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Dear Readers,

It’s been a busy month for the Business Tianjin team to bring the most 
important economic and business issues to the attention of our loyal 
readers, but as ever, we continue to work tirelessly to report on the 
most pertinent stories of the day.

This month, our Feature Story looks to the ever growing electrical 
car industry in China as the trend for more sustainable travel and 
improvement to the country’s environmental issues becomes more 
popular. How will infrastructure change and develop to support such 
moves? Will the greener alternative really come into fruition? Just read 
on for more expert analysis.

Elsewhere, we look at other techonological developments in the form 
of wearable tech and how marketers currently understand the market’s 
motivations, movements and habits to bring marketing trends into a 
new age. For more on how technology is impacting other sectors such 
as the hospitality industry, one need look no further than June’s Cover 
Story with Ross Grinter, a well seasoned General Manager, new to the 
Tianjin hotels scene. With insightful comments on the use of  social 
media and its impact on customer expectations and relations, look no 
further than our interview with Grinter.

We leave readers with the look of  love in our Last Word column, 
analyzing Tianjin University’s course offering on love. Find it hard to 
believe? Read on for more.

For up-to-date business news in China and overseas, be sure to visit our 
website or sign up to our newsletter over on www.businesstianjin.com

Yours Sincerely,
Mary Smith

Managing Editor | Business Tianjin Magazine
managingeditor@businesstianjn.com
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Biz Briefs 
Business Tianjin / June 2016

◄ Service to Tackle the Needs of Now
Dialogue with Ross Grinter, 
General Manager at 
Sheraton Tianjin Binhai Hotel
Sheraton Tianjin Binhai Hotel meets new 
blood as Ross Grinter, a longer term player 
in the Starwood Hotels family, takes on 
the role of General Manager at the hotel 
based in the heart of TEDA. With ten years 
of experience in China working in Beijing 
at Sheraton Grand Beijing Dongcheng Ho-
tel and the historic Great Wall Sheraton – 
considered an institution in China for bring 
the first international hotel in the country, 
as well as the first Sheraton Hotel in China- 
Grinter knows a thing or two about how to 
lead strong teams and perform efficient op-
erations to best serve Sheraton customers. 
Having only taken on the role in May, this 
month we sought the insights of Grinter on 
the differences between the Tianjin and Bei-
jing markets and his impressions of the fast 
paced development of the city as viewed 
from a pair of fresh eyes.   See Page 14

◄ The Science and Art of Retail
Dialogue w ith Mar y Kwan, 
President and CEO of
Robbinz Department Store

Having studied International Business at 
university in the United States, over the 
course of her 30 year career in the retail 
industry, Mary Kwan has done it all. From 
wholesale to retail, merchandising to design, 
sourcing to inventory management – Kwan 
has a solid background in working in fashion 
and apparel. A truly international individual, 
Kwan joined the Indonesia based Lippo 
Group to head up their China operations 
in Tianjin three years ago. As the current 
President and CEO of Robbinz Department 
Store Tianjin, this month Mary Kwan shares 
her insights into the science and art of retail 
management and the development of the 
industry in Tianjin.   See Page 20

◄ Marketing and Wearables

Wearable technology is a sector that is 
growing in popularity at a rapid pace. 
The industry has moved past connected 
eyewear and smartwatches and offers a 
growing variety of products like wrist bands, 
smart shoes, smart jewelry, smart apparels, 
and more. Companies are creating apparel, 
accessories, and fitness wear that can do 
everything from monitoring heart rate to 
charging a smartphone to unlocking doors. 

The overall wearable technology market is expected to reach USD 31.27 Billion by 2020, with 
an annual growth rate of around 17.8%.   See Page 34
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Tianjin News
625 meter record to dismantle 
the Tower@ Goldin Finance 117 
Building

The four tower cranes used for the Goldin 
Finance 117 Building have worked safely 
for the past 1,163 days, completing 
68,956 construction tasks. They made 
major contributions to the construction 
of the tallest building in Tianjin. But now 
the time has come to take them down and 
have them dismantled. Two ZSL2700 
tower cranes are the largest whip-typed 
tower cranes in China at present. The 
dismantle height of the cranes reached 
625 metres, which has created a domestic 
record for the demolition of tower crane 
height. 

Tianjin Pipe Corporation to boost 
Chinese FDI in Texas

By the end of this year, a $1.3 billion plant 
near Corpus Christi, Texas is expected 
to start production. TPCO America, a 
subsidiary of Tianjin Pipe Corporation, 
is building the plant. Officials hope the 
facility will bring in additional Chinese 
and foreign investment to the area. It is 
expected to create 600 jobs and generate 
$2.7 billion in economic activity. Ground 
breaking for the facility began back in 
2011.

Tianjin holds 2016 foreign talents 
job fair

The Tianjin Administration of Foreign 
Experts Affairs held a 2016 job fair 
for foreign talents in Beijing, Tianjin 
and Hebei on April 15th. The job fair 
, the first the Administration has ever 
held for foreign talents, attracted 35 
employers from Beijing, Tianjin and 
Hebei provincethe region, including 
famous enterprises, academic research 
institutions, international schools, 
training centeres, and kindergartens. The 
administration displayed its recently 
published policies and exhibited its 
achievements in attracting foreign talent 
during the 13th Five-Year Plan.

FAW-Volkswagen joint venture to 
build new plant in Tianjin

Auto joint venture FAW-Volkswagen 
Automotive Co Ltd is to build a new 
whole-vehicle manufacturing base in 
Tianjin. The construction of the new base, 
named North China Base is expected to 
be finished in 2018, With an investment 
of 19.5 billion Yuan ($3billion), the new 
plant is expected to make 300,000 cars 
per year. When put into operation, the 
base will require 6,000 employees.

UGcar settled in Tianjin, boosting 
Luxury car market 

China's booming market for imported 
luxury cars has sparked the emergence of 
a number of new online buying platforms, 
including UGcar, a cross-border website. 
Headquartered in the Tianjin Binhai New 
Area, UGcar comprises two companies: 
Tianjin Xinlinghang Information & 
Technology Company and Tianjin UGcar 
Sales Company.The former runs and 
grows the online car-buying platform, 
while the latter deals with the actual auto 
trading. "We are not like any other online 
car dealer, as we are purely e-commerce," 
said Zhao.

Tianjin introduces new factory 
pollution charges

Tianjin began charging factories 
for emissions of volatile organic 
compounds (VOC), a major contributor 
to air pollution. The charge applies to 
petrochemical, packaging and printing 
companies in the northern Chinese city. 
The standard charge is set at 10 yuan 
per kg, but authorities will grant a 50% 
discount to companies discharging less 
than half of the national limit while 
tripling the charge for those that exceed 
the limit in both volume and density of 
VOC discharge. 
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FINANCE
China’s booming middle class 
bodes well for Apple

Apple CEO Tim Cook still sees great 
potential in the Chinese market despite a 
drop in its revenue from the country in the 
first quarter. In an interview, Cook said 
that the middle class in China is expected 
to boom from 50 million people five years 
ago to almost 500 million in the next five 
years. “This is an unprecedented growth 
of the middle class,” said Cook, adding 
that he “could not be more optimistic 
about China.” The company’s overall 
revenue and profit for the quarter also 
fell from the same period last year. But 
Cook’s message was that Apple was still 
doing fine, despite some investors and 
analysts expressing reservations about the 
outlook for the company.

China's government announces 
end to 2,000 year old salt 
monopoly

China announced it will liberalise the 
price control on salt from January 1, 
2017, as part of the country's broad efforts 
to end the 2,000 year old state monopoly 
on the salt industry.  According to a 
statement published by the State Council, 
the price of all salt-related products will 
be decided by the market, and private 
investors will be allowed to join the salt 
industry by partnering with existing 
salt companies. The State Council also 
said salt production and distribution 
companies will be allowed to sell salt in 
different regions. 

China regulator to launch probe 
into foreign, local drug firms

China's price regulator plans to launch 
a "large-scale and systematic" anti-trust 
investigation into foreign and local 
drug firms. The planned probe comes 
after China's state planning agency, 
recently summoned U.S. pharmaceutical 
firm Pfizer, as well as a number of 
distribution companies and medical 
device manufacturers, to collect data 
and information. It said that the National 
Development and Reform Commission 
(NDRC), which wants to improve order 
in the drug market, is collecting evidence 
to see whether these companies may 
have violated competition regulations.
The policy will be officially implemented 
from January 1st, 2017 after a transition 
period so that local governments and 
companies can prepare for the policy 
change.

China surpasses US as biggest 
overseas investor

The world's second-biggest economy 
topped the United States in the 
investment game as Chinese companies 
inked the highest number of overseas 
deals. Chinese firms surpassed their own 
full-year record in 2015 when they spent 
$106.8 billion on foreign acquisitions, 
according to UK-based data provider, 
Dealogic. Taking the cake was a $43 
billion cash offer by China National 
Chemical Corp for the purchase of Swiss 
pesticide and seed company Syngenta. 
The US has dominated the rankings in 
overseas acquisitions since 2007. 

Apple invests $1Billion in China’s 
ride-hailing company Didi

Apple has invested USD 1 billion in 
China's largest ride-hailing company, 
Didi Chuxing. The move could give 
Apple an opportunity to participate in the 
local company's bid to build a data-driven 
ride-share platform. Didi, which is already 
backed by big local players like Tencent 
and Alibaba, said it has raised the Apple 
investment as a part of its latest funding 
round. The investment by Apple is the 
largest single investment Didi has ever 
received.Apple is just the latest blue-chip 
company to back Didi, which also counts 
SoftBank Group Corp. and Temasek 
Holdings as existing investors. China’s 
sovereign wealth fund China Investment 
Corp. and Beijing Automotive, controlled 
by the State-owned Assets Supervision & 
Administration Commission of Beijing, 
have also invested.

China to buy $90 billion gold 
vault in London 

China's ICBC Standard Bank announced 
that it has agreed to buy Barclays' 
London precious metals vaulting 
business. Barclays Chief Executive 
Officer Jes Staley said in January that the 
bank was assessing "various options" to 
exit its precious metals business while 
vowing to speed up disposals from the 
bank's non-core unit, which houses 51 
billion pounds ($73 billion) of toxic and 
otherwise unwanted assets. The contract 
is expected to be complete in July, ICBC 
said, subject to various approvals.

Law & Policy
Foreigners attend lecture about 
local traffic laws

A group of 40 foreigners from the 
U.K., Russia, Spain, Thailand and other 
countries recently attended a lecture 
on Chinese traffic laws in Shanghai. 
Some of the attendees volunteered to 
join local police officers in stopping 
traffic violations on Nanjing West 
Road after the lesson.  The hour long 
presentation, given by the Jing'an Exit 
and Entry Administration for employees 
of companies based in Shibei Hi-tech 
Park on Jiangchang Road, consisted of 
a digital slide show and a question and 
answer session.

China to open up lower altitude 
airspace for civilian use

China moved towards further opening up 
the country's lower altitude airspace for 
civilian use, a step that could spur growth 
in its fledgling general aviation industry 
by making it easier for smaller aircraft 
like private jets and helicopters to fly. The 
move could boost business opportunities 
for western firms such as Textron Inc's 
Cessna Aircraft Company, Bombardier 
and Gulfstream.

TELECOMS
China’s Huawei looks to build 
global smartphone brand

Chinese tech giant Huawei wants 
Americans to start thinking of it as 
a stylish smartphone brand. Huawei 
Technologies Ltd., which pulled out of 
the U.S. market for network switching 
gear four years ago due to security fears, 
became the No. 3 global smartphone 
seller last year and passed Apple in China. 
This year, it launched a new flagship 
smartphone, the P9, and is positioning 
it to compete with Apple and Samsung. 
To do that, Huawei must succeed in the 
United States the second- largest market 
for handsets after China, accounting for 
one-sixth of global sales, according to 
industry analysts.

China’s telecom operators vow 
to expand 4G services

China's top three telecom operators 
unveiled their plans to improve 4G 
services as part of the country's efforts 
to update its information infrastructure. 
China Mobile, the largest mobile 
telecom provider in the country, aims to 
build at least 300,000 4G base stations 
nationwide, covering a population of 1.35 
billion this year. China Unicom, another 
telecommunications heavyweight, will 
spend 75 billion yuan ($11.6 billion) to 
secure more 4G users. It also vows to 
lower service rates.

GENERAL
China’s Thirst for Australian Wine 
Grows

Wine Australia toasted its producers’ 
continued success in China at its recent 
roadshow, which promoted “Brand 
Australia” to a wider range of potential 
Chinese buyers. The roadshow followed 
‘Australia Week’ in China and highlighted 
more than 300 Australian wines from 
70 brands and across 30 wine regions. 
Wine Australia has invested heavily in 
promoting “Brand Australia” and its sixth 
roadshow visited Shanghai, Xiamen, 
Changsha and Qingdao targeting buyers, 
on-premise trade, the wine media and 
educators.

China becomes No. 1 in 
voluntary organ donations in 
Asia

Voluntary organ donations by citizens 
have risen 120 times in the past six 
years since China began the trial in 
2010, making the country No. 1 in 
Asia in the number of voluntary organ 
donations. China recorded 2,766 
voluntary organ donations, with 7,758 
large organs acquired in 2015, said Guo 
Yanhong, deputy director of the medical 
administration bureau, the National 
Health and Family Planning Commission.
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Biz Briefs Numbers

  1.8
Exports in China fell by 1.8 per cent 
compared with April last year, 
reversing figures of recovery in 
March which showed an 11.5 per 
cent rise. Elsewhere, imports sank 
by 10.9 per cent compared with 
the same month last year.

 6.5
China’s Ministry of Commerce 
expects cross border e-commerce 
trade to reach 6.5 trillion yuan 
this year. This comes as new 
tax tariffs issued by the General 
Administration of Customs and 
State Administration of Taxes set 
out to boost regulation and further 
ensure the quality of imported 
products being sold online. 

CHINA IN THE WORLD
Joint police patrols confirm 
Sino-Italy friendship

The ongoing joint patrol by Italian and 
Chinese police officers in the streets of 
Italy shows Italy's "tailored attention 
to Chinese citizens", according to a 
news release by the Italian Embassy in 
China. According to a memorandum 
of understanding signed by the two 
countries in September, China would 
send police officers to join patrols in Italy 
during peak seasons of tourism to protect 
Chinese citizens there. Italy is the first 
European country to have Chinese police 
officers patrolling their streets. 

Website makes online shopping 
easier for expats

For expats living in China, finding their 
way around the giant online shopping 
platforms run by Alibaba can be a 
daunting task. This led long-term US 
expats Charlie Erickson, Jay Thornhill 
and Tyler McNew to develop Baopals, 
an English-language website that helps 
foreigners in China to navigate and buy 
goods on Alibaba platforms Taobao and 
Tmall. Baopals constantly updates the 
flow of goods from Alibaba's platforms 
and automatically translates the product 
information, including customer reviews, 
into English. The website also has a 
bilingual customer support team to help 
with questions.  

China to relocate 2 million 
people this year

In a bid to stamp out poverty China will 
move more than two million of its poorest 
citizens from remote, inland regions 
to more developed areas this year. The 
mass relocation of people is a strategy 
targeted at lifting 10 million citizens out 
of poverty by 2020. In March Premier Li 
Keqiang promised a boost of 43 percent 
in funding for poverty relief programs. 
Last October, the State Council said it 
aims to lift all its 70 million poor above 
the poverty line by 2020.

Freelance 
Writers & Editors
needed at Tianjin's 
Premier Business Magazine!

  2
Ride hailing service Didi Chuxing, 
formerly known as Didi Kuaidi, is said 
to have raised $2 billion in a funding 
round in attempt to dominate 
the market against its popular 
American competitor Uber.

330
Tianjin Airlines took delivery of 
its first Airbus A330. The 260-seat 
aircraft will serve trips from Tianjin to 
Kunming and Chengdu and early 
this month will begin international 
flights to Moscow and London.

 411
Revenues in China’s soaring online 
search market are forecast to 
reach 411 billion yuan by 2018.

 60
According to a recent report, 60 
per cent of working mothers do 
not want to have a second child. 
Data also showed that of the 29 
per cent of women surveyed who 
had not already given birth, 20 
per cent said they did not want 
children.

 1
Apple invested $1billion into 
Chinese ride-hailing service, Didi 
Chuxing

2,000
China’s ICBC Standard Bank has 
agreed to buy its own vault in 
London in order to become one 
of the largest Chinese banks in 
the precious metals market. The 
vault, sold by Barclays, is in a secret 
London location and can store 
up to 2,000 metric tonnes of gold, 
silver, platinum and palladium. 

212
According to reports by Bank 
of America Merrill Lynch, by the 
year 2050, China’s working-age 
population, or people aged 15-
59, will decline by 212million – 
which is roughly the size of Brazil’s 
current population.
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Economy Economy

Visit us online:
btianjin.cn/160601

Monthly Economy Report
By Andrew Smith

After what seemed like a more 
stable couple of months than 
the turbulent period that 

preceded it, the Chinese economy 
is once again showing signs that 
economic activity is, on the whole, 
still slowing down. According to 
data by the National  Bureau of 
Statistics, growth in factory output 
w a s  d ow n  to  ju s t  6 %  i n  Apr i l 
this year, compared with 6.8% in 
the previous month. The figures 
came in lower than analysts’ mean 
expectation of 6.5% growth annually. 
As has been the case for some time 
now, this weaker production growth 
is largely due to a combination of 
persistently weak demand from key 
export markets in Europe and North 
America, as well as being somewhat 
s y m p t o m a t i c  o f  t h e  C h i n e s e 
government’s ambition to steer the 
economy towards services. 

Overproduction and debt levels 
are also important factors. Excess 
capacity has been a problem for some 
time now but recently it has become 
one of the major talking points, as 
more and more commentators realise 
the profound effect it has been having 

on the Chinese economy. This is 
particularly true of things like steel, 
aluminium, diesel and a range of 
other key industrial goods. The result 
has been price gluts and an increase 
in layoffs within the manufacturing 
sector. Meanwhile, although it is 
difficult to acquire precise data, the 
debt situation still remains tense 
and it is also having an impact on 
businesses whose leaders are feeling 
the pressure from creditors.

Data for the Chinese retail sector 
told a similar story, with growth 
in April slowing to 10.1%, 0.4% 
lower than figures from March and 
analysts’ forecasts that it would grow 

at 10.5% during the year as a whole. 
Most notably car sales dropped 
significantly, with only a 5.1% like-
for-like increase on figures from April 
last year. Of course 10.1% doesn’t 
sound like all that catastrophic when 
compared to the kind of like for like 
figures we see coming out of Western 
economies. However, for the Chinese 
retail sector, which has been the 
most encouraging growth area in the 
economy as a whole over the last year 
or so, the most recent data isn’t all 
that encouraging.

The country’s fixed-asset investment 
growth eased to 10.5% year on 
year, between January and April 
2016, falling short of most analysts’ 
expectations of about 10.9% growth 
and it is down from the first quarter 
(Q1) figure of 10.7%. The key point 
here is that the growth rate of private 
investment dropped half a percentage 
point, from 5.7% in first quarter to 
5.2% in the January-April period, 
implying that private businesses are 
worried about China’s economic 
prospects; or rather, they are worried 
that the breakneck speed of growth 
has now come to an end.

The only major bright spot to report 
is the property market. According 
to the most recent data form the 
National Bureau of Statistics, housing 
sales between January and April rose 
61.4% to 2.41 trillion yuan (USD 369 
billion) from a year ago. Property 
investment in the first four months 
of this year rose 7.2% to 2.54 trillion 
yuan. Construction starts gained 
21.4% to 434.3 million square metres. 
“Property developers’ appetite has 
returned,” said Xia Qiang, a senior 
partner at Yi He Capital,  which 
provides loans to property firms. “Just 
two weeks ago four developers from 
Fujian and Zhejiang asked if there 
were any projects they could invest in 
in Shanghai”.

The Wall Street Journal’s Esther 
Fung points out though that “the 
rosy statistics present a quandary for 
Chinese officials”. After engineering 
a credit-fuelled property upturn, 
Beij ing has started tapping the 
brakes amid concern that it has 
overshot, economists say. Among 
the fixes Beijing has imposed are a 
decrease in bank lending and more 
purchase restrictions on some of the 
hottest property markets, including 
Shanghai and Shenzhen. A column 
in the official People’s Daily recently 
cr i t i c i s e d  debt- f ue l l e d  g rowt h 
policies, warning that China faces a 
“property bubble”. That being said, the 
recent upturn in property prices will 
certainly provide some comfort to 
investors and other financial players 
who have been drowning in bad news 
for quite some time now.

Going forward, while most analysts 
predict that the slowdown will persist 
and many of the structural problems 
will still be there a few years down the 
line, not everyone is pessimistic about 
China’s future prospects. Dr Michael 
Ivanovich told CNBC that, “I believe 
that Beijing is fully aware of what they 
are up against. All of China's current 
structural changes (reforms) are 
aimed at enhancing the efficiency of 
its human capital (through education 

and vocational training), dealing with 
excesses and inefficiency in the state 
sector and at fostering technological 
innovation to raise the quality of its 
(physical) capital stock”. He went 
on to say that “The test of these 
policies will be (a) the pace of future 
economic growth, (b) price stability 
and (3) (yes) the profitability of the 
corporate sector. All that will tell 
us how successful China's allegedly 
wholesale and wholehearted embrace 
of a genuine market economy will 
be”. These key indicators are certainly 
going to be the main things to look 
out in the future but let’s hope that 
Ivanovich is right about the long term 
future as well.

