
Business & Culture

ABOUT INTLANG (Gloria ZHANG, MD)
Intlang Consulting Group offers cross cultural marketing and 
business solutions to Australian businesses, helps them identify new 
opportunities in overseas markets, breaks down cultural barriers, 
creating optimised investment or joint venture operations, ultimately 
bringing different values, strength and business practice together.

Chinese culture - China’s interaction with the world
The Western Australia industry sector is facing new challenges as emerging international 
markets test its control across areas of Mining, Energy, Agriculture, Technology, Art, 
Culture and Tourism.

Much of the discussion amongst Western Australian company directors in recent times 
regarding the Chinese government’s “One-belt, One-road” policy has focused on the 
demanding aspects of how the policy relates to Western Australia business with China.

The WA business community seems determined to highlight its concerns rather than 
taking into consideration the overseas opportunities that exist for local businesses. If we 
reflect upon Chinese history, the “One-belt, One-road” (“一带一路”) policy has direct 
relevancy to the famous “Silk Road” dating back to the Han Dynasty (207 BCE – 220 CE). 
The Silk Road is the collective term for the ancient trading routes that connected Asia and 
Europe at the time, when there was a highly lucrative trade in silk.

However, what many new joint ventures can encounter, is difficulty in negotiating the 
process of engaging a successful cross cultural partnership with its international cohort. 
Many companies, on both sides of the ledger, find their new working relationship 
challenging, requiring much patience, resourcefulness and perseverance for it to progress. 

For a successful cross cultural partnership, cross cultural communication is an essential 
part of daily life, with the key to successful cross cultural communication being 
knowledge beyond overcoming language barriers. This requires the ability to manage and 
inspire people with different beliefs, customs, perception and common sense. It needs 
participants to recognise how to bridge the power space, interpret communication styles, 
and exercise high-status versus low-status protocols within cultures (8 September 2017).
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Where are the Chinese “Coal Bosses”? 
“Coal boss” – a nickname given to coal start-ups from Shanxi Province following the ris-
ing coal prices in China. A coal rich province, Shanxi experienced a “coal rush” from 2002 
providing opportunities for the poor and creating a generation of “coal bosses”.  The 
rapid coal price rises, caused the government to restructure and regulate the industry 
whilst coal bosses worked dangerously – collecting huge profits – unaware of how quickly 
policy changes could cause them to lose control of their own destiny. Restructuring of the 
Chinese coal industry has impacted the future of coal bosses over the past decade. Here 
are a few examples: 

• Zhu’s ancestors were coal miners for generations. In 2003, his small coal mine made 
more money in a month than his grandfather made in 10 years. The price of success 
however included divorce, suicide attempts and eventually being driven out of town. Zhu 
now lives in Beijing but searches for purpose in life despite his accumulated wealth. 

• Chen and his family resided in the Beijing Shangri-la hotel for two years after 
leaving Shanxi. Chen purchased over 10 properties in Beijing hoping to earn respect and 
dignity, only to realise he lacked the required confidence and knowledge of how to run a 
large business.   

• Huang was profitable during the coal rush but exited the market before the 
industry restructured. Huang moved to Beijing to learn about business and overwrite his 
“coal boss” status and reputation of creating fortune through creative finance and violence.

China is a fascinating country – creating and attracting entrepreneurs and opportunists.  
The luck or curse brought by the “coal rush” tested many in Shanxi – challenging mind-
sets, wealth management strategies, their direction and value of life – leading them to 
forge different paths (18 September 2017).



Business & Culture
ABOUT INTLANG (Gloria ZHANG, MD)

Intlang Consulting Group offers cross cultural marketing and 
business solutions to Australian businesses, helps them identify new 
opportunities in overseas markets, breaks down cultural barriers, 
creating optimised investment or joint venture operations, ultimately 
bringing different values, strength and business practice together.

Policy upgrade in seven Chinese cities
Within two consecutive days (22 – 23 September 2017), property market regulations in seven 
Chinese cities (Nanning, Chongqing, Nanchang, Changsha, Xi’an, Guiyang, Shijiazhuang) were 
“upgraded”. 

