distribution
partners and ensure that the arrangement is fair and
above board and that you’ll be provided a level of
service befitting your business.  
- Don’t rely solely on your joint venture partner to

select distribution providers – the likelihood of a
“special” arrangement between your transport 
manager and the provider is high, even with 
the most trusted employees making the
arrangements. 

- Review the business licence of your providers 
and investigate whether the services they offer your
business are within their licensed operating
parameters. 

- Professional assistance in logistics services is available
and should not be overlooked

- China is a highly fragmented market, and it is easy
to bite off more that you can chew. Consider a
regional approach based on your product’s target
market and opportunities 

- Consider a managed relationship model, where, for
example, you contract the use of warehousing and
vehicles, but use your own staff to manage the
operation. Your managers can both provide
logistical expertise and keep an eye on stock 

Many foreign firms complain about receiving 
poor service from their logistics provider. There are
solid distributors, and you should give the same
attention to identifying them as you would to 
any other key business partner. Issues you should 
look into include:
- I n f r a s t r u c t u r e

Warehousing, transport, information systems
- C u s t o m e r s

Other foreign companies are customers
- Financial Details

Sales volume, capital
- Market Coverage 

O u t l e t s
- Brand Support

Sales and promotion

A good way to start is to work backwards – look at
the key outlets that you want your products to be in,
see who the major distributors are, and target them
for further investigation. 

Selling in China – Finding the Right Pa r t n e r
Doing your homework in advance is particularly
important when you want to sell into the Chinese
market. In particular, you need to consider the
following issues: 
- Who are your customers? 

- What are their buying habits? 
- What is the market’s potential? 
- What are the available channels of distribution? 

This is not always easy – even seasoned multinationals
make mistakes – and it is vital to be careful and not
make assumptions based on your success (or failure)
in other markets. When the assignment is finding an
agent, representative, importer, or distributor in China,
your homework should include the following areas:

• Market Potential
Have a realistic idea of the potential size of your
market so that you can set attainable sales goals.
For the vast majority of products, China is not really
a market of 1.3 billion new consumers, but there
are still over 200 million people (mostly in the
prosperous coastal urban areas) who have a fairly
high level of disposable income.

• Available Channels
Understand how your product can reach the 
Chinese end-user. Investigate the ways in which 
your domestic and foreign competitors bring
products to market.

• Tariff Issues
Your product’s competitiveness will largely depend
on the applicable tariff rates. Thoroughly investigate
these before you enter the Chinese market.

• Advance Protection
U n f o r t u n a t e l y, there is a reasonably high chance
that your brand may be infringed upon in China.
H o w e v e r, if you register your trademark before it 
is infringed upon, you are much more likely to 
win and uphold a judgment. Registering your
trademark is a fairly straightforward and
inexpensive process that should be done during
the very early stages of establishing trade with
China. Trademarks should be registered with the
State Administration for Industry & Commerce.

• Competition and Pricing
To learn who is selling what, where, and for how
much, work backwards. Send someone to a retail
outlet in the Chinese city or region you are
targeting to determine actual product pricing in
the market. At the same time, you will learn who
the region’s master distributor or local agent is
from product labels.

• P i g g y b a c k i n g
If you are selling a product that is new to China 
or if you are having difficulty locating a suitable
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distributor who deals specifically with your 
product, it may be possible to ”piggyback” on the
distrubution channels of complementary products.
For example, an agent dealing in women’s
handbags may have the sales network and access 
to shelf space needed to sell women’s shoes, 
belts, or other leather goods.

• Defined Arrangement
Before meeting with potential partners, have at
least a general idea of how you would like to
structure an agreement dealing with issues such as
profit-sharing, sales territory, advertising support
and scale of investment. Don‘t be afraid to ask
questions about a potential partner’s sales volume,
market reach, or sales force. Ask these and other
vital questions and verify the answers you 
recieve to determine who is the best agent for
your product.

Due Diligence
The most common pitfall encountered in organising
distribution networks in China is the failure to
conduct due diligence on Chinese trade partners.
Generating interest in your product among potential
distributors is not generally a problem, but the key is
finding the right partner who brings value to the
table, has a solid understanding of your product, and
knows how to take it to market. Enterprise Ireland’s
China office can help you to carry out due diligence
on prospective partners.

Most potential partners will see you as a foreign
investor with deep pockets. All too often, the 
Chinese partner will want the foreign business 
to pay for the development of the sales network, 
which the Chinese partner will then manage. It is
better to find a company with an established and
reliable sales network or, if you are willing to make
the investment, to develop a new network 
y o u r s e l f. Make sure this relationship is well defined
and transparent.

Tips
Beware of middlemen. In the past, one of the 
few options for entering the closed mainland
market was for example, via a Hong Kong
representative. Today, there are numerous
experienced mainland distributors who can
effectively act as your regional agent without adding
another management layer and additional costs in
Hong Kong or elsewhere. Similarly, don't contract
with a single distributor for the entire Chinese
market unless they can prove they have a pan-China
reach, which is very rare.

Don't be afraid to say “no“. Interview many
potential partners before you enter into any
arrangement. Take your time and don't rush into 
any formal business agreement until you have
conducted adequate due diligence. Plan to visit
China regularly or have someone in China who will
keep the process moving forward throughout the
time it will take to adequately investigate the 
market and find the right business partner.

China has many regional markets with diverse
topographies, climates, cultures, languages and
consumer demands. Your distribution strategy and
sales goals should reflect this. A useful simile is to
consider the diversity of the European Union with its
25 member countries – China is just as diverse and
with twice the population!

Finally, be aware that the cost of identifying,
qualifying and managing Chinese distributors 
at a national level can be quite burdensome to 
the small- or medium-sized foreign enterprise. 

Sourcing in China
China is a manufacturing powerhouse, and has
become the world’s leading producer of many
items, including high-technology goods. 
China manufactures and sells more televisions,
refrigerators, mobile phones and laptop computers,
for example, than anywhere else in the world. It is
also still a source of less glamorous, inexpensive,
low-technology production, in industrial areas such
as Dongguan in South China. 

Negotiating with Suppliers
When you have researched the supply market 
and identified a small number of credible suppliers,
you then have to negotiate with them. Numerous
books have been written on the subject, but there
are a number of points in particular that someone
new to China should note:

• Hold the Meeting at the Factory
Take a good look at conditions and make sure you
are not dealing with another middleman. Orient
yourself towards the person with the power: too
often the tendency is to address the junior staff
who have excellent English skills but very little
decision making power.

• Negotiate in English
If you speak or understand Chinese, keep 
this to yourself until after the negotiations 
have concluded – you may learn valuable
information from conversations between 
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Agents are useful if you
don‘t have personnel on
the ground. They speak
the language and have
inport licenses.

In China everything works
on thrust – negotiating
often starts after a
contract is signed.

Negotiating in China is
very time-consuming and
sessions could last up to 9
hours! Establish who’s
who at the meeting and
never deal with anyone
less than a General
Manager.

ChinaWEB A-W  11/10/2005  10:03  Page 22



Chinese partners who assume you have no
knowledge of their language. However you 
must ensure that your opposite numbers 
really understand the details of the contract 
being negotiated.

• Brief your Translator Well
Make sure that your translator is fully familiar with
your product requirements in advance. Take time
to conduct a full briefing, including a checklist of
technical terms if needed. 

• Stay Away from CIF 
(carriage, insurance, freight) quotes.
Make sure to isolate the production costs of the
goods (rather than use highly variable shipping
and insurance costs) for negotiating purposes.  
CIF costs can be negotiated directly with 
freight forwarders.

Second Sources
If it is possible, it is very useful to find two suppliers
of each product you are sourcing from China. It 
can help to keep costs down and the quality high 
if there is an element of competition between 
the suppliers. 

Supplier Management
You cannot reasonably expect to go to China to
develop a new supplier or new product, negotiate a
price, then sit back and wait for the product to
arrive on time as ordered, with no complications.
Even the simplest of transactions requires close
contact between buyer and seller – the best option
is to have a reliable person acting on your behalf
locally to ensure smooth order fulfilment. Problems
will arise, and when you are trying to conduct
business from the other side of the world,
communication, time and distance complications
are exacerbated. Depending on your order size and
your level of integration with the supplier, you may
consider the following general options to meet the
need for field presence: 

• The Long-Distance Relationship
It is possible to manage suppliers from overseas
given well-established communication channels,
knowledge of spoken and written Chinese in your
home office, and a firm understanding of each
other’s needs. You will never know for sure if the
product is exactly what you ordered until it arrives
at the destination port. If the order is wrong, you
may be able to send it back, but that means you
will miss orders and have to quickly find a new
source of supply.

At the very least have a digital picture or express
mail package of samples of the final product sent
to you for approval before it is shipped out of 
the factory. Depending on your agreed method 
of payment, you may be able to make 
last-minute adjustments. 

• Outsource Management
Locally-based companies can act as your buying
agent in China. They deal with the headaches of
day-to-day supplier management and ensure that
you get what you want, when you want it.
Depending on level of involvement, fees for these
services can run from US$500 to US$15,000 per
month with commissions of up to 7%. These 
costs are justified when errors in production and
shipping are unacceptable and/or the costs and
time it would take to set up your own office in
China are prohibitive. Such an agent should be
chosen with care.