Last month, a high ranking Chinese 
off icial,  believed by some to be 
President Xi Jinping, also weighed in 
on the current economic situation. 
On Monday 16 May, People's Daily 
published an 11,000-word article 
revealing statements on China's 

e c o n o m y  f r o m  a  m y s t e r i o u s 
"authoritative source” in a question-
and-answer format. This included 
a clarification on the policy shift 
in China that many investors have 
grossly misunderstood. The source 
explained that, "A tree that cannot 
grow up to the sky--high leverage 
will definitely lead to high risks," 
Bloomberg quoted the interviewee as 
saying. "Any mishandling will lead 
to systemic financial risks, negative 
economic growth, or even have 
households' savings evaporate. That is 
deadly". 

Meanwhile, the 20,000 word speech 
transcript published on 17 May 
clarified some points, particularly one 
about his supply-side economics that 
he thoroughly differentiated from the 
Western-style reform similar to that 
of former United States President 
Ronald Reagan. "I need to be clear, 
the supply-side structural reform we 
are talking about is not the same as 
the supply-side economics school 
in the West,"  the source stated, 
explaining that the interpretation can 
be very different. The reform agenda 
they laid out entails,  "cutting capacity, 
reducing inventory, cutting leverage, 
lowering costs, and strengthening the 
weak links”.

Property investment 
in the first four months 
of this year rose 7.2% 
to 2.54 trillion yuan. 
Construction starts 

gained 21.4% to 434.3 
million square metres.

▲ Most notably car sales dropped significantly
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Feature StoryFeature Story Feature Story

By Tracy Hall

domestic firms can leverage their 
‘home team advantage’, their strategic 
partnerships and attract the brightest 
minds in order to keep up with their 
foreign rivals.

While this new trend is great for 
the environment, and potentially 
consumers if and when prices go a 
lot lower, there are some sceptics. 
One of  the main concerns that 
commentators and industry insiders 
have voiced is that China doesn’t 

The Chinese Electric Car 
Revolution

People have been talking about 
e lec tr ic  cars  for  decades . 
They are, of course, the most 

obvious solution to the traditional 
gasol ine powered vehicles  that 
have plagued the world over the 
last century or so. However, up 
until fairly recently the prospect of 
electric cars taking a large chunk of 
the global automobile market was a 
distant pipedream. That has largely 
been because until relatively recently 
t he  e f f i c ienc y  and  t he  pr ic ing 
were simply not competitive with 
petroleum fuelled cars. Nowadays 
however it is possible to get your 
hands  on  a  ve r y  f as t  and  c o s t 
effective electric car that is not overly 
pricy.

For the last few years there has 
been a fairly quiet but nevertheless 
g am e - c h ang i ng  m ove  t ow ard s 
electric cars. But until now China’s 
market share of the global electric car 
market has been less than 1 percent. 
Last year it was 0.84% to be precise, 

which put the country behind nine of 
the developed European economies 
in terms of overall market share. 
However, that is going to change 
in a big way, and when it does it 
will undoubtedly change the entire 
electric car industry as a whole. 
Commentator Stephen Edelstein 
has pointed out that, “Chinese sales 
exploded from 61,984 in 2014 to 
214,283 in 2015 and that last year, 
China's  BYD alone sold 61,772 
highway-capable battery-electric cars 
and plug-in hybrids—more than any 
automaker in the world”.

Eve n  i n  s p i t e  o f  C h i n a’s  hu ge 
population, these figures are truly 
re m ar k ab l e  an d  t h e y  are  ve r y 
encouraging for the electric car 
industry. That is because as demand 
f rom  t h e  hu m ongou s  C h i n e s e 
consumer market increases it will 
inevitably push down manufacturing 
costs.  Historical ly the industr y 
has had problems getting enough 
invest ment ,  bui ld ing  s t rateg ic 

partnerships and finding ways to 
produce batteries and other key 
components cheaply enough to make 
the finished products competitive 
in the broader automobile industry. 
Increased consumer demand, in 
conjunction with more government 
backing, technological improvements 
and corporate collaborations from 
China alone will certainly give the 
industry a much needed shove in 
the right direction, which ultimately 
s h o u l d  c h a n g e  t h e  e c o n o m i c 
landscape elsewhere.   

The need to tackle China’s inner city 
environmental problems provides 
a great source of motivation for 
Chinese consumers to buy electric 
v e h i c l e s  a n d  f o r  t h e  C h i n e s e 
government to incentivise producers. 
For their part the government has 
put forward a wide range of policy 
measures aimed at incentivising 
manufacturers and consumers in 
recent years. This includes everything 
from strategic tax breaks to setting 
ambit ious targets  l ike having 5 
million electricity-powered vehicles 
on Chinese roads by 2020, which is 8 
times more than there are at present. 
Another one of the key policies, 
which has already been implemented 
in Beijing and elsewhere, is allowing 
people who buy an electric vehicle 
to get a registration plate almost 
immediately. This is in stark contrast 
to the weeks and months it usually 
takes Chinese motorists to get their 
hands on one. This move alone is 
a good incentive for new drivers 
in particular to opt for a greener 
alternative. 

As a result of this anticipated surge 
in  demand there  are  more and 
more companies looking to take a 
slice of the profits in China. At the 
forefront of the Chinese electric 
car industry is domestic firm BYD. 
Based in Xi’an, this plug-in hybrid 
and fully electrical car manufacturer 
has long been a rising star in the 
auto industry. The firm currently 
manufactures a very broad range of 
different vehicles, including the new 
fleet of electric taxis that can be seen 
scooting around Shenzhen. In the 
coming years BYD is expecting to 
make many more times its current 
annual revenue. "We can see that 
more and more people already accept 
the new technology," said Michael 
Shu, general manager of BYD Auto 
Sales. 

BYD are definitely well placed to 
be the market leader in this sector. 
However, they will be facing stiff 
competit ion from international 
competitors. Volkswagen AG plans 
15 new-energy models over 3-5 
years, its China chief told a green car 
conference in Beijing on Saturday, 
predicting - like the government - 
that Chinese production of electric 
and plug-in hybrid vehicles would 
grow almost six times to 2 million 
annually by 2020. Other big names 
like Tesla are also banking on big 
sales growth in China. The key 
question is whether BYD and other 

have the infrastructure available for 
the large scale charging of electric 
cars. "Chinese consumers generally 
live in large apartment buildings, not 
in standalone homes where they can 
more easily have a charging solution," 
said James Chao, with the consulting 
firm IHS Automotive. "One of the 
conundrums for the EV buyer here 
is 'where do you charge it?'". If China 
and other countries can’t overcome 
this basic but critical obstacle then it 
will severely limit the desirability of 
owning an electric car.

It  w i l l  t a ke  s ome t ime  for  t he 
infrastructure to catch up with the 
demand. There are other issues to 
consider as well, such as making sure 
that the electricity that is being used 
to power these futuristic vehicles is 
generated in a cleaner way than it has 
been in the past. After all, it more 
or less defeats the point if reducing 
the amount of carbon producing 
cars on the city streets requires more 
coal power stations. On the whole 
though, one has to remain optimistic 
about the future of electric cars. The 
fundamentals are looking better by 
the day and they are one of the major 
bastions of hope for those of us urban 
dwellers who spend a significant 
portion of the day worrying about 
smog. 

▲ Volkswagen new-energy model

▲ Electric car charging

Chinese sales 
exploded from 61,984 
in 2014 to 214,283 in 

2015

Visit us online:
btianjin.cn/160602
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Service to Tackle 
the Needs of Now
Dialogue with Ross Grinter, 
General Manager at Sheraton Tianjin Binhai Hotel

By Annie Ly

At Sheraton, we 
really believe in 

trying to “make travel 
effortless” for our 

guests

Yo u  h a v e  w o r k e d  u n d e r  t h e 
Sheraton brand for many years. 
What does Sheraton specifically 
offer for its customers?

For  Sheraton,  the  numb er  one 
offer is high quality service. For 
hardware, everything is of a five star, 
international standard but our guests 
can enjoy that at many locations so 
we place key emphasis on service. At 
Sheraton, we really believe in trying 
to “make travel effortless” for our 
guests. Whether you’re staying one 
night, one week or one month – no 
matter how short or long that period 
is,  Sheraton seeks to make time 
staying with us easier. 

Our associates actively get to know 
our guests to find out what they like 
and don’t like and demonstrate that 
with personalised gestures. Sheraton 
are  ver y  st rong at  formulat ing 
a profi le of our guests over the 
accumulation of various stays to find 

out their preferences so they don’t 
have to keep asking. We really believe 
in personalising each experience so 
we get to know our guests and create 
a ‘home away from home’ for them.

We’re also blessed to have a very 
rich and attractive loyalty program 
through SPG. Guests can enjoy many 
benefits such as suite upgrades. 
For  p lat inum guest s ,  t he y  can 
take advantage of ‘Your 24’, a self 
check-in service which allows our 
high category guests to check in 
at whatever time they want. We 
also have a very similar food and 
beverage loyalty program such as the 
‘Eat, drink and more’ scheme which 

allows members to take advantage 
of attractive deals and discounts on 
food and beverage.

What are some of the differences 
between the Beijing and Tianjin 
market you have experienced so 
far? How do you cater to these 
differences?

There is a strong food and beverage 
market in this city. The residents 
of Binhai, Tianjin really enjoy this. 
To serve this, we have three very 
strong restaurants which serve three 
different concepts. At our Feast 
Restaurant, we serve buffet style 
western and Chinese food. This June, 
we’ll be offering a barbeque menu 
serving delicious range of meats. 
Alongside this, guests will have the 
opportunity to enter a lucky draw to 
win prizes at the end of the month.

At our Yue Restaurant, we focus on 
Cantonese style Chinese food with a 

Sheraton Tianjin Binhai Hotel meets new blood as Ross Grinter, a longer term player in the Starwood Hotels family, 
takes on the role of General Manager at the hotel based in the heart of TEDA. With ten years of experience in 
China working in Beijing at Sheraton Grand Beijing Dongcheng Hotel and the historic Great Wall Sheraton – 

considered an institution in China for bring the first international hotel in the country, as well as the first Sheraton Hotel 
in China- Mr. Grinter knows a thing or two about how to lead strong teams and perform efficient operations to best 
serve Sheraton customers. Having only taken on the role in May, this month we sought the insights of Mr. Grinter on 
the differences between the Tianjin and Beijing markets and his impressions of the fast paced development of the city as 
viewed from a pair of fresh eyes. 
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Take the initiative, 
go ahead and do 
it because actions 

speak louder

kitchen full of chefs from Guangdong 
to cook authentic cuisine. This June, 
Yue will be offering a ‘daily seafood 
market’ with a varying menu. All 
seafood will be sourced freshly from 
what is offered on that particular day. 
Guests will be invited to choose from 
a range of seafood and our chefs will 
cook a special meal, personalised to 
the guests’ preferences. One this thing 
that I have found which differentiates 
the customer market in Tianjin 
from Beijing is that Tianjiners prefer 
more private dining spaces. At Yue 
Restaurant, we offer 9 private dining 
rooms which range in size which are 
highly popular with our guests.

To add an international blend, we 
have our Italian restaurant Bene. In 
this part of Tianjin, there is a big 
long-stay guest component because 
of the project based commerce which 
happens here. The Italian restaurant 
really offers a ‘home away from home’ 
feeling to serve our international 
long-stay guests. There is a real 
relaxed feeling there with a large 

communal dining table, flat screen 
TVs and pool table in order to create 
a social space for long-stay customers 
to socialise and feel comfortable.

What is the best way to build long 
term customer loyalty?

Making personal connections with 
the customer is what creates loyalty. 
Ensuring our customers know we 
are thinking of them, we want to 
know them more and that we want 
to delight them with small personal 
touches to remind them that we know 
them. In Sheraton, we talk about 
‘Actions speak louder’. Amongst our 
associates we encourage them to take 
action. Don’t wait for guests to ask 
you or your manager to tell you what 

to do. If you know something about 
a particular guest, take the initiative 
and go ahead and do it because 
actions speak louder. Guests feel 
those small gestures and that builds 
loyalty. 

Sheraton Tianjin Binhai Hotel seeks 
to deliver “innovative, enriching 
and memorable experiences” for 
its guests. What is the key to being 
innovative in your approach?

I like to lead through empowerment. 
I prefer to leave as much in the hands 
of the team and associates because 
they are the ones with the closest 
contacts with the guests. In giving 
the team the authority and power to 
take the initiative with our guests, 
they become innovative in providing 
top service to our customers. 

Sheraton is also a big brand with 
over 150 hotels across China. We are 
always sharing ideas amongst the 
broader brand, as well as internally 
amongst our teams across Tianjin 

and at this Binhai location. There’s 
always an exchange of ideas which 
is a huge advantage of being part 
of such a large global brand under 
Star wood. We are able to share 
innovative best practice.

Yo u  c o m e  f r o m  a  f i n a n c i a l 
m a n a g e m e n t  b a c k g r o u n d .  In 
what ways has this route into the 
hospitality industry impacted your 
management style as a General 
Manager?

My finance background has really 
helped with my business management 
and decision making skills. It has 
been great preparation for me to 
come into a General Manager role 
where you need to make many lots 
of decisions every day. Having a 
logical finance background helps you 
to think of the strategic elements to 
decision making. 

Sheraton Tianjin Binhai Hotel 
i s  b as e d  in  TEDA,  one  of  the 
fastest growing economic zones in 
mainland China. What are your 
thoughts about Tianjin and what its 
future holds as a city?

In the last four to five years, Tianjin 
has seen a lot of fast development. 
In the surrounding area, there is still 
a lot of ongoing development so the 
future for TEDA and Binhai is very 
bright. For the hotel, it means we 
are in a good position to grow as the 
local development continues. 

What are your thoughts on the 
c u r r e n t  d e v e l o p m e n t  o f  t h e 
hospitality industry in the TEDA 
area?

In the broader Tianjin market, it is 
very competitive with new entrants 
entering the TEDA market and 
plans for more hotels to come into 
play in the next few years. Although 
competition is not easy, it is healthy 
as it drives innovation and drives 
improvement. 

How do you keep on top of this 
competitive market? 

We need to ensure our products 
are fresh and are always offering 
something new and giving reason for 
our customers to return to us, time 
and time again. I draw inspiration 
from my team who are closer to the 
local market. We also keep on top 
of social media to allow us to review 
what is happening in the market 
and finding out how to adapt to the 
situation in our own market. 

For example, recently we launched 
some weekend family packages. The 
offer tied in guest rooms with local 
attractions such as Ocean Park, a 
children’s theme park and the aircraft 
carrier park. For the last labour 
holiday weekend in May, we had a 
full house swarming with families. It’s 
really about finding out what might 
be attractive to the local market and 
how we can adapt our service to that. 

For corporate guests, one area we 
also focus on is meeting spaces. This 
summer, we will be looking at how 
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New innovations will 
take time to take hold 

but we understand 
that customers want 

things faster and 
easier

to tie in hotel facilities with local 
attractions to target companies who 
want to do team building weekend 
getaways. It’s perfect for those looking 
to balance meetings and work life 
with some leisure activities, so we 
will be launching some interesting 
meeting packages over the summer 
months.

How do you go about attracting the 
best talent to serve at the hotel? 

One of the main challenges in the 
hospitality industry is recruiting and 
maintaining the best talent in the 
industry. From a talent acquisition 
point of view, it’s very competitive. 
China is developing as a nation which 
means graduates have more choices 
available to them than they did ten to 
fifteen years ago. How can we attract 
them to join the hospitality industry? 
We spend a lot of time in the early 
stages developing relationships with 
universities and colleges and then 
using schemes such as Starwood 
careers. Here we can show good 
examples of how Starwood associates 
have started in one area and moved 
through different departments to end 
up in senior positions. 

There is a lot of room for movement 
and growth under the Starwood 
brand.  Wit h  hote l s  in  over  75 
countries  and 9 dif ferent hotel 
brands, we encourage development 
of strong foundation skills and allow 
for movement across cities, countries 
and  brands .  The  exp ans ion  of 
Sheraton over the last five years has 
been great. There are more Sheraton 
Hotels in Chinese cities which means 
our locally based associates can stay 
within their home cities.  This is a big 
advantage of Sheraton and we can 
offer these types of opportunities.

What are other challenges you face 
as a General Manager and how do 
you overcome them?

From a general perspective, finding 
how to differentiate your hotel in a 

competitive market, attracting the 
best talent and giving guests reasons 
to choose your establishment as the 
number one choice are all challenges.

A s  f o r  p e r s o n a l  c h a l l e n g e s , 
overcoming the language barrier is 
certainly one of them. But, this can 
be overcome by really relying on 
your team and empowering them 
to deliver on the service promise. 
In fact, the team here at Sheraton 
Tianjin Binhai Hotel just won an 
award for ‘Outstanding Team of 
the Year’ for all Starwood brands. It 
recognised the ability of our team to 
work well and efficiently to safeguard 
the safety  of  our  guests ,  wider 
community and other associates 
during the difficult times of last 
year during the explosions. It is very 
gratifying to inherit such a strong 
team here.

How do you envisage the future of 
the Sheraton Tianjin Binhai Hotel? 
What are your future ambitions for 
the hotel?

As you can see from the various 
p r o j e c t s  a r o u n d ,  t h i s  a r e a  i s 
continuing to develop, so in the 
medium term we must continue to 
develop our products and services to 
keep up with that change so that we 
are well positioned to take advantage 
of the growth of the city as it comes 
online. This hotel is now six years 
old so it is relatively new but we 

must keep pace and ensure that we 
are providing services that tackle the 
needs of now. This is part of our long 
term plans for the hotel. 

A r e  t h e r e  a n y  k e y  t r e n d s , 
innovations or challenges you see 
on the horizon for the hospitality 
industry?

Social media has become such an 
important part of the face of the 
hotel. Successful businesses, not just 
hotels, are ones that will handle this 
type of interaction well. With the 
WeChat phenomenon, it is a large 
part of what we do now. The way we 
communicate and promote ourselves 
must consider different social media 
selling channels that weren’t there ten 
years ago. 

Along with that, guest expectations 
have changed. Everyone wants to use 
their smart phones to manage their 
bookings and arrangements, as well 
as for back and forth communication. 
Guest expect quick instantaneous 
responses and this is a challenge that 

we must learn how to deal with well. 
We are currently dedicating full time 
resources to this element. 

Looking forward, we are piloting 
keyless check in programs across 
selected hotels around the world 
whereby guests receive a message 
they can swipe their smart phones 
over door locks. These kinds of 
innovations will take its time to 
take hold but we understand that 
customers want things faster and 
easier. This will lead to innovations 
in check-in processes. 

This will in turn pose challenges 
for the way we stay connected to 
our customers. Check-in processes 
are key opportunities for staff to 
have face-to-face contact with our 
customers. So as technology moves 
us in one direction, we still want 
to retain that personal element of 
interaction as it is a large part of what 
makes Sheraton Hotels so strong.
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Location does not 
guarantee success.

The Science and Art of Retail
Dialogue with Mary Kwan, 
President and CEO of Robbinz Department Store, Tianjin
By Annie Ly

Having studied International Business at university in the United States, over the course of her 30 year career 
in the retail industry, Mary Kwan has done it all. From wholesale to retail, merchandising to design, sourcing 
to inventory management – Kwan has a solid background in working in fashion and apparel. A truly 

international individual, Kwan joined the Indonesia based Lippo Group to head up their China operations in Tianjin 
three years ago. As the current President and CEO of Robbinz Department Store Tianjin, this month Mary Kwan 
shares her insights into the science and art of retail management and the development of the industry in Tianjin. 

What are some of the differences 
in  the  retai l  market  you have 
experienced between the US and 
China?

Some of the major differences are in 
the way business is done in China 
compared to the US. If you are an 
owner or CEO of a company in the 
US retail industry, you are responsible 
for all the people, inventory and - 
for the most part - the design and 
resourcing capability. In China, 
things are based on a concessionary 
model. As CEOs we own a location 
and lease out portions of space to 
different vendors - they control their 
people and inventories. At the end 
of the month, we settle with them 
taking an agreed percentage of their 
sales. The other part of the model 
involves simply leasing out space 
and being paid monthly rent. So, the 
role of a CEO of a department store 
in China can be likened to a mini 
landlord; you have to find your best 
tenants, have good merchandising 
skill and fashion sense to attract a 
balanced portfolio in order to appeal 
to different customers. As a result 
ownership, relationship building 
and the extent of your control is 
very different. In the US, you have 
more autonomy in changing the 
course of business. Here, you can 
try to persuade people to do things 
differently, but it is not something 
that is entirely under your control.

How do you deal with the issue of 
things being beyond your control? 

It’s all in relationships. Building and 
maintaining relationships with your 
tenants, making sure they give you 
the freshest merchandise and they 
keep you aware of all their special 
sales is important. 