According to China Business News, commercial properties in Nanning, Chongqing and Nanchang 
cities, can be resold two years after the owner acquires the Deed. For other cities, the resale time 
frames will range from three to five years.

In March 2017, Beijing became the first city to pilot this new industry regulation. In May the 
policy was to be implemented in 30 Chinese cities, but the recent 23 September announcement 
indicates the total number will reach 44.

CRIC research showed how the influx of investors to the real estate market caused property prices to 
soar. The new policy is expected to stabilise the rate of price rises and develop a sustainable market.

The policy also applies to property sales, loans, land prices and housing prices. Its implementation 
will see some properties reserved to meet investment demand and stabilise the property price. Senior 
real estate expert Ma Ying-Shun pointed out that the “control” policy will be effective if it responds to 
local market conditions as it specifically targets the second-hand housing market and limits options 
for short-term property investors. The policy demonstrates the government’s determination to 
combat opportunistic property investments in an over-heated market. 

The policy effect will be monitored over the next few months and should the property market 
continue to experience unsustainable growth, further control measures cannot be ruled out. 

In the past few decades, urban people in Chinese cities have connected their historical passion of land 
with investment opportunities - forming the domestic property market today (26 September 2017). 
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Moon Cake, Round Table, Harmony!
Wednesday 4 October is the Chinese Mid-Autumn Festival - represented by a full-moon, 
moon cake and family reunion.  The Chinese are extremely family oriented, living by the moto 
‘和为贵 ( hé wéi guì)’, meaning ‘Harmony and Peacefulness are Prized’ – and is regarded as 
the key to a successful relationship.  

In China people strive for ‘圆满 (yuán mǎn)’ meaning ‘round and full’ in everything they do 
or wish for, equating to ‘harmony and perfection’.  This deep-seeded belief in Chinese life and 
business practice is often tested when a business negotiation faces serious conflict that could 
potentially derail discussions. Though parties may choose to compromise or walk away for the 
sake of harmony as a sign of good faith and to save ‘face’ – have trust and future opportunities 
to work together actually been lost? The approach in such circumstanes and how each parties 
culture and values are respected determines the eventual outcome of whether good will and 
true harmony will or won’t eventuate.  

The very core of the rich traditional Chinese belief in ‘harmony’ includes: 
• harmony between nature and man-kind;
• harmonious relationships and social environments;
• internal harmony of integrity and a balanced body and mind; and
• harmonious relationships between countries,  rather than conquering, based on 
           equality, peaceful coexistence and good will. 

Harmony is not a solely Chinese concept. In British history, the ‘round table’ concept 
symbolises harmonious relationships and equal status of those in discussion – derived from 
the legend of King Arthur and the chivalric order of his knights. The essence of these 
historical concepts brings the spirit of equality of all, knowledge sharing and full 
communication cultivating harmonious relationships (2 October 2017). 

If you like to learn more, please contact Intlang today.
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Finding the ‘Gold’ in Golden Week 
Early October’s week long National holiday (“Golden Week”) is one of the two major 
holidays in China (the other being the “Chinese Spring Festival”). The Chinese National 
Tourism Administration Centre reported that during Golden Week, approximately 67 
million tourists travelled domestically, generating domestic tourism revenue of RMB 54.6 
billion (AUD 10.5 billion), up 15% compared to the same time last year.  Chinese tourists 
travelling abroad during the holiday exceeded 130 million and is expected to rise.  Top travel 
destinations include the United States, Thailand, Europe (particularly France and Italy).  

Chinese tourists share a “convergence” of thought and behaviours when travelling. In 
addition to a passion for food and shopping, medical consumption has also become big 
business overseas – with places like Japan and Korea attracting repeat Chinese tourists every 
year. The Chinese travelling abroad for medical reasons are primarily seeking physical 
examinations, cancer treatments, new drugs or plastic surgery. Quality and trust of the 
overseas medical services is also a key consideration for mainland Chinese customers.  

