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t CKGSB we know that the future of management edu-

cation will belong to those organizations that establish
1 global learning platforms. It was, therefore, with great
pleasure that we celebrated the ceremonial launch on September 6
of CKGSB’s European branch in London—the first milestone in
CKGSB’s transformation into a truly global institution.

It is fitting that CKGSB is the first Chinese business school
to embark on this westward journey. After all, we are ourselves un-
precedented: China’s first independent, not-for-profit and faculty-
governed business school. In Europe we will continue building an
international platform to bridge the knowledge gaps that frustrat-
ingly remain between nations with different cultures, resources and
levels of development.

These intellectual bridges are being built by CKGSB’s world-
class faculty. Fixtures in the world’s top academic journals, CKGSB
professors use their deep expertise to generate original insight on
Chinese business and management. As authorities on China, they
not only know the dynamics of competition and collaboration
between state-owned enterprises, joint ventures and multinational
corporations, they also grasp the implications of China’s emergence
on the world economic landscape. As Chinese businesses globalize
and emerging markets move to center stage, our faculty is playing a
crucial role in helping companies from around the world adapt and
thrive.

Leveraging this world-class faculty and its insights on China
and other emerging markets, CKGSB already offers innovative
executive education courses with top business schools throughout
the world. CKGSB’s new European branch will offer executive
education programs that link Western executives with business
leaders who are shaping China’s economy directly, as well as link-
ing Chinese executives to global business leaders. China’s economic
transformation does not just affect companies with operations in
China, but also companies in Europe and around the world that

want to understand the impact of China’s entry into global markets.

MIESSAGE I

FROM THE DEAN

Our unrivaled alumni network provides a tangible link be-
tween East and West. CKGSB’s more than 4,000 alumni include

leaders of industry and pioneers of China’s new economy—they

have on-the-ground experience in the world’s most exciting emerg-
ing market. For them, China’s past thirty years of reform is no
abstract phenomenon, so they are well-placed to lead this next phase
of China’s economic growth. Whether publicly listing on stock
exchanges, acquiring equity in companies or partnering with other
firms, our alumni are increasingly integrating into the fabric of
global business.

After fewer than ten years, not only has CKGSB’s
westward move placed us at the forefront of a new mod-
el of global business education, we are also pioneering
the teaching of social conscience in Chinese business.
At CKGSB, we inculcate our students with more than
just the strategies—the “how to”—of financial success.
Our curriculum also integrates humanities courses to
help ask the more important question of “Why do we do
business?” We nurture a long-term, values-based view of
business education because we know that with China’s
growing economic heft also comes responsibility—a view

that I believe the rest of the world will appreciate.

CKGSB Dean Xiang Bing
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o6 VY he emphasis thus far in business education has been what the West can export to the
East—and China has perhaps been too modest about its own role as a creator and dis-
seminator of knowledge,” said Sir Victor Blank, Business Ambassador for UK Trade and

Investment, at CKGSB’s ceremonial launch in Europe on the evening of September 6. “CKGSB is at the

leading edge of this movement.”

CKGSB’s official entry into the European market was a crucial milestone in the school’s globaliza-
tion. Such endorsements from Sir Victor, among other high-level business leaders, politicians and non-
profit representatives, were key to ensuring that CKGSB came to Europe with strong support.

With the launch of the London office, CKGSB’s goal in the European market is to broaden the
reach of its executive education programs, and eventually, to offer globally focused degree programs in
Europe. It does so with an eye towards filling knowledge deficits in the West about Asia and emerging

markets—thereby contributing to a global business environment of mutual cooperation, respect and

prosperity.

Speakers at the launch ceremony praised CKGSB'’s mission of bridging gaps in knowledge and
culture in today’s shifting global economic order—especially with regard to China, the largest emerging
power of all. The speakers included Lord Green of Hurstpierpoint, UK Minister of State for Trade and
Investment; Lord Patten of Barnes, Chairman of the BBC; Liu Xiaoming, Chinese Ambassador to the
UK; and Solina Chau, Director of the Li Ka Shing Foundation.

“The role of business schools in general is much more complex, much more subtle, much broader

than it used to be, as they seck to train the leadership of today and indeed the leadership of tomorrow,”

noted Lord Green in his address.

Liu stated of the European launch ceremony that, “What we witness today is a new milestone in
commercial and educational cooperation between China and Europe.” He went on to say that CKGSB
has, “every potential to become a thought leader in China-Europe business cooperation.”

Solina Chau and CKGSB Dean Xiang Bing laid forth CKGSBs vision of a sustainable and socially

responsible future. “If entreprencurs see the creation of social value as equally important to the creation

of wealth, they can develop innovative solutions to global prob-
lems,” said Chau.

In his speech, Dean Xiang stated, “We're concerned with
far more than just how to make more money. We're concerned
about the issue of why we do business in the first place.”

The high-caliber speakers were matched by the audience. A
group of 40 CKGSB EMBA students in attendance comprised
an impressive showing of current and up-and-coming Chinese
business leaders from a range of industries. Among the European
business leaders in the audience, several, such as Sir Victor, were
also incoming members of CKGSB’s newly formed European
Advisory Board.

4| CKGSB

“The emphasts thus far in business
education has been what the West can
caport to the last—and China has perhaps
been too modest about its own role as a
creator and disseminator of knowledge,”
said Sir Victor Blank.

(LI FIF

EUROPIEAN
ADVISORY
BOARD

To mark its new presence in Furope, CKGSB
announces its European Advisory Board,
whose members have deep global business experience.

Sir Victor Blank
UK Business Ambassador

~Yountry Advisor in the UK to TPG Capi-
( A tal, Sir Victor Blank has made significant
contributions to the UK banking and finance
sector over an extensive career in a diverse range
of fields. Under each of the last two governments,
Blank has served as Business Ambassador for UK

Trade and Investment.

Charles-Edouard Bouée
President
Roland Berger

~ Vharles-Edouard Bouée is the President of
( A Roland Berger Strategy Consultants, Asia
and a member of the firm’s Global Executive
Committee. Bouée is also an economic advisor
to the French Government (Conseiller du Com-
merce Extérieur) in China, and a member of the
Shanghai board of the European Chamber of

Commerce in China.

Dr. Karl-Ulrich Kéhler
CLO
Tata Steel Lurope

r. Karl-Ulrich Kahler is the Chief Execu-
l ) tive Officer and Managing Director at Tata
Steel Europe. Dr. Kohler is a former member of
the executive committee of the World Steel As-
sociation, the Vice Chairman of VDER, the Ger-
man Iron and Steel Institute and has held many

leadership positions within the steel industry.

Michael Queen
CLO
30

ichael Queen is Chief Executive of 3i, a
L [global private equity investment group
with over $20 billion in investments worldwide.
Queen specializes in the healthcare and financial
services sectors and from 2000 to 2003 was
Chairman of the British Venture Capital Asso-

ciation.

James Richards
Group Director China
De La Rue PLC

ames Richards has been the Group Direc-
) J tor at De La Rue PLC, China since 2010.
Richards has previously held advisory and direc-
tive roles at Rolls Royce and diplomatic positions
with HM Diplomatic Service, working closely
with prominent British leaders such as Margaret

Thatcher as an official Chinese interpreter.

Dr. Ralf Speth
CLO
Jaguar Land Rover

r. Ralf Speth is the Chief Executive Officer
l ) of Jaguar Land Rover (JLR Group — Tata
Motors). Dr. Speth has over 22 years of experi-
ence in the European auto industry having held
previous positions at Land Rover (BMW), Ford
Ltd. and the Linde Group.