It is also important to understand 
one’s  own l imitat ions  as  far  as 
building partners is concerned. 
You cannot dictate things to your 
key partners.  What you can do 
i s  c ont i nu ou s ly  i mprove  you r 
operations so that the light naturally 
shines on you as the number one 
choice for shopping.

Of all  the roles spanning your 
career history, which role was most 
poignant for you and why?

At the beginning, I spent ten years at 
one department store in California. 
Those years were defining for me 

because it’s where I started out in 
inventory management before I 
moved over to buying. Later I became 
a Merchandising Manager and after a 
Vice President of a division. All that 
movement back and forth gave me a 
solid background in the science and 
art of the deal. 

I am naturally a person of fashion 
and good aesthet ics  but  I  have 
seen so many others with the same 
qualities fail because what’s needed is 
an understanding of the science. How 
do you manage people? How do you 
define your capital structure? How 
much debt is good debt? Those were 
the formative years for me to learn 
the art and science of this business. 

Another important transition was 
when I worked for Levi Strauss and 

Quicksilver which are both wholesale 
businesses. To be able to transition 
from the retail world to wholesale, 
and understand the art of negotiation 
from both sides were very crucial. 
Empathy is an important value to 
me; being able to sit in the opposites 
chair is a key to relationship building.

Tell us more about the Lippo Group. 
Why did they decide to come into 
the China market and why did they 
select you as CEO?

Lippo Group work all over South 
East Asia. Now, they are a second 
generation run company with the 
Grandfather who first began the 
group acting as the patriarch. They 
began as a family who established 
themselves well in the art of the deal 
working in real estate. This Indonesia 
group own the largest department 
s t o re  c h a i n  i n  In d o n e s i a ,  t h e 
Matahari and the Hypermart chain. 
Back in the early 2000s, the China 
market was just opening up. They 
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saw it as a good opportunity to use 
their skill and talent to break new 
ground. The department store market 
has developed and matured a lot in 
the last 15 years and I believe the 
Lippo Group wanted to expand with 
this rise. 

As the market matures, the Lippo 
Group realise that management 
and business strategies also need 
to change. Chinese executives have 
gone through a ‘baptism by fire’ 
and learning on the job process but 
perhaps there lacks the study element 
of how this industry runs. Getting 
some more outside influence to take 
the company and the people to a new 
stage of development – someone with 
a better understanding of the arts and 

Dialogue Dialogue

science behind the retail business was 
important for changing the direction 
of growth.

Robbinz Department Store, Tianjin 
re cently  celebrate d the  grand 
opening of its Fashion Lifestyle 
Zone on the Basement Floor. What 
specific niche does Robbinz seek to 
fulfil within the Tianjin market? 

Opening the Fashion Lifestyle Zone 
is just the first step in what will be a 
multi-million project to redevelop 
the store. Currently, many parts of 
the store look in need of upgrading. 
Our merchandise assortment is good 
but needs to move faster to catch the 
young, optimistic up and coming 

generation. Basement One seeks to 
appeal to a more fashion orientated, 
young and self-confident audience. 

We created our Basement Floor to 
be an experience and a place where 
the younger generations can spend 
their leisure time, eat good food, buy 
updated fashion pieces. For example, 
eyeglasses; they can mix or match 
their frames and rims, find the latest 
trends and freshest merchandise.

If  somebody wants  to  just  buy 
something, they can do so online 
from the comfort of their own home. 
But if they go out with their friends 
or family, they look for somewhere 
they can hang out and feel  l ike 
they have found a third place away 
from work or home that they feel 
comfortable. This is where we hope 
to catch our loyal customers in the 
long run. 

What are your thoughts on the 
current development of the retail 
market in Tianjin? Is there a sense 
of strong competition?

Joy City in Tianjin is definitely 
a well-run shopping destination 
who are capturing a similar type of 
customer. Our location helps us but 
I have seen many retail destinations 
around us shut down in recent years 
– so location does not guarantee 
success. Operationally, whether it 
is providing more rest spaces, wifi, 
digital sign in for VIP customers in a 
seamless way, is really crucial.

In the retail business, you are in the 
world of ‘high touch’. We need to be 
very aware of what we can provide 
our customers to make them feel 
loyal and comfortable. Whether it’s 
earning more VIP points or sending 
them greetings and discounts around 
their birthday. Unfortunately one 
of the things we face here in China 
is that you don’t know your own 
thing because you do not design 
your own products – but I can see 
some department stores developing 

that capability. Right now everybody 
looks the same, using the same 
brands - so you must differentiate 
yourself through the experiences and 
services you provide. 

Who do you seek to attract to the 
Robbinz Department Store?

My philosophy is that you can focus 
on the young and offer products 
and experiences that are young and 
hip, but you must offer something 
for everybody. It’s not easy and you 
have to make some hard choices, but 
fortunately we have enough levels 
that we can define different zones in 
store. 

How will you attract and engage 
with these customers? 

In  our  me di a  mix ,  we  s t i l l  do 
traditional media such as selected 
newspapers, subway station and bus 
stop posters. A bigger part of what 
we do now is using WeChat, SMS 
and direct mail. We’re building up 
our VIP base and trying to evaluate 
what they have already bought in 
anticipation of what they are likely to 
buy next and trying to communicate 
with them on that basis. Hopefully 
we’re tapping more into our target 
customer in this way.

Visit us online:
btianjin.cn/160604

What makes the Robbinz Department 
Store stand out from other shopping 
destinations and department stores 
in the city?

We have a great portfolio of brands 
throughout the department store. We 
have six businesses we try to focus 
that through; gold and jewellery, 
ladies shoes, ladies apparel, men’s 
casual and sports, kids and toys 
and cosmetics. Together these all 
encompass the lifestyle of many 
people. 

Ultimately, we are a store where 
people come and shop; we have good 
promotions and great pricing every 
week. We are the number one store 
for many of our key brands so we 
always get the freshest merchandise. 
We also give a tremendous amount of 
discount for our customers and now 
have better eateries on our basement 
floor. We will continue to add to our 
assets to build a lasting business here. 

What is the key to successful retail 
management? 

You have to be a good l istener. 
C oming to  a  new cont inent  to 
manage the same business,  you 
must also have a lot of patience. Be 
able to continue to instil in yourself 
and others a sense of urgency to 
change and have courage to take 
hard decisions. You have to have the 
patience and courage to overcome 
many hurdles, but I see so much 
room to grow and mature in this 
market. 

Are there any challenges you see the 
retail industry in China facing at 
the moment?

E-commerce has been talked about 
a great deal in the past few years. We 
must be aware of its development 
and growth but also not be paralysed 
by it. The economy is slowing down 
but I think that the shifting of the 
economy from a manufacturing 
world to one of consumption is a 
good thing. In a country of this size, 
that transition is not easy. It will be 
felt in our industry for sure. What 
we need to do is see the reality of 
the issues before you can begin to 
resolve them. We need to be efficient 
and embrace systemic upgrade to 
continue to thrive in this difficult 
time. 

I’m optimistic about the market 
provided that you operate very well. 
If you don’t adapt and adopt, there 
will be many that will fall. That is the 
natural course of things.

Any final words?

Tianjin is a city with tremendous 
opportunities for development. I 
hope there are new thinkers and 
courageous entrepreneurs who will 
come to the city and help it realise its 
true potential.

Being able to sit in 
the opposites chair is 
a key to relationship 

building.

22 June 2016  I  Business Tianjin 23June 2016  I  Business Tianjin



Investment

Recovery Stocks 
for the Back Half of the Year

By Michael Dow

There is a simply, boring and 
age old axiom in investing 
which anyone can follow with 

ease: buy low, sell high. We’ve all 
been tempted to back the so called 
‘fallen angels’ of the stock market at 
some point because we anticipate 
that at some point in the not too 
distant future these companies’ 
fortunes will turn around and their 
share price will eventually return to 
its natural high. Some professional 
money managers even make it their 
life’s work to back what they see as 
‘cyclical stocks’, i.e. kind of asset that 
has a track record of being akin to 
a financial rollercoaster ride. They 
simply wait until everyone else has 
left the party, so to speak, and then 
they swoop in and buy up as much as 
they can, with the ultimate objective 
being to ride it out until things get 
better and share prices go back up.

Is it really a good idea to put your 
money behind stocks that have taken 

a cyclical battering? The simple 
answer is: yes… if you know what 
you are doing and you have nerves 
of steel. It is no good to simply go 
‘bottom fishing’, as legendary investor 
Peter Lynch calls it,  without knowing 
exactly what you are getting into and 
what the compelling reasons are for a 
dramatic turnaround. 

One common strategy that people 
employ is to look for a badly bruised 
industry then try to pick out the 
companies that are best placed to 
benefit from a turnaround in that 
sector as a whole. Right now the most 
obvious candidates are oil companies. 
The slide in crude prices over the last 
couple of years has sent the share 
prices of all of the big producers and 
distributors crashing down. Over the 
last year the price of BP stock, for 
example, has fallen by about 20%. 
Other big players in the oil industry 
like Royal Dutch Shell PLC and 
Exxon Mobil have also been hit hard 

and thus have fallen out of favour 
with investors. And those are just a 
few of the bigger market cap firms. 
There are lots of smaller players in 
this sector that have seen their share 
prices plummet much further.

Now could be a very good time to 
invest in these kinds of stocks. On 
the one hand there are some signs 
that crude prices will recover over 
the next couple of years. That will of 
course improve these firms’ balance 
sheets. Then there is the fact that 
from a corporate perspective there 
are some very well-run companies. 
Gordon Gray, the head of HSBC’s 
global oil and gas equity research 
team has pointed out that, “the major 
oil companies’ progress on capital 
discipline, cost-cutting, efficiency 
gains and optimization have been 
impressive thus far. Although there 
was admittedly a lot of low-hanging 
fruit after several years of very high 
oil prices, it seems to us that the 
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companies are serious about driving 
cultural change and fundamentally 
r e s h a p i n g  t h e  i n d u s t r y ”.  T h e 
aforement ioned companies  are 
perhaps the best picks for medium 
term capital appreciation, whilst 
also offering very nice dividends for 
people who are willing to stay the 
course.

In other sectors there are a few 
individual standouts at the moment 
that are looking particularly attractive 
because of the intrinsic value of the 
companies. Apple recently hit the 
headlines after the company’s share 
price was down more than 30% 
compared to a year earlier. Of course 
the technology sector is becoming 
ever more competitive, which makes 
the f irm’s dominance harder to 
maintain, but at the same time this 
is still by far the company to back 
for the foreseeable future. They are 
consistently innovating, they always 
enjoy insatiable consumer demand 
for their products, they will benefit 
from the increasing middle class 
consumption in emerging markets 
and on top of all that they have a very 
good management team. Moreover, 
it is worth mentioning that they 
are diversifying their corporate 
portfolio, by investing in other strong 
companies like Chinese taxi app 
designers Didi Chuxing.

Banking behemoth HSBC is also 
a very promising stock for future 
capital appreciation that has fallen 
by 30% over the last year, making it a 
potential bargain for savvy investors. 

Admittedly with the slowdown in 
China looking set to continue there 
will be some turbulence for a while, 
but that shouldn’t be turning people 
off to the extent that it has been 
in the last few months. Of course, 
‘slowing’ is all relative and the world’s 
second largest economy continues 
to grow at over twice the pace of any 
developed nation. With HSBC being 
extremely well-positioned to benefit 
from this growth, its top and bottom 
lines could rise at a brisk pace over 
the medium to long term. What’s 
more, HSBC has also fallen out of 
favour with investors due to its lack 
of cost control. While a number of its 
peers have reduced staffing numbers 
considerably and cut operating costs, 
HSBC’s costs are at record highs. 
To address this it is implementing 
various initiatives which should make 
a real difference to its cost: income 
ratio and, with HSBC trading on a 
price to earnings (P/E) ratio of just 
9.8, there is huge scope for a major 
recovery in 2016 and beyond.

There are bargains waiting to be 
discovered in every stock exchange 
on  t he  p l anet .  At  t he  moment 
though, it has to be said that the 
UK in particular has plenty of fallen 
angels that have a lot of potential 
upside. In the last couple of decades 
shareholders in Tesco PLC have had 
nothing but heartbreak as the former 
darling of the British retail sector has 
seen its share price cut in half. Now 
it is cheaper to snap up Tesco shares 

than it has been for years, which 
might well be a good idea if CEO 
Dave Lewis’ drastic turnaround plan 
succeeds.

Other honourable mentions are 
fashion powerhouse Burberry and 
vehicle recovery firm AA.  Like 
many other firms, Burberry has been 
hit hard by slowing sales in China. 
With it being a key market for the 
business this is set to hit its financial 
performance in the short run, with 
Burberry’s net profit expected to fall 
by 6% in the current year. However, 
it is forecast to bounce back with 
positive growth next year and, for 
long term investors, its current P/
E ratio of 16.9 has huge appeal 
while a number of consumer goods 
companies trade on considerably 
higher P/E ratios. In the long run, 
Burberry is likely to grow sales at a 
rapid rate as a result of its very strong 
brand, the scope to diversify into new 
product categories and also price 
increases. These factors, alongside 
a recovering developed world and 
a rising emerging world, mean that 
now appears to be an excellent time 
to buy a slice of it. AA has seen a 
third of its share price wiped out and 
it too looks like a really good bargain 
compared to its competitors.

24 June 2016  I  Business Tianjin 25June 2016  I  Business Tianjin



Investment News
 Stocks and Shares

Telecoms provider TalkTalk has 
revealed full-year profits more than 
halved following a cyber attack on 
its systems last October, costing the 
company £42m. The group saw profits 
fall 56% to £14m compared to £32m 
the previous year, but chief executive 
Dido Harding remains optimistic, 
saying business has "bounced back". 
"We recorded our lowest ever churn 
and stabilised the broadband base, 

testimony to the speed with which 
customer sentiment has recovered," 
she said.  TalkTalk lost  101,000 
subscribers in its third quarter, 
following the hack on its systems, 
which resulted in the personal data of 
nearly 160,000 people being accessed. 

Source: Sky News

Oil prices dipped as a stronger dollar 
weighed and Russia warned that a 
global crude supply overhang could 
last into next year. A stronger dollar, 
in which oil is traded, makes fuel 
imports more expensive for countries 
using other currencies, potentially 
hitting demand. International Brent 
crude futures (LCOc1) were trading at 
$47.71 per barrel at 0025 GMT, down 
37 cents from their last settlement. 
U.S. West Texas Intermediate (WTI) 
crude futures (CLc1) were down 41 

cents at $46.29 a barrel. But analysts 
said that declining output, especially 
in North America was preventing 
deeper price falls. U.S. crude oil 
production (C-OUT-T-EIA) has 
fallen 4.7 percent from 2016 peaks 
in January to 8.8 million barrels per 
day (bpd), according to U.S. Energy 
Information data, and output is down 
8.4 percent from its 2015 peak.

Source: Reuters

Shares of Apple have fallen below $90 
(£62) for the first time in nearly two 
years amid investors' concerns about 
slumping sales of iPhones.
Shares of Apple have been falling 
since April after the company's first-
quarter  earning report  showed 
slowing demand. "People are getting 
negative data points about component 
orders and production forecasts, and 
the features on the new iPhone do not 
seem to be a big change from the 6S," 

Oil prices fall on stronger dollar

TalkTalk profits halve following cyber attack

Apple shares drop to near two-year low
said Rosenblatt Securities analyst Jun 
Zhang. Apple's stock price fell 3.3% to 
$89.47, leaving its market valuation 
at $494bn. However, it later recovered 
slightly, closing 2.4% down at $90.34.

Source: BBC

Real Estate 

Logistics developer wage battle 
on Tianjin’s borders
By Chelsea Cai, Head of Research at JLL Tianjin

Most people recognize that 
China is a manufacturing 
powerhouse that produces 

everything from shoes to cars, but 
few have given much thought to 
how goods get from one factory in 
southern China to one thousand 
different retail stores around the 
country or even to stores in one 
hundred different countries.  Many 
people also understand that in the 
modern manufacturing world, parts 
for one airplane or from one car 
come from multiple manufacturers 
in multiple countries and where 
the airplane or car is put together is 
these days likely to be more of a an 

assembly facility than an actually 
manufacturer (maker) of the actual 
product.  

The key system that makes all of 
these things happen is  modern 
logistics.  And poised between Beijing 
and Tianjin, right in the middle 
of the combined urban area of 40 
million people is a series of modern 
logistics warehouses, the second 
largest collection in China. The 
combination of people who can buy, 
roads that make transport convenient 
and manufacturers that also need 
logistics space has made this area a 

key location for logistics developers 
and operators. Governments would 
prefer to allocate land to factories 
that produce jobs and taxes, but also 
realize that logistics facilities enhance 
the value of their own manufacturing 
cluster.

T i a n j i n  h a s  b u i l t  a  r o b u s t 
manufacturing base starting within 
the last several decades, attracting 
foreign companies like Motorola and 
Kimberly-Clark to operate factories 
here. Additionally, Tianjin boasts the 
largest seaport in North China which 
also brought many import-export 
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Nowadays, 
E-commerce firms 

prefer the emerging 
areas in Tianjin with 

strong transport 
access to several 
locations, rather 

than simply close to 
factories
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businesses who take advantage of 
the port to conduct trade. Logistics 
space, specifically international grade 
warehouse, was needed to support 
these businesses at the time. Around 
ten years ago, developers of high-
quality warehouse space rushed into 
the market to fill the gap in demand. 
These spaces were largely used for 
storage of raw materials needed by 
the factories for production as well as 
for temporary storage of goods bound 
for export. However, as the economy 
has transformed from one dominated 
by manufacturing into a service based 
economy, logistics demand from these 
sectors has weakened and the primary 
end-users have changed. Rising 
consumption levels have brought new 
warehouse demand from e-commerce 
and traditional retailers. JD.com, one 
of China’s major e-commerce giants, 
leased a total GFA of 200,000 sqm in 
Tianjin. 

I t  i s  w o r t h  m e n t i o n i n g  t h e 
d i s t r i b u t i o n  o f  w a r e h o u s e s 
geographically as some interesting 
trends have developed. Ten years 
ago, when manufacturers made up 
the majority of warehouse leasing 
demand, they favored locations with 
in close proximity to factories and the 
suppliers located within development

 zones like TBNA (Tianjin Binhai 
New Area) for example. Nowadays, 
e - c o m m e r c e  f i r m s  p r e f e r  t h e 
emerging areas in Tianjin with strong 
transport access to several locations, 
rather than simply close to factories. 
Wuqing District  is  the primar y 
example of this as it locates within 
90 kilometers of Beijing and now has 
more than 800,000 sqm of existing 
logistics space owned by several 
experienced developers like GLP and 
E-Shang. Its central location, between 
Beijing, Tianjin, and Hebei, has led 
to an agglomeration of e-commerce 
firms and traditional retailers as it is 
easier for these firms to cover all of 
the respective consumer bases. Beijing 
and Tianjin have a total population 
of 40 million with 21 million earning 
in excess of RMB 30,000 per year 
(consumer class) and the number 
of people is also expected to keep 
growing in these two cities. According 
to EIU (Economist Intelligence Unit), 
by 2020, the consumer class is forecast 
to rise 40% in Beijing and Tianjin for 
a combined 29 million. Subsequently, 
there is no doubt that e-commerce 
firms and traditional retailers will 
continue to drive the logistics market 
in the coming years as consumption 
plays a more prominent role in the 
national economy.

The logistics market has become 
much more competitive, compared to 
ten years ago. After new completions 
of logistics projects reached their 
highest level in 2015, Tianjin’s total 
warehouse stock now ranks in the 
top 2 among all cities in China, 
behind only Shanghai, and more is 
on the way. The vacancy rate rose 
fairly dramatically in 2015, up 8.3 
percentage points to 21.9%. Not only 
international developers but also 
domestic players contributed to the 
new completions. Blogis, E-Shang, 
and Yupei were the main domestic 
l o g i s t i c s  d e v e l op e r s .  A n ot h e r 
difference from ten years ago is that 
the perceived gap in warehouse 
qua l i ty  has  nar rowe d b etwe en 
international and domestic developers 
and all of the new supply is close 
to international-grade. The early 
entrance of international developers 
brought up the market standard, 
causing new domestic competitors to 
produce high quality.

Ad d i t i on a l l y,  s om e  e n d - u s e r s 
also built properties for their own 
purposes. Three online and physical 
retailers, Alibaba.com, Bestseller, and 
Wal-Mart, all have their own logistics 
properties in Tianjin. It is possible 
that these spaces be released into the 
leasing market in the future if any 
of these firms decides to relocate 

or downsize operation. Bestseller 
built its own warehouse in Tianjin 
after relocating from its built-to-suit 
project. Amazon, on the other hand, 
occupied 90,000 sqm in 2012 in a 
built-to-suit project developed by 
Global Logistics Properties (GLP), a 
Singapore based developer, but then 
later vacated 30,000 sqm in 2015.

One more trend we are noticing is 
that available land for warehouse use 
has become scarcer and developing 
warehouses with multiple storeys is 
likely one alternative solution. As 
the local government’s attitude on 
designating land for logistics-use 
has changed – from supportive to 

hesitant, multi-storeys warehouses 
are commonly seen in other cities like 
Shanghai, since it can be a better and 
more efficient use of land. This has 
made it more sense for developers to 
acquire and make the best use of land. 