Though today’s mainland Chinese do not shy away from indulgence, they are also keen to 
learn about the world and experience new cultures.  Despite Australia being a part of Asia, it 
differs significantly to other Asian countries in terms of culture and demographics, yet able 
to offer all that other travel destinations have - especially Western Australia (WA).  WA is the 
only state located on the same time zone with China and is easy to access from Asia. Living in 
Australia, it may be difficult to relate to the Chinese way of “enjoying” holidays. Nevertheless, 
understanding consumer behaviors of this growing market is the key to developing a 
booming WA tourism and hospitality industry (9 October 2017). 

Interested in finding out how your business can capture more of the China market, contact 
Intlang today!
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Directness and Indirectness
Communication styles are associated with cultural values. The Chinese and Japanese cultures 
are well known for politeness and tact which are prioritised over directness – often making 
every effort to avoid confrontation by creating distance or walking-away from uncomfortable 
situations. It is the listener’s responsibility to interpret any implicit hidden meaning and to ‘get 
the hint’.  This may be thought of as unreliable but by insisting on pursuing definite answers 
may lead to disappointment or embarrassment.

In China today, an appreciation for western-style directness is growing amongst equals who 
have developed a close relationship. Where indirect communication between them would now 
come across as a sign of distancing oneself or hierarchy. 

However, for the large part, the Chinese interpretation of ‘direct’ communication is still g
enerally framed in sophisticated verbal and non-verbal expressions due to the high context 
culture. This leaves no room for misunderstanding and avoids losing face. To achieve this 
harmonious outcome requires cultural sensitivity.

Australia too has its own culture of directness and indirectness depending on the context. We 
wish in many ways the gap between Australian and Chinese styles of communication to 
narrow. To bridge the cultural gap in your international business communication, contact 
IntLang today to see how we can help your business!

In other business news this week:
 A list of the top 2000 richest people in China was published on 12 October by Hurun 
News, with wealth ranging from A$400m to A$58bn.  Many of the top listed are involved in 
the IT and network servicing industries.
 Chinese Custom’s official report indicates the country’s September YTD imports were 
up 19.5% and exports by 9% YoY resulting in trade surplus of A$39bn. (16 October 2017)
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“Say Cheese!” - Western Influences in China
A Western friend asked me recently, “Do Chinese people like cheese and coffee?”  Though not 
typically part of our traditional diet, Westernisation of food is a growing trend – with more 
people in China starting their day with coffee instead of tea, and enjoying cheese with a glass of 
Australian red wine. 

China reportedly first encountered Western influence in the Han Dynasty in 166 (Roman 
Empire), when several businessmen visited and received an imperial welcome by the Chinese 
Emperor. Western influences can be seen in even the pottery used in Chinese homes over 5000 
years ago.

Nowadays, Chinese people are beginning to incorporate more western influences into daily 
life – often in lieu of traditional habits. For example, there is an increasing preference to drive 
BMWs over “Red Flag” cars (a historical status symbol; 红旗汽车); build western style 
mansions instead of traditional courtyard houses (四合院 Sìhéyuàn);  frequent Starbucks 
rather than local teahouses (茶馆 Cháguǎn); adopt western traditions like celebrating 
birthdays with cake in addition to traditional ‘long-life birthday noodles’; learn English at an 
early age; and experience western culture by studying abroad. 

Though the Chinese have integrated Western habits and foods like Australian beef, milk 
powder, cheese and coffee into daily life – they still take pride in traditional Chinese food and 
culture. However, the reverse has not always been easy with Westerners finding it harder to 
adopt the Chinese ‘smelly’ tofu, spicy food and tea-drinking. Despite this, the extensiveness of 
Western culture penetration in China continues to open doors for Australian products in this 
exciting market. 

Learn how you can capture opportunities for your business in China - call Intlang today!  
                                                                                                                            (23 October 2017)



Business & Culture
ABOUT INTLANG (Gloria ZHANG, MD)

Intlang Consulting Group offers cross cultural marketing and 
business solutions to Australian businesses, helps them identify new 
opportunities in overseas markets, breaks down cultural barriers, 
creating optimised investment or joint venture operations, ultimately 
bringing different values, strength and business practice together.