Malcolm Sweeting
Managing Partner
Clifford Chance

alcolm Sweeting is the Managing Partner
L [of global law firm Clifford Chance. He
has been a partner in Clifford Chance’s Finance
Practice since 1990. He has also been a leader of
the London Banking Group and was previously a
member of the Firm’s Partnership Council (1991-
1993).

Sarah Turvill
Chairman
Willis Group

1 arah Turvill is the Chief Executive Officer
) and Chairman of Willis International, part
of global insurance broker Willis Group. Turvill
has previously worked in the Emerging Markets
and International Operations subsidiaries within
Willis Group. Ms. Turvill has been Chairman of
Willis International Holdings Limited since No-

vember 2006 and serves as its Director. [f§

FALL 201115



LONDON

LAUNCH

Prior to the launch
ceremony, Alan Coppin,
Chairman of The Retail
People, former Chairman of
the Princes Foundation and
CEO of the Historic Royal
Pulaces gave a presentation
on organizational
effectiveness to CKGSB
EMBA students.

In bis speech, CKGSB Dean
Xiang Bing reaffirms

the school’s commitment to
corporate responsibiliy.

THIES EVENING IN PICTURES

On September 6, CKGSB held a ceremonial launch

for its European office at Spencer House, London.

g
L

Lord Patten of Barnes,
Chairman of the BBC

Introductions between a

Solina Chau, Director of i Trust and Chancellor of
the Li Ka Shing Foundation i Oxford University with
[left] and Liu Xiaoming, Stephen Barter, Chairman
Chinese Ambassador to ! of London and Shanghai
the UK. ] Holdings Lid.

CKGSB EMBA students
enjoyed tea in Spencer
House prior to the start of
the launch ceremony.

CKGSB Assistant Dean
Andrew Luo [center] at
the EMBA tea in Spencer
House’s dining room.

6 | CKGSB
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CKGSB Associate Dean of Global Programs and Professor of Marketing Sun Baohong delivers a talk on the business implications of social media in China.

From left to right: Patrick
O’Connell, President

and CEO, Federal and
Central Transformations
at CH2MHILL; Stephen
Barter, Chairman of
London and Shanghai
Holdings Lid; Xiang Bing,
CKGSB Dean; and

Jack Yu, International Policy
Adbvisor, North Asia &
Pacific at The Law Society
of England and Wales.

i
—
T

CKGSB Assistant Dean
Zhou Li.

Lord Green of
Hurstpierpoint, UK
Minister of State for Trade
and Investment,

spoke about the importance
of UK-China ties.
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Associate Dean of Global Programs
Dean's Distinguished Chair Professor of Marketing

Ph.D., University of Southern California

“Demand among
Chinese companies
with global aspirations
will increase

over the next decade
and we want our
global growth to be

a platform for that in
the future,” says Sun.

§ | CKGSB

WILXT CAN A

OFFER
THIE WEST?

Associate Dean Sun Baohong shares CKGSB's goals
with its unprecedented move westward.

fter nearly a decade of innovating manage-

ment education from within China, CKGSB

has now taken the next step by establishing
a platform in Europe for its expertise and networks,
based out of a new office in St. James's Square, London.
CKGSB Associate Dean of Global Programs, Sun Bao-
hong shares her thoughts on what this unprecedented
move means for CKGSB, and for China. Sun was born
and raised in China before going on to earn her Ph.D.
at University of Southern California. Before joining
CKGSB as Dean’s Distinguished Chair and Associate
Dean of Global Programs, Sun was Carnegic Bosch
Professor of Marketing at the Tepper School of Business
at Carnegie Mellon University, and consultant to some

of the West's most recognizable brands.

CKGSB is the first Chinese school to expand
westward with the September 6 launch of its European
operations. What does the school hope to achieve with
this move?

After nine years of rapid growth in China,
CKGSB is ready to go global with a platform that links
our China and emerging markets insight to the global
economy. CKGSB is a pioneer in this respect. Many
are surprised to hear that a Chinese business school is
moving into Europe, which runs counter to the trend
of Western universities expanding into China.

To help people better understand CKGSBs global
initiative, we need to explain our targeting and position-
ing strategy. We are not a Chinese business school — we
strive to be a global business school with an emphasis
on East Asia and emerging markets. Our mission is to
develop knowledge on global business and understand
how Asian and emerging markets integrate into the

global economy. The opening of the Europe branch will

facilitate research, teaching and exchange activities that

help us achieve this educational mission.

How can the expansion bolster CKGSB's global
Fnowledge base?

Our European branch will be an international
platform that connects the research and business com-
munities in Europe and China with our world-class fac-
ulty and influential alumni network in order to facilitate
the identification, development and exchange of new
knowledge on global business management. We have
identified three broad knowledge areas where CKGSB
can offer particular insight.

First, as China’s domestic economy continues to
grow, many multinational companies face new compe-
tition from local companies. Gone are the days when
foreign companies could make double-digital growth by
simply identifying a business opportunity and exporting
a product and strategy to China. In order to continue
their legacy in China, MNCs need to develop deep and
insightful knowledge on local “grassroots” Chinese con-
sumers and companies.

Second, the ranks of Chinese companies with
global aspirations will increase over the next decade.
CKGSB aims to support Chinese companies and
alumni going West. We will foster collaboration be-
tween European and Chinese companies and develop
knowledge on international collaboration, managing
global brands, catching up on R&D and improving the
global competitiveness of Chinese companies.

Finally, since it was founded CKGSB has part-
nered with leading global business schools, and we see a
lot of potential with this move to continue developing
strong relationships with top European institutions.

This expansion will significantly enhance our collabora-

tive abilities by delivering our unique knowledge, world-class faculty
and influential alumni network directly to our European partners. We
also have a nascent North American operation based out of New York

that will do the same thing there.

Western universities are eager to establish operations in China —
it has become an imperative to have a presence in China for businesses
and universities alike. What is CKGSB's advantage as a Chinese
business school in the West?

When Western universities expand into China, most of them
adopt a brand extension strategy. They offer their educational services
and MBA/EMBA diplomas to Chinese students without much adap-
tation of the content. As the first Chinese business school going West,
our mission, target audience, content and value propositions are very
different from Western universities going East.

Our mission is to generate and deliver knowledge about the global
economy with an emphasis on East Asia and emerging markets. Our
target audience is high-level decision-makers from the West who want
to know what new role China and other emerging markets will play in
the new decade—not the role they played in the past or are now play-
ing. The insights delivered by CKGSB’s faculty into the transformation
of Chinese businesses in the global economy are unrivaled because our
faculty is the most qualified to speak on this subject.

The bulk of our faculty members were born and raised in China
and have established their careers at top U.S. or European business
schools. After establishing their careers abroad, they have returned to
CKGSB for resources and direct access to study Chinese business in
the same way they once studied leading Western companies. After nine
years, we have accumulated a great wealth of insightful research related
to China, East Asia, emerging markets, and the global economy. As
authorities on global business, our faculty also know China and Asia
from inside out. They carry global perspective with them into their
classrooms at CKGSB. Many business executives who have taken
classes in China greatly appreciate our faculty using their own cases to
explain China-specific situations and bring in guest speakers from our
strong alumni network to share their best practices.