The logistics market has developed 
over time in part due to economic 
rebalancing to a more service-sector 
driven economy. Unlike ten years 
ago, the manufacturing sector has 
seen its contribution to city-wide 
GDP decrease in share and we expect 
traditional retailers and e-commerce 
firms to drive the logistics market in 
the coming years. Moreover, Beijing-
Tianjin-Hebei integration (Jing-Jin-Ji) 
will likely bring more investment in 
infrastructure within the three regions 
and will promote modern logistics 
facilities in Tianjin. Urbanization will 
be critical over the next ten years as 
well, as more residents and businesses 
move to the core of Tianjin. Lastly, 
developers will continue innovating 
and improving building specifications 
to retain an advantage in a highly 
competitive market.  
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By Alex Bayntun-Lees, Project Executive,China IPR SME Helpdesk

IPR

Bodega Branding
The How, What, When, and Why 

of Wine IPR Protection

▲ Wine Anti-Counterfeiting Measures

Traditional Anti-Counterfeiting 
Measures

Tamper proof seals, holograms, and 
other authentication technologies 
have long been used by vintners 
to  ident i f y  the  authent ic ity  of 
their products to their consumers. 
Unfortunately, counterfeiters have 
been working almost as long to 
develop copies of these so-called 
preventative measures, and as a result 
they have done little more than slow 
the progress of counterfeiters in 
copying new products.

In fact, even if consumers have the 
inclination or opportunity to check 
these identifiers, the sophistication 
of counterfeiters has now reached 
the point where even the producers 
t h e m s e l v e s  h av e  d i f f i c u l t y  i n 
identifying fakes, and are forced to 
rely on laboratory testing to identify 
counterfeits .
Producers and distr ibutors can 
no  l onge r  re ly  on  t r a d i t i ona l , 
physical measures alone to combat 
counterfeiting, and must also take 
advantage of the other tools at their 
disposal.

Trade Marks

Trade marks have been used as a 
badge of origin for producers of 
wine since the 18th Century. In this 
simpler time, King Louis XV ordered 
the makers of Cotes Du Rhone to 
brand their barrels with a simple 
“CDR” before export in an attempt 
to weed out frauds. Fortunately for 
today’s wine trade, modern trade 
mark laws are a tad more complex 
and offer extensive protection to 
trade mark owners, granting them 
exclusive rights to the use of their 

registered marks in connection with 
their trade.

China of fers  foreign producers 
and distributors comprehensive 
rights protection for trade marks 
under both the PRC trade mark 
law, as well as the criminal law .  As 
in the EU, trade marks in China 
must have the specific and primary 
purpose of identifying the goods 
or services of one producer from 
those of another. The sign can be 
composed of words, devices, letters, 
numerals, combinations of colours, 
or any combination of these features. 
Remember however, China operates 
a first-to-file system for IPRs which 
is strictly enforced, so it is always 
wise to register your trade marks 
and indeed any other IPRs as early 
as possible to avoid the possibility 
of the trade mark hijacking already 
prevalent in the wine industry in 
China .

China also allows for the registration 
of three dimensional trade marks, 
and such registrations have the 
potential to be of particular use to 
the wine trade in the fight against 
counterfeiting in the coming years. 
As we discussed in our previous 
article, counterfeiting of wine labels 
has become commonplace in recent 
years. Counterfeiting wine in generic 
bottles is a cheap and easy process, 

requiring that infringers merely 
relabel existing bottles, or decant 
into their newly label led fakes. 
Counterfeiting a distinctive bottle 
however presents the counterfeiter 
with prohibitive costs, requiring him 
to find and pay a bottle manufacturer 
to produce the counterfeit bottles for 
him and share the legal risks should 
the infringement be discovered. 

By using a distinctive bottle shape, 
perhaps with the crest or name of the 
producer moulded into the glass, the 
rights holder can both make the job 
of the counterfeiter more difficult, 
as well as acquire an additional layer 
of legal protection by applying for 
a 3D trade mark. This protection 
has already been used successfully 
against counterfeiters of beverages 
in China, with Hennessy and Kraft 
foods winning cases against would-be 
infringers in Chinese courts .

Rights holders should also consider 
choosing a Chinese language version 
of the mark. This is important as in 
the absence of any official translation 
Chinese consumers will likely as 
not pick their own, as they have for 
Quakers Oats ( 老人牌 , or ‘old man 
oats’) and Ralph Lauren ( 三 脚 马 , 
‘three-legged horse’). In extreme 
cases, failure to register a Chinese 
language mark can lead to the rights 
holder being sued by hijackers, a fate 
suffered by New Balance recently, to 
the tune of some 98 million CNY .

The  China  IPR SME Help desk 
has produced a guide on how to 
choose a  Chinese  t rade mark , 
however it is recommended that 
rights holders seek local help with 
selection, so as not to inadvertently 
pick an inappropriate name with an 
embarrassing second meaning.

Once registered, trade marks in 
China enjoy indefinite protection, 
subject to renewal fees paid every ten 
years, and give the rights holder the 
exclusive right to exploit the mark for 
commercial gain. Applications can 
be made either through the China 
Trade Mark Office (CTMO) directly, 
or through the rights holder’s local 
office through the Madrid system . 
Registrations for wine related marks 
typically cost just €265 including 
attorney fees with the recommended 
prote c t i on  for ;  w i ne  pro du c t s 
(Class 33), online shops, sales and 
distributions (Class 35), containers, 
boxes for wine, corks for bottles, 
and corks (Class 20),  and wine 
glasses (Class 21) . Look out for our 

Chinese customs 
authorities provide 

wine producers 
and distributors with 

another weapon 
in the fight against 

counterfeiting

In our last article we sang a song of growth and prosperity for the wine industry in China, fuelled by the staggering 
figures of industry growth and Chinese wine consumption in recent years. This was tempered somewhat by the 
somewhat tragic tales of the relatively unimpeded development of a parasitic counterfeiting industry which continues 

to sap the profits of wine producers, damage reputations, and in some cases harm consumers in the process.

Today however we’ll be striking a more positive note, and looking at how producers and distributors can utilise the 
established IPR protection framework maintained by the People’s Republic of China and defend the reputation of their 
products.
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market as soon as possible. Ideally 
before you even enter the market. 
In our upcoming guest article by 
invest igat ion and enforcement 
specialist Nick Bartman, we’ll discuss 
how these registered rights can be 
used in practice, taking the fight to 
infringers in China.

Please bear in mind however, that 
protection regimes differ slightly in 
Taiwan, Hong Kong, and Macau so 
be sure to double check your IP is 
protected before doing business in 
these areas. If you have any questions, 
feel free to get in touch with our 
Helpdesk experts.

only pay warehousing fees should 
counterfeits be discovered.

A  r e c e n t  s e a r c h  o f  c u s t o m s 
registrations, carried out by Helpdesk 
expert Paolo Beconcini , showed that 
only 57 wine brands are currently 
registered with the GAC, of which 
only a few are European owned 
. As such there is a huge missed 
opportunity for producers to take 
advantage of this free,  eff icient 
element of protection offered by 
Chinese authorities.

The China IPR SME Helpdesk has 
produced a guide to protecting IPRs 
with customs in China , and provides 
free tailored advice via our helpline.

Summary

Once the above IPRs are registered 
and protec t ion granted,  r ights 
holders can then begin to enforce 
their rights against counterfeiters and 
other opportunists such as domain 
name squatters. Furthermore, trade 
mark registration enables rights 
holders to issue take down requests 
to online vendor services such as 
Taobao, which have seen a surge 
of counterfeit products in recent 
years. This is especially important, as 
Chinese consumers look more and 
more towards these online outlets 
for wine purchases, with 2 of the 5 
largest wine retailers in China dealing 
exclusively through online platforms.

Remember though, China operates 
a strict ‘first-to-file’ system so it is of 
utmost importance to register any IP 
that you wish to use in the Chinese 
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The China IPR SME Helpdesk is a European Union co-funded project that provides 
free, practical, business advice relating to China IPR to European SMEs. To learn 
about any aspect of intellectual property rights in China, visit our online portal at 
www.china-iprhelpdesk.eu. For free expert advice on China IPR for your business, 
e-mail your questions to:  question@china-iprhelpdesk.eu. You will receive a reply 
from one of the Helpdesk experts within three working days.

applications contact sheet for more 
information, or get in touch with the 
Helpdesk for free advice on how to 
secure trade mark protection.

Copyright

Copyright in China can provide 
r i g h t s  h o l d e r s  w i t h  a  b u n d l e 
of  addit ional  r ights  which can 
supplement trade mark protection. 
Copyright protects any creative 
works, including any images or text 
supplied in the form of brochures 
and marketing materials. It has been 
known for infringers to simply copy 
and paste such materials into their 
own websites and brochures, thus 
adding to the perceived authenticity 
of their counterfeits. Using copyright 

protection however, rights holders 
can  counter  thes e  attempts  by 
exercising their rights in tandem 
with any other enforcement actions. 
Copyright can also provide a degree 
of extra protection for label designs, 
protecting the shape, layout, and 
imagery.

As in the EU, copyright protection 
in China is granted upon creation 

of a protectable work, and there is 
no requirement for registration. 
However, due to the difficulties 
of proving ownership in Chinese 
courts, it is often wise to register 
any important copyrights before 
publishing them in the country. 
Registration is quick, cheap (around 
€45), and easy, and details can be 
found on the Helpdesk website, as 
well as in the wine IPR contacts 
sheet.

Customs

Chinese customs authorities provide 
wine producers and distributors 
with another weapon in the fight 
against  counter fe i t ing .  Un l i ke 
many countries, Chinese customs 

have the power to search and seize 
goods marked for export, as well as 
imported goods. As more and more 
Chinese counterfeit wines make 
their way into Europe, effective use 
of customs procedures is the next 
logical step for wine producers and 
distributors in the protection of their 
home markets.

At t ime of writing, registration 
of trade marks with the General 
Administration of Customs (GAC) 
is free of charge. Once marks are 
registered, customs authorities will 
actively seek out counterfeits, seize 
them, and inform the rights holders. 
As such, the road from discovery 
to destruction of counterfeit goods 
is short, and rights holders need 

IPR

Rights holders 
should also consider 
choosing a Chinese 
language version of 

the mark.

China operates a 
strict ‘first-to-file’ 
system so it is of 

utmost importance 
to register any IP that 
you wish to use in the 

Chinese market as 
soon as possible
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Marketing & Wearables

MarketingMarketing

We a r a b l e  t e c h n o l o g y 
i s  a  s e c t o r  t h a t  i s 
growing in popularity 

at a rapid pace. The industry has 
moved past  connected eyewear 
and smartwatches  and of fers  a 
growing variety of products like 
wrist bands, smart shoes, smart 
jewelry, smart apparels, and more. 
Companies are creating apparel, 
accessories, and fitness wear that 
can do everything from monitoring 
heart rate to charging a smartphone 
to unlocking doors. The overall 
wearable  technolog y market  is 
expected to reach USD 31.27 billion 
by 2020, with an annual growth rate 
of around 17.8%.

As wearables become more 
mainstream, these products will 
present marketers with a wealth 
of new consumer data that can 

By Justin Toy

be applied in various new ways. 
Marketers will be able to more 
accurately understand users’ 
motives, movements, and habits in 
order to obtain great insight into 
who their customers are. What 
is the average fitness level of our 
users? What do our users typically 
do before they visit our business? 

What is the average health profile 
of our customers? Understanding 
these insights will help digital 
marketers have a better sense of 
how and when to engage with 
consumers in a more helpful way. 
Below is a look at insights into six 
major marketing trends regarding 
wearable technology. 

Marketing

Personalized Health Content

Mobile Pay

Proximity Marketing

One of the biggest 
impacts wearable 

technology will have 
is further blurring 
the line between 
technology and 

reality

Wearable technology will help 
propel the adoption of “just in 
time” notifications, a system that 
alerts users with small yet potent 
information that aids them at a 
specific moment. This concept of 
location-based marketing already 
exists with traditional mobile 
devices such as Apple’s iBeacon 
technology. This technology allows 
consumers walking through a store 
to receive product information, 
reviews, or promotional coupons 
based specifically on products in 

front of them. However, as wearable 
technology advances and becomes 
more widely adopted, marketers 
will be able to help enhance the 
experience. Eventually, marketing 
guesswork will be virtually 
eliminated as consumers will view 
location-specific content at the 
exact moment it was intended, and 
with the increased use of wearables, 
viewing the content will be as 
effortless as checking the time on 
your watch.

As of right now, and for the 
foreseeable future, wearable devices 
are dominated by health and fitness 
trackers. The market is crowded 
with fitness devices by Fitbit, 
Apple, Pebble, Jawbone, Misfit, LG 
and other makers. Recent efforts 
to unify analytic standards for 
tracking information via Apple’s 
and Google’s health platforms will 
help to eventually create enough 
data for the development of health 
“profiles.” These health profiles 
will lead to customized content 

that can be sent to a user once they 
have completed a specific action 
that triggers an event. Marketers 
will be able to develop strategies 
from health profiles where users 
are rewarded with discounts and 
promotions for a long workout or 
meeting a milestone like running 
100 miles in a month. Imagine 
finishing a long, hard workout then 
getting a celebratory notification 
from a nearby coffee shop which is 
also offering a big discount on its 
products. 

Wearables aren’t primed to 
revolutionize the world as much 
as they are set to make existing 
systems more convenient and more 
mainstream. With smartphones 
alone, electronic banking 
companies like PayPal and Square 
are increasing their influence by 
partnering with businesses that 
allow users to pay securely and 
effortlessly via mobile.
As wearables become more 
prominent, many of these devices, 
especially smartwatches, will be 

equipped to make mobile payments, 
helping make electronic wallets 
more mainstream. Mobile wallets 
aren’t a very large marketing 
channel at the moment, but they 
have a lot of potential to affect 
sales and purchasing decisions. The 
ability to literally deliver content 
to a consumer’s wallet at the time 
of purchase is a powerful tool for 
marketers. For consumers, this 
means a total elimination of human 
error when remembering coupons 
and sales.
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Geographically Relevant Content

Alternative Mediums

Real-Life Interactive Elements

Currently, many businesses are 
writing “local content” for the 
purposes of ranking in local search 
queries. By including geographic 
keywords, such as their city and 
neighborhood names, they increase 
their chances of getting seen by 
someone within the city doing a 
search relevant to their business.
This strategy makes sense, 
and can already be considered 

“geographically relevant content.” 
However, wearable technology will 
demand that this content be taken 
to the next level. Content will 
need to be location specific, down 
to the level of streets and blocks, 
to meet user demand. People will 
crave experiences that are shaped 
by their current and past positions, 
and wearable technology will help 
deliver it.

One of the biggest impacts 
wearable technology will have is 
further blurring the line between 
technology and reality. Smartphones 
and other mobile devices allowed us 
to use Internet-enabled devices on 
the go. The cameras, microphones 
and apps that we carry in our 
pockets enable us to interact with 
our environments, but wearable 
technology will start to be a part of 
us.
The aim of Google Glass, despite its 
failing, was to overlay a technological 

interface on the real world, and that 
will continue to be a goal in future 
generations of wearable technology. 
As such, users will begin to demand 
content and material that somehow 
“interacts” with the real world. It 
could be a 3D article that pops up 
when a user physically arrives at a 
certain destination. It could be an 
in-store map that appears when 
a user enters a shopping mall. It 
will be exciting to see the fun ways 
that marketers will introduce these 
interactive elements.

Written articles have been the 
central focus of online content 
marketing strategies since the dawn 
of the strategy back in the early 
2010s. But as users demand more 
immediate information and screens 
become even smaller or even non 
existent, that format will start to die 
out in favor of new mediums. 
Visual components, like images 
and videos, have already started to 

become more popular than written 
word and that trend will only 
continue. Newer mediums, such as 
holograms and virtual reality, will 
emerge. Although to many people, 
these technologies still seem like 
science fiction, they are much closer 
than most people realise. Check out 
Magic Leap, HoloLens, and Oculus 
Rift  to see what the pioneers in 
these fields are currently up to. 

Xuezhou Chen 
(Corporate Associate) 

Manuel Torres
(Managing Partner of Gar-

rigues China)

How to Protect Your Interest 
When Entering into Commercial 
Contracts with Chinese Partners

(Part III)

Legal Assistance

Following the article of last month, this article will continue introducing the key points 
to protect your interests when entering into commercial contracts with companies of 
the People’s Republic of China (“PRC”). For purpose of this article, the commercial 

contracts will refer to the international goods sale and purchase agreements (“SPA”), which 
is entered into between a foreign company and its PRC partner. For this last part, we are 
going to address on the following three sections: 

1. Confidentiality – Protect Your Trade Secrets

Under the PRC laws, trade secrets refer to technical information and operational 
information that are not known to the public, can be used to bring economic benefits to the 
right holders and have practicability, and for which the right holders have taken measure to 
ensure confidentiality.

You may find it helpful to protect your trade secrets by stipulating clearly the following 
provisions in the SPA:

1.1 Scope of trade secrets
You could state clearly the scope of trade secrets in the SPA. Also, you could additionally 
list the specific trade secrets to be protected in the SPA, such as customer list, raw materials, 
market strategy, pricing, etc..
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1.4 Consequences of disclosing or 
misusing the trade secrets
You could request to stipulate in the 
SPA that the SPA shall be terminated 
i f  the  other  par ty  breaches  i t s 
obl igat ions under the terms of 
confidentiality and the breaching 
party shall pay the damages or bear 
other breaching liabilities. 

Legal Assistance Legal Assistance

Visit us online:
btianjin.cn/160609

1.2 Person obliged
It is advised to state clearly in the 
SPA persons who are obliged to keep 
the trade secrets confidential and not 
to disclose the same. In this regard, 
you could consider including the 
separating employees and external 
visitors of the Chinese companies in 
the scope.

1.3 Security measures
It is also recommended to limit the 
access to trade secrets to a small 
group of people, and restrict that 
the confidential documents and 
relevant equipment should only be 
stored in a restricted area and be 
labelled properly. Also, regarding the 
confidential documents or sample 
provided, the parties shall establish 
an enforceable storing system and 
returning procedure.

D e spi te  t h e  prov i s i on  we  ju s t 
m e n t i o n e d ,  e n t e r i n g  i n t o 
confidentiality agreements with the 
Chinese companies is also a good 
option.

2. Governing Law & Dispute 
Resolution

2.1 Governing Law
The part ies  should choose and 
stipulate explicitly in the SPA the 
governing law of the contract. If 
the PRC law is chosen, it is worth 
mentioning that the international 
convent ions  that  China  enters 
into, such as the United Nations 
Convention on Contracts for the 
International Sale of Goods, is also a 
part of the PRC law, and thus could 
be applied to the SPA. 

Regarding the 
confidential 

documents or sample 
provided, the parties 

shall establish an 
enforceable storing 

system and returning 
procedure If the parties do not choose the 

governing law, the PRC laws and 
regulations could be applied if it is 
decided by the dispute resolution 
inst itut ion that  the PRC is  the 
country with the most significant 
connection to the contract.

2.2 Dispute Resolution
I n  g e n e r a l ,  d e s p i t e  m u t u a l 
negot i at ion ,  t he  p ar t i e s  cou ld 
resort to litigation or arbitration for 
dispute resolution. In the table on 
the next page, we compare these two 
mechanisms. In the table, arbitration 
in China refers to dispute resolution 
made by arbitration institution in 
China, and arbitration out of China 
refers to dispute resolution made by 
arbitration institution out of China. 

C o m p a r i n g  w i t h  l i t i g a t i o n , 
arbitration has the following merits: 
its award has greater enforceability; 
it s  procedures  are  s impler  and 
more f lexible;  it  could be more 
professional; it is time-efficient, 
private and receives less from local 
protectionism than litigation.

Therefore, if the arbitration award 
is issued in any of the contracting 
s tate  of  Ne w York  C onvent ion 
and the object of enforcement or 
person subject to enforcement is 
located in any of the contracting 

state of the New York Convention, 
it is recommended that the parties 
could resolve the dispute through 
arbitration.

In any case, please also consider the 
following three key points before 
stipulating any dispute resolution 
clause in the SPA:

- Based on the PRC Civil Procedure 
Law and PRC Arbitrat ion Law, 
the parties could not stipulate the 
litigation and arbitration clauses in 
the contract at the same time. 

-  If  the  arbitrat ion clauses  are 
adopted in the contract, the parties 
should stipulate clearly the issues for 
arbitration, arbitration institution, 
arbitration rules, place of arbitration, 
composition of arbitral tribunal, etc.

- Under the PRC Civil Procedure 
Law, if the litigation clauses are 
adopted in the contract, provided 
that the jurisdiction by level and 
exclusive jurisdiction requirements 
are met, the parties could choose for 
jurisdiction among the court where 
the defendant is domiciled, where 
the contract is performed, where 
the contract is executed, where the 
plaintiff is domiciled, where the 
dispute object is located and other 
court whose location has an actual 
relationship with the dispute.