The Power of Goodwill
Many Asian descendants like me have grown up with constant reminder of the importance 
of ‘goodwill’ from our parents. We learn to build goodwill with everyone we meet as a part 
of character building. How, when or where goodwill may be repaid or measured can 
never be expected, otherwise it won’t be genuine or trusted. Even when people do you 
wrong, forgiving instead of taking matters into your hands is a form of goodwill. 

Many years ago, when I first studied accounting, I was therefore surprised to see ‘Goodwill’ 
listed as an asset on the Balance Sheet. How could this intangible asset be calculated and 
valued on a yearly basis? This perplexed me from a culture perspective.

Goodwill in business is referred as “relationships” between a business and its customers. In 
western culture, people have a choice to build close, loose, pure business, pure personal, or 
mixed relationships in business. In Asian countries especially in China, building 
goodwill in relationships “ Guan Xi（关系）” is part of life’s journey – where we do 
business with friends or become friends through business. Ingredients of an Asian style 
relationship are not separable like ‘steak and chips’, but more like a tasty stir-fry, where all 
ingredients are harder to separate.   

Asian goodwill is a power and source of success in life and business. It is accumulated over 
time without condition, and once a supporting ‘goodwill’ network surrounds you, it is 
possible to achieve almost anything with confidence. 

Contact Intlang today to find out how we can help to strengthen your goodwill and business 
relationships in Asia today. 

                                                                                                                            (30 October 2017)
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“What’s the time, Mr Wolf?” – Cultural Concept of Punctuality 

An Australian friend once asked me in private “Why do Chinese always show up 
“fashionably late” at social gatherings? I smiled when I heard this question.  
 
Chinese generally believe punctuality is a virtue. Especially when one’s creditability is 
judged by it at work. Punctuality not only reflects a person’s morals and habits, but also 
their education and character, where a disciplined and thoughtful person is considered 
sincere and trustworthy. 

So why does their behaviour contrast with their belief? 

China is such a big country, where behavioural patterns can have regional variations. There 
are some who consider it rude to show up late for anything. Elsewhere, it is normal to arrive 
~30 minutes late for social gatherings – mainly to give the host extra preparation time to 
avoid a last minute rush. Guests do not want to appear too desperate either.

The circumstances for a guest of honour is different again, especially when senior 
government officials are involved. The proper etiquette is for the guest of honour to arrive 
late and leave early (often in the middle of the event). Though confusing for foreign guests, 
the truth is, the guest of honour is showing respect by attending, and is demonstrating 
thoughtfulness to other guests by leaving earlier, so they can stay on, relax and enjoy 
themselves.

Of course, punctuality is valued differently in different cultures and countries, where the 
cultural concept of punctuality is constructed and influenced by social, history, 
demographic and economic characteristics.

Contact Intlang today to find out how we can help you navigate the cultural nuances and 
improve the way you approach business in Asia today (6 November 2017).
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China News
Green companies set to soar on the policy boost from Congress
At the recent 19th National Congress of Communist Party of China, President Xi reaffirmed the 
country’s commitment to push forward green development. “Lucid waters and lush mountains 
are invaluable assets”. 
New energy cars and opportunities for foreign automakers
China sold ~400,000 new energy cars between Jan-Sept 2017, a 37.7% rise year-on-year, 
according to the China Association of Automobile Manufacturers. Sales are expected to reach a 
total of ~700,000 by December. China may soon allow foreign automakers to establish wholly 
owned operations dedicated to new energy cars, likely first in free trade zones. LMC Automotive 
Shanghai statistics show ~70% of new energy cars sold in China are affordable at ~50,000 yuan 
(A$10,000). Nevertheless, the Chinese government is investigating whether this new sector will 
suffer from overcapacity as both traditional and new carmakers have been developing and 
expanding production of new energy cars in recent years .
(Source: China Daily Business 30 October 2017)

Australia News
14 & 15 November 2017 | Hyatt Regency Hotel Perth, WA
Proudly presented by Vertical Events
With all the talk about renewable energy and emission targets to bring forth a new wave of clean 
energy options, it is the time when the resources industry steps up to supply the minerals needed 
to build the batteries and other components in the renewable industry.