Also of importance, CKGSB has established a strong and influ-
ential global alumni network. As our alumni include key industry
leaders and innovators in Chinese business, this is a unique advantage
that CKGSB offers to the West. Among our alumni are some of the
West's best-known Chinese business leaders, including Jack Ma of Ali-
baba. Equally crucial are our numerous alumni whose names are not
widely recognized in the West, but who are in various capacities—from
manager to CEO—helping to reshape entire industries in China. The
companies and brands that CKGSB alumni are building today will
be global players tomorrow. Our unique alumni network will afford
CKGSB extraordinary opportunities to foster mutual understanding

and cooperation in the global business community.

You bring a great deal of expertise on the differences in Chinese

and Western conceptions of branding. From your perspective, what

is CKGSB’s short- and long-term strategy for entering the Furopean
market and establishing itself in the global market?

In the short term, we will offer customized executive training and
open enrollment programs targeting high-level executives. In the long
term, we will work with top European business schools to develop a
global EMBA program. This will offer students opportunities to gain
360-degree insights into global management education—to include
economics, political and legal environments, culture, and the humani-
ties. With original content, new values and innovative features designed
into these programs, what we offer will be one-of-a-kind in global busi-
ness education.

CKGSB will be different in terms of brand management strategy.
As a non-profit educational institute, CKGSB’s global mission is to
generate new knowledge and create impact among business leaders.
Like all of those who are the first to tread a certain path, we will meet
unexpected challenges along the way. Even though our brand is strong
in China, we are still new and relatively unknown outside China. We
want to gain international recognition as a global business school with
unique insights into East Asia. To achieve this, we will work closely
with our European Advisory Board to identify new business challenges
faced by multinational companies going East and Chinese companies
going West. Our faculty is well positioned to address these new issues
through rigorous research. We will host regular events for business lead-
ers from Europe and Asia, our world-class faculty and influential alum-
ni to share ideas and find areas for potential collaboration. Our goal is
to build an international platform that enables continuous knowledge

generation, idea exchange and business networking opportunities.

CKGSB Associate Dean Sun
talks with Alan Coppin,
Chairman of The Retail People,
Jormer Chatrman of the
Princes Foundation and CEO
of the Historic Royal Palaces

at CKGSB’s September 6
Ceremonial Launch at Spencer
House, London.
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MICHAEL OUEEN

Chief Executive, 3(

CKGSB European Advisory Board Member
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LEMERGING

MARRKETS AR

IMPORTANT

1O EUROPE-CHINATIES

CKGSB's progress in the European market in
coming years will be aided by key figures such as
Michael Queen, Chief Executive of UK-based
international investment firm 3i and a member of
CKGSB's newly formed European Advisory Board.

A ichael Queen’s position on the board was announced September 6 at CKGSB’s ceremonial
launch in London, along with board members Sir Victor Blank, Business Ambassador of UKTT;
Charles-Edouard Bouée, President, Asia of Roland Berger; Dr. Karl-Ulrich Kéhler, CEO of Tata

Steel Europe; James Richards, China Group Director of De La Rue PLC; Dr. Ralf Speth, CEO of Jaguar
Land Rover; Malcolm Sweeting, Managing Partner of Clifford Chance; and Sarah Turvill, Chairman of Willis

International.

Queen joined 3i in 1987 and is currently the Chief Executive. He was previously Managing Partner of

3i's Infrastructure business and Global Head of Growth Capital. Queen is also a member of the British Prime

Minister’s Business Advisory Group.
We caught up with Queen in London at the European
launch and asked him to share his thoughts on CKGSB's pres-

ence in Europe.

How did you first learn of CKGSB and what led you to
accept the offer to serve on the European Advisory Board?

Having followed CKGSB since its inception in 2002, it
is clear to me that it has huge potential and a lot to offer the
global business community. I saw parallels between my role as
an investor in businesses, where there is a significant focus on
growing companies (often through international expansion),

and the opportunity to serve on the European Advisory Board.

10 succeed in the

coming decacdes, western
businesses will need to
embrace the growth of
the emerging world rather
than see it as a challenge.

What role do you envision the Advisory Board playing in CKGSB’s growth in Europe?

Together we bring substantial business experience and understanding of operating at the international

level. T hope that we will be able to use the lessons that we have learned from our successes (and failures) to

help guide the expansion of CKGSB. As senior members of each of our organizations, each of us also has an

extended network of contacts. I expect that knowing whom to call on and when is something that will be of

great use to the school in this phase of its development.

How can UK and other European business leaders benefit from CKGSBS presence in Europe?
CKGSB is offering direct access to China, a country which will shortly regain its position as the world’s larg-

est economy. This is a relatively unique position among business schools and I think there is a great opportunity

for CKGSB to capitalize on this. That you now have a European branch will make it easy for business leaders to

tap into this resource — whereas before CKGSB in Beijing may have
seemed a long way away from London, it will now be hard to ignore a

valuable resource on our doorstep.

Many western business schools have set up operations in China,
but CKGSB is an early mover going from East to West. What unique
challenges do you think CKGSB will face in expanding into the West?

As with any business, breaking into a new market can be a
tough task. Name recognition is an important aspect of the busi-
ness school culture and CKGSB is going to find itself competing
in a market with well-established Western brands — the likes of
Harvard, INSEAD and London Business School to name a few.
However, CKGSB has some natural advantages, particularly the
quality of its faculty — which for the large part has been sourced
from precisely those names just mentioned. Through success-
ful partnership with European and U.S. business schools, I am
confident that CKGSB will rapidly become a widely known and

respected name outside of China.

As the leader of 3i, the first European firm allowed to raise
private equity in China, what general advice do you have for com-
panies looking to enter the Chinese market?

Companies need a detailed understanding of the geographies
that they do business in. From my own experience, you will rarely
find 3i making investments in countries where we do not have a
local presence — we find we do much better deals when we fully
understand what we are getting ourselves into! This is even more
relevant for China, where there are great opportunities, but they are
not the easiest to take advantage of — you really need to develop that

local level of knowledge before you can hope to make a success of it.

It now seems all but certain that emerging economies, especially
in Asia and the BRIC nations, will be the pillars of global economic
growth for many years to come. What will Western business leaders
need to do to adapt to this new economic dynamic?

You are right; a recent study showed that the combined GDP
of the world’s seven largest emerging economies is likely to overtake
the GDP of the G7 on a PPP basis within the next 10 years. China
itself looks set to displace the US as the world’s largest economy
sometime around 2018. However, this doesn't mean that Western
countries will stop growing; they will still move forward, just at a
slower rate than the emerging economies.

To succeed in the coming decades, Western businesses will

need to embrace the growth of the emerging world rather than see

it as a challenge. As trade barriers fall, internationalization is going
to become an increasingly vital factor in the success of any business
and European companies need to be open to this.

You might easily take my own company, 3i, as an example — up
until the 1980s, we invested almost entirely in UK business and had
been doing exactly that since 1945. However, as financial markets
became more international, so did
3i. We saw some great opportuni-
ties for investment across the globe,

and expanded to take advantage of

It is very easy for Western

them. Such international growth b[/LSL'I/lGSS()S [0 l/}” an(l

has been a fundamental driver of

our business in recent years and we e r‘l](() ree b us l ness rnodeL S

Now operate across four continents.

What do you see as the major

that have succeeded

noledge deficis among Wesern UIL LI0CTT hOMeE markets

businesses about doing business in

emerging economies? And in China,

Companies need to be cautious

on emerging markets,
spedialy? but often there are

not to show naivety when doing _/ilﬂdafﬂenl(ll dézié,.()nces,

business in emerging economies. It

isvery cay for Westenmbusineses o 7 01t her institutional or

try and enforce business models that

have suceeded in heie home mar-— CLUL{107CLL, that prevent this

kets on emerging markets, but often

there are fundamental differences, . / rom wor: /{lﬂg .

whether institutional or cultural,
that prevent this from working. This
is especially true for China, which has a very unique business envi-
ronment that needs to be fully understood by any company wanting

to do business there.