The international 
conventions that 
China enters into, 
such as the United 

Nations Convention 
on Contracts for the 

International Sale 
of Goods, could be 
applied to the SPA
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Finance

The Market Access Negative List Approach

is Unveiled in China

Finance

▲ Zhao Chenxin, spokesman of National Development and Reform Commission

The major change of 
the market access 

system is to shift 
from a “positive 
list” approach to 
a “negative list” 

approach.

▲ Shanghai Pilot Free Trade Zone
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In brief 

In  S e p t e m b e r  2 0 1 5 ,  t h e 
government centra l  leading 
team for the comprehensive 

market access reform adopted the 
opinion on the implementation of 
the market access negative list regime 
(“Opinion”). Following the adoption 
of the Opinion, the State Council 
off icially released Guofa [2015] 
No. 55 in October 2015 clarifying 
the general principle, the primary 
missions and the supportive measures 
for implementing the market access 
negative list regime. On March 2, 
2016, National Development and 
Reform Commission (“NDRC”) and 
Ministry of Commerce (“MOC”) 
jointly released the first draft of 
Market Access Negative List (trial 
vers ion)  (referred to  as  “Draf t 
Negative List”). The Draft Negative 
List specifies the prohibited access 
and limited access industries, fields, 
and business in China. The Draft 
Negative List is pilot-run in Tianjin, 

Kelvin Lee, PwC Tianjin

Shanghai, Fujian, and Guangdong 
effective from the end of 2015.

I n  t h i s  i s s u e ,  w e  s h a r e  t h e 
government’s direction in the reform 
of  the market  access  system in 
China, our observations on the Draft 
Negative List and its influences on 
investments and operations in China.

In detail 

The direction of the China’s market 
access system reform

The market access system is currently 
reformed in  accordance to  the 
“Decision of the Central Committee 
of the Communist Party of China 
on Some Major Issues Concerning 
Comprehensively Deepening the 
Reform”. The major change of the 
market access system is to shift 
from a “positive list” approach to 
a “negative list” approach.  Under 
the “negative list” approach, two 
negative lists are published, one 
is the market access negative list 
and the other one is the foreign 
investment negative list. The market 
access negative list stipulates the 
measures in investments applicable 
to all investors, both domestic and 
foreign. The foreign investment 
negative list regulates investments 
by foreign investors into China. 
The Draft Negative List recently 
released by the NDRC is the market 
access negative list. The foreign 
investment negative list refers to the 
“Special Management Measures for 
Foreign Investment Access” which is 
currently implemented in Free Trade 
Zones (“FTZ Negative List”).

Under the market access negative list 
approach, the State Council lists out 
industries, sectors and businesses 
which are prohibited to be accessed 
and those which are allowed to have 
limited access. Under this approach, 
all investors, both domestic and 
foreign, can invest and operate in any 
industries, sectors and businesses 
other than those stated in the list on 
equal footing.  

In addition, ensuring the market 
a c c e s s  n e g a t i v e  l i s t  c a n  b e 
successfully implemented and the 
relevant risks can be monitored, 
measures are introduced. These 
measures include: 1) streamlining the 
pre-approval system and ensuring 
the procedures are simple, easy to 
understand and transparent;  2) 
establishing a mechanism focusing 
on the monitoring during and after 
investment; 3) establishing a credit 
rating system for businesses with 
penal  and reward mechanisms; 
4) creating a public information 
platform for the credit rating of 
bu s i n e s s e s ,  i n c lu d i n g  m a k i n g 
t h e i r  a n nu a l  re p o r t s  p u b l i c l y 
available, naming good practices 
and businesses that contravene the 
rules. These measures can guide 
businesses to be self-disciplined in 
their investments and encourage 
businesses to take proper decisions in 
their investments as their compliance 
costs will be increased.

Observation on Draft Negative List
Key content of Draft Negative List

Draft Negative List contains a total 
of 328 items, 96 prohibited items and 
232 items with limited access. Both 

revises the existing items according 
to the current business practices and 
developments. The Draft Negative 
List also takes into consideration 

domestic and foreign entities are not 
allowed to invest in the 96 prohibited 
items and the relevant authorities 
will not assess, approve, or process 
any applications in these items. 
Entities can invest in the 232 limited 
access items subject to meeting the 
conditions stipulated and approval by 
the relevant authorities.

The prohibited and limited access 
items in Draft Negative List cover 
businesses in the primary, secondary 
and service industry sectors. The 
prohibited items concentrate on 
water conservation, environmental, 
public facilities management and 
businesses which are overproduced 
or  t e c h n o l o g i c a l l y  out - d at e d . 
Examples include petrochemical, 
coal, electricity, steel, non-ferrous 
metal, medical and technologically 
lagged machinery industries. The 
scope of limited access items is 
broader. These items correspond to 
lists provided by various departments 
of the State Council, the “Catalogue 
G u i d i n g  I n d u s t r y  S t r u c t u r e 
Adjustments”,  the  “Investment 
Catalogue required Government 
Approval”, those stated in the law 
and administrative regulations and 
those stated in the State Council 
Decisions.  However,  the NDRC 
mentioned in a press conference that 
Draft Negative List is not a list that 
simply consolidates all the current 
restricted items, it streamlines and 

the need of upgrading industry 
structures  and the principle  of 
lowering barriers for innovation and 
start-ups. Hence items such as new 
technology, new products, new type 
of operations, new business models 
are not included in Draft Negative 
List.

The implementation

The Opinion specifies that market 
access negative list approach will 
be implemented on a trial basis 
in some regions from the end of 
2015 to December 31, 2017. The 
implementation will be extended 
to  the  ent i re  countr y  in  2018 . 
The regions selected for the trial 
implementation of the Draft Negative 
List are Tianjin, Shanghai, Fujian, 
and Guangdong. The main reason 
for choosing these regions is that 
the foreign investment negative list 
and relevant monitoring mechanism 
are currently in place in the free 
trade zones in these regions.  It 
will be smoother to implement the 
Draft Negative List by leveraging on 
existing mechanisms and practices. 
At the time of writing, it is uncertain 
whether the Draft Negative List will 



Finance

We suggest an 
enterprise that has 
investment in any 

item specified in the 
Draft Negative List to 

contact the in-charge 
authorities to clarify its 

situation.

Finance
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▲ Curb the power of bureaucrats, rein in government spending
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be adopted in other regions after the 
trial implementation in these four 
cities.

As  there  wi l l  be  modif icat ions 
in  l imited  access  i tems  due  to 
a d m i n i s t r a t i v e  r e a s o n s  o r  i n 
a c c o r d a n c e  t o  e x i s t i n g / n e w 
regulations, the Draft Negative List is 
not the final draft and will be adjusted 
during the trial implementation.

In  t h e  f u t u re ,  w h e n  t h e  f i n a l 
nation-wide market access negative 
l ist  is  released, governments of 
provinces/municipals are allowed to 
propose the regional modification 
to the nation-wide market access 
ne g at ive  l i s t  b a s e d  on  f a c tors 
such as difference in the regional 
d e v e l o p m e n t s ,  c o m p a r a t i v e 
advantage of industries in the region, 
and impact on the environment of 
the region. 

The takeaway

Accelerating modernisation of the 
market access system, establishing 

fair and transparent market principle, 
and reforming market monitoring 
mechanism and enterprise credit 
rat ing system are important  in 
the comprehensive market access 
reform. The Draft Negative List is 
the first step for the comprehensive 
market  access  re for m he ading 
in this right direction. Although 
the Draf t  Negat ive  List  merely 
contains 300+ items, each industry 
or business is listed in detail. For 
example, one of the limited access 
items is establishing schools, specific 
education institutions and related 
businesses.  The Draft  Negative 

List clearly specifies that this item 
includes establishing preschool 
e d u c a t i o n ,  h i g h e r  e d u c at i o n , 
Chinese-foreign joint education, 
technical and vocation education. 
Therefore, when an enterprise is 
considering investment in a specific 
industry, it  should examine the 
detai ls  of  relevant items to see 
whether they are in the prohibited 
list or in the limited access list. If it is 
in the latter, the detailed descriptions 
and the conditions are to be met.

Other than the Draft Negative List, 
specific negative lists also exist for 
different categories of investors, 
such as investors from Hong Kong 
and Macau who can take advantage 
of CEPA or investments in specific 
regions, such as FTZ. However, 
investment into China which is 
allowed under the CEPA or the FTZ 
Negative List are still required to 
comply with requirements in the 
Draft Negative List. In other words, 
the businesses that are not prohibited 
or limited in FTZ Negative List and 
CEPA may be prohibited or limited 

in the Draft Negative List. Therefore, 
an  enter pr i s e  shou ld  cons ider 
overall regulations, not just the 
Draft Negative List, in its investment 
decision into China.

The Draft Negative List doesn’t 
c l a r i f y  w h e t h e r  i t  w i l l  a f f e c t 
existing investments.  We suggest 
an enterprise that has investment 
in any item specified in the Draft 
Negative List to contact the in-charge 
authorities to clarify its situation, 

particularly if the investment may 
be considered as a prohibited item 
in the Draft Negative List. If the 
existing investment is a limited 
access item, it may be required to 
obtain approval or to modify its 
existing business operations to meet 
the relevant conditions before it 
continues to operate.

The adoption of “negative l ist” 
approach in the market  access 
system apparently makes it easy for 

enterprises to invest in businesses 
that are neither prohibited nor 
limited access. On the other hand, 
the approach will strengthen the 
post-investment supervision and 
enable sharing and publicat ion 
of information. Compliance cost 
and  r i sk  w i l l  b e  incre as e d  for 
enterprises as once an enterprise 
is  found to not be meeting the 
conditions in limited access items, 
its  production,  investment and 
distribution will be interrupted. In 
order to implement the “negative 
list” approach nation-wide we believe 
local governments will gradually 
improve their market monitoring 
mechanism and enterprise credit 
rating system. Enterprises should 
p r e p a r e  t h e m s e l v e s  f o r  t h e s e 
upcoming changes. For example, they 
should establish a good reputation/
credit-ability and maintain adequate 
and appropriate information for their 
operations. 
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On the Horizon

More Spaghetti Junctions & More Cars
By Richard J. Cook

China may be notorious for 
i t s  r ing  roads  and inner 
c i ty  t raf f i c  j ams  but  i t ’s 

construction of 123,000km of road 
in the last 28 years really is a feat 
unmatched. In 2015, 11,000km of 
motorway was built alone which is an 
astronomical figure. From north to 
south, east to west China has built one 
of the most sophisticated motorway 
systems on earth,  considerable 
by size and designed to allow the 
haulage of trillions of dollars worth of 
commerce. Aside from the economic 
usage of its vast road network, the 
population also now has the ability to 
travel like never before.

Tianjin’s place in this system has 
been critical, since Tianjin is the 

major port  in the north and is 
a  maj or  c om me rc i a l  c e nt re  i n 
China. However, corresponding to 
Tianjin’s growth, a major motorway 
refurbishment has begun this month 
that will last until 2018. The first 
stage of this overhaul is to take place 
towards the south west of the city. 
Namely, the Jin Cong high-speed 
motorway (S6),  which connects 
Tianjin to the southbound national 
motorways and the Wai Huan West 
road (S113), which is to be upgraded 
into a secondary ring road for the 
west of Tianjin. Also, the major 
Jian Yang ring road is to face a 
step-by-step upgrade for the next 2 
years, as it’s capacity and ability to 
filter traffic onto the adjacent Wai 
Huan West road will be upgraded. 

With the redistribution of economic 
responsibility to newly designated 
z o n e s  a r o u n d  t h e  c i t y,  n e w e r 
m o t o r w a y s  a n d  r e d e v e l o p e d 
roads are in demand. Keeping the 
circulation of traffic in motion and 
relieving already congested roadways 
is critical for effective development. 
Taking into account the many new 
residential areas springing up, this is 
no easy task and careful coordination 
is required.  

With  the  Jing  C ong motor way 
redevelopment underway, major 
traffic delays can be expected for 
the foreseeable future. However, the 
much needed project will eventually 
ease the traffic flow to the newly 
developing residential and business 

On the Horizon
zones to the south west of the city. 
Specifically the Huayuan Science 
Park, the XEDA economic zone and 
the Goldin Finance 117 CBD will 
gain significantly from the project. In 
addition, traffic alleviation will also 
make Tianjin South Railway Station 
more accessible by road.

Jin Cong Toll Madness

T h e  7 . 2 4  b i l l i on  C N Y  pro j e c t 
w i l l  re f urbish  roug h ly  5k m of 
motorway junction, involving the 
reconstruction of slip roads, the 
addition of extra lanes and most 
critically the re-positioning of the 
Jin Cong motor way tol l  stat ion 
further south and increased in size 
from 5 tolls per direction to 6, with 
additional large haulage tolls in 
order to organise traffic flow. This 
will reduce bottlenecks, which has 
largely been blamed for the horrific 
driving conditions of this area. This 
has ultimately sparked sighs of relief 
from major high-tech businesses in 
the area, as it will allow for larger 
loads to be accommodated allowing 
businesses to expand whilst making 
several tributary roads toll free.

T h e  a n n o u n c e m e n t  f o r  t h e 
redevelopment of the south-west 
motorway system has been expected 
for some time as just a stones throw 
away from the Jin Cong Expressway 
is  the new Goldin Finance 117 

business park, which is expected to 
be a major new CBD development. 
Under the current circumstances, 
to drive to the new Goldin Finance 
CBD via the motorway, would mean 
having to use the toll station. Once 
this toll is moved further south, the 
Goldin Finance CBD will be toll 
free and integrated into the general 
scope of the city. Hosting one of the 
tallest towers in the world and a vast 
commercial capacity, reliable traffic 
flow is a necessity. In addition, the 
XEDA development zone will be 
rubbing its hands, as a major road 
network upgrade in this area will 
improve its linkages with Hebei and 
Beijing. Productivity factors through 
the reduction of late deliveries and 
stalled progress due to congestion is 
also a much-desired outcome. 
Hold your Horses

Traffic congestion is a plague in any 
city and Tianjin is no exception. The 
redevelopment of major intersections 
will be a continuing theme in the 

coming years,  especial ly on the 
outer and inner ring roads. Taking 
into account that China’s car sales 
increased 6.4% between April 2015 
and April 2016, it’s no surprise that 
Tianjin’s roads are filling up more 
and more by the year. As of 2015 
Tianjin has a smidgen over 2 million 
cars registered with state records, 
which is one of the highest ratios of 
car ownership to population in an 
urban area in China. Truth be told, 
major congestion will only seriously 
be tamed with the opening of the 
new metro lines. Metro lines 5 and 
6 should be up and running by late 
2017, according to sources. 

As a side note, radical overhaul of 
the northeast motorway system may 
be on the agenda come next year, as 
the Jing-Jin-Ji mega urban project 
continues to take shape. So for now 
expect to see more spaghetti themed 
junctions pop up around the city 
and maybe there will be some light 
at the end of the tunnel for Tianjin’s 
congestion problems… or not.

The redevelopment 
of major intersections 
will be a continuing 

theme in the coming 
years, especially on 
the outer and inner 

ring roads. Visit us online:
btianjin.cn/160611
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Marwan Emile Faddoul
(Managing Partner

NFG Consulting LLC)

Katherine Lange 
Johnson

(Marketing Advisor
NFG Consulting LLC) 

How to Get Your Great Idea 
to the Market?

Entrepreneurs have a knack for coming up with new products that disrupt the present 
and alter the future. These are the ideas that at one time seemed needless and bizarre, 
yet suddenly become essential to our daily lives. 

Questions the short-sighted among us have asked include: Why would I need an app to hail 
a cab when I can simply get one from the street? Why would I need to make a call from my 
car when I could just use my home phone? Why would I need to tell time from my wrist 
when I can just look at a clock? But those far-sighted, entrepreneurial among us ask better 
questions, such as: Why not? Wouldn’t it be better if…? Isn’t this interesting? 

Great new products preempt the consumer’s notion about what they want and need.  These 
are the products that jump curves to offer something innovative, not just something that 
offers “better-sameness.” To understand the concept behind “curve jumping,” consider the 
evolution of...ice. 

Still reading? Stick with me here. 

Ice 1.0 represents the traditional ice harvesting performed on frozen ponds in cold places 
with big knives and strong horses. Next comes Ice 2.0, which represents the shift to 
mass-production of ice in factories not isolated to the colder regions of the world. And 
finally comes Ice 3.0, in which we make ice in our own kitchens at home. Each shift in the 

and key chains, or a coffee shop 
that also sells cakes, bottled water, 
and coffee beans. This completeness 
is commonly found in apps that 
provide a free version of the game for 
free with the option of enhancing the 
experience through in-app purchases.

Empowering products make the 
user BETTER simply by using the 
product. We are clearer presenters 
thanks to the structure provided by 
PowerPoint. We are smarter travelers 
thanks to the knowledge provided by 
TripAdvisor.  We are more efficient 
drivers thanks to the directional 
assistance provided by Apple Maps. 
A curve-jumping product is going to 
bring an amount of productivity or 
creativity to its user that they didn’t 
know they were missing, but soon 
cannot do without.

Elegant can be defined as pleasingly 
ingenious and simple. Or as the 
venture capitalist Guy Kawasaki puts 

Management
evolution of the ice industry was 
disruptive to what came before it, and 
perhaps was met with trepidation and 
skepticism. Why produce ice when 
you can harvest it for free? Why 
make ice at home when you can have 
it delivered each day? If these seem 
like viable questions to you, you may 
not be an entrepreneur. But for the 
entrepreneurs out there with a great 
idea you want to take to market, keep 
reading.

C u r v e  j u m p i n g  p r o d u c t s  a r e 
DICEE—deep, intelligent, complete, 
empowering and elegant. Consider 
the depth and reach of the product 
l ine of fered by Google—search 
engine, advertising portal, operating 
system, digital  store,  analyt ics, 
computers, tablets, phones, maps, 
and one day perhaps a self-driving 
car. Google exemplifies a depth of 
offerings under one name that spans 
numerous services, yet maintains 
an overa l l  cohesiveness  that  is 
understandable and approachable to 
the consumer. 

Intelligent products prove that the 
creator understands the needs and 
desires of its customers—even if the 
customers have yet to realize those 
needs. The American car company 
Ford Motors introduced the MyKey 
programmable key on all models 
starting in 2010. Intended to be 
used by parents of young drivers or 
rental car companies, MyKey can be 
programmed to limit the top speed 
or volume of the stereo for safety 
purposes. By applying a technology 
to a potential need, Ford created 
a new way to provide a safe and 
functional product for its customers 
to feel good about. 

C o mp l e t e  p ro d u c t s  p rov i d e  a 
full collection of offerings to the 
consumer, such as pre-sales services, 
after-sales support, complementary 
products, documentation, or other 
enhancements .  C onsider  a  key 
cutt ing ser vice  that  extends in 
product line to include key rings 

it...elegance is the combination of 
power and simplicity. Curve jumping 
innovations are striking in their 
simplicity and completeness. They are 
notable for both what is there as well 
as what is purposefully not there. 

Think about the iPhone, and the 
first word to come to mind very 
well may be “sleek”. We are captured 
by the elegance of its design. The 
iPhone empowers us to be more 
productive, better connected, and 
more quickly informed about the 
world around us. In combination 
with the App Store, the iPhone allows 
for a wide collection of add-ons, 
ranging from practical—calculators, 
f lashlights, instant messages—to 
pleasurable—games, photo sharing, 
selfie enhancements—providing a 
completeness to the product and 
related services. The iPhone, and 
the smart phone revolution that 
followed, is a current example of a 
technology that changed the market 
by providing something we didn’t 
know we wanted, but now cannot do 
without. 

But  most  of  us  aren’t  about  to 
reinvent the iPhone. We’ve got an 
idea, or perhaps a working model, 
and a dream, but we need to know 
what to do in order to introduce our 

Great new products 
preempt the 

consumer’s notion 
about what they want 

and need

▲ Ford MyKey program
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Visit us online:
btianjin.cn/160612

product to the market. So, what do 
we do next?

We kill our product, and we watch 
how it died. 

Ask yourself and your partners a 
crucially honest question: “If our 
product fails, what’s going to cause 
its demise?” The hypothetical nature 
of this question creates a safe space 
to share opinions that may otherwise 
be seen as negative, contrary, or 
pessimistic. Will you attribute its 
failure to a design flaw? Will people 
ult imately not buy the product 
because the target market finds it cost 
prohibitive? Was it simply too hard 
for consumers to change their current 
ways to adopt the new technology? 
Once you’ve successfully killed your 
product, you can make it stronger. 

Use this “pre-mortem” activity to 
uncover your product’s shortcomings 
and delineate any defects, and then 
eliminate the mistakes one item at a 
time. Is there a design flaw? Re-design 
it. Is it too expensive? Re-market it. Is 
it hard to understand? Clarify it. You 
are now equipped to see the future of 
your product and alter its trajectory. 

At  t h i s  p oi nt ,  you’ve  bu i l t  an 
indestruct ible ,  cur ve- jumping, 
immortal, mind-shattering disruptive 
technology that will  change the 
world, right?

▲ Apple serious products

ell, it’s probably good enough. Now 
is  not  the t ime to worr y about 
per fect ion.  Now is  the  t ime to 
introduce your product, so long as 
it is minimally viable, valuable and 
validating (as Mr. Kawasaki puts it). 