• A Presence of Your Own
Having your own people on the ground to
develop and manage suppliers is the most
effective method, but it is also the most costly.
A simple representative office with 3-4 employees
can run from US$10,000 to US$25,000 per
month, depending on location.
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The most common pitfall encountered in organising distribution
networks in China is the failure to conduct due diligence on Chinese
trade partners. 

Quality in sub-contract
manufacture can be a
major issue. Keep getting
samples to ensure quality.
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3
Setting up a 

Company in China

Setting up a company in China is a complex and
bureaucratic process – much more so than in the 
EU or North America – and you should not
contemplate doing so without taking expert
professional advice. The information in this section
is a brief introduction to the issues you will need 
to face. Enterprise Ireland will be happy to assist
companies to locate the appropriate consultants
who can help with the minutiae of setting up 
in China.

Why is it Difficult?
Setting up in China is difficult for all kinds of
reasons. Some you’d expect, such as language
barriers and basic cultural differences; others include
the very different nature of government regulation
in China and the relatively underdeveloped
commercial law.

Choosing the Right Kind of Entity
Foreign companies setting up in China can choose
between three types of entity, depending on their
business requirements:
- Representative office
- Joint venture
- Wholly foreign-owned enterprise

As the regulatory environment and commercial 
law develop, hybrid forms of these enterprises 
are being developed, often with applicability limited
to particular sectors or investment regions.

Representative Office
Most companies setting up in China begin with a
representative office, as this is the easiest type of
entity to establish. The primary purpose of
establishing a representative office is research,
usually as a preliminary step to setting up a joint
venture or a wholly foreign-owned enterprise.

A representative office is not very restricted in the
type of work it can do – companies can do
whatever they want (sales, engineering support,
after sales service, etc.), but they cannot issue
invoices locally – they must bill from a company
outside China. The representative office may not
conduct any business transactions or collect any
revenues in China.

The representative office is, however, subject to a
number of different taxes on all expenses at the
prevailing market rate. Tax on representative offices
currently runs at approximately 10% of expenditure.

Joint Venture
Forming a joint venture with a Chinese company 
can be a drawn-out and complex business, and it 
is difficult for the foreign partner to negotiate a
favourable position. However, in certain
circumstances it can be an attractive option. 
For example, it can give you access to distribution
networks and to markets that would otherwise 
be difficult to reach. You can reap the benefits of

Taking Advice In setting
up a business in China you
will need to take advice
from a range of business
professionals:
- Tax Consultants
- Legal Experts
- Translators
- Employment Agencies
- Estate Agents
- Bankers

Enterprise Ireland can
assist you to identify the
consultants that will best
meet your requirements.
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having local management expertise on the ground,
and cultural differences are less problematic. Local
partners will also be more experienced in dealing
with the government agencies.

Even in Ireland, before entering into a joint venture
you would conduct a lot of research and due
diligence investigation on a prospective partner,
and in China that’s even more important.

You should also make sure that the joint venture
vehicle you choose suits your purposes, and that 
the sharing of risk and profit is balanced. 
There are many pitfalls, both administrative and
commercial that you need to be aware of.
- Do your partners have the same profit

expectations and time horizons? 
- Can the management work as a team for the

common good of both partners?
- Can the individual business goals of the partners

be accommodated satisfactorily within the joint
venture? 

- Are you taking on any previous debts or burdens
owed by your partner?

Wholly Foreign-Owned Enterprise
Going it alone as a wholly foreign-owned enterprise
(WFOE) is usually a more attractive option than a
joint venture, and WFOEs are now the most popular
vehicle for foreign investment in China. The Chinese
Government increasingly favours WFOEs, the rules
governing them are more flexible than those for
joint ventures, and the average set-up time is
considerably shorter. Also, you retain complete
management control of the entity.

Where you locate your WFOE is important: if you
choose one of the designated investment zones,
you may qualify for tax concessions. 

Procedures for Setting Up
The procedures for setting up a presence in China
are quite complex, and you should not contemplate
doing it without expert advice. Most companies
engage the services of one of the major
international consulting firms based in China 
or one of the larger local firms.

There is a prescribed set of procedures that you
must follow to set up in China, and at different
stages you need the approval of the national,
provincial and local authorities. You need to furnish
many different documents to support your
application. These include:
- Project proposals

- Bank statements
- Feasibility study report
- Memorandum and articles of association
- Various authorisation documents

All of these documents must be in Chinese.

Once all your documents are in order, the Ministry
of Commerce (MOFCOM), at local, provincial or
national level, depending on the scale of the
operation, will issue a Certificate of Approval and
Business Licence.

Obtaining a Business Licence
To operate a representative office or a WFOE you
need a business licence. For representative offices,
this usually takes about six weeks to obtain; for
WFOEs it usually takes up to twelve weeks. 
The major international consultancy firms will
charge in the region of 115,000 to 135,000 to 
help you through this process; a local consultancy
could be used to help you obtain a licence for a
representative office and their fees are in the 
region of 15,000. 

You need a business licence before you can open a
bank account, sign a property lease, hire staff or
engage in any business transactions.

Recruiting Staff
The labour market in China is becoming much more
liberal than hitherto, and foreign companies have
more freedom to advertise for and select employees. 

Also, Chinese employment law is changing rapidly,
and it can be difficult for foreign companies to keep
up to date with the changing regulations. For
example, there are different regulations governing
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different classes of workers, and there are 
certain restrictions on advertising and on 
hiring directly. 

For these reasons, foreign companies are advised to
use the services of one of the Government-approved
employment agencies who will take care of all aspects
of recruitment, including: 
- D o c u m e n t a t i o n
- Drawing up employment contracts 
- Reference checks
- Tax and social insurance registration 

Employment Agencies
• Foreign Enterprise Service Corporation (FESCO)

FESCO provides HR services and other professional
services to foreign companies.
w w w. f e s c o . c o m . c n

• China International Intellectech Corporation (CIIC)
Founded in 1987, CIIC provides consultancy and HR
services to foreign companies.
w w w. c i i c . c o m . c n / e n g l i s h

• China Star Corporation for International 
Economic and Technical Cooperation
China Star is a government-approved agency 
that provides a range of services for foreign
companies including recruiting employees.
www.chinasida.com/english

Finding Accommodation
There are many relocation consultants and estate
agents who will help you find premises and 
personal accommodation. 

A selection of some of the larger agencies includes:
- Chesterton Petty w w w. c h e s t e r t o n . s h . c n / E C h i n a . h t m
- Colliers Jardine w w w. c o l l i e r s j a r d i n e . c o m . c n /
- E-Smart Relocation consultants w w w. e s m a r t . c o m . c n /

(Also see appendix)

Banking & Accounting in China
The Chinese banking industry is gradually coming 
to terms with the huge growth of the Chinese
e c o n o m y. The People's Bank of China (PBC) is China's
central bank and the banking regulator. Banking is
dominated by the four state banks, all of which are
among the world’s top 30. Between them they
account for 90% of total assets and for 70% of 
all lending.

Industrial & Commercial Bank of China 
Focusing on commercial banking.
w w w. i c b c . c o m . c n / e _ i n d e x . j s p

Bank of China 
Focusing on foreign exchange. 
w w w. b a n k - o f- c h i n a . c o m / e n / s t a t i c / i n d e x . h t m l

Agriculture Bank of China
Focusing on agricultural and rural 
industrial projects.  
w w w. a b c h i n a . c o m / a b c o n / p a g e s /

China Construction Bank 
Focusing on fixed asset investments.
w w w. c c b . c n / p o r t a l / e n / h o m e / i n d e x . s h t m l

With China’s entry into the WTO, all restrictions on
foreign banks will be lifted by 2007 but as yet, only 
a few foreign banks have established a presence 
in China and their range of services are limited. 
A number of foreign banks are investing in local,
regional and national banks in preparation for the
opening of the market

All foreign companies are required to prepare their
annual financial statements – including balance
sheets, income statements and cash flow statements –
for the annual Chinese audit, which must be
presented and filed at the end of April. 

Such accounts must be in accordance with the
Chinese “Accounting Standards for Business
Enterprises“ and the “Accounting Regulations for PRC
Enterprises with Foreign Investment“ as issued by the
Chinese Ministry of Finance. 

The annual audit must be prepared by a firm of
registered Certified Public Accountants. The audit
requirements may depend on the business scope 
and the size of the company.  

For further details regarding your firm’s specific
situation, please contact your nearest Enterprise
Ireland regional office for clarification of specific issues
related to performing your internal audit and making
improvements before the external audit is due.

Note that Representative Offices are subject to audit
as well, even if they have tax exempt status. There 
are heavy penalties for non-compliance with the 
audit requirements.

Foreign Exchange Controls
Since the Government retains a considerable amount
of control over the Chinese economic system, and
since the currency is not freely convertible, exchange
controls have an effect on many aspects of 
investment in China.