As a CKGSB advisory board member, can you share some ad-
vice on how the school can fill these knowledge deficits and contrib-
ute to a global business environment that is underpinned by mutual
understanding, cooperation and prosperity?

I would advise the school to focus on its ability to educate
Western business leaders on doing business in China. CKGSB is in
an excellent position to be able to bridge the gap between businesses’
ambitions to do business in China and the understanding required
to be able to do so. Through well-designed executive education and

experience, these two factors can be brought closer together.
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CKGSB Professor of Finance

Ph.D., Massachusetts Institute of Technology

“Transparency, Price Informativeness,
Stock Return Synchronicity:

Theory and Evidence,” Sudipto
Dasgupta, Jie Gan, Ning Gao,
Journal of Financial and Quantitative
Analysis, vol. 45, issue 5, 2010.

“Housing Wealth and Consumption
Growth: Evidence from a Large Panel
of Households,” lie Gan, The Review
of Financial Studlies, vol. 23, issue 0,
June 2010.* (Lead article)

#2011 Barclays Global Investors Michael
Brennan Award Second Prize Winner

12 | CKGSB

LOW DOES
CORPORATY
TRANSPARENCY
INFLUENCE STOCK

RETURNS?

KGSB Professor of Finance Gan Jie has de-
bunked the assumption that companies with

A less public disclosure have stock prices that
reflect more market-wide information and less firm-
specific information. Along with Sudipto Dasgupta and
Ning Gao, Professor Gan has argued that stock prices
are more affected by unknown information. Less trans-
parent firms’ stock prices will react more to new firm-
related information than market trends, so their stock
return synchronicity, the part of the variation in the
stock return that can be explained by market informa-
tion, will be lower. Investors will naturally have greater
information about more transparent firms, so such
stocks’ price synchronicity will be higher.

In developing economies with imperfect informa-
tion disclosure like China’s, most stock prices tend to
rise when the market is up and fall when the market
is down. Financial economists have typically seen this
as a clear case of less transparency causing higher stock
synchronicity. The authors challenged this assumption.

“Our point is that a more transparent information
environment can lead to higher rather than lower stock
return synchronicity because stock prices respond only
to announcements not already anticipated by the mar-
ket,” the authors said.

The authors used rigorous quantitative analysis of
seasoned equity issues, American Depository Receipt
(ADR) listings and firm age to support their proposi-
tion. They examined corporate data that greatly varies
over the short-term like earnings and data that change
only slowly over the long-term like managerial quality.
Large releases of short-term information before equity
issues drive higher stock return synchronicity as uncer-
tainty is dispelled. This is especially true when publicly
listed companies issue new equity (seasoned equity
offerings or SEOs) and cross list shares on other stock

exchanges in addition to their original one.

According to the authors’ research on U.S. firms
from 1976-2004, facts that only change slowly over
the long-term such as managerial quality have a greater
impact on synchronicity for older firms because it
takes many years for the market to discover and digest
this information. ADRs lead to a 4% increase in stock
return synchronicity after the ADR year, in contrast
to being 4% lower in the year before the ADR listing.
SEOs have a smaller impact, boosting stock return
synchronicity by 1% in the one to two years after the
SEO, in contrast to being 1% lower in the year prior to
the SEO. Basically, synchronicity decreases before the
information releases associated with ADRs and SEOs,
but increases afterward.

“ADR listings are likely to be bigger information
events than SEOs as the listing firms need to, in addi-
tion to usual disclosure, comply with SEC regulations
that typically require more disclosure than exchanges in
their home countries,” the authors said.

“Our model suggests a dynamic response of
return synchronicity to an improvement in the infor-
mation environment. At the time when new informa-
tion is disclosed and impounded into stock prices, the
firm-specific return variation will increase. But since a
big chunk of relevant information is already reflected
in stock prices, the firm-specific return variation
of SEO and cross-listed firms will be subsequently
lower,” they said.

Confounding the conventional wisdom, increased
disclosure by public companies leads to their stock
prices varying more due to market-wide data in the
future than due to company-specific information. This
is because their transparency today decreases the chance
of surprise tomorrow. For investors, this is a welcome
finding in volatile markets. For managers of public
companies, it may lead to more pressure from investors

for open disclosure and stable stock prices.

WILAT TIAPPENS TO CONSUMPTION
WHEN TOUSING PRICES DROP

DRAMATICALIY?

Professor Gan Jie explored this question by examining the fluctuating
real estate market in Hong Kong from 1992 to 2004. “Suddenly housing

prices declined, followed by a drop in consumption that was larger than expected

in relation to GDP.” But why was this? What does the housing market
have to do with what we, as customers, consume?

Y an explored the effects that housing wealth and con-
sumption have on each other in her article, “Housing

A Wealth and Consumption Growth: Evidence from a
Large Panel of Houscholds.” Gan's article was published as the lead
article in 7he Review of Financial Studies. In addition, she was one
of The Barclays Global Investors Michael Brennan Award winners
for the article. She is the first female professor from CKGSB to win
this prestigious award.

Gan’s objective was to identify the effect of housing wealth
on consumption. This area of research is important because the
relationship between the two has not been fully understood and the
topic has yet to be widely explored. Gan explained that one reason
for this is a lack of relevant household data. “Previously, the effects
of housing wealth on consumers weren't documented, since there
wasn't good data on household consumption,” said Gan.

Initally, Gan also found it hard to secure data. Working closely
with Hong Kong banks, however, she was given access to mortgage and
credit card data that proved invaluable to the task. This data tracked the
housing wealth and credit card spending of 12,793 individuals in Hong
Kong. Encompassing nine Hong Kong districts, the dataset included
1.5 million housing transactions and 2.1 million mortgage loan origina-
tions between 1992 and 2004. Gan also tracked consumption growth
through household credit card information provided by five large credit
card issuers in the autonomous region.

While other research has tended to be based on small panel
datasets, Gan’s investigation was able to make full use of this de-
tailed and large panel dataset. Although challenging at times, Gan
realized the importance of her research. “Overcoming this chal-
lenge in data [collection] makes this research project academically
valuable,” said Gan.

In her research, Gan focused on two main possible reasons
why housing wealth has had an impact on consumption: the liquid-
ity constraint and the precautionary saving motive. The liquidity
restraint refers to the concept that increases in housing wealth relax
borrowing constraints, resulting in a positive consumption response.

The precautionary saving motive refers to higher housing value

that reduces the need for precautionary saving and thus increases
consumption. In her research, Gan describes the liquidity constraint
effect as being limited to individuals who refinance their mortgages,
whereas the precautionary saving effect can potentially affect all
houscholds.

Gan found that housing wealth has a significant effect on
consumption. The overall findings point to the importance of the
precautionary saving motive that kicks in when housing value fails
to appreciate. The paper suggests

that in the absence of refinancing

and relaxation of credit constraints, [ n the ab sence

housing wealth can have a substan-
tial impact on consumption.