Don’t believe me? Then consider 
t h e  f i r s t  v e r s i o n  o f  t h e  i Po d , 
which became the curve-jumping, 
immortal, disruptive technology 
we’re seeking, but not without a 
few changes. The first version was 
clunky, limited and expensive for 
the average consumer. On the plus 
side, it was hand-held, portable, and 
offered its user a wider selection of 
music than a CD player. Perhaps not 
coincidentally, it paved the way for 
smart phones and tablets; it launched 
iTunes, which in turn created the 
interdependent App Store service; 
and in many ways indelibly changed 
the music industry and the way we 
consume music—and all that from a 
small screen and a couple of buttons!

Curve jumping 
innovations are 
striking in their 
simplicity and 

completeness. They 
are notable for both 
what is there as well 

as what is purposefully 
not there.

Management
Chamber Reports

Past Events:
Joint Executive Breakfast: 
The World of WeChat - Techniques for Business 
13.04.2016

Following previously well received presentations with European Chamber in 
Southwest and Beijing, Matthew Brennan from China Channel has gone further 
in depth on a variety of practical topics related to WeChat. Matthew Brennan 
and his team have first demystified the Wechat Official Account platform to get 
the basics right, then presented several examples of interesting, more advanced 
features for lead generation. He also presented actionable tips on how to use 
WeChat for marketing yourself and your business, and how to avoid pitfalls.

New Board Members of Tianjin Chapter 2016-2017
20.04.2016

The Tianjin Chapter held its Annual Board Election on 20th April, 2016. We are delighted to announce the newly elected 
Board Members of Tianjin Chapter as the followings. The new board will serve a one-year term from April 2016 to 
March 2017.

From the left in the picture: 
GABRIELE CASTALDI (Board Member), 
Flexbo (Tianjin) Logistic System Hi-Tech Co., Ltd.
KELVIN LEE (Board Member), 
PricewaterhouseCoopers Consultants (Shenzhen) Limited, Tianjin
MICHAEL STENGELE (Board Member), 
Siemens Electrical Drives Ltd.
CHRISTOPH SCHREMPP (Tianjin Chapter Chairman), 
Airbus (Tianjin) Delivery Center Ltd.
WILLEM BARENDSWAARD (Board Member), 
SGS-CSTC Standards Technical Services Co., Ltd.
ADAM DUNNETT
(Secretary General of European Chamber in China)

China IPR SME Helpdesk: Trade Marks and Patents
11.05.2016

The China IPR SME Helpdesk partnered with the European Union 
Chamber of Commerce in China Tianjin Chapter and the German 
Chamber of Commerce to organize this training seminar for 
European SMEs on IP protection with regards to trademarks and 
patent.

41F, The Executive Center, Tianjin World Financial Center, 2 Dagubei Lu, Heping District, Tianjin 300020.
Tel: +86 22 5830 7608     Email: tianjin@europeanchamber.com.cn    Website: www.europeanchamber.com.cn
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Chamber Reports

Past Events:
American Business in China White Paper Delivery Meeting & 
Tianjin Binhai New Area Exclusive Tour & 
2016 AmCham China Tianjin Government Appreciation Reception
12.05.2016 Binhai New Area and Renaissance Tianjin TEDA Convention Centre Hotel

AmCham China, Tianjin hosted a series of events on May 12 to help members better understand the opportunities in 
Tianjin and make the connections needed to succeed. The activities included a session with Vice-May Zhao Haishan to 
officially hand-over this year’s AmCham whitepaper. In addition, AmCham China President Alan Beebe and Tianjin 
Executive Committee Chairman Martin Winchell led a select delegation to introduce members and issues to Vice Mayor 
Zhao.  
The afternoon session started with an exclusive tour of Binhai New Area which included stops at Yu Jia Pu CBD, Binhai 
New Area Planning Exhibition Center, Dong Jiang Port and a short driving tour. Alan Beebe and Martin Winchell led 
the delegation to the visit the office of Zhang Yong, Chairman of Tianjin Binhai New Area.  There was brief exchange of 
ideas and the formal handover the 2016 White Paper to Chairman Zhang.
The evening reception and dinner session was attended by more than 150 attendees and was highlighted by speeches 
from Chairman Zhang Yong and AmCham China Chairman James Zimmerman. Many prominent officials from TEDA, 
TAEA, HIP, FTZ, YJP CBD, Dongjiang Port, Eco-city and Binhai New Area also attended the dinner and networked with 
members. 
We want to thank our sponsors whose contributions led to the success of the entire day’s agenda.  This year’s sponsors 
were:  WRE, Schneider Logistics, PPG Coatings, Exxon Mobile, IMA, JLL, Boeing, United Family Hospital and ADM.  
Thanks again to everyone who attend and made it a successful day for engaging and influencing the Tianjin government.

Upcoming Events:
AmCham China, Tianjin and Boeing Tianjin Composites Co., Ltd. 
15th Charity Golf Tournament and Annual US Independence Day Celebration
To celebrate the 240th year of American independence and Boeing Centennial, the 4th of July Celebration this year 
will include three activities: 
Exclusive Tour of Boeing Tianjin Composites
Date: July 1     Time: 13:30-15:30 
Venue: Boeing Tianjin Composites Co., Ltd. (Returned transportation from /back to downtown will be provided.)
AmCham Tianjin 15th Charity Golf Tournament 
Date: July 2       Time: 10:00-16:30 
Venue: Tianjin Fortune Lake Golf Club (Returned transportation from /back to downtown will be provided.)
US Independence Day BBQ and Golf Tournament Awards Ceremony
Date: July 2    Time: 17:00-21:00 Venue: Zest Garden of the Ritz-Carlton, Tianjin 
Ticket Prices: 
Golf + BBQ Banquet: RMB 1100
Independence Day BBQ Banquet:  Adults: RMB260             Member Children between 6 -12: Free
Non-member Children between 6-12: RMB130    Children under 5: Free 

Chamber ReportsChamber Reports

Room 1502, Global Center, No. 309 Nanjing Road, Nankai District, Tianjin 300073       Tel / Fax: +86 22 8787 9249       tianjin@bj.china.ahk.de

Past Events:
Day of Logistics 2016 
Visit of Siemens Electrical Drives (SEDL) in Tianjin
21.04.2016
As one of the annual highlight events of German Chamber of Commerce, “Day of 
Logistics” has now come to its 9th. year in 2016. This time, the German Chamber 
of Commerce, in cooperation with BVL Beijing Chapter, invited their participants 
to an informative factory tour in Siemens Electrical Drives Ltd. on April 21st. 
Before the factory tour started, Mr. Lin Junzhi, Division Manager of GLS 
Department, delivered a detailed company introduction about Siemens 
SEDL, which was followed by an in-depth presentation about the warehouse 
optimization at SEDL. More than 30 logistic professionals participated in the 
event, which aimed to help companies to optimize processes, reduce costs, and 
establish an effective supply chain management.

Annual German Chamber Reception
05.05.2016
The German Chamber of Commerce cordially invited its members in Tianjin to an exclusive Annual German Chamber 
Reception on May 5. The welcoming speech was held by Mr. Christoph Kaiser, Vice Chairman of the Board of Directors 
North China and member of the Advisory Council Tianjin. Mr. Kaiser reviewed the successful work of the German 
Chamber in the past year, having organized more than 180 events with over 6500 participants in North China, and 
presented an outlook on the projects and activities in 2016. Especially Tianjin developed successfully with a member 
increase of 17% last year.
The well attended Reception was the first high-level get-together of the year along with dinner buffet, drinks, live music, 
and networking opportunities.

Upcoming Events:
Breakfast Seminar - How Real Estate Market Impacts Employee Stability in China 
Date:  June 2nd     Time:  07:30 - 09:00   Venue: The Astor Hotel Tianjin

Workshop - Excel-Advanced data Management 
Date:  June 3rd    Time:  14:30 - 17:00   Venue: Westin Tianjin

Special Event - Summer Mixer Night 
Date:  June 3rd    Time: 19:00 - 22:00 Venue: Q-Bar at Westin Tianjin

Kammerstammtisch Tianjin  
Date:  June 29th     Time:  19:00 – 22:00   Venue: Drei Kronen 1308 Brauhaus Tianjin

UEFA EURO - Series Events: Public Viewing - 2016 European Championship 
Date: tbc     Time: tbc  Venue: tbc
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Past Events

10 New Properties in China Opened
@ Frasers Hospitality 

29th of April was the official opening of Fraser Place Tianjin by Frasers Hospitality, a division of Frasers 
Centrepoint Limited. Frasers Hospitality also unveiled plans to launch 10 more properties in China’s 
key cities including Tianjin, Wuxi, Chengdu, Shanghai and Shenzhen, as well as new market launches in 
Nanchang, Dalian and Changsha.

The strengthening of Frasers Hospitality’s portfolio in China is a significant contributor to its global 
expansion target of 30,000 units by 2019.

Mr. Choe Peng Sum, Chief Executive Officer of Frasers Hospitality, said: “The expansion of our portfolio 
in China reflects not only our success in meeting the evolving needs of China’s buoyant domestic and 
international travel market, but also clearly demonstrates our confidence in China’s steady rise as a global 
economic powerhouse.”

These new launches will be across three of its brand offerings: Gold-Standard Fraser serviced residences 
(Fraser Suites, Fraser Place, Fraser Residence), green-living concept Modena by Fraser serviced residences, 
and the urban-inspired, high-tech and intuitive Capri by Fraser hotel residence brand.

Frasers Hospitality’s China expansion strategy is in line with its vision to be the leading global hospitality 
group known for its continuous innovation and intuitive service to anticipate and exceed the evolving 
expectations of international travellers. Frasers Hospitality’s global portfolio stands at 139 properties and 
more than 80 cities and 22,800 keys worldwide.

Past Events

Opening Ceremony 
@ The Metropolitan Plaza Tianjin

The first commercial project 
of Tianjin which is developed 
by the Hutchison Whampoa 
Property Tianjin Co., Ltd., The 
Metropolitan Plaza Tianjin, held 
their grand opening on April 
28th 2016.

Many famous brands opened 
at  t h e  s am e  t i m e ,  s u ch  a s 
Osgh Cinemas,  MUJI ,  UR, 
Molly Fantasy and Green Tea 
Restaurant. In the company 
of several welcomed guests, 
including the leaders of the 
Hutchison Whampoa Property, dozens of business representatives, the media and the general public, 
The Metropolitan Plaza Tianjin was officially opened. During the day, almost all the restaurants in The 
Metropolitan Plaza Tianjin were overflowing and the atmosphere was buzzing.

The Metropolitan Plaza Tianjin invited a professional dragon and lion dance team to perform at the 
celebration. Mr. He Peng, the Vice Mayor of Heping District, Tianjin attended the celebration along with Ms. 
Zhou Hui, the General Manager of the Hutchison Whampoa Property Tianjin Co., Ltd and Mr. Qiu Junhao, 
the General Manager of the Hutchison Whampoa Property Marketing Department. At the end of the dragon 
and lion dance, The Metropolitan Plaza Tianjin cut the ribbon for the official opening.  It means the first one 
stop fashion, food, movie, family and entertainment shopping centre in Nanjing Road shopping district was 
officially opened. 
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New Appointments 

Mr. Kenny Fong
Executive Chef 
The St. Regis Tianjin

The St. Regis Tianjin is pleased to announce the appointment of new Executive Chef 
Kenny Fong. With over two decades of experience in the food and beverage industry, 
Kenny will helm the culinary team of this hotel to elevate the dining experience for 
the guests, and exert leadership while planning and overseeing the operations of 
the hotel’s coveted venues and banquets. A Malaysian native, Chef Kenny has the 
experience of heading the kitchen teams of high volume hotel, restaurant and catering 
operations. He has managed the kitchens at various renowned hotels ranging from 
Westin, Conrad and Hyatt across Malaysia, Singapore and China. Kenny joins us 
from Singapore, his last posting was Executive Sous Chef of The Westin Singapore, 
where he conducted tremendous changes to all of the F&B offerings, and established 
a world class culinary team. Kenny was the Acting Executive Chef of The Astor Hotel, 
A Luxury Collection Hotel, Tianjin when he first came to Tianjin in 2015.

Mr. Matthias Weiser
Executive Chef
Renaissance Tianjin TEDA Hotel 
Renaissance Tianjin TEDA Hotel  is very pleased to announce the appointment of 
Mr. Matthias Weiser as new Executive Chef. Mr. Weiser was born in Germany. His 
career started working in “Germany” gastronomic scene and he brings more than 22 
years extensive experience in F&B in top luxury international restaurants throughout 
Germany, Ulaanbaatar and China. Prior to joining the Renaissance Tianjin TEDA Hotel, 
Matthias was the kitchen head chef at Brotzeit Restaurant in Hangzhou and Shanghai 
where he focused  on the improvement and innovation of cooking techniques and 
integration of local ingredients to create an unforgettable dining experience for the 
customers. In his new role, Matthias will revamp our culinary offerings and update the 
menu to offer both classic dishes and new creations, ensuring the highest standards 
are observed in quality and presentation and providing a superior experience to our 
customers. With over 22 years’ experience as Chef, he will bring new ideas and vitality to 
the elite Food and Beverage team at Renaissance Tianjin TEDA Hotel.

Mr. Richard Chen 
Chinese Executive Chef 
Banyan Tree Tianjin Riverside 

Recently, Banyan Tree Tianjin Riverside announced the appointment of Mr. Richard Chen as 
Chinese Executive Chef. Beginning as apprentice at age 16, Richard’s career progressed quickly 
and includes 8 years working in Beijing Shangri-La Hotel, 2 years in The Ritz-Carlton Beijing, 
and most recently as Executive Chef for Radisson, Westin and Renaissance in Tianjin. Now 
Chef Richard Chen is looking forward to welcoming you to Banyan Tree Tianjin Riverside and 
exciting your palate with his culinary savoir-faire.

New Appointments 

Mr. Ross Grinter
General Manager
Sheraton Tianjin Binhai Hotel

Ross joined the hospitality industry and the Starwood family in 1998 in his home 
country of Australia as Financial Controller of Four Points by Sheraton Darling 
Harbour Sydney. Later in 2002, he was given a bigger role in Sydney as a complex 
Financial Controller for three hotels. In 2005, Ross relocated to Beijing China, 
based in Great Wall Sheraton serving as Area Director of Finance for China North 
Area. Ross has been Hotel Manager for Sheraton Grand Beijing Dongcheng Hotel 
since 2011 where he gained his initial pre-opening experience and strengthened his 
operation skills and knowledge. With his senior hospitality industry management 
experience, Ross will oversee the hotel operations with a focus on leading our hotel 
team in delivering innovative, enriching and memorable experiences to delight our 
guests. During his leisure time, Ross enjoys travelling, photography, golf, Aussie Rules 
football and socializing! 

Mr. Jens Corder
General Manager
Shangri-La Hotel, Tianjin
Shangri-La Hotels and Resorts has appointed Jens Corder as General Manager of 
Shangri-La Hotel, Tianjin, the first Shangri-La Hotel in Tianjin, conveniently located in 
the heart of the city overlooking the Haihe River. Mr Corder, originally from Australia, 
is no stranger to Shangri-La Hotels and Resorts. Mr Corder joins Shangri-La Hotel, 
Tianjin with an extensive background in hospitality management, with over 20 years 
of experience in food and beverage and hotel administration. Before Tianjin, he was 
the general manager of Shangri-La Hotel, Bengaluru where he successfully oversaw 
the development and opening of Shangri-La Hotels and Resorts second hotel in India.  
Before India, he was the general manager at Shangri-La Hotel, Fuzhou. His other 
Shangri-La postings include hotel manager at Kowloon Shangri-La Hong Kong from 
2008 to 2011 and executive assistant manager food and beverage at Shangri-La Hotel, 
Singapore.  

Mr. Allan Wong
General Manager
Pan Pacific Tianjin
Pan Pacific Hotels Group (PPHG) is pleased to announce the appointment of Allan 
Wong as General Manager of Pan Pacific Tianjin, located in the largest harbour city of 
northern China. Allan brings to the Group more than 20 years of extensive experience 
from managing hotels in the thriving cities of Ningbo, Shenzhen and Tianjin under 
international brands such as Holiday Inn and Crowne Plaza.  Most recently, Allan headed 
up Tianjin Modern Group’s hotel business as its General Manager and was responsible for 
the construction of the Four Seasons Hotel and Residence in Tianjin. As General Manager 
of Pan Pacific Tianjin, Allan will oversee and manage the daily operations of the property, 
which features 289 guestrooms and 30 serviced suites.
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A: 1F, The St. Regis Tianjin
No. 158, Zhang Zizhong Road 
Heping District 
T: +86 22 5830 9959
河岸国际餐厅
和平区张自忠路158号天津瑞吉金
融街酒店一层(津塔旁，哈密道正对面)

 | REVISED 17.08.11 -  TO REPLACE PREVIOUS VERSION |

Riviera Restaurant 
A: 1F, The St. Regis Tianjin. No. 
158, Zhang Zizhong Dao, Heping 
District 
T: +86 22 5830 9962
蔚蓝海餐厅
和平区张自忠路158号天津瑞吉金
融街酒店一层 

Spectrum All-day dining
A: 7F, Hotel Nikko Tianjin
No. 189, Nanjing Lu, Heping District
T: +86 22 8319 8888 ext. 3570
彩西餐厅
南京路189号天津日航酒店7层

Mighty deli (South Park Store)
A: No. 85-87, Shuishang Gongyuan 
West RD, Nankai, Tianjin (opposite 
to Nancuiping Park) 南开区水上公
园西路85-87号南翠屏公园对面
T: +86 22 8783 9683
(Somerset Store)
A: 5F, Somerest Youyi, Pingjiang 
Dao, Hexi District 
天津市河西区平江道盛捷服务公寓5层
T: +86 22 2810 7747
Zest
A: 1st Floor, The Ritz-Carlton, 
Tianjin, No. 167 Dagubei Road, 
Heping District, Tianjin
T: +86 22 5809 5109
香溢 - 全日餐厅
和平区大沽北路167号天津丽思卡
尔顿酒店一楼

Inasia Restaurant
(Olympic Stadium Store)
A: 4F, A·Hotel, Olympics Gym, 
Nankai District,Tianjin 天津市南开
区水滴体育馆A·Hotel四楼
T: +86 22 2382 1666/2233
(Somerset Store)

Bars
China Bleu
A: 50F, Tangla Hotel Tianjin, No. 219 
Nanjing Lu, Heping District
T: +86 22 2321 5888
中国蓝酒吧
南京路219号天津唐拉雅秀酒店50层

O’Hara’s
A: Astor Wing, The Astor Hotel, 
A Luxury Collection Hotel, Tianjin No. 
33, Tai’er Zhuang Lu Heping District
T: +86 22 2331 1688 ext. 8919
海维林酒吧
利顺德翼，和平区台儿庄路33号天
津利顺德大饭店豪华精选酒店一层

The St. Regis Bar 
A: 1F, The St. Regis Tianjin. No. 158 
Zhang Zizhong Road, Heping District 
T: +86 22 5830 9958
瑞吉酒吧
和平区张自忠路158号天津瑞吉金
融街酒店一层 
(津塔旁，哈密道正对面)
Purple Bar
A: 2F, Radisson Blu Plaza Hotel 
Tianjin 
66 Xinkai Road, Hedong District
T: +86 22 2457 8888 – 3278
葡吧
河东区新开路66号
天津天诚酒店2层

Flair
A: 1st Floor, The Ritz-Carlton, 
Tianjin, No. 167 Dagubei Road, 
Heping District, Tianjin
T: +86 22 5809 5099
Flair酒吧
中国天津市和平区大沽北路167号
天津丽思卡尔顿酒店一楼

WE Brewery
A: 4 Yi He Li, Xi An Road
Heping District, Tianjin 和平区西安
道怡和里4号
T: +86 18630888114
W: www.webrewery.com

Education

University of Maryland Robert 
H. Smith School of Business 
China Leadership EMBA 
Program
A: 2505-A CITIC Building, 19 
Jianguomenwai Street Beijing   
T: +86 10 6500 3930
E: Beijing@rhsmith.umd.edu     
W: rhsmith-umd.cn
马里兰大学史密斯商学院中国领导
力EMBA项目
北京市朝阳区建国门外大街19号国
际大厦2505-A

HOPELANd INTERNATIONAL 
KINdERGARTEN
W: hik.cn
E: hik@hik.cn

华兰国际幼稚园（梅江园）
Hopeland international 
kindergarten Meijiang 
Campus
解放南路西侧环岛东路7号
A: No. 7 Huandao East Road, 
West side of Jiefang South Road, 
Tianjin 
T: +86 22 5810 7777

华兰国际幼稚园（水上园）
Hopeland international 
kindergarten Shuishang 
Campus
卫津南路霞光道46号
A: No. 46, Xiaguang Street, Weijin 
South Road, Tianjin 
T: +86 22 2392 3803 
         
华兰国际幼稚园（海逸园）
Hopeland international 
kindergarten Haiyi Campus
梅江湾翠波路5号
A: No. 5 Cuibo Road, Meijiang 
Bay, Tianjin 
T: +86 22 6046 2555          