DOING BUSINESS IN CHINA

It is not difficult to find administration staff but more
difficult to find b i l i n g u a l engineers, sales people 
and middle management staff
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Chinese foreign exchange transactions are regulated
by the State Administration of Foreign Exchange
( S A F E ). The regulatory control on foreign exchange
transactions depends on whether the transaction is a
current account item or a capital account item. 
- Current account items include ordinary transactions

within the context of international receipts and
payments (including the import and export of
goods and services) 

- Capital account items are items of increase 
or decrease in debt and equity caused by the inflow
or outflow of capital within the context 
of international receipts and payments (these
include direct investment, all forms of loans and
investment in securities)

For current account items, the foreign company 
can usually buy and sell foreign currency through
designated foreign exchange banks without 
prior approval of SAFE. Sufficient documentary 
proof of the transaction’s status must, however, 
be available.

Foreign Currency Payments
• Making Payments

Instruct your foreign exchange bank to pay from
your foreign exchange account. Provide the bank
with all supporting documents – such as contracts,
invoices, customs clearance certificates, shipping
documents, and evidence of tax payment. 

• Receiving Payments
Incoming foreign currency may be retained up to a
certain payments pre-approved limit. Any excess
foreign currency must be sold to the designated
foreign exchange banks. If a transaction is
designated a capital account item, you need to
obtain prior approval from SAFE.

Regulatory Bodies
• The People’s Bank Of China (PBC )

The PBC has responsibility for the overall
management of China’s foreign exchange, 
gold reserves, and the setting of the official
exchange rates.

• State Administration Of Foreign Exchange (SAFE)
The SAFE is subordinate to the PBOC and is
responsible for many of the administrative matters
related to exchange control. SAFE is the
organisation from which businesses must obtain
many of the necessary approvals related to
exchange controls and is the body responsible for
enforcement (though much of this responsibility
has been delegated to financial institutions).

The financing of trade transactions in China is a
relatively straightforward matter, which follows
international practice regarding Letters of Credit
(L/Cs). Chinese banks have extensive correspondent
relations with foreign banks and generally follow
standard payment procedures. Foreign bank
branches in China further ease the settlement 
of international trade. 

However there are some unique aspects 
about trade finance that the international 
trader should be aware of when dealing 
with China. 

Letters of Credit
Letters of Credit are the most commonly used
instrument for trade financing. The main attraction
of Letters of Credit is that they guarantee payment
and receipt of title from an independent party (a
bank), as long as commercial and shipping
documents are presented in accordance with the
terms of the Letter of Credit, regardless of the
underlying contract. 
- The Seller can base a credit decision on the

financial soundness and stature of a bank, rather
than on those of the buyer whose credit
worthiness may be unknown. 

- The Buyer can use the letter of credit as a method
of financing purchases or to assure compliance
with shipment dates, quantities, 
and receipt of certain critical documentation. 

Other Trade Finance Options
There are three other common methods of payment
used when trading with China. Each provides
varying degrees of protection. The buyer wants to
get what he pays for and the seller wants to be sure
he is paid; choosing the correct method of payment
is an essential part of the trade process:

• Cash in Advance
High risk to the buyer, but secure for the seller.
Only done when the local buyer has a very high
degree of trust in the foreign seller or when the
buyer has no other choice but to pay in advance.
This form is generally used when the transaction is
low-value or when the relationship is new.

• Documents Against Payment and Documents
Against Acceptance
Used in ongoing business relationships as they
provide some protection (and some risk) for 
both parties. This method is easier to use and 
less costly than letters of credit. The seller ships
goods to the Chinese buyer, but forwards 
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Features of Chinese
Foreign Exchange Control 

- Foreign exchange
borrowing by a foreign
company must be
registered with SAFE.

- Export proceeds of a
foreign company or
receipts from sources
outside China must be
transferred into China.
A foreign company’s
foreign personnel may
remit their after-tax salaries
and other legitimate
income abroad.

- With the approval of
SAFE, a foreign company
may open a foreign
account with a bank
abroad – in practice;
however, it is very difficult
to get approval from SAFE
for this.
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shipping documents (including title document) 
to his bank for transmission to the buyer's bank.
The buyer’s bank is instructed not to transfer the
documents to the buyer until payment is made
(Documents against Payment, D/P) or upon
guarantee that payment will be made within 
a specified period of time (Documents against
Acceptance). Once the buyer has the
documentation for the shipment he or she 
is able to take possession of the goods. 
The buyer and seller both assume risk in the
transaction. Advantages of D/P and D/A are 
that they are easier to use and less costly to
organise than L/Cs. 

• Open Account
The O/A is the least secure form of payment 
for the foreign seller. Under this agreement, 
the buyer agrees to pay within a designated
period after shipment (30, 60 or 90 days). 
Open account is used only when the seller 
has absolute trust in the buyer’s desire and
ability to purchase the goods. 

Foreign Business Taxes in China
Once you set up your business in China, you
become liable for a variety of taxes. The taxation
system is complex (as elsewhere), and there are
many exemptions in different sectors and
development zones. 

To ensure that you comply with all the tax laws,
and that you take advantage of any exemptions
that apply to you, you should engage the services
of a tax consultant: Use one of the major
international consultancy firms or one of the 
many reputable Chinese firms.

China's Tax Administration
The State Administration of Taxation (SAT) is 
the body responsible for tax administration
throughout China. It drafts tax legislation, 
sets collection targets, and collects taxes (via 
the Regional State Tax Bureaux). The Ministry 
of Finance issues occasional circulars affecting
taxation, but only after receiving approval 
from the SAT. 

Both the SAT and the Ministry of Finance have
discretionary powers to approve tax reductions,
exemptions and waivers.

Business Ta x
Business Tax is calculated against turnover, and 
is payable monthly by all enterprises (including

Chinese companies) and individuals undertaking
the following businesses in China:
- Providing taxable services
- Transferring the possession of intangible assets
- Selling immovable properties

B a s i c a l l y, there are two situations that could
warrant a request for tax exemption: 
- The service charge has been approved by the

finance or commodity bureau of the State
Council or Regional Government in official
written documentation; or

- The service charge has been received directly by
the Regional Government.
Rates of Business Tax vary considerably, depending 
on the industry category, as follows:

- Transportation, construction, engineering, post &
telecommunications, culture & sports 3 %

- Services (such as travel agency, warehouse,
advertising services, etc.), selling immovable
properties, and transferring the possession of
intangible assets 5 %

- Finance, banking and insurance 5 %
- Entertainment 5 - 2 0 %

Foreign Enterprise Income Tax (FEIT) 
FEIT is applicable to all Foreign Invested Enterprises
that derive income in and out of China, and Fo r e i g n
Enterprises that derive income in China. FEIT is
calculated against the enterprise’s gross income in a
fiscal year after deducting reasonable costs, expenses
and losses. Generally speaking, the FEIT rate is 30%
for those that have established operations in China,
and 20% for those who have not, calculated against
the full value of the service contract (in this guise,
FEIT may be called “withholding tax“). A further 3%
FEIT is collected by the local Government

There are also 15% and 24% FEIT rates for specific
operations in particular areas of China. Fo r e i g n
invested enterprises can also enjoy tax holidays of
varying length under certain circumstances.

For representative offices, FEIT is calculated as a small
percentage of the business tax. It is calculated on 
an annual basis but is often paid quarterly; any
adjustments required over the course of the year 
are either refunded or carried over into the next 
fiscal year as liabilities. 

Value Added Tax (VAT )
VAT is generally calculated at 17% and levied on
enterprises that carry out production, import and
export, and commercial business in China. A reduced
rate of 13% applies to cereals, coal, gas and water

DOING BUSINESS IN CHINA

Representative 
Offices and Tax 
Even though they do not
actually trade or earn
income, representative
offices are liable for tax -
calculate at approximately
10% of the office’s
expenses. The remittances
from the home company
used to fund the operation
of the office are regarded
as income for taxation
purposes.

ChinaWEB A-W  11/10/2005  10:03  Page 28



SETTING UP A COMPANY IN CHINA 20 . 21 

supplies and books and magazines and certain other
agricultural products. Although the end-user
ultimately pays the tax, it is levied and collected at
each stage of the production and distribution
process. Liability occurs immediately upon invoicing,
not upon settlement, meaning that VAT can be
levied and collected even if a business incurs a bad
(unrecoverable) debt.

Consumption Tax
Similar to our excise duty, consumption tax is levied,
in addition to VAT, on specific goods including
tobacco, alcohol, cosmetics, jewellery, petrol and
motor vehicles. It is payable by all enterprises and
individuals that import, manufacture, or process
these goods in China. It is levied and collected only
once during the business transaction and is borne
by the final consumers of the products.

Consumption Tax rates range from 3% to 40%
depending on the category of goods.

Withholding Taxes
Foreign Enterprises without a legal presence 
in China are subject to a 20% withholding tax 
(there are some regional and industry variations
which can reduce the rate to 10% for specific
industries being promoted by Government) on 
their interest, rent, royalties and other income
sourced in China. 