This research has been impor-

tant because not only is it applicable re la.l’a in n Of cre dif

to China, but to other countries as
well, especially those facing tough
economic times. “The results in this

paper illustrate a powerful channel

of refinancing and

wealth can have

constraints, housing

through which housing price move- a Sl b S l/ an [ L' a ] i ,rl/3 ac [

ments can be transmitted into the

economy. In particular, they suggest oIl cCons l/l]/}/l[) fl()]/l.

that the current slowdown in the

housing market in the U.S. may

have an amplifying effect on economic growth due to reduced con-
sumer spending,” Gan writes.

Gans research was groundbreaking in the world of finance as no
one had completed conclusive research on this topic. Not only was
the vast amount of research impressive, but also the fact that it was
conducted by a solo author.

Next, Professor Gan would like to turn her hand to researching
the mainland Chinese economy. “My future research will also prob-
ably focus on Chinese economic issues,” she said. “The uniqueness
of the Chinese economy is that if you dig deep enough, you can
acquire great insights that can be applicable elsewhere and challenge

conventional wisdom.” i§
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[BRIAN VIARD|

CKGSB Assistant Professor of

Strategy and Fconomics

Ph.D., University of Chicago

MBA, Stanford University

“The Effect of Beijing's Driving
Restrictions on Pollution

and Economic Activity,” by Brian Viard
and Fu Shihe, forthcoming.

14| CKGSB

POLICY FOCUS:
DOBEVINGS

CLEANAIR VELHICLE
RESTRICTIONS ™
DAMPEN ECONOMIC

ACTINTTY?

CKGSB Assistant Professor Brian Viard studied key trends
in the economic and air quality effects of various driving
restriction policies instituted by the Beijing government in the

lead-up to and after the Beijing Olympics period in 2008.

EVEN EFFECTIVE
POLICIES HAVE COSTS

ealth-conscious Beijing residents were able

to breathe a little easier soon after their

city finished hosting the 2008 Olympic
Games—but the fresher air may have come at a direct
economic price to the city.

In October of that year the city announced that,
following a brief lull, it would once again begin regulat-
ing the number of automobiles allowed on its streets,
potentially lowering levels of harmful air pollutants.

In reality, these new post-Olympics driving restric-
tions were a near-evisceration of the rules that Beijing
had earlier imposed leading up to and during the
Olympics. Those restrictions had daily barred half of
all private automobiles from roadways in the sprawl-
ing downtown area, except from midnight to 3 a.m.
In contrast, the current incarnation of the restrictions
would only bar one-fifth of vehicles on a given weekday
and only from 6 a.m. to 9 p.m. The restricted time was
subsequently reduced again to between 7 a.m. and 8
p-m. and remains in place today.

Nevertheless, CKGSB Assistant Professor of Strat-
egy and Economics Brian Viard and research partner
Fu Shihe of the Wang Yanan Institute for Studies in
Economics at Xiamen University have demonstrated
in a forthcoming paper that the current driving restric-

tions have in fact improved Beijing’s air quality. Though

other research has shown improvements in the city’s air
quality; theirs is the first study to demonstrate the spe-
cific impact of driving restrictions while controlling for
other pollution-reducing factors such as factory closures
and upgrades in mass transit.

Drawing conclusions from statistical analysis
of nearly three years’ worth of data from dozens of
municipal air quality monitoring stations, Viard and
Fu estimate that the current driving restrictions have
led to an average 8% reduction in levels of particulate
matter—one of the most harmful types of air pollution.

The immediate benefits to public health of even
such a modest drop in pollution are indisputable:
cleaner air means healthier lungs and fewer illnesses.
But through the eyes of an economist, even well-
intentioned and effective policies can carry concealed
costs and inefficiencies—as is suggested by the title of
the paper: “The Effect of Beijing’s Driving Restrictions
on Pollution and Economic Activity.”

“It was clear that the driving restrictions had [low-
ered] pollution levels,” says Viard. “So we started look-
ing in more detail at exactly what were the ramifications
of the driving restrictions.” One possible effect, explains
Viard, was depressed economic activity: simply put,
driving restrictions make it more difficult for people to
get to work, causing them to spend more time at home
and leading to an overall decrease in hours worked.

Most workers are required to be at work by a cer-

tain time and will turn to public transit or carpooling when faced
with driving restrictions. So of particular interest were people with
flexible work hours—a group that would be more likely to curtail
working time in response to the inconvenience posed by driving
restrictions.

The challenge was finding a reliable method of estimating
changes in working hours; a set of data that could serve as a proxy
for the daily behavior of Beijing’s millions of workers.

As it turns out, Chinese marketers have for some time used
quite sophisticated and accurate tools for measuring television view-
ership. Controlling for other factors, a rise in television viewership
that correlates to restricted driving hours is evidence that the restric-
tions are causing people to not go to work as often. Viard and Fu
obtained a trove of viewership data and went to work.

The data indicated that the driving restrictions had no signifi-
cant effect on workers with non-flexible work hours, but that there
was an 11% to 15% rise in viewership during restricted driving
hours by self-employed workers who generally have flexible work
schedules. Driving restrictions were keeping those workers home.

Self-employed people are important to economic activity be-
cause that category tends to contain many entrepreneurs or people
who manage others. “It’s not only the magnitude that matters, also
the types of jobs these people are in, as they ultimately innovate and
create jobs that affect other people,” says Viard.

With cities around the world continuing to grapple with
congestion and air pollution, Viard and Fus paper lays important

groundwork for future research.

THE ROAD AHEAD

Exploding car growth in Chinas less developed second-tier cit-
ies means that they could soon be facing many of the same issues as
Beijing. In the future, policies implemented in Beijing could filter
down into other cities making the capital a harbinger of congestion-
and pollution-easing strategies around China.

Viard predicts that despite high levels of compliance for the
Beijing driving restrictions, such policies will become less effective
over time and that alternate methods of reducing congestion should
also be considered.

“As China’s economy is growing, more and more people buy
cars over time, so we expect the stock of cars to go up,” says Viard.
“When you put driving restrictions in place, it reduces the number
of people on the road because when you've effectively forced some
people off the road, congestion decreases. When people see the con-

gestion is lower, more and more people buy cars and that congestion

is going to start to fill up again...you somehow have to continue
to increase or ratchet up the intensity of the restrictions because we
know the total stock of cars will go up over time.”

The current restrictions may leave something to be desired in
terms of economic efficiency. They are enacted arbitrarily, based on
the final digit of a car’s license plate. During the Olympics period,
cars with even-numbered final digits could not drive on even-
numbered dates, while odd-numbered cars were barred on odd-
numbered dates. A similar license plate-based system now dictates
that cars stay off the road for one out of every five weekdays.

Alternative methods for

reducing the number of cars

on the road include increasing Viar (l a’ld F ues tl'” lle()

the price of fuel and increasing
the price of licenses and vehicle
registration to raise the overall

cost of driving.

These steps could reduce l()(j to an avera ge 8%

pollution and congestion

because only those who have ]'edl /tctl on ln Zpl)els Of.

the desire and financial means

to drive would take on the paﬁl’CIilate ﬂlatlf(?l"

expense. This method, Viard

that the current set of
driving restrictions have

wgues wouldbe moeeicive O12€ Of the most harmful

than driving restrictions based
on numbers.

The Beijing government
has begun to institute additional driving restriction policies to limit
the stock of vehicles on Beijing’s roads—including instituting limits
in late 2010 on the total number of new licenses that can be issued
each year.

“It remains to be seen how effective that is,” says Viard. “I
haven't seen data yet on how much they have restricted the number
of licenses; if it’s not terribly restrictive then we're not going to see a
very big change. But if it is, then we should see a much greater effect

on decreasing pollution.”