The Low Emission and Technology Minerals Conference features many of the upcoming and also 
developed resources companies dealing in the Lithium, Graphite, Vanadium Cobalt, Manganese, 
Magnesium, Rare Earths and other minerals associated with ‘Çlean Energy Minerals’. 
For information about Conference Programme and Online Registration, please visit the 
conference website at http://verticalevents.com.au/LETM2017.

Contact Intlang to find out how you can grow your product in China’s developing markets today. 
(13 November 2017)
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China news (China Daily)
The Great State Own Enterprise (SOE) Turnaround
SOE reform in recent years has improved central SOEs efficiency and competitiveness, resulting 
in a record high net profit of 1.11 trillion yuan (A$222.2 billion) between Jan-Sept 2017. 
Luxury Tourism
Costs do not seem to matter to wealthy Chinese travelers. Private business owners, senior 
company officials, investors, and their families (mostly from Beijing, Shanghai, and Guangzhou) 
are a major driving force in the luxury travel industry.
All about studying abroad
According to China Education Expo (21-29 Oct, Beijing) report, Chinese education 
organisations have collaborated with universities, colleges, and high schools of nearly 40 
countries and regions, including Australia.  

                                            

All about trust 
We are all aware of the importance trust in business. In China, relationships are not developed 
while a transaction proceeds, but established beforehand.  Should a trusting personal 
relationship be cultivated, business transactions may follow. Chinese people are careful not to 
become obligated to business partners until familiar with the personalities involved. 

Trust is core to the “guanxi” (relationship) concept,  best thought of as a network of 
relationships whereby you favour your friends and they favour you. Though it is good to invest 
time building your own network of contacts, you should be aware of all the favors you have 
received and be prepared to respond in kind. Trust takes time to cultivate, but how much time? 
Consider how long it takes to build a trusting relationship in your own culture and community 
and what makes you trust a person? Establishing trust in cross-cultural setting is a new and 
even larger challenge, but above all, patience and solid foundations are most valued. 

Intlang can help you establish trusting international business relationships – contact us to find 
out how (20 November 2017).
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2018 China International Exhibitions 
The Intlang marketing team has been organising and accompanying Australian delegates to 
attend international exhibitions in China for many years. Our marketing and business services 
include:  translation, interpretation, bilingual documentation, market research, and other event 
related services. 
Below are upcoming exhibitions being held in China.  If you are seeking opportunities in the 
China market, contact Intlang about attending and how our services will benefit you. 
                                                                                                                              
1. International Intelligent Building Exhibition, Beijing. 12 – 14 March 2018 
2. The 123rd & 124th Guangzhou International Trade Fair, Guangzhou. 
            Spring Fair 15 – 19 April,  23 – 27 April,  31 April – 4 May 2018. 
            Autumn Fair 15 – 19 October,  23 – 27 October,  31 October – 4 November 2018
3. The China International Defense Electronic Exhibition, Beijing. 7 – 9 May 2018
4. The 18th China International Metallurgical Industry Expo 2018, Beijing. 16 – 19 May 2018
5. China International Pipeline & Conference 2018, Langfang (Shandong). 12 – 14 June 2018
6. The 14th Beijing International Industrial Automation Exhibition 2018
            Beijing, 13 – 15 June 2018
7. Beijing International Tourism Expo, Beijing.  16 – 18 June 2018
8. The 18th China International Automotive Interiors and Exteriors Exhibition
            Shanghai, 15 – 17 August 2018
9. VIV China 2018 (The 10th China International Farming and Pasturage Expo)
            Nanjing (Jiangsu), 17 – 19 September 2018
10. China International Chemical Industry Fair (ICIF China) 
            Shanghai, 19 – 21 September 2018
11.      China (Guangzhou) International Robot & Intelligent Manufacturing Exhibition 
            Guangzhou, 27 – 29 Sept 2018
12. China Mining Congress & Expo 2018, Tianjin. Date TBC 2018
13. The 1st China International Import Expo, Shanghai. 5 – 10 November 2018
                                                                                                                                 (27 November 2017)
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On behalf of Intlang Consulting Group, we thank you for your 
kind support in 2017. 

We wish you a very Merry Christmas and Happy New Year!
                               
See you in 2018.                                                  (13 December 2017)
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