This should be identified and included on the
invoice to the China-based entity (including foreign
invested enterprises) so that they can withhold this
tax and then remit it to the government – the
China-based enterprise effectively acts as a
government collection agent. 

Individual Income Tax (IIT)
All foreigners working in China are subject to IIT,
which must be paid monthly. The table below,
Fig.8, shows the current rates of IIT.

In addition, you may be subject to tax on your
worldwide income, depending on the amount of
time you spend in the country.

In recent months, the tax bureau has been asking 
to see evidence of tax paid overseas and/or evidence 
of salary from the foreign parent to support the
financial claims foreign individuals are making as
they determine their tax liabilities. Currently, the
level of tax free income for foreigners is RMB
4,000/month, several times higher than the 
amount for local Chinese. There are also a 

range of other tax allowances, depending on
income levels.

Non-compliance Penalties
The penalties for late payments, non-payment and
other transgressions can be severe (and naiveté is no
excuse). Penalties can be as much as five times the
amount due, plus the original liability. In extreme
cases, businesses can have their licenses withdrawn
and their assets seized. 

If you have any doubts about your tax liabilities,
seek professional advice immediately – this is one
area which demands careful attention.

Fig.8
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4
Sectoral Opportunities 
for Irish Companies

This section outlines the opportunities for Irish
companies in the following sectors:
- Software and IT
- Education Services
- Pharmaceuticals
- Construction

Software and IT

Market Background
The market for software and IT in China is very large
and growing very rapidly, but, as with all statistics in
China, estimates vary widely.

Software and IT in Figures
- Domestic Software sales 2004 US$26.60 billion
- Employment in software 720,000
- Number of software companies11,000

Industry Growth
The software industry grew at an average rate of
30% in the period from 2000 to 2005, 

Yi Guan International (a Chinese consulting house)
estimated the revenue of China’s IT sector will be
US$32 billion 2005 and predicted that it would
reach US$51 billion by 2009.

Government Support
In its programme of modernisation, and to prepare
for competition as China opens up after WTO

accession, the Government is encouraging the
development of the domestic software market and
is supporting investment in IT throughout every
sector of the economy.

The potential of the internet and
telecommunications sectors to assist domestic
companies in their international trade efforts is 
well recognised in China, and investment in
infrastructure is proceeding rapidly, though on
occasion, Government concerns about security 
and freedom of information can slow down 
and hamper this expansion.

Domestic and Multinational Companies
Domestic companies are still (by world standards)
too small, and very few original local products have
been developed. Some companies, however, such as
Redflag-Linux, Neusoft, and Chinasoft, are emerging
as world-class innovators. Most of the major
multinational IT companies have had sales
operations in China since the late 90s and, in
addition to simple localisation centres, they are
increasingly investing in development centres,
primarily in the eastern coastal provinces. 

Leading Multinationals
• Oracle

Employs over 600 people in China, as at mid
2005, and estimates it will have a further 300
staff in 2-3 years time. Oracle identifies China as

Source Chinese
Government, 2005
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fastest-growing market, with 50% annual 
growth rate.

• M i c r o s o f t
During 2005, Microsoft announced a total
investment of over US$12 billion in a number 
of projects (including research and development)
in China. In May 2005 Microsoft set up a joint
venture in Shanghai to bring the MSN service 
to China. In June 2005 the CEO of Microsoft
visited China & signed contracts valued over
US$100 million.

• N o k i a
By the end of 2004, Nokia had invested 11.7
billion in China. They employ over 5,100 people 
in 28 locations. The company has set up 8 Joint
Venture companies and they carry out R&D in 
two locations.

• G E
To date GE has invested some US$29 million in 
a Global Development Centre, and in June 2005
announced the setting up of a manufacturing
operation in Jiangsu province – a further US$23
million investment.

Leading Chinese IT/software Companies
• H u a w e i

A leading telecommunications equipment
manufacturer now competing with Nokia, 
Ericsson and CISCO etc in world markets.

• L e n o v o
The leading PC/Laptop manufacturer in China,
with over 35% market share, in 2005 it acquired
the notebook computer division of IBM.

Market Entry
Access to good customers in China is difficult, if 
not impossible, without a physical presence in the
market. There are a number of things you can do 
to establish and consolidate your presence in the
local market:

• Establish a Local Office
You can do this independently or in partnership
with a local company

• Provide Technical Support Locally
Many overseas companies choose a partner
company to handle the localisation of the
product and to provide manpower for technical
support. The same partner might then develop
initial sales or prospects in the market. Later, the

overseas company might establish a small
independent office.

• Localise
Most products must be localised into Chinese.
Simplified Mandarin is the official language of
China and companies can use the services of many
international and local companies that specialise
in localisation. To handle the Chinese character
set, software must be double-byte enabled.

• Identify Distributors and Sales Channels
Local distributors and sales channels must be 
established in the chosen regional markets or on 
a national level. It would be very unusual to find 
a single Chinese company that can handle the
whole of China, so exclusivity arrangements
should be avoided if possible.

Areas of Growth
The following are growth areas where Irish
companies might be expected to participate:
- Telecommunications
- Mobile handset and equipment production
- eCommerce and B2B portals
- Industrial software and IT products

Enterprise Ireland can provide information on
specific sectors upon request, or can commission
research where appropriate. Each of these areas is
discussed in turn below.

Telecommunications
The China telecommunications market is still closed
to foreign investment, though under the terms of
WTO accession the market  will be progressively
opened over the coming years. 

China’s Telecom Companies
• China Telecom

Dominant fixed-line carrier. The Government broke
its earlier monopoly in preparation for China’s
membership of WTO.

• China Netcom
Specialises in data traffic through leased lines and
IP telephony. It controls fixed line telephony in
North China and is the main fixed line operator
after China Telecom. Recently the company made
a sizable investment in PCCW, Hong Kong’s
dominant carrier.

• China Mobile
Spun off from China Telecom as a separate
company in the late 90s.
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• China Unicom
The second mobile carrier.

• China Railcom
Fixed-line business, using China Railways’ telecom
infrastructure and rail lines.

• China Satellite
Latest entrant to the market.

Size of the Telecoms Market
China is by far the largest telecommunications 
market in the world.
- Number of fixed lines: 

316,000,000 (end 2004)
- Number of mobile phones: 

335,000,000 (end 2004)
- Number of Internet subscribers: 

79,630,000 (end 2004)
- Number of Broadband subscribers: 

23,200,000 ( end 2004)

China currently has the largest subscriber base for
cable TV in the world, and by the end of 2005 will
have over 375 million mobile phone users. 

As the State Administration of Radio, Film and
Television ( S A R FT ) enters the telecommunications and
Internet access market, competition in the telecoms
sector is expected to increase, even before the entry
of any foreign players. In recent months, Shanghai
Media Group was given a permit to launch IP
Telephony over cable.

Internet Use
Given the size of the population, Internet use is 
still relatively low in China, however it is estimated
that there will be some 100 million users by  the end
of 2005. With the rollout of GPRS and 3G mobile
t e l e p h o n y, this number is expected to increase rapidly,
as mobile users increase their use of the Internet.

CDMA in China
China's version of CDMA (called TD-SCDMA), a
technology being developed by China’s Ministry 
of Information Industry ( M I I ) in conjunction with
Siemens, recently received a boost when a number 
of major players in the China market endorsed the
standard. The companies include China Te l e c o m ,
China Mobile, China Unicom, Motorola and Nortel, 
as well as Siemens and MII. This locally developed
system is likely to be pushed as the platform for 3G.
The first trials of TD-SCDMA started in Beijing in 
April 2001, though a timetable for commercial 
service has yet to be published. 

Mobile Handset and Equipment Production
China’s Ministry of Information Industry ( M I I )
estimates that, in 2004, over 233 million mobile
handsets were manufactured in China and more
than half of these were sold in China. This is an
increase of 29% over 2003. 

The diagram below, shows the market share of the
major handset manufacturers in China.

The same companies are also major players in the
telecom systems and equipment market in China,
but in the years to come, they are likely to have
local rivals, such as those listed below:

• H u a w e i
Areas of activity: Research and development,
production and marketing of communications 
equipment, providing customised network
solutions for telecom carriers in optical, 
fixed, mobile and data communications
n e t w o r k s .

• Zhongxing Telecom Equipment Co (ZTE)
Areas of activity: Major manufacturer, producing 
a broad range of products including switching,
access, video technology, mobile, data and 
optical systems. 

• Datong Telecom Group
Government-owned telecommunications 
research company.

While they are rapidly developing their hardware
skills, the local companies are still weak in software
development and are dependent on overseas
sources for much of their embedded software.

e - C o m m e r c e
The volume of e-commerce in China is still very
small, and predictions for its growth vary widely.
However some commentators say it will reach
between $42 billion & $60 billion by the end of
2005. Predictions that it will be as high as US$400
billion by the end of 2010 have also been made. 

DOING BUSINESS IN CHINA

Source
madeforchina.com

ChinaWEB A-W  11/10/2005  10:03  Page 32



SECTORAL OPPORTUNITIES FOR IRISH COMPANIES 24 . 25

Among the value-added services that are now
appearing is Monternet from China Mobile. 
This gives subscribers pay-per-view access to 
services such as news, weather forecasts, stock
exchange quotes, games, chat rooms, and
downloadable music.