THE BOTTOM LINE

As Chinas auto flect grows and ages, the air pollution pro-
duced by vehicles will continue to contribute to an increasingly
severe pollution management situation. Viard and Fus trailblazing
research shows that it is important for policymakers to keep eco-
nomic considerations in mind, even as they guide us toward open
roads and blue skies.

types of air pollution.

FALL 20111 15



BN CHINA
INSIGHT

JING BING

[HOW CONSUMER
PRODUCT
KNOWLEDGE
AFFECTS PRICING
STRATEGIES

CKGSB Associate Professor of Marketing

Ph.D., University of Rochester

New research by Associate Professor of Marketing Jing Bing
sheds light on the effects of seller-induced learning and reveals
when companies should invest in consumer product education.

“Exogenous Learning,
Seller-Induced Learning,
and Marketing of Durable Goods,”

Management Science, June 2011.

n a competitive market, companies are often des-
perate to distinguish their products from those of
rival products. As a result, many companies resort
to “seller-induced learning” — methods that allow cus-
tomers to get to know their products first-hand. These
methods, including training seminars, downloadable
demos, trial periods and “experience centers,” let poten-
tial customers see what features new products have that
are different from the competition and may persuade
them to part with their cash.
What if a product is completely new and there is
no real competition for
] . X k h it? In such a case, does
f CI/LStO”lerS now t at it still make sense for a
company to invest in

a product will afford a high price

seller-induced learning

in the future, they will pay more  S-orsosdicinsed

rely on customers’ initial

Jor il now than they otherwise  conspions of te poc-

uct and what they read

IUOLLZC[, CLerl l]l t//lg}/" dO nOlL about it in the trade press

o . — the effect known as

yet know whether it is worth it ognos csisg ey

tO [_ he]n o1 1o [_ And what marketing and

g e price-setting strategies

should the company
adopt in this situation?

Those are the questions that Jing Bing, CKGSB

Associate Professor of Marketing, addresses in his paper.

Jing realized that while there has been research on the

effect of SIL within a competitive environment, there’s
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been much less done on its effect on pricing and market
strategy in a vacuum. What he found was surprising. He
expected to learn that an environment where customers
could learn a lot about a product (whether through EL
or SIL) could enable a company to charge a higher price
to informed customers, this was confirmed through his
research. He also discovered that customers anticipating
this high price are willing to pay a higher “early-bird”
price — even before they know much about the product
themselves. Therefore, under certain conditions, com-
panies can actually earn higher profit by investing in SIL
and releasing a product to uninformed customers before

that SIL has had a chance to take effect.

THE MODEL

Jing decided to focus his research on complex du-
rable goods: expensive purchases that are difficult to re-
place. These products, like new cars, washing machines,
software packages, or commercial equipment represent
a large investment for customers (whether individuals
or companies) and are replaced infrequently. Unlike
more disposable products, therefore, it is unusual for a
customer to buy it, try it out, then try something else;
Instead, customers rely much more on learning (whether
exogenous or seller-induced) to figure out what a du-
rable product’s value is to them.

For his research, Jing created a hypothetical two-
stage model. In the first stage, customers know only
generally what the value of a given complex durable
product is for them — they know it falls within a

certain range (say, $2 million to $10 million) but not

exactly what it is. At this stage, the company can see
how EL exists in the marketplace (i.e., what fraction
of customers will be reached by EL opportunities),
and can choose to invest in SIL to raise that fraction.
Customers are also aware of learning opportunities, but
have not yet had a chance to take advantage of them.
As a result, the estimated value of the product for any
given customer is the mean of the range of possible val-
ues (in the above example, $6 million). The company
sets a price for the product at this stage, and can choose
whether to release the product at that price or hold off
until learning has had a chance to take effect.

In the second stage, customers are divided into two
groups: those who have been exposed to learning op-
portunities and know the true value of the product for
them, and those who do not know the true value and
use the mean customer valuation. The company can
then set a new price, which it can keep relatively low
to appeal to uninformed customers (potentially getting
more sales, but at a lower profit margin) or raise to ap-
peal to the informed customers with high “true” valua-
tions (possibly a smaller group, but with a higher profit
margin per customer). If the company hasn't released
the product yet, it does so at this point.

Using this model, Jing sought to answer two ques-
tions:

1) For a certain amount of learning in the mar-
ketplace (whether SIL or EL), what pricing and release
strategy should a company use?

2) Given the answer to the first question, when

does it make sense for a company to invest in SIL?

RESULTS

Jing’s research shows that the amount of learning
in the market affects prices in two ways. One of these
effects he anticipated: the more customers learn the true
value of a product for them, the higher the price that
a company can charge for that product in the second
stage of the model (since more customers will know
that the product is good for them and will therefore be
willing to pay that higher price).

The second effect was unexpected. Because cus-
tomers in the model are aware of the amount of learn-
ing in the marketplace, they recognize that if they wait
until Stage 2 to buy a product, they end up facing a
higher price. Therefore, Jing found that the more learn-
ing there is in the marketplace, the more customers are
willing to buy the product during Stage 1 while still
uninformed — and, therefore, the higher the price that

a company can charge during Stage 1.

In other words, according to Jing’s research, if
customers know that a product will afford a high price
in the future, they will pay more for it now than they
otherwise would, even if they do not yet know whether
it is worth it to them or not.

Whether this effect comes into play or not, how-
ever, depends on how high the unit cost of a product
is compared to its average valuation by customers. Jing
used the model to examine three possible cases: when
the unit cost is high, when the unit cost is low, and
when it falls somewhere in between.

For the scenarios where the unit cost was either
low or high, Jing’s results were fairly intuitive. For low
costs, companies can make enough money per sale
even by charging prices close to the mean valuation;
that its more in their interest to maximize volume than
to maximize profit margin percentage. Therefore, the
model suggests, companies should release their product
early at the lower Stage 1 price. In contrast, if unit costs
are high, releasing the product early at Stage 1 prices
squeezes a company’s margins; therefore, companies
should generally wait until Stage 2 to release the prod-
uct, when it can charge higher prices to informed cus-
tomers.

Jing found, however, that the results for medium
unit costs were more intriguing. In this situation, the
secondary effect of learning that he observed came into
play. If the marketplace is full of learning opportuni-
ties, says Jing, then a “buying frenzy” takes place during
Stage 1; as a result, companies are able to raise their
Stage 1 price to the extent that it actually becomes more
profitable for companies to release early to these unin-
formed customers than it does for them to defer release
and charge a higher price to the comparatively fewer in-
formed customers with high valuations that they could
reach in Stage 2. On the other hand, if few customers
expect to learn about the product between the two
stages, then they know the company’s Stage 2 price will
be relatively low; therefore, they become less eager to
save money by buying in Stage 1, and so the company’s
optimal Stage 1 price also drops.

As a result, the company’s optimal strategy is to
defer its product release to Stage 2, when it is optimal
prices (and therefore profit margins) are higher. In this
case, Jing’s research suggests, the secondary effect he
discovered overwhelms the primary effect, and thus
contradicts the more intuitive idea that an environment

with more learning should lead to a deferred release in a

more profitable Stage 2, and vice versa.

Given these results, when and how much should a
company invest in SIL?

If unit costs are high and the company plans on
deferring release, Jing found that the decision is fairly
straightforward: a company should invest in SIL up to
the point where the cost of additional investment out-
weighs the added revenue from additional customers
brought in. For higher unit costs, Jing found that lower
SIL investment levels were optimal.