Jeff’s House Kindergarten 
Welcome to my house. We will play, 
learn and grow together. We are a 
family. We and our parents will all be 
the masters. 
A: No. 77, Munan Dao, Heping District 
T: +86 22 2331 0236/0636
W: jeffhouse.net
杰夫幼稚园
和平区睦南道77号(近河北路)

SmartKidz International Tianjin
A: 5F, Building C, He Zhong 
Building, You Yi Bei Lu, Hexi District 
T: +86 186 2230 2923(English)
+86 186 22303272(English)
+86 186 2235 9571(Chinese)
+86 186 2230 3926(Chinese)
E: thai.enc_cn@yahoo.com
WeChat: SmartKidz TJ
W: Smartkidz-tj.com
Fax: +86 22 8386 0969
天津童慧国际学校
河西区友谊北路合众大厦C座5层

International Schools

International School of Tianjin
A: Weishan Lu, Jinnan District
T: +86 22 2859 2001
国际学校天津分校
津南区津南微山路 

Tianjin International School
A: No.4-1, Sishui Dao, Hexi District 
T: +86 22 8371 0900 ext. 311
天津国际学校
河西区泗水道4号增1
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Chinese

China Station
A: 2F, Radisson Plaza Hotel Tianjin 
No. 66, Xinkai Lu, Hedong District 
T: +86 22 2457 8888
中国站
河东区新开路66号天津天诚酒店2
层 

Fortune Restaurant
A: 2F, Crowne Plaza Tianjin Binhai
No. 55, Zhongxin Da Dao  
Airport Industrial Park 
T: +86 22 5867 8888 ext. 2355
富淳中餐厅
空港物流加工区中心大道55号
天津滨海圣光皇冠假日酒店2层

Qing Wang Fu 
A: No. 55, Chongqing Road 
Heping District
T: +86 22 8713 5555
    +86 22 5835 2555
E: info@qingwangfu.com
W: qingwangfu.com 
庆王府
和平区重庆道55号

Riverside Chinese Restaurant
A: 3F, Holiday Inn Tianjin Riverside 
Phoenix Shopping Mall
East Haihe Road, Hebei District 
T: +86 22 2627 8888 ext. 2211
海河轩中餐厅
河北区海河东路凤凰商贸广场
天津海河假日酒店3楼

Tian Tai Xuan
A: 1st and 2nd Floor, The Ritz-
Carlton, Tianjin, No. 167 Dagubei 
Road, Heping District, Tianjin
T: +86 22 5809 5098
天泰轩中餐厅
和平区大沽北路167号天津丽思卡
尔顿酒店一楼和二楼

Japanese
Café Vista 
A: 1F, Wanda Vista Tianjin, 486 Bahao 
Road, Da Zhi Gu, Hedong District
T: +86 22 2462 6888
美食汇全日餐厅
河东区大直沽八号路486号天津万达
文华酒店一层

Kasumi
A: 1F, Crowne Plaza Tianjin Binhai
No. 55, Zhongxin Da Dao
Airport Industrial Park 
T: +86 22 5867 8888 ext. 2322
霞日式料理
空港物流加工区中心大道55号
天津滨海圣光皇冠假日酒店1层

Kushi Grill
A: 2F, Radisson Blu Plaza Hotel Tianjin 
No. 66, Xinkai Lu, Hedong District 
T: +86 22 2457 8888
串烧
河东区新开路66号天津天诚酒店2
层 

Seasonal Tastes
A: 1F, 101 Nanjing Road, Heping 
District
T: +86 22 2389 0168
知味全日餐厅
和平区南京路101号一层

Seitaro
A: Sheraton Hotel Tianjin
Zi Jin Shan Lu, Hexi District 
T: +86 22 2731 0909
清太郎日本料理
河西区紫金山路喜来登大酒店

SóU
A: 49F, Tangla Hotel Tianjin, No.219 
Nanjing Road, Heping District
T: +86 22 2321 5888 ext.5106
思创
南京路219号天津唐拉雅秀酒店49楼

Thai
YY Beer House 粤园泰餐厅 
(Behind International Building)
A: No. 3, Aomen Lu, Heping District
T: +86 22 2339 9634 和平区澳门路
3号(国际大厦后侧)

Always Thai Restaurant泰香来
东南亚主题餐吧
A：Tian Xi 22/23-133.Ao Cheng Plaza, 
Nankai District, Tianjin. 天津市南开区
奥城商业广场天玺22/23-133
T：+86 18602289919

Western
Cholito Spanish Cuisine and 
Bar 西班牙餐厅&酒吧
One of the best Spanish 
restaurants in the city. Try lunch 
and dinner sets.
A: Crossing of Hebei Lu and 
Luoyang Dao, Heping District 
地址：和平区五大道河北路与洛阳
道交口
T: +86 22 5835 2833

Le Loft院 
Good place to meet friends. 
French cuisine, wine and great 
atmosphere.
A: Cross of Nanjin Lu and Jinzhou 
Dao, Heping district 地址：和平区
南京路与锦州道交口 
T: +86 22 2723 9363, +86 
18702200612

Maxim’s de Paris 
One of the world’s best French 
restaurant features classic and 
modern French dishes.
A: No.2 Changde Dao, Heping 
District 地址：和平区常德道2号
T: +86 22 2332 9966

Pizza Bianca 比安卡意大利餐厅
Great choice of Italian cuisine and 
pizza.
A: No.83 Chongqing Lu, Min Yuan 
Stadium, Heping District
和平区重庆道83号民园体育场内
T: +86 22 8312 2728

Café@66
A: 1F, Radisson Bul Plaza Hotel Tianjin 
No. 66, Xinkai Lu, Hedong District 
T: +86 22 2457 8888
咖啡66
河东区新开路66号天津天诚酒店1
层

Churchill Wine & Cigar Bar
A: 1F, Wanda Vista Tianjin, 486 Bahao 
Road, Da Zhi Gu, Hedong District
T: +86 22 2462 6888
丘吉尔红酒雪茄吧
河东区大直沽八号路486号天津万达
文华酒店一层

Texas BBQ Saloon
A: Units 115 and 128, Central 
Avenue, Building C7, Magnetic 
Plaza, Nankai District
T: +86 22 8713 5555
    +86 182 0258 9904 (English) 
    +86 182 0258 9924 (Chinese)
德克萨斯风味烧烤西餐厅酒吧
南开区奥城商业广场C7座115-128

Prego Italian Restaurant
A: 3F, 101 Nanjing Road, Heping 
District
T: +86 22 2389 0173
Prego意大利餐厅
和平区南京路101号三层

Qba - Latin Bar & Grill
Q吧 - 拉丁酒吧&烧烤
A: 2F, 101 Nanjing Road, Heping 
District 
和平区南京路101号二层
T: +86 22 2389 0171

Element Fresh Restaurant, 
Tianjin天津新元素餐厅
A: 1F Joy City, Nanmen Wai Dajie, 
Heping District
天津市南开区南马路大悦城一楼
Tel: +86 022 8735 3372

Blue Frog 蓝蛙
A: Unit 3009, Riverside 66, No. 166 
Xing’an Road, Heping District, 和平
区兴安路166号恒隆广场3009室
T: +86 22 23459028

Bistro Thonet
A: No.55 Chongqing Road, 
Heping District
T: +86 22 8713 5555
E: info@qingwangfu.com
W: qingwangfu.com
庭悦咖啡
和平区重庆道55号庆王府院内 

Brasserie Flo Tianjin 
A: No.37, Guangfu Road
Italian Style Town, Hebei District
T: +86 22 2662 6688
福楼
河北区意大利风情区光复道37号

1863 Bistro & Terrace
A: 1F Astor Wing, The Astor Hotel, 
A Luxury Collection Hotel, Tianjin No. 
33, Tai’er Zhuang Lu Heping District
T: +86 22 2331 1688 ext. 8918
1863别致西餐厅&花园
利顺德翼，和平区台儿庄路33号天
津利顺德大饭店豪华精选酒店一层

Café Majestic
A: 1F Haihe Wing, The Astor Hotel, 
A Luxury Collection Hotel, Tianjin No. 
33, Tai’er Zhuang Lu, Heping District
T: +86 22 2331 1688 ext. 8910
凯旋咖啡厅
海河翼，和平区台儿庄路33号天津
利顺德大饭店豪华精选酒店一层

Café Venice
A: 2F, Holiday Inn Tianjin Riverside 
Phoenix Shopping Mall
East Haihe Road, Hebei District 
T: +86 22 2627 8888 ext. 2271
威尼斯咖啡厅
河北区海河东路凤凰商贸广场
天津海河假日酒店2楼

Glass House
Hyatt Regency Jing Jin City 
Resort & Spa
A: No. 8, Zhujiang Da Dao
Zhouliang Zhuang, Baodi District 
T: +86 22 5921 1234
水晶厨房
宝坻区周良庄珠江大道8号
京津新城凯悦酒店
Pan Shan Grill & Wine
A: 2F, Main Building
Sheraton Hotel Tianjin
Zi Jin Shan Lu, Hexi District 
T: +86 22 2731 3388 ext.1820
盘山葡萄酒扒房
紫金山路天津喜来登大酒店主楼2层
Promenade Restaurant 

DINING
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HEALTH

PAN PACIFIC TIANJIN HOTEL
A: No. 1 Zhang Zi Zhong Road, 
Hong Qiao District
T: +86 22 5863 8888
E: infor.pptsn@panpacific.com
天津泛太平洋酒店
中国天津红桥区张自忠路 1 号

Sheraton Apartment
A: Zi Jin Shan Lu, Hexi District
T: +86 22 2731 3388
喜来登公寓
河西区紫金山路 

Ascott TEdA MSd Tianjin
A: No.7 Xincheng West Road, 
Tianjin Economic-Technological 
DevelopmentArea, Tianjin 
中国天津市经济技术开发区新城西路
7 号
T: +86 22 5999 7666

Somerset International 
Building Tianjin
A: No, 75, Nanjing Lu 
Heping District
天津盛捷国际大厦服务公寓
和平区南京路 75 号
T: +86 22 2330 6666

Somerset Olympic Tower Tianjin
A: No. 126, Chengdu Dao
Heping District
天津盛捷奥林匹克大厦服务公寓
和平区成都道 126 号
T: +86 22 2335 5888

Somerset Youyi Tianjin
A: No. 35, Youyi Lu, Hexi District
天津盛捷友谊服务公寓
河西区友谊路 35 号
T: +86 22 2810 7888

Ariva Tianjin Binhai Serviced 
Apartment 
A: No. 35 Zi Jin Shan Road, Hexi 
District
T: +86 22 5856 8000
F: +86 22 5856 8008
www.stayariva.com
滨海·艾丽华服务公寓
天津市河西区紫金山路 35 号 

The Lakeview, Tianjin-Marriott 
Executive Apartments
A: No. 16, Binshui Dao, Hexi District
T: +86 22 5822 3322
天津万豪行政公寓
河西区宾水道 16 号

Fraser Place Tianjin
A: No. 34 Xing Cheng Towers Ao 
Ti Street, West Weijin South Road, 
Nankai District
T: +86 22 5870 2351 
(pre-opening office)
T: +86 22 5892 0888 
(From 1st October 2015)
E: sales.tianjin@frasershospitality.com
天津市招商辉盛坊国际公寓
南开区卫津南路西侧奥体道星城 34
号楼 

Real Estate
CBRE Tianjin                           
A: 42F, Units 12 & 13, Tianjin World 
Financial Centre Office Tower, No. 
2 Dagubei Road, Heping District. 
T: +86 22 5832 0188
W: cbre.com.cn 
世邦魏理仕天津分公司和平区大沽
北路 2 号天津环球金融中心津塔写
字楼 42 层 12-13 单元

Jones Lang LaSalle 
A: Unit 3509, The Exchange Mall 
Tower 1, No.189 Nanjing Road, 
Heping District.
T: +86 22 8319 2233
W: joneslanglasalle.com.cn
仲量联行天津分公司
天津市和平区南京路 189 号津汇广
场 1 座 3509 室

Associations
TICC (Tianjin International 
Community Centre) Association 
and meeting place for foreign 
passport holders and their families 
in Tianjin. Organises monthly coffee 
mornings, luncheons and social/
fundraising events, supporting local 
charities. 
E: ticc_09@hotmail.com
W: tianjin.weebly.com
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Tianjin United Family Hospital
A: No.22, Tianxiao Yuan
Tanjiang Dao, Hexi District
T: +86 22 5856 8500 (Reception) 
24 Hour Emergency: 
T: +86 22 5856 8555
W: ufh.com.cn
天津和睦家医院
河西区潭江道天潇园 22 号

Women’s and Children’s 
Specialized Health
A: No.21,ShuiShangGongYuan 
East Road,Nankai District
T: +86 22 5898 2012
     400 10000 16
W: amcare.com.cn 
美中宜和医疗集团天津美中宜和妇
儿医院
南开区水上公园东路 21 号

Arrail dental Tianjin 
International Building Clinic
和平区南京路 75 号天津国
际大厦 302 室
A: Rm 302, Tianjin International 
Building, No. 75 Nanjing Rd, Heping 
District, Tianjin PRC 
T: +86 22 2331 6219/10/67
24Hr Emergency Line: 
150 0221 9613
W: arrail-dental.com

Gyms
Powerhouse Gym
A: Binjiang Shopping Center, Kaifeng 
Dao, Xiao Bai Lou (1902 Street) 
Hexi District 
T: +86 22 2302 2008
宝力豪健身俱乐部
河西区小白楼滨江购物中心

Leo GYM
A: 3 Floor, Olympic Center Stadium 
Swimming Diving Hall, Binshui Xi 
Dao, Nankai District 
T: +86 22 6097 6681
W: leogym.com.cn
力奥健身
天津市南开区宾水西道奥林匹克游
泳跳水馆

European Chamber
A: 41F, The Executive Center, 
Tianjin World Financial Center, 2 
Dagubei Lu, Heping District
T: +86 22 5830 7608
E: tianjin@europeanchamber.com.cn
W: europeanchamber.com.cn

American Chamber
A: Room 2918, 29F, The Exchange 
Tower 2,189 Nanjing Lu Heping 
District
T: +86 22 2318 5075
F: +86 22 2318 5074
w: amchamchina.org

German Chamber
A: Room 1502, Global Center, No. 
309 Nanjing Road, Nankai District, 
T: +86 22 8787 9249
E: tianjin@bj.china.ahk.de

Serviced Office

The Executive Centre
Asia-Pacific’s Premium Serviced 
Office Provider
A: 41F, Tianjin World Financial Center
2 Dagubei Road, Heping District
Tianjin
T: +86 22 2318 5111 
W: executivecentre.com 
天津德事商务中心
和平区大沽北路 2 号天津环球金融
中心津塔写字楼 41 层

Regus Tianjin Centre
A: 8th Tianjin Centre, No.219 Nanjing 
Road, Heping District
T: +86 22 2317 0333
Regus Golden Valley Centre 
A: 11th Floor, Block One, Golden 
Valley Centre, Heping District
T: +86 22 5890 5188
W: www.regus.cn
雷格斯天津中心
和平区南京路 219 号天津中心 8 层
雷格斯金谷大厦中心
和平区金之谷大厦一号楼 11 层

Hospitals

International SOS Tianjin and 
TEdA Clinics (Tianjin address 
and number here) 
A: 102-C2 MSD, 2nd Avenue, 
TEDA Binhai Area, Tianjin 300457
T: +86 22 6537 7616
天津经济技术开发区第二大街
泰达现代服务区 C2 座 102 室

Hotels
 Hotels

Hyatt Regency Jing Jin City 
Resort & Spa  
A: No. 8, Zhujiang Da Dao
Zhouliang Zhuang, Baodi District
T: +86 22 5921 1234
京津新城凯悦酒店
宝坻区周良庄珠江大道 8 号
       

Renaissance Tianjin Lakeview 
Hotel
A: No. 16, Binshui Dao, Hexi District
T: +86 22 5822 3388
万丽天津宾馆
河西区宾水道 16 号

Banyan Tree Tianjin Riverside 
A: No. 34, Haihe Dong Lu, 
Hebei District, Tianjin 
T: +86 22 5883 7848
www.banyantree.com
天津海河悦榕庄
河北区海河东路 34 号

Hotel Indigo Tianjin Haihe 
A: No.314 Jiefang South Road, 
Hexi District, 300202, Tianjin
T: +86 22 8832 8888
F: +86 22 8832 6868
天津海河英迪格酒店
中国天津市河西区解放南路 314 号

HYATT REGENCY 
TIANJIN EAST 
A:126 Weiguo Road, Hedong Dist.  
Tianjin, 300161
T: + 86 22 2457 1234
F: +86 22 2434 5666  
W: tianjin.regency.hyatt.com 
天津帝旺凯悦酒店
天津市河东区卫国道 126 号

Shan Yi Li Boutique Hotel
A: No.55 Chongqing Road, 
     Heping District.
T: +86 22 87135555
E: info@qingwangfu.com
山益里精品酒店
中国天津市和平区重庆道 55 号

Hotel Nikko Tianjin  
A: No. 189, Nanjing Lu, Heping District
T: +86 22 8319 8888
天津日航酒店
和平区南京路 189 号  
                      

The Ritz-Carlton, Tianjin
A: No. 167 Dagubei Road, Heping 
District, Tianjin
T: +86 22 5857 8888
天津丽思卡尔顿酒店
和平区大沽北路 167 号

Tangla Hotel Tianjin 
A: No. 219, Nanjing Lu, Heping District
T: +86 22 2321 5888
天津唐拉雅秀酒店
和平区南京路 219 号

Yi Boutique Luxury Hotel Tianjin 
A: No. 52-54, Min Zu Road, Hebei District
T: +86 22 2445 5511
天津易精品奢华酒店
河北区民族路 52-54 号

Sheraton Tianjin Hotel  
A: Zi Jin Shan Lu, Hexi District
T: +86 22 2731 3388
天津喜来登大酒店河西区紫金山路

Holiday Inn Tianjin Riverside  
A: Phoenix Shopping Mall
Haihe Dong Lu, Hebei District
T: +86 22 2627 8888
天津海河假日酒店  
河北区海河东路凤凰商贸广场   

Holiday Inn Tianjin Aqua City 
A: No. 6, Jieyuan Dao, Hongqiao 
District  
T: +86 22 5877 6666
天津水游城假日酒店 
红桥区芥园道 6 号

The St. Regis Tianjin 
A: No. 158, Zhangzizhong Road
Heping District 
T: +86 22 5830 9999
天津瑞吉金融街酒店
和平区张自忠路 158 号
( 津塔旁，哈密道正对面 )

The Astor Hotel, 
A Luxury Collection Hotel, Tianjin 
A: No. 33, Tai’er Zhuang Lu, 
Heping District
T: +86 22 5852 6888
天津利顺德大饭店豪华精选酒店
和平区台儿庄路 33 号

The Westin Tianjin
A: 101 Nanjing Road, Heping District
T: +86 22 2389 0088
W: westin.com/tianjin
天津君隆威斯汀酒店
和平区南京路 101 号

Wanda Vista Tianjin 
A: 486 Bahao Road, Da Zhi Gu, 
Hedong District, Tianjin 300170
T: +86 22 2462 6888
F: +86 22 2462 7000
天津万达文华酒店
中国天津市河东区大直沽八号路
486 号

Radisson Blu Plaza Hotel Tianjin
A: No. 66, Xinkai Lu, Hedong District
T: +86 22 2457 8888
天津天诚酒店
河东区新开路 66 号

Tianjin Goldin Metropolitan 
Polo Club  
A: No.16, Hai Tai Hua Ke Jiu Lu, 
Bin Hai Gao Xin Qu, Tianjin 
T: + 86 22 8372 8888
W: www.metropolitanpoloclub.com
天津环亚国际马球会
滨海高新区海泰华科九路16号

Serviced Apartments
Astor Apartment
A: No. 32, Tai’er Zhuang Lu
Heping District
T: +86 22 2303 2888
利顺德公寓
和平区台儿庄路 32 号    

SERVICES
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Transportation

TIANJIN-BEIJING AIRPORT Shuttle Bus   ¥83 one way

TEDA-BEIJING AIRPORT Shuttle Bus   ¥90 one way

Tianjin - Beijing Airport Terminals 2/3
04:00-18:00, runs every hour. Tian Huan Distance Bus Passenger Station
The junction of Hongqi Lu and Anshan Xi Dao. Tel: +86 2305 0530

TEDA - Beijing Airport Terminals 2/3
06:45, 08:45, 14:45, 17:15. 1st Avenue, TEDA.   
Tel: +86 22 6620 5188

Beijing Airport Terminals 2/3 - TEDA
10:30, 13:00, 18:30, 20:30. Exit on the 1st floor at Gate 15 /Terminal 
2 and Gate 1 / Terminal 3. Tel: +86 10 6455 8718    

Beijing Airport Terminals 2/3 - Tianjin
07:00, 08:00, 09:00, 10:00 then every 30 minutes until 23:00. 
Exit on the 1st floor at Gate 15 / Terminal 2 and Gate 1 / Terminal 3. 
Tel: +86 10 6455 8718    