Factors which are delaying the sector include the
low penetration of credit cards and the fact that the
operator billing systems are not yet capable of
handling payments for products and services,
although this aspect is changing rapidly.

B2B Portals
A number of B2B portals are being developed with
the participation and encouragement of the Ministry
of Commerce (MOFCOM) to streamline the supply
chain and allow Chinese SMEs easier access to
international markets. Given the strong support of
the various economic Ministries in China, it is
expected that this sector will become a dominant
force in the market in future years.

However, currently the most successful B2B portals,
such as www.alibaba.com and
www.globalsources.com, are listed in Hong Kong,
which is not surprising, given Hong Kong’s
traditional role as a trading city for Chinese goods. 

• Li & Fung www.lifung.com
A major traditional sourcing company in the
garment and textile business, has successfully
developed a portal to facilitate the fulfilment of
small orders.

• Global Sources www.globalsources.com
The biggest publisher of trade catalogues in 
Asia has transformed itself into an Internet-based
trade facility. Now features 200,000 buyers, 
and 80,000 products across 27 vertical and 
12 geographic portals. Among the top 10
independent marketplaces in the world in 
terms of revenue, its main source of revenue 
is online listing fees (companies pay about
US$1,000/ month). 

• Alibaba www.alibaba.com
A horizontal marketplace providing a neutral
exchange for buyers and sellers. This company
boasts a membership of 475,000 enterprises and
claims to be the biggest in the world in terms of
product offerings, with over 700 product
categories. Yahoo recently took a 40% stake in
Alibaba, with a payment of US$1 billion, and
ceded Yahoo China to Alibaba.

• MartPOWER w w w. m a r t p o w e r. c o m
A B2B solutions provider owned by PCCW- H K T; 
has teamed up with the Chinese Government-
owned China Electronic Components Information
and Trading Network to build an exchange for
electronic components and boasts over 30,000
corporate members.

Industrial Software and IT Products
The massive construction and reconstruction projects
currently underway and planned for the next few years
make it very difficult to quantify the Chinese market for
industrial software and IT products. But it is certain
that there are huge opportunities to supply both the
public sector and the rapidly growing private sector. 

There are over 230,000 State Owned Enterprises
(SOEs) in China, an inheritance of the communist-style
command economy. All of these have been instructed
to modernise and restructure or face closure. In this
process of transformation they are investing massive
amounts in automation and productivity- e n h a n c i n g
products, creating an enormous demand for software
and IT products. 

As the economy becomes less regulated, new,
privately owned companies are being set up at a rapid
rate. While these private companies are free of the
traditional communist work practices and huge debts,
they are generally under-funded and are more liable to
b a n k r u p t c y. 

Huge investments are being made by the Government
in all aspects of the physical infrastructure of China,
and there will be a very large demand for software
and information technology to support these
developments. 

ERP Software
Until very recently software purchased by industrial
entities in China has been designed to suit the current
needs of the particular company – with the availability
of good programmers at low cost, it made sense to
design special packages. This situation is changing,
h o w e v e r, as companies recognise the advantages of
more complex enterprise packages available in world
markets. 

All the major enterprise software companies are now
established in China and the value of software in
boosting efficiency in every aspect of industry is
becoming accepted. 

Packaged Software
Aside from products related to displaying Chinese
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characters on screens, and some minor machine
translation products, China has yet to develop any
significant packaged software products that 
have sold overseas. Domestically, the market for 
PC and enterprise software is dominated by 
foreign-made products. 

The packaged software market is already sizable, 
with over 200 million PCs in use by the end of 
2004. Lenovo, a local company, is the dominant 
PC maker in China with a 35% market share 
in 2005.

Other strong local manufacturers are Great Wa l l ,
Fo u n d e r, Langchao and Hi-Sense. Consumer products
companies such as Haier are also moving into the
market, particularly in the laptop and mobile
computing sectors. 

Microsoft Windows and its Office suite of products
dominate the packaged software sector for PCs. In
order to lessen the dependence on imports, the
Government is promoting the development of Linux
and has supported a number of local companies in
their Linux development efforts.

Online Gaming is a rapidly growing sector in 
China and its growth has surprised most industry
analysts. As yet most games are imported, especially
from Ko r e a .

Intellectual Property Rights
The susceptibility of packaged software to piracy 
in China is a deterrent to market entry for some
companies. The Chinese Government has taken the
issue of counterfeiting very seriously in recent years
and has developed the legislation required to deal
effectively with counterfeiting and piracy problems.
The difficulty lies with the implementation of the 
laws in local courts, but progress is being made, 
with some well-publicised stories of convictions 
and fines. 

It will take many years, however, for China to reach
the standards of intellectual property rights protection
expected by Western companies. This is primarily due
to the difficulty of policing such a large country and
the uneven implementation of the law, together with
the fact that income levels in China are very low and
pirated copies of software are all that many people
can afford. 

Most commentators expect that, when locally
developed products and trademarks begin to suffer
from local piracy, the implementation of protection 

in local courts will improve dramatically.
For companies vulnerable to counterfeiting, the
inclination may be to avoid the China market.
H o w e v e r, if the product is very successful overseas 
and is in common use elsewhere, it will eventually 
find its way into China. It may be better to develop 
a market entry strategy with appropriate security
measures (either technical or by using a strong local
partner), rather than avoid the market and see no
revenue at all.

The Power Industry
China requires more power to meet the rapidly rising
demand and consumption. As its economy continues
to expand massive expansion is needed in generation,
transmission and distribution infrastructure  with the
Government now forecasting a need for an installed
capacity of 950GW by the year 2020. (The installed
capacity at the end of 2004 was 440GW)

Power demand grew by 15% during 2004 and during
the period 2004-2008, it is estimated that 32% of all
Global Power equipment supply orders are expected
to come from China.

Currently there are 144 new Power plants being built
in China and furthermore China is in the early stages
of reform of its Power Generation market, opening up
the possibility of foreign investment into a potentially
lucrative market sector. 

Education Services
China has always been proud of its education system
and the high literacy of its people. Given the huge
population, it is not surprising that the Chinese
education system is very large and diverse. 

As can be expected, the quality of education varies
g r e a t l y, with poorly funded and badly managed
institutions in the poorer provinces, and world-
standard universities and colleges in the eastern
provinces and the larger cities.

Participation Levels
Participation levels in higher education are currently
low by world standards, with 65% of students
dropping out after primary education and a further

DOING BUSINESS IN CHINA

(Outcomes of International
Education, 12th Australian
International Education
Conference, 1998)

ChinaWEB A-W  11/10/2005  10:03  Page 34



SECTORAL OPPORTUNITIES FOR IRISH COMPANIES 26 . 27

80% not continuing after the junior cycle of secondary
school. Less than 4% of the initial school-going
population participates in higher education. In 
recent years the government has funded new higher
education establishments and expended some of 
the better universities so that this problem is being
dealt with effectively. 

Government Initiatives
Under what is known as the National 211 Project,
one hundred of the top third-level institutions in
China have been selected for a special investment
programme to expand their facilities and to improve
their curricula and services. 

Growth of the Non-State Sector
Due to public dissatisfaction with the current
education system, the non-state sector has been
developing rapidly. While this is not officially
sanctioned by the Government, to date there have
been no moves to curtail its development. There are
around 50,000 non-government schools now in
operation around China, catering for over 16 million
students, mostly from the wealthier classes. It is likely
that this sector will become subject to regulation in
the near future.

Chinese Students Overseas
China has always sent students overseas, but until the
opening up the economy in the early 1980s, it was
only the children of Government officials and other
well-connected students and researchers who could
afford to travel abroad for further education. 

With an increasingly open society and rapidly
increasing wealth, the numbers travelling overseas
has increased dramatically in the past ten years.
C u r r e n t l y, the best employment opportunities within
China are available to those who speak good English,
and who have an overseas degree, so families are
fully prepared to spend many times their annual
income to get a good quality overseas education for
their children.

While the Government is concerned about the 
effects of a “brain drain”, the response has been
pragmatic, because of the lack of space in local
universities, and the recognition that those who return
from an overseas education are an asset to modern
China. While at one time very few students would
wish to return to China, the opportunities now
available in China are attracting many overseas
students to return. In 2000, the Government ordered
the banks to provide loans to families to fund 
overseas education. 

The countries most active in the overseas education
sector in China are English-speaking such as the US,
Canada, Australia, New Zealand and the UK. However
European countries such as France, Germany, Belgium
and Holland are becoming more active – and in some
cases are offering free university degree courses. 

The disadvantage for the non-English speaking
countries is that few people in China study their
languages and, unless studies are offered through
English, the numbers applying will continue to be
l o w. This gives institutions in Ireland a clear
competitive advantage.