For low or medium unit costs, though, the situ-
ation is more complicated. In these cases, Jing found
that a company’s optimal strategy depends on how
much EL is already in the market. If EL is low, Jing’s
research indicates that companies should accept the
low-information environment, as the investment
needed to change the situation through SIL would
outweigh any benefits it might bring. On the other
hand, if EL levels are already high enough to spark a
buying frenzy in the Stage 1 environment, then Jing’s
model indicates that further SIL is superfluous. Only
when the amount of EL falls between these extremes
does Jing’s research indicate that a company should
invest in SIL. In this scenario, it makes sense for a com-
pany to invest just enough to push the total amount
of learning over the threshold that will spark a Stage 1
buying frenzy, enabling a company to release early and

therefore reap the benefits from both stages.

IMPLICATIONS

Jing admits that his research only captures certain
situations in the marketplace. First, as mentioned ear-
lier, Jing focused his analysis on complex durables where
pre-purchase learning (via SIL and EL) plays a more
significant role than the post-purchase learning seen for
non-durable goods. Furthermore, monopolistic situa-
tions like the one modeled in Jing’s paper rarely occur
in the “wild,” where competition is the norm in many
product categories. Wildly new inventions, highly in-
novative products or pieces of software protected by
patents might fall into this category, suggests Jing.

Nevertheless, Jing’s research sheds new light on the
role that learning plays in customers’ decision-making
and on the ways that companies can use SIL to shape
that role. The next step, Jing says, is to integrate this new
understanding of SIL into a non-monopolistic environ-
ment, to explore how the effects he uncovered change
when companies use SIL to differentiate their own prod-

ucts from those of rivals offering similar products.
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DOILS
CONVERSATION
FRADICATT
PERNICIOUS
CASCADES?

CKGSB Chair of Finance Department
Professor of Finance

Ph.D.’s, UCLA and Yale University

“Taking the Road Less Traveled By:
Does Conversation Eradicate
Pernicious Cascades?” Henry Cao,
Bing Han, David Hirshleifer, Jowrnal

How do people make choices to invest in a certain
company, or buy a particular product?

Do they make rational choices or do they just follow
the crowd? Do their choices get better if they

witness the outcome of decisions others have made?

of Economic Theory, July 2011.

cades?” in_Journal of Economic Theory, CKGSB Professor of Finance Henry Cao and co-authors,

In the article “Taking the Road Less Traveled By: Does Conversation Eradicate Pernicious Cas-

Bing Han and David Hirshleifer show that people are inclined to copy one another even in mak-

ing the same mistakes. Moreover, witnessing and discussing the outcome of other peoples’ decisions

doesn’t necessarily stop us from making bad choices.

Rather than making
individual choices, people
are often drawn towards
taking certain actions by
those around them, by
observing their behavior
and its outcomes, and
engaging in conversation.

JUMPING ON THE BANDWAGON

The herd mentality — jumping on the bandwagon, following fads
and fashions — is a human characteristic that behavioral scientists are keen
to understand. In finance, it is a key reason for stock and asset bubbles
and crashes. Although many such events seem irrational, it is still possible
to gain useful insight into why they happen. Behavioral scientists do this
by bringing together theories from psychology and economics, and statis-

tically analyzing their findings.

THE INFORMATION CASCADE

Rather than making individual choices, people are often drawn towards
taking certain actions by those around them, by observing their behavior
and its outcomes, and engaging in conversation. This is the social learning
part of decision-making. It is seen as sensible to do what other people are do-
ing, as their actions are presumably based on favorable information. In turn,
those who follow us believe our actions are informative, too. When this hap-
pens to a chain of individuals time and time again, this phenomena is called

an information cascade.

The problem with information cascades is that they often result in uninformative outcomes as

the data is not representative of all participants in the cascade. Observing the actions of others and
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making choices based on those observations alone can lead to ar-
bitrary or incorrect decisions. Often, a long time has passed since
the logic of following a particular path was actually examined.

A lack of information regarding alternative choices means that
further down the line, people have even less information on which
to base a potentially dissenting decision. “I dont know why I did it,
itss always been like that,” sums up this line of thought.

RATIONALIZING
THE “SHEEP MENTALITY”

Maintaining the view that people are rational, scholars have
come up with a number of reasons as to why information cascades
continue to flow despite repeated sub-optimal outcomes. Often,
they are taken not as the result of individually weighing the costs
and benefits and actively selecting the path to greatest personal ben-
efits, but simply by following “received opinion.”

Many have suggested that something blocks our access to the
independent information we need to base decisions on. That barrier
appears to be the behavior of the people who made decisions earlier
on. The information cascade theory has been analyzed with models
permitting different degrees of access to information surrounding a
decision. In earlier analysis, “society is trapped in mistaken choices
until an external shock arrives,” as nothing but the previous decision
is known.

In their study published in the journal of Economic Theory,
Cao, Han, and Hirshleifer feed additional information into the
model. They allow for observation of and conversation about
payoffs. Given this extra information, they find that the probability
of an information cascade lasting indefinitely is lower. When indi-
viduals consistently make sub-optimal decisions, new information
from payoffs, which help explain the real value of any project, some-

times jostles subsequent players into experimentation.

INFORMATION BLOCKAGE

However, society can settle into patterns of continuously mak-
ing sub-optimal decisions that information shocks are not strong
enough to disrupt. Information blockage needs only limited restric-

tions to observation or conversation in order to occur. Information

is aggregated inefficiently because of externalities.

The first externality is that individuals fail to see the benefit to
later decision-makers of adjusting their actions. The second is that
the quality of payoff information affects the quality of later decision-
makers’ choices.

Positive developments in society are harmed by a lack of ex-
perimentation on “the road less travelled.” Consider the example
of scientific research grants: although individual researchers may
benefit from having a small number

of broad funding channels, society

will in fom having more divee- (L1007 50111010 15 Offen

sity of funding organizations. This

could enable more research into less “I/I()Z'S) ; v I/ 'l()(llll" IQ;
J C

frequently investigated areas.

ALITTLE LESS
CONVERSATION

Observation of payoffs does

not necessarily help reduce bad

dedsion escades. Theetber bty o) pick out the real

information becomes known, the

sooner a re-enforcing cascade will ] ) ({f) " ? ]jl I’.lf() rma f[( 1.

start up. Conversely, if there is less

conversation at the start, more

information will be available for aggregation by later players before
“cascades clog the flow of information.”

Moreover, conversation about payoffs doesn't seem to help.
Conversation is often “noisy,” meaning that it lacks factual sub-
stance. Engaging in conversation makes it hard to pick out the real
payoff information.

The rise of mass media and interactive communication technology
has made it easier to observe the payoff outcomes of others. Although
this seems to offer the decision-maker more information on which to
make a choice, this is true only at the beginning of a chain of decision-
making. Decisions further up the chain are seen as opaque. For these
people, it makes sense for them to follow prior decisions. The void of
information about alternatives means that they might be stepping off a
dliffif they do not.

that it lacks factual
substance. Fngaging in
conversation makes it
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FLOW WILL CLINN ST L]
SUPPLY CIHAIN MANAGEMENT?

CKGSB'’s Supply Chain Thought Leaders Roundtable
gathered 30 prominent researchers and leading Chinese executives
for two days to discuss supply chain management in China.

Although current supply
chains are optimized
from Last to West,
China’s burgeoning
middle class and rising
consumer power require
a re-optimization

of supply chains from
Last to Last.