BULLET (C) TRAIN

TJ ~ BJS (¥55 - ¥66) BJS ~ TJ (¥55 - ¥66)

Train Tianjin Beijing Train Beijing Tianjin
C2614 06:30 07:05 C2001 06:01 06:36

C2108 22:53 23:26 C2105 22:43 23:18

TG ~ BJS (¥66 - ¥80) BJS ~ TG (¥66 - ¥80)

Train Tanggu Beijing Train Beijing Tanggu
C2584 09:04 09:58 C2291 10:10 11:09

C2594 20:26 21:21 C2593 20:26 21:21

Wuqing ~ BJS (¥39 - ¥46) BJS ~ Wuqing (¥39 - ¥46)

Train Wuqing Beijing Train Beijing Wuqing
C2210 09:07 09:32 C2203 07:31 07:55

C2246 21:28 21:53 C2245 20:56 21:20

    TIANJIN SUBWAY

Transfer station

terminal

Line 1

Line 2

Line 3

Line 9

刘园
Liu Yuan

果酒厂
Guo Jiu Chang

勤俭道
Qin Jian Dao

天津西站
Tianjin West Railway Station

二纬路
Er Wei Lu

海光寺
Hai Guang Temple

鞍山道
An Shan Dao

营口道
Ying Kou Dao

土城
Tu Cheng

复兴门
Fu Xing Men

财经大学
Economics and 
finance college

陈塘庄
Chen Tang Zhuang

华山里
Hua Shan Li

双林
Shuang Lin

小白楼
Xiao Bai Lou

下瓦房
Xia Wa Fang

南楼
Nan Lou

西横堤
Xi Heng Di

本溪路
Ben Xi Lu

洪湖里
Hong Hu Li

西北角
Xi Bei Jiao

小淀
Xiao Dian

丰产河
Feng Chan He

张兴庄
Zhang Xing Zhuang

天津北站
Tianjin North Railway Station

金狮桥
Jin Shi Bridge

津湾广场
Jinwan Plaza 大王庄

Da Wang Zhuang

西康路
Xi Kang Lu

华北集团
North China Group

天士力
Tasly Station

宜兴埠
Yi Xing Bu

铁东路
Tie Dong Lu

中山路
Zhong Shan Lu

和平路
He Ping Lu

王顶堤
Wang Ding Di

胡家园
Hu Jia Yuan

泰达
TEDA

会展中心
Hui Zhang Center

大学城
University Town

学府工业区
Xue Fu Industrial District

天津南站
Tianjin South 

Railway Station

天塔
TV Tower

红旗南路
South Hong Qi Lu

吴家窑
Wu Jia Yao

华苑
Hua Yuan

钢管公司
Gang Guan
Company

塘沽站
Tang Gu
Station

市民广场
Shi Min Plaza

东海路
Dong Hai Lu

高新区
Tianjin Binhai Hi-tech Industrial Development Area

杨伍庄
Yang Wu Zhuang

周邓纪念馆
The Memorial to 
Zhou Enlai and 
Deng Yingchao

十一经路 
Shiyijing Road

东兴路
Dong Xing Lu

一号桥
Yi Hao Qiao

新立
Xin Li

小东庄
Xiao Dong ZHuang

直沽
Zhi Gu

二号桥
Er Hao Qiao

东丽开发区
Dong Li

Development Area 

军粮城
Jun Liang 

Cheng

中山门 
Zhong Shan Men

曹庄
Cao Zhuang 

芥园西道
West Jie

Yuan Road
长虹公园

Chang Hong Park
西南角

Xi Nan Jiao
东南角

Dong Nan Jiao

建国道
Jian Guo Dao

远洋国际中心
Sino-Ocean 

International Center
靖江路

Jing Jiang Lu
屿东城

Yu Dong Cheng
国山路

Guo Shan Road

卞兴
Bian Xing

咸阳路
Xian Yang Lu

广开四马路
Guang Kai
Si Ma Lu

鼓楼
Drum Tower

翠阜新村
Cui Fu Xin Cun

登州路
Deng Zhou Lu

空港经济区
Tianjin Airport Economic Area

天津站
Tianjin 

Railway 
Station

顺驰桥
Shun Chi Bridge

滨海机场
Bin Hai Airport

DINING HEALTHSERVICES

Lifestyle Recommendations / Teda & Tanggu

TEdA & TANGGU
Brazilian

Salsa Churrasco
A: 11F, Holiday Inn Binhai Tianjin
No. 86, 1st Avenue, TEDA
T: +86 22 6628 3388 ext. 2740 
巴西烧烤餐厅
开发区第一大街 86 号天津滨海假
日酒店 11 层

Chinese
Wan Li Chinese Restaurant
A: 2F, Renaissance Tianjin TEDA 
Hotel & Convention Centre
No. 29, 2nd Avenue, TEDA
T: +86 22 6621 8888 ext. 6750
万丽轩中餐厅
开发区第二大街 29 号天津万丽泰
达酒店及会议中心 2 层

Yue Chinese Restaurant
A: 2F, Sheraton Tianjin          
Binhai Hotel
No. 50, 2nd Avenue, TEDA
T: +86 22 6528 8888 
    ext. 6220/6222
采悦轩中餐厅
开发区第二大街 50 号
天津滨海喜来登酒店 2 层        

Japanese
Sake n Sushi Bar
A: 11F, Holiday Inn Binhai Tianjin
No. 86, 1st Avenue, TEDA
T: +86 22 6628 3388 ext. 2730 
寿司吧
开发区第一大街 86 号天津滨海假
日酒店 11 层

Italian

Bene Italian Kitchen
A: 2F, Sheraton Tianjin Binhai Hotel
No. 50, 2nd Avenue, TEDA
T: +86 22 6528 8888 ext. 6230/6232
班妮意大利餐厅
开发区第二大街 50 号
天津滨海喜来登酒店 2 层

Western
Brasserie Restaurant
A: Renaissance Tianjin TEDA 
Hotel & Convention Centre
No. 29, 2nd Avenue, TEDA
T: +86 22 6621 8888 ext. 3711
万丽西餐厅
开发区第二大街 29 号天津万丽泰
达酒店及会议中心

Feast All day dining 
Restaurant
A: 1F, Sheraton Tianjin Binhai Hotel
No. 50, 2nd Avenue, TEDA
T: +86 22 6528 8888 ext. 6210
盛宴全日制西餐厅
开发区第二大街 50 号
天津滨海喜来登酒店 1 层

BARS

Happy Soho Live Music & 
dance BAR
(Opposite of Central Hotel)
A: No. 16, Fortune Plaza, Third 
Avenue, TEDA
T: +86 22 2532 2078
欢乐苏荷酒吧
开发区第三大街财富星座 16 号
( 中心酒店对面 )

Education

Tianjin TEdA Maple Leaf 
International School
A: No. 71, 3rd Avenue, TEDA
T: +86 22 6200 1920
天津泰达枫叶国际学校开发区第三
大街 71 号

TEdA International School
A: No. 72, 3rd Avenue, TEDA
T: +86 22 6622 6158 
泰达国际学校
开发区第三大街 72 号

Hotels
Holiday Inn Binhai Tianjin
A: No. 86, 1st Avenue, TEDA 
T: +86 22 6628 3388
天津滨海假日酒店
开发区第一大街 86 号
     

Renaissance Tianjin TEdA 
Convention Centre Hotel
A: No. 29, 2nd Avenue, TEDA
T: +86 22 6621 8888
天津万丽泰达酒店及会议中心
开发区第二大街 29 号         

Sheraton Tianjin Binhai Hotel 
A: No. 50, 2nd Avenue, TEDA
T: +86 22 6528 8888   
F: +86 22 6528 8899
W: sheraton.com/tianjinbinhai
天津滨海喜来登酒店
开发区第二大街 50 号

      

Crowne Plaza Tianjin Binhai
A: No.55 Zhongxin Avenue Airport 
Economic Area, Tianjin 
T: +86 22 5867 8888
天津滨海圣光皇冠假日酒店
天津市空港经济区中心大道 55 号

HILTON TIANJIN ECO-CITY 
A: No. 82 Dong Man Zhong 
Lu,Sino-Singapore Eco-City, 
Tianjin,P.R. China 300467
T: +86 22 5999 8888
F: +86 22 5999 8889
E: tianjinecocity.info@hilton.com
W: tianjinecocity.hilton.com
天津生态城世茂希尔顿酒店
天津市中新生态城动漫中路 82 号

Apartments

TEdA, Tianjin – Marriott 
Executive Apartments  
A: 29 Second Avenue TEDA, 
Tianjin 
T: +86 22 6621 8888
天津泰达万豪行政公寓
天津经济技术开发区第二大街 29 号

Spas
Touch Spa
A: 2F, Renaissance Tianjin TEDA 
Hotel & Convention Centre
No. 29, 2nd Avenue, TEDA
T: +86 22 6570 9504
开发区第二大街 29 号天津万丽泰
达酒店及会议中心

Yue Spa
A: 15F, Holiday Inn Binhai Tianjin
No. 86, 1st Avenue, TEDA
T: +86 22 6628 3388
开发区第一大街 86 号天津滨海假
日酒店 15 层

Hospitals   

Tianjin TEdA International SOS 
Clinic
A: 102-C2 MSD, No. 79 
1st Avenue, TEDA, Tianjin
T: +86 22 6537 7616
国际 SOS 天津泰达诊所
天津经济技术开发区第一大街 79
号泰达 MSD-C 区 2 座 102 室

Gyms
Eco-City International Country 
Club 
A: No. 5681, Zhongxin Road, 
South Ying-Cheng Island, Tianjin 
T: +86 22 6720 1818
生态城国际乡村俱乐部
天津生态城中新大道 5681 号（营
城湖南岛）

Holiday Inn Binhai Hotel 
Fitness Centrer
A: 15F, Holiday Inn Binhai Tianjin 
No. 86, 1st Avenue, TEDA
T: +86 22 6628 3388 ext. 2960
天津滨海假日酒店健身中心
开发区第一大街 86 号天津滨海假
日酒店 15 层
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Art & Leisure
Now,  F ive  Ave nu e s  are  not  a s 
fashionable and luxurious as before 
-  c onve n i e nt  and  c om for t ab l e 
c o m p o u n d s  w i t h  m o d e r n 
infrastructure and facilities crowded 
it out. But, it was never forgotten and 
is still cherished for its history and 
cultural heritage. On the avenues 
and little streets of Wudadao, are 
many interesting places to be found, 
aside for parks and newly-founded 
restaurants and cafes. 

Machang Avenue( 马 场 道 ) is the 
oldest among other four avenues. 
While taking a walk there, it  is 
essential to pay attention to the 
numbers. No. 121 Building is the 
oldest in this area. This typical 
Spanish villa was once occupied 
by one British Overseas Scholar 
called Da Wenshi. Moving down 
the avenue, you will also find the 
Beijiang Museum - one of the earliest 
museums in  China .  It s  Roman 
architectural style contrasts with 
neighbouring Spanish buildings.  But 
perhaps the most glorious building 
on Machang Avenue is the Foreign 
Studies University (former Institute of 
Commerce and Industry) - built with 
French Romanesque architectural 
sty le.  Its  facade,  fountains,  old 
yel lowish colour makes it  look 
unbelievably charming and attracts 

plenty of visitors every day. “Celebrity 
island” - Mu nan Avenue( 睦 南 道 )-
is a parallel street between Machang 
and Dali Avenues. In just 2 km of this 
road lie 74 buildings, 22 of which are 
the former celebrities residencies. 
Buildings here are mostly built with 
European Classical architectural style 
and together form a great accord. 
Even if times makes it business, and 
area lost some of their gloss, the 
Chinese government is trying their 
best to keep it away from destruction, 
so many of the buildings are getting a 
second chance. Most of the buildings 
are now occupied by dining or leisure 
facilities of different types - bars, 
cafes, restaurants (mostly European) 

and Chinese and Western family 
hotels. For the past several years, 
preserving Wudadao campaigns have 
already given noticeable results and 
many of them are ongoing. Recently, 
the XianNong Courtyard Leisure and 
Business area ( 先农大院 ) was given 
some “botox injections” and  opened 
for public.   Clean and restored 
with lovely rows of townhouses, it 
is now crowded with people again. 
Another interesting place, that found 
its second life is Min Yuan Terrace 
Cultural Creative Block ( 民 院 西
里 ). It constitutes two English-styled 
buildings along the narrow way and 
is divided by 17 gates. The complex is 
connected by many yards and passes, 
as it used to be a residence for major 
industrial company staff. After minor 
reconstructions – as the building 
wasn’t meeting living standards - it 
was opened for public. Now, aside for 
wining and dining facilities, place has 
Ligaloes Art Museum – a comparably 
small but interesting place. Inside 
its walls visitors can discover many 
traditional artefacts and some folk 
art.

Art & Leisure

It’s hard to imagine Tianjin, a 
conquered and regained city, 
w i t h out  i t s  c e nt r a l  p i e c e  - 

Wudadao or Five Main Avenues. 
Somehow, aside for Italian Style town 
and the Astor hotel surroundings, 
only there you can forget  what 
countr y  you’re  walk ing in .  It’s 
quiet charm and charisma easily 
competes and wins against the cold 
and futuristic business buildings 
downtown.

Wudadao refers to the rectangle the 
5 main avenues form - MaChang 
Avenue, ChengDu Avenue, DaLi 
Av e n u e ,  M u N a n  Av e n u e  a n d 
ChongQing Avenue. For lots of 
people, this area looks pretty much 
like a labyrinth, as, aside for main 
avenues, its transfused with little 
streets back and forth - making 17 
km in total. 

Back in times of foreign invasions 
in Tianjin – the beginning of 20th 
c e ntu r y  -  Wu D a D a o  b e l onge d 
to Western concessions and was 
built accordingly. The philosophy 
of the “Garden City” was gaining 
its popularity in England - well-
o r g a n i s e d  a n d  s e l f - c o nt a i n e d 

c om mu n it i e s  me rg i ng  v ar i ous 
f a c i l i t i e s -  m a n o r s ,  h o s p i t a l s , 
factories, schools, churches and so 
on- with green parks and squares. 
So, the Five Avenues area was build 
in its traditions. For its location 
and planning it was never a place 
for simple citizens - politicians, 
celebrities and other amongst society’s 
“creme-de-la-creme” were occupying 
the space. This wealthy community 
once included residences of two 
presidents of the Republic of China, 
several prime ministers, military 
officials, as well as popular actors and 
singers. The attraction of Wudadao 
is quite understandable - it was built 
to suit even the sophisticated tastes: 
mix of Renaissance, Greek, Gothic, 
Romantic and eclectic architectural 
styles framed by shady green parks.

Wudadao was built 
to suit even the 

sophisticated tastes: 
mix of Renaissance, 

Greek, Gothic, 
Romantic and 

Eclectic architectural 
styles framed by 

shady green parks.
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On the crossroads of Five Avenues
By Nadia N.



Last Word

Education of the Heart
By Mike Cormack

I w a s  b o t h  b e m u s e d  a n d , 
somehow, not surprised to read 
the story in the China Daily 

(April 7th) on Tianjin University 
teaching a course titled "Basic Theory 
and Experience of Love".  Course 
leader Liu Xiaochun was quoted 
as saying, "Hopefully the lecture 
will give students a higher sense of 
responsibility toward dating”. Areas 
to be covered include mistresses, 
domestic  violence,  divorce and 
abortion. 

Why bemused? It seems odd that 
univers ity  students  need to  be 
taught about matters of the heart. It’s 
customary for Western students to 
begin dating while in high school: 
these relationships are, of course, 
not serious, but such puppy love 
enables young adults to develop 
some degree of competency when it 
comes to dating. By the time they get 
to university, administrators blithely 
avert their eyes: freshmen apartments 
are mixed, segregation by gender 

having faded out in the 1960s, and 
university residents are free to choose 
their cohabitants. 

I taught in a Tier 3 city university 
when I first came to China, and the 
social and romantic behaviour of 
the students was one of the biggest 
contrasts. I taught freshman and 
sophomore students, and found 
it astonishing that they had had 
practically zero experience of dating. 
When I pressed them on why that 
was, they all had the same answer: 
their parents had forbidden it and 
they had been too busy studying. It 
was also a sign of the strong Chinese 
family bonds that there seemed no 
resentment about this. They accepted 
the rigours (the horror!) of the 
gaokao, and discarded any romantic 
aspirations until a time deemed 
right. I expected the students to be 
resentful, to have had secret loves 
and unrequited passions thwarted by 
implacable parents. (Perhaps they did, 
but just weren’t letting on). 

But no: they were all studious and 
diligent. There was no mixing of the 
genders: boys and girls sat apart. Any 
time I mentioned love or anything 
that hinted at sex,  they giggled 
childishly. And when I told them 
about my cousin, who had become 
pregnant at  14 and had a chi ld 
when she was 15, they were utterly 
gobsmacked. The girls told me, that 
had it been them, their mothers 
would have dragged them by the hair 
to the abortion clinic. 

Similarly, I was surprised that the 
university had no student union. 
Every Western university will have 
a building where clubs and societies 
can operate, with sports facilities, 
shops, cafes, and bars. This is the soul 
of the university, where friendships 
and love can blossom. Where, I 
innocently asked my colleagues, did 
the students socialize? “They study, 
and they spend time with their 
friends in their dormitory,” they told 
me. I was incredulous. 

▲    Tianjin University Gives Classes in Love

Book  Review

CHINA’S OFFENSIvE IN EUROPE 
Author: Phillipe Le Corre and Alain Sepulchre 

Domestic success in business leads to efforts internationally. It’s 
like when a football team wins the league and then competes 
against the big guns. This can be energizing or ominous (perhaps 
even both), depending on your perspective. Le Corre and 
Sepulchre here document in terrific detail the advances in Chinese 
business into Europe. Their emphasis seems to be that China’s 
international advance is rather threatening. (One chapter is titled 
“Spreading The Tentacles, Opportunistically”). But it should be 
remembered that the UK and then the US, following the success 
of their Industrial Revolutions, exported people and capital 
around the world, often for good, sometimes for ill. The most 
illuminating chapter is “The Challenges of Acculturation”, where 
the authors examine the difficulties Chinese businesses face with 
their European acquisitions, and how Huawei, ZTE and Lenovo 
have, in their various ways, tried to adapt to new circumstances. 
(Lenovo comes out best). 

Just as Henry James made the trans-Atlantic traveller a familiar 
figure in literature, as American business went international, 
Chinese businesses face a clash of cultures as they go beyond 
domestic familiarity. This time the gulf is perhaps larger than ever 
before, but as the authors demonstrate, we live in a much smaller 
world where communication and feedback can be instantaneous. 
If China’s business leaders – especially the up-and-coming young 

managers, most of whom have studied abroad – can adapt as speedily as the country has economically, we may enjoy 
some fruitful partnerships. The alternatives do not really bear thinking about. 

Quotes of the Month
Don't be afraid of your fears. They're not there to scare you. 
They're there to let you know that something is worth it.

If we encounter a man of rare intellect, we should ask him 
what books he reads.

~ C. JoyBell

~ Ralph Waldo Emerson

You can never be overdressed or overeducated. ~ Oscar Wilde

You can’t tax business. Business doesn’t pay taxes. It collects 
taxes. ~ Ronald Reagan
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For all that, love did blossom. Though 
the students shared dormitories in 
cohorts of six or eight, leaving no 
privacy whatsoever outside of the 
bathroom, there were a few liaisons. 
The university had a large sports pitch 
with a stand for spectators. If you 
went walking past it in the evening, 
you would stumble across boy-and-
girl couples, spread out across the 
field, snatching just a little precious 
time together, as the sun set. I thought 
it was rather sweet. 

It’s hard to say if any culture is better. 
The first awkward steps in dating can 
be painful, so is it better to get them 
out the way sooner, or to wait for a 
certain maturity? Can you even be 
mature without the ability to consort 
and communicate with the opposite 
sex? Certainly in the UK, where teen 
alcohol abuse is endemic, the urge 
to date isn’t proof of maturity. In 
fact, it’s usually the opposite, where 
nervy bravado and social insecurity 
lead to unfortunate, and perhaps 
risky, encounters. It’s usually the least 

educated and the worst off who are 
sexually active at the earliest ages. 
By contrast, the Chinese romantic 
model seems almost fastidious, and 
suggestive of a population seeking to 
invest before spending. 

It seemed curious to me, too, that 
Liu Xiaochun’s course at Tianjin 
University would focus on such 
seemingly anodyne topics. Sex and 
relationships permeate Western 
media and advertising from top to 
bottom. No-one there could ever 

Where nervy bravado 
and social insecurity 
lead to unfortunate 

encounters. It’s 
usually the least 

educated and the 
worst off who are 

sexually active at the 
earliest ages.

be unaware of divorce, abortion or 
mistresses; the ever-popular soap 
operas alone make sure of that. Does 
a course on these topics suggest 
a certain Chinese innocence? Or 
does our utter familiarity with them 
suggest a media so soaked in sexuality 
that we can barely even notice it? You 
only need look at how music videos 
have become a branch of soft porn 
to wonder if a more gentle approach 
might be better. While learning about 
the heart is important, we also have 
a head, and we also have a soul. The 
sooner we strike a better balance 
between the three, the better. 
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