Areas of Expansion
The following sections outline some of the areas
where education is in high demand and where Irish
educational institutions might find opportunities.
- English language studies
- Third-level degree courses
- Postgraduate courses
- Business studies (MBA and EMBA)

• English Language Studies
In the education services market the demand 
for English language studies is by far the largest
segment. Almost everyone who can afford to is
learning English and a great many are prepared 
to go abroad to do so. 

Most students who register to study English 
do so in preparation for entering a foreign
undergraduate or postgraduate course, or to 
take up a position with a foreign company in 
China or overseas. 

Some, however, use overseas English studies 
as a stepping-stone to emigration, whether 
legally through employment or illegally. 
Some countries do not allow students to enter
unless they are enrolled to study both English 
and a higher education course (with a 
correspondingly high fee requirement). Those
countries (such as Ireland) that allow entry for
English language studies alone offer a less 
costly option. 

Education institutions in Ireland should verify the
bona fides of their applicants to guard against the
possibility that they might attract students intent on
illegal immigration. 

• Third-Level Degree Courses
The demand for overseas third-level degree courses
also outstrips supply and any Irish college active in

Less than 4% of the initial school-going population
participates in higher education

The Government 
of Beijing has just
announced that all
citizens of Beijing (14
million people) must be
able to speak at least 
100 phrases of English 
by the start of the 2008
Olympic Games. 
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the market will have no difficulty in finding
applicants. A problem in this sector is that, given
the wide variations within the education system
in China, it is not easy to assess the quality of 
the second-level education that applicants have
received. Some universities have overcome this
difficulty by establishing one-year foundation
courses either in China or in the home country. 
The purpose of these courses is to prepare 
students for full participation in the degree
courses. Foundation courses usually include 
some elements of cultural reorientation to 
help students adjust from what is essentially 
a rote-learning system in China to the more
independent, interactive system in We s t e r n
countries. 

Other universities and third-level colleges use
rigorous interviews to assess the level of basic
e d u c a t i o n .

• Postgraduate Courses
Until recently, most postgraduate students and
postdoctoral researchers were Government
employees or were sponsored by the
Government, but increasingly major companies
and private individuals are sponsoring courses 
of overseas studies and research. 

There is a high level of interest in overseas
postgraduate and post-doctoral courses in the
physical disciplines (particularly in Engineering
and Computer Science), and all of China’s
universities are keen to establish overseas links 
for the exchange of students, researchers and
professors. The best way for Irish colleges to
attract such students is to establish relationships
with universities in China.

• Business Studies (MBAs and EMBAs)
I n t e r n a l l y, China is experiencing a boom in
advanced management degrees for executives. 
In 2001, over 47,000 students enrolled in MBA
degrees in Chinese institutions, and Executive
MBA (EMBA) programmes are a growth area.

The first EMBA programme was offered in 1995
through the China Europe International Business
School in Shanghai and since then most of
China’s top universities have started to offer
similar courses. Many of these degrees are
implemented with curricula sourced through
overseas partners and are quite expensive by
Chinese standards – a typical fee for the one-year
course in Beijing is US$24,000.

Market Entry and Development Strategies

• Education Agents
The most effective means of accessing potential
students for English language studies and
undergraduate courses is to work with Chinese
education agents. 

Due to the perception among Chinese parents and
students of the difficulty in securing student visas,
education agencies have sprung up throughout
the country in the past decade. They offer
counselling, orientation and advisory services, and
help students and colleges to complete
application and visa procedures. 

In late 1999, reacting to a number of fraudulent
operations, the Ministry of Education set out
regulatory standards; these require education
agents to apply for approval and to lodge bonds 
as insurance against illegal activities.

To date, around 130 education agents have 
been licensed throughout China, but most of 
the unlicensed agencies remain in operation, 
often ”renting“ the license of approved agents 
or (in some cases) openly flouting the law. It is
expected that unlicensed agencies will eventually 
be forced to close down or to come under the
regulatory umbrella. 

All local agents charge fees to the students or 
their parents, in addition to receiving fees from 
the overseas schools. The quality of service,
however, varies enormously – some of the older
more established agencies are not very efficient, 
but can tap into a large base of Government-
sponsored applicants. Other agencies are very
commercial, and are more interested in revenue
than in the students’ welfare. 

Irish institutions should exercise caution in
choosing a local partner agency. Enterprise Ireland
maintains a list of the officially approved agencies
in each region and can supply this on request. It is
advisable not to depend on a single agency, or to
concentrate on just one city or region. Over time,
schools should establish working relationships
with agents in different regions, depending on the
number of students required.

• Establishing Direct Links
Irish universities and third-level institutions wishing
to attract postgraduate students and postdoctoral
researchers should establish direct links with a

DOING BUSINESS IN CHINA

Only accredited agents 
with a real interest in
education and a full
understanding of the visa
regulations and college
entry requirements should
be used.

ChinaWEB A-W  11/10/2005  10:03  Page 36



SECTORAL OPPORTUNITIES FOR IRISH COMPANIES 28 . 29

selection of their counterparts in different regions
in China. Meetings can be arranged by Enterprise
Ireland upon request. 

• Market Development
Given the size of the student population, and the
perceived value of an overseas education, finding
potential students in China has not been difficult 
in past years. What is difficult, however, is finding
the best quality students. Currently, most of the
brighter students wish to study in the US, while 
the UK is quickly becoming an acceptable 
second choice. 

It should be noted that due to the strength of 
the Euro and the growing profusion of local course
choices available to Chinese students, the numbers
going abroad are not growing as rapidly as in the
early years of this decade and many of the countries
promoting Education Services are actually seeing a
downturn in the number of applicants.

China still remains a major market for Irish Education
service providers.

In the long term, Irish higher education institutions
should develop methods to ensure that students are
effectively screened before they are offered places.
Many colleges in China are very keen to establish
joint degree courses, whereby the students will
complete part of the course in China and part in
Ireland. This system could act a means of filtering
the best students to Ireland. 

It may also be possible to establish one-year
foundation programmes either in China (in
cooperation with local colleges), or in Ireland (with
emphasis on English language studies). These can be
used as a way of pre-selecting students for degree
courses. Such courses do not have to guarantee a
place in an Irish college, but should offer a certificate
on completion of the course as an incentive to
Chinese students.

In early 2005 the Department of Justice changed 
the regulations in terms of overseas students
accessing the Irish labour market. Prospective
Education service providers should familiarize
themselves with these regulations. A listing of
“approved“ courses and “approved” Colleges &
Institutions is now contained on the website of
the Department of Education & Science at:
http://www.education.ie/servlet/blobservlet/he_
providers_of_higher_education_ireland.doc?langu
age=EN

Prospective students and education agents are 
being referred  to this site to ensure that the 
courses in which they are interested are bona 
fide and confirms that the organisation offering 
the course, provides education courses leading 
to awards included in the National Framework 
for Qualifications.

• Cultural Challenges
While the obvious difficulty for Chinese 
students entering overseas institutions is that 
of language, this can be obviated by intensive
classes prior to entering the degree courses or 
by using the internationally accepted examination
and assessment systems for English language
training. 

A more difficult cultural problem arises from 
the education system in China. It is based on a
deeply rooted tradition of rote learning (required
to master the complexities of the Chinese
language and script). Overseas institutions
accepting Chinese students directly from China
should be aware of these differences and make
provision for a period of adjustment for Chinese
students, either prior to entering the college, or
working in parallel, through classes and individual
counselling.

For most of the students travelling overseas it will
be their first time to live in a western country and
also their first time away from their homes and
families, so some disorientation is to be expected
in the initial stages. 

• Visas for Students
In 2002, the Department of Justice established 
a new visa office in Beijing. Student visa
applications take approximately three to four
months for foundation and undergraduate
programmes. Postgraduate applications are
processed more quickly; applications for pure
English-language studies will take somewhat
longer. For more information, contact the visa
office or check the Embassy of Ireland 
Beijing website 
www.ireland-china.com.cn

P h a r m a c e u t i c a l s
In the year 2002, the the total turnover of the
Pharmaceutical sector in China grew to US$27.4
billion, an increase of 16.12% over the previous year.
Exports make up a small amount of this total, but
rose by 12.7% to US$4.85 billion, while imports
increased by 5.8% to US$3.73 billion.

Visit China regularly – to
promote the image of the
college and to interview
prospective students.

Remember that most
Chinese students come
from one-child families,
and leaving home for the
first time may be very
difficult for them.
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Fifteen of the world’s top pharmaceutical companies
have set up facilities in China in recent years. 

According to a recent survey by the Chinese
Government, the number of Pharmaceutical
manufacturers in China has reached 3,830.

Foreign participation joint venture drug manufacturers
have a much larger market share than domestic drug
manufacturers and account for some 60% of the
Pharmaceutical market.

Statistics show that there are 40 joint venture drugs in
the top 50 most popular drugs and it is expected that
the multinational companies could dominate the
Chinese market in the next 5 years.

Some of the Big Names
• North China Pharmaceuticals 

The second largest producer of penicillin 
in the world. Workforce of 18,000 in 30 
facilities. Strong in biotechnology and 
o v e r-the-counter drugs. 

• Harbin Pharmaceutical
Largest Chinese pharmaceutical company measured
by output (US$822.5m) in 2001, (EIU report).
Produces antibiotics, tonics, high quality traditional
medicine and bio-pharma products. 

• Sanjiu Medical and Pharmaceutical
Directly controlled by the State Council and has two
listed units. To g e t h e r, the two units recorded gross
profit of US$145m on joint sales of close to US$1
billion in 2000. Traditional medicine accounts for
70% of the companies’ sales, with We s t e r n - s t y l e
medicine taking up the rest.

Government Action
Since 2002 , with the advance of the global economy
and China's accession to the WTO, China has become
a major force in pharmaceutical production. Wi t h
lower production costs and a growing national
market, many international pharmaceutical companies
have established a presence in China. Consequently
China has become one of the most important
production & distribution bases of international
pharmaceutical products. In co-operating with
international companies Chinese manufacturers were
able to take advantage of the foreign investment
whilst growing quickly at the same time.

China‘s entry into the WTO in December 2001 also
opened the door for international companies to the
country’s national market. Tariff barriers & non tariff

barriers are being be decreased.

China will ensure the opening of the pharmaceutical
market and fair competition by:
- Strengthening the protection of intellectual property

r i g h t s
- Reducing the tariff on pharmaceutical products 

to some 6.5% by the end of 2005
- Abandoning the administrative management of

medical instruments (This was done at the end 
of 2003)

- Opening up drug distribution and allowing foreign
capital to be engaged in the retailing & wholesaling
of drugs

- Opening up of medical services

Dominance of Traditional Medicine
Traditional Chinese medicine retains a very strong
position in the local market. The Government is now
very keen to invest in research that will provide a solid
scientific basis for the claims made for the vast arrays
of products on sale in the mostly unregulated over-
the-counter market in China. 

The University of Beijing ( B e i d a ) is currently building a
new medical campus which will incorporate research
and teaching in both Western and Chinese traditional
medicine and will concentrate on research into the
efficacy of traditional Chinese medicine.

Regulation of the Industry
China implements detailed regulations covering 
the registration and sales of Western-style medicines
and healthcare devices.  

The main regulatory body in China is the State Food &
Drug Administration ( S F D A ). This organisation differs
from many regulatory bodies in other countries in that
it is a separate department instead of being a section
of the Ministry of Health. Prior to the formation of the
S F D A, in March 2003, several other regulatory bodies
had been involved in the control of the
pharmaceutical industry. The new organisation was 
set up primarily to guarantee the health and safety of
the people and to tighten supervision & regulation
over food safety.

The SFDA‘s main responsibilities are, to continue 
to exercise the functions of the former regulatory
bodies, to undertake the responsibilities of
comprehensive supervision related to the
management of the safety of food, health products 
& cosmetics, and also to organise and carry out
investigations & prosecution of major accidents
according to the law. 

DOING BUSINESS IN CHINA
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In relation to the pharmaceutical industry, 
the SFDA is in charge of the administration 
and technical supervision of the research, 
production, distribution and utilisation of 
drugs including:
- Traditional Chinese herbs
- Prepared herbal medicines
- Traditional Chinese medicines
- Chemical medicines and their preparations
- A n t i b i o t i c s
- Biochemical medicines
- Biological medicines
- Diagnostic medicines
- Radioactive medicines
- Narcotic drugs
- Toxic drugs
- Psychiatric drugs
- Medical equipment
- Hygiene materials
- Medical packaging & materials

Other organisations that are still involved in certain
regulatory issues include the Ministry of Health (e.g.
Advertising regulations, clinical applications of new
technologies, policies for medical institutions),
National Development & Reform Commission ( N D R C )
(Strategy development for the sector and pricing) and
the State Intellectual Property Office ( S I P O ) ( Pa t e n t
work and protection of intellectual property rights)

Drugs and the Healthcare System in China
Drug prescription has been one of the most
inefficient areas of the Chinese healthcare system. 
In particular, artificially high drug costs have been
used to subsidise hospital medical services. 
To address these problems, the Government has 
in recent years begun to control drug prices and
encourage hospitals to buy locally made products. 
It has also begun to shift the burden of costs 
to the individual, and to create a commercial 
market within the healthcare system. Individual and
c o m p a n y-based medical insurance programmes are
being promoted and the SFDA has reduced the
number of drugs that are state-subsidised. Fo r
example, over-the-counter ( O TC ) medicines for 
minor ailments that were previously sold only 
by hospitals can now be purchased by 
consumers at new, independent pharmacies 
and supermarkets.

Price Controls on Imported Drugs
The earlier controls in place on the prices of imported
drugs had made the market in China unprofitable for
foreign drug makers. This protectionist policy was
designed to assist local manufacturers (especially

those involved in antibiotic production) grow and
develop sufficiently to survive China’s entry into the
World Trade Organization (WTO), under which tariffs
on imported drugs will gradually drop from 20% to
6.5% by the end of 2005. 

The SFDA predicts that after tariffs on imported drugs
have decreased, imported drugs (including drugs
produced by local sino-foreign joint ventures) will
take 70% of the market. But it hopes that the
separation of medical costs from pharmaceutical
costs, and a firmer distinction between prescription
and non-prescription drugs, will slow this process. 

Improvements in Distribution
To improve the efficiency of distribution and to lower
costs, the State Economic and Trade Commission
( S E TC ) will allow limited online drug advertising and
sales, and will allow sino-foreign joint venture chain
stores to operate their own drug retail outlets.

Advance Notice of Prices
In April 2001 the State Development Planning
Commission ( S D P C ) issued a notice requiring new
drug prices and relevant policies to be published in
designated media outlets five to seven days before
they are implemented. 

Designated Media Outlets
China Economic Information Net( w w w. c e i . g o v. c n )
China Price Information Network( w w w. c p i c . g o v. c n )
China Economic Herald( w w w. c e h . c o m . c n )
China Medicine News 
Health News( w w w. j k b . c o m . c n )
Medical and Economical News 
Price Theory and Practice(Network Edition)
Price Bulletin  

Fake Products
Infringements of patent and intellectual property
rights are widespread in the Chinese pharmaceutical
i n d u s t r y. This is because there are several thousand
small-scale medicine manufacturers in China (most
of which cannot afford to carry out basic research).
There are also large numbers of illegal drug factories
that have taken advantage of a lax enforcement
regime where responsibility for policing has been
spread between a number of Government agencies. 

The State Intellectual Property Office (SIPO) now 
has responsibility for the protection for patent 
rights and has improved the policing of the 
market. However, foreign manufacturers are 
not yet happy with the level of protection 
they receive. 

Source Zhongguo 
Jingji Shibao (China
Economic Times).
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China as a Source of Raw Materials
Sectors that involve little or no patent rights have
flourished – these include the antibiotic sector and
the raw material manufacturing sector. China is now
recognised internationally as a major source of raw
materials for the pharmaceutical industry and is the
world’s biggest producer of certain antibiotics.
While many of the major multinational companies
have invested in China, many have ignored the local
medicine market and use China simply as a base for
the manufacture of raw materials to be finished in
other countries.

Reorganisation of the Industry
Because of the domestic reform of the healthcare
system and the changes in drug production and
distribution that followed accession to the WTO, the
larger pharmaceutical companies in China are
speeding up their pace of reorganisation. In
addition, the Government is involved at a provincial
level in the merger and rationalisation of the smaller
and more inefficient local manufacturers.

Investigation of Traditional Chinese Medicines
The Government is keen to investigate traditional
treatments and remedies to discover their effective
ingredients, to unify testing standards, and to make
them more acceptable in Western markets. A
number of foreign companies, including Servier
Group, have also set up research centres to look
into the efficacy of traditional Chinese medicines.

Further Information
Further information on the regulation of the medical
market in China can be sourced from the SFDA, or
through the China offices of Enterprise Ireland.

Construction

Scale of the Market
It is very difficult to quantify the total market for 
the construction sector in China, but the Economist
Intelligence Unit (EIU) in October 2001 estimated
that the construction industry generates annual
income in the region of US$120 billion
(approximately 12% of GDP) and is still expanding.
The European Construction Economics Research 
Unit (ECERU), which reviews 45 countries in terms
of their growth, openness and profitability, has
recently ranked the construction market in China as
the largest in the world, with Beijing and Shanghai
ranking as the largest among the world’s
metropolitan markets. 

Massive construction projects are underway

throughout the country in roads, railways, water
(diversion of rivers, flood control and pollution
amelioration) and air transport. In addition, the
influx of foreign direct investment (FDI), following
China’s entry to the WTO, is creating a boom in
factory development and related construction. 

Most municipal governments are building high-tech
parks to attract FDI to their cities. Furthermore, as
the population becomes wealthier (particularly on
the Eastern seaboard), it has created a huge market
for middle-income and upper-income housing.

The Big Projects
The following are some examples of the
construction projects currently underway in China. 
- Over 200 new cities and 5,000 new towns 

are to be constructed in the current 10-year
development plan

- Forty-one airports are to be renovated or
constructed within the five years to 2007

- The Three Gorges Dam and power plant being
constructed on the Yangtze river is the largest
single construction project in the world. It will
have an installed capacity of 18 million kW

- The Xiluodu Hydropower Plant and Xiangjiaba
Hydropower Plants, both to be constructed on 
the Jinsha River in Yunnan Province, will have a
combined installed capacity over 18 million kW

The Beijing Olympics (2008)
Since the beginning of 2002, a lot of attention 
has been focused on the projects planned for
completion before the Beijing Olympics in 2008. 
The Government has stated publicly that the
contracts for the Beijing Olympics will be open to
international bidding. A central committee has been
established to oversee the massive investment that
the Government is committing to ensure the success
of the games in 2008. 

The Beijing Government has committed to spend
US$21 billion to upgrade the city’s infrastructure
over the intervening period. Construction projects 
to the value of US$14 billion are open to both
domestic and international bidders. 
Contracts already awarded:
- A number of Australian companies have already

won contracts for construction, environmental
and logistics projects

- General Motors were granted the exclusive car
sponsorship with the Chinese Olympic Committee
for four years 

- Canadian engineering company SNC-Lavalin Group
Inc. has secured a contract worth US$1.5 billion to
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help construct new underground railway lines for
the future Olympic city

How to Get Involved
Irish companies who want to participate in any of 
the Olympics projects would need to establish a
permanent presence in Beijing. The easiest way to 
do this is through a partnership with a local 
company or with one of the already established
foreign companies. 

Companies that gained experience in the
developments related to the Sydney and Athens
Olympics will have a distinct advantage in bidding for
projects for the Beijing Games. Information on the
Olympics-related projects can be obtained through
Enterprise Ireland’s office in Beijing.

Operating in the China Construction Market
Despite this massive and growing market, China 
is not an easy country in which to operate. Most 
of the larger multinational construction and
architectural companies, such as Bechtel, 
F l u o r-Daniel and Gammon, have been operating 
in China for up to fifteen years, but many of them
find it very difficult to make profit on local contracts. 

Partnership with Chinese Firms
Chinese engineering and construction companies
have gained good experience over recent years and
their local cost base and, more importantly, their
connections, or “guanxi”, within China make them
formidable competitors when bidding for contracts.
Partnerships with Chinese companies are a possible
means of entering the market, but unless the foreign
partner is bringing some technology- or knowledge-
intensive skill to the partnership it is unlikely to be 
of interest to Chinese companies.

International Projects
Foreign companies find it easier to target
construction projects that are funded by multinational
agencies such as the World Bank and the Asia
Development Bank (ADB), where rigorous We s t e r n
operational practices are required and where the
margins tend to allow for foreign personnel costs.
Other areas open to foreign companies are the
factories and facilities required by the multinational
companies investing in China in recent years.
Many areas of the construction industry can be
considered off limits to foreign companies, in
particular public housing schemes and the
construction of most hospitals and schools.

A number of Irish project management and

engineering contracting companies have been active
in the China market in recent years. In almost all
cases, these companies are acting as subcontractors
to the larger foreign-owned contracting companies.
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Appendices

Enterprise Ireland in China
Director Greater China: Alan Buckley
Email alan.buckley@enterprise-ireland.com
Beijing
Enterprise Ireland 
c/o Commercial Section - Embassy of Ireland
C612A Office Building, Beijing Lufthansa Centre 
No: 50 Liangmaqiao Road, Chaoyang District 
Beijing 100016
People‘s Republic of China
Tel +86-10-8448-8080
Fax +86-10-8448-4282
Email alan.buckley@enterprise-ireland.com
Web www.enterprise-ireland.com.cn

Shanghai
Enterprise Ireland 
Commercial Section
Consulate General of Ireland 
Suite 700A Shanghai Centre
1376 Nanjing Road West
Shanghai 200040 
Peoples Republic of China
Tel +86-21-6279-7088
Fax +86-21-6279-7066
Email renee.wu@enterprise-ireland.com

Hong Kong
Enterprise Ireland
2107, Tower 2 
Lippo Centre
89 Queensway
Hong Kong
Tel +852-2845-1118
Fax +852-2845-9240
EMail patrick.yau@enterprise-ireland.com

Guangzhou 
Enterprise Ireland
Room 702
China Hotel Office Tower
Liu Hua Road 
Guangzhou, Guangdong Province,
People‘s Republic of China
Tel +86-20-8666-6888
Email rebecca.xu@enterprise-ireland.com
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Sources of Further Information
This section lists organisations and information sources 
that will be useful for any Irish company contemplating business in China.

Embassies
Irish Diplomatic Representation in China

Embassy of Ireland
No. 3 Ritan Dong Lu
Chaoyang District
Beijing 100600
Tel +86-10-6532-2691, 6532-2914
Fax +86-10-6532-6857
Email ireland@public3.bta.net.ch

Embassy of Ireland Visa Office
Ta-Yuan Diplomatic Office
Building 2-11-1
Beijing
Tel +86-10-6532-6971
Fax +86-10-6932-6956

Consulate General of Ireland
Suite 700A Shanghai Centre 
1376 Nanjing Road West
Shanghai 200040 PCC
Tel +86-21-6279-8729
Fax +86-21-6279-8739
Email ireland@public.shanghai.cngb.com

Chinese Diplomatic Representation in Ireland

Embassy of the People’s Republic of China
Chancery: 40 Ailesbury Road, Dublin 4
Tel +353-1-269-1707
Fax +353-1-283-9938
Commercial Office: 77 Ailesbury Road 
Dublin 4
Tel +353-1-260-0580
Fax +353-1-269-6966
Web www.chinaembassy.ie

Trade Associations
EU Chamber of Commerce
www.europeanchamber.com.cn

Ireland China Association       
www.irelandchina.org/address.html

Ireland-Hong Kong Business Forum
c/o Dublin Chamber of Commerce
7, Clare Street, Dublin 2
Tel +353-1-644-7200
Fax +353-1-676-6043
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Irish Business Forum Hong Kong 
c/o Enterprise Ireland, Hong Kong office

Irish Business Forum Shanghai  
c/o Enterprise Ireland, Shanghai office

Irish Network China   
www.irishchina.org 

Trade Promotion Bodies
China Council for the Promotion of International Trade
www.ccpit.org

Chinese Government Web Sites 
Beijing Foreign Economic and Trade Commission 
www.tpbjc.gov.cn

China Economic Information
www.cei.gov.cn

Ministry of Commerce                           
www.mofcom.gov.cn

Hong Kong Trade and Development Council 
www.tdc.org.hk

Ministry of Construction
www.cin.gov.cn

Ministry of Education 
www.moe.edu.cn

Ministry of Foreign Affairs 
www.fmprc.gov.cn
Ministry of Health
www.moh.gov.cn

Ministry of Information Industry
www.mii.gov.cn

Ministry of Labor and Social Security 
www.molss.gov.cn

Ministry of Public Security 
www.mps.gov.cn

National Bureau of Statistics (NBS)
www.stats.gov.cn

People's Bank of China 
www.pbc.gov.cn

DOING BUSINESS IN CHINA
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State Development Planning Commission 
www.sdpc.gov.cn

Economic and Trade Commission 
www.setc.gov.cn

Internet Resources on China 
China Big Yellow Pages
www.chinabig.com

China Business Desk
www.chinabusinessdesk.com

China Business Net Pages
www.china-businessnet.com

China Channel  
www.china-channel.com

China Internet  
www.chinainternet.com

China Internet Corporation 
www.china.com

China Market
www.chinamarket.com.cn

China Online
www.chinaonline.com

China Pages
www.chinapages.com

China Real Estate
www.china-realestate.com

China Supply
www.china-supply.com

China Today 
www.chinatoday.com

China Trade Winds 
www.chinatradewinds.com

China Vista 
www.chinavista.com/business/home.html

China Window 
www.china-window.com/window.html

Chinese Business World
www.CBW.com
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eGate2China
www.egate2china.com

Made in China   
www.made-in-china.com

Official Chinese Information
www.china.org.cn/English

Surf China
www.surfchina.com

News Media 
Asia Inc. Online
www.asia-inc.com

Asiainfo Home 
www.asiainfo.com

Beijing Review
www.bjreview.com.cn

China Books and Periodicals
www.chinabooks.com

China Business World 
www.cbw.com

China Daily
www.chinadaily.net

Far Eastern Economic Review Interactive Edition
www.feer.com

Shanghai News 
www.shanghainews.net

Sinofile
www.sinofile.com

South China Morning Post 
www.scmp.com

Translation and Interpretation Agencies
For a selection of Translation & Interpretation organisations 
please contact the relevant Enterprise Ireland office.
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Enterprise Ireland

Glasnevin, Dublin 9 Tel (+353 1) 857 0000/ 808 2000  Fax (+353 1) 808 2020
Merrion Hall, Strand Road, Sandymount, Dublin 4 Tel (+353 1) 857 0000/ 206 6000  Fax (+353 1) 206 6400
Wilton Park House, Wilton Place, Dublin 2 Tel (+353 1) 857 0000/ 808 2000  Fax (+353 1) 808 2802

www.enterprise-ireland.com
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