20 | CKGSB

y s labor costs rise in China, global manu-
facturing firms increasingly look to supply
chain management for new opportunities to
reduce costs. What are the main challenges they face in
developing sustainable supply chains in China? How
can companies find qualified Chinese suppliers in an
environment of cost-cutting and weak transportation
and logistics infrastructure?

From July 20 to 22, 2011, CKGSB brought to-
gether 30 of the world’s most prominent researchers on
supply chain management and leading Chinese execu-
tives for a roundtable discussion on these key questions.
Organized by CKGSB Professor Chen Fangruo, the
roundtable provided participants with an open and int-
mate atmosphere to share research and information on
pressing supply-chain management issues facing Chinese
businesses today. These international leaders of research
and industry shared strategies across sectors to foster fu-

ture collaborations between research and practice.

Roundtable participants included leaders from
Wal-Mart China, IBM Asia Pacific, Yihaodian, TAL
Apparel Limited and Creditease. Leading professors
from University of Michigan, University of Pennsyl-
vania, Cornell University, Stanford University, UCLA,
Kobe University, Eindhoven University of Technology
and Tsinghua University also attended the roundtable.

CKGSB Associate Dean of Global Programs and
Dean’s Distinguished Chair Professor of Marketing Sun
Baohong delivered welcoming remarks highlighting the
key questions framing the roundtable. As multinational
companies expand in China and local businesses scale
up, a key challenge is to develop and manage a sus-
tainable supply chain in a rapidly changing economy.
How do businesses develop quality suppliers, adapt to
a product-service economy, integrate e-commerce and
still sustain growth?

Participants broadly agreed that China’s supply

chain management is at a crossroads as it faces several

“Lvery competitor out there is building their own
delivery capabilities. | do not think that this is efficient for a
whole industry, a whole economy: My opinion s that

this was not done by choice — somehow we need to help

the industry develop,” said Junling Liu, CLO of Vihaodian.

key challenges. Among them is that although current supply chains are optimized
from East to West, China’s burgeoning middle class and rising consumer power re-
quire a re-optimization of supply chains from East to East.

As Chinas rapid economic growth and mass-scale urbanization drive up labor
costs, manufacturers must consider shifting production inland. Participants pointed to
trends that suggest that as China’s manufacturing moves inland, coastal regions must
adapt to a product-services industry.

As Lou Zhou, Director of Client Service Procurement of IBM Asia Pacific
pointed out, there is potential in China to inject more services into traditional manu-
facturing models. Although a product-services model gives companies opportunities
to integrate proactive maintenance, performance contracting and asset ownership, this
adaption also comes with its own challenges.

Business leaders cited developing and retaining talent that is suited to the prod-
uct-services economy as a major hurdle, while researchers asked if business school cur-
riculums are properly training students to fill this growing need in leadership, project
management and client services.

Another key challenge to effective supply-chain management in China is poor
logistics infrastructure. While China’s e-commerce and mobile technology trends are
shaking up traditional bricks-and-mortar retailing supply chains, China’s fragmented
distribution and logistics infrastructure means that Internet retailers still need to ex-
pend resources building self-delivery systems or outsourcing to third parties.

“Every competitor out there is building their own delivery capabilities. I do not

think that this is efficient for a whole industry, a whole economy. My opinion is that

this was not done by choice — somehow we need to help the industry develop,” said
Junling Liu, CEO of Yihaodian.

Retailers like Walmart China addressed the key question of sustainability. How
can companies build a quality supply base to deliver high quality goods to customers
without compromising on price or losing to cheaper e-commerce alternatives? Soft
marketing of sustainable products can provide the education necessary to help custom-
ers develop sustainable consumption habits.

A strategy taken by home furnishings company Yuan Zhou Decoration Group, led
by Tai-yan Li (CKGSB EMBA 14th Intake), is to focus on integrating upstream and
downstream partners in the supply chain. Li aims to standardize residental floor plans
and interior furnishings suppliers and build a digjtal database of layouts for urban clients.

“The most interesting thing to me is the notion that China is at a tipping point
and is changing the way we perceive it in the U.S. from being a source of manufactur-
ing products and low-cost labor to now a more complex society where service is more
important, where white-collar labor issues are more important. China is becoming
more like western countries in that regard, so in terms of the areas of service and sup-
ply chain, it's quite relevant,” commented Professor Morris Cohen of the Wharton
School, University of Pennsylvania.

Participants agreed that as China continues at its current growth rate, Chinese
companies and MNC:s will benefit from more information-sharing on supply-chain
management challenges and strategies. Giving scholars from leading universities and
Chinese business leaders this forum to produce new collaborations is a vital step to-

wards understanding China’s growth.

Participants from the 2011 CKGSB Supply Chain Thought Leaders Roundtable included Professors Marshall Fisher

and Morris Coben of the Wharton School, University of Pennsylvania; Edwin Keh, Former COO Global Procurement of Walmart; Junling Liu,
CEO of Yihaodian; and Lou Zhou, Director of Client Service Procurement of IBM Asia Pacific.
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(CHEN FANGRUO|

CKGSB Visiting Professor
of Operational Management

Ph.D., Wharton School,
University of Pennsylvania

PROFESSOR
CHEN FANGRUO
TALIS ABOUT
SUPPLY CITAIN
CLALLENGES
IN CIHINA

/ s multinational companies expand in China and local businesses scale up, a key challenge is to develop

and manage a sustainable supply chain in a rapidly changing economy. CKGSB Visiting Professor Chen
Fangruo, a participant in the school’s recent Supply Chain Thought Leaders Roundtable, shares his
thoughts on how China can shake up global supply chain management.

Why is it important to bring supply chain thought leaders to China? What role will this topic play in

determining the ble de ’(

g t of Chinese businesses?

This conference is about looking for the next big thing in supply chain management, with a focus on China.
The conference gives [participants] the opportunity to look at the supply chain problems here in a systematic way.
The roundtable plays a significant role in both the way companies practice supply chain management as well as in

how supply chain management is researched and taught.

What are Chinds main supply chain challenges and what do you think needs to happen

“Th e erao f ' C he a p la b or structurally in the next five to ten years to address these issues?

is gone and manufacturin
logistics and distribution

I think Chinese companies are beginning to see that it is not just about managing

O" your operations well and reducing costs, but it also means working well with upstream and
= downstream partners.

I think companies are making that change and that going forward, the next step will be

how to use information to rationalize the decisions on the supply chain. The next challenge is

p 80]) le hab’p beer l [0 0 k ll/ lg‘ br how to make use of that wealth of information to improve supply chain management.

new ways to reduce costs,

and I think supply chain

What are some common problems MINCs face in developing sustainable supply chains in
China? How do they differ from the problems that local companies face?

In general, the problems they face are similar but MNCs might have some prior experience

manda g~() mer t 9] / ers a g]ﬂe a t they can bring to China. Local companies are starting from scratch especially considering their

supply chain management. In the U.S., there is a consistent way of doing business along the

‘ »
O p p 19 "t Uunli t y; - Sa)”s C h ern. supply chain so it is easier to coordinate. Though they have experience that may work in overseas
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environments, it may not work directly here so they still need to adapt.

What are the implications of the current trend towards servicization in China? How does the shift to a product-
services business model affect China’s manufacturing industries?

The implications for manufacturing include the different capabilities and challenges of a company. How do you
manage knowledge within the company? You accumulate experience from projects and the experience stays with the
people who manage these projects. If they are gone, then your experience, expertise, and capabilities are gone. As the
business model evolves from primarily manufacturing to service to service plus manufacturing, firms need to update

their knowledge and think about how to develop their key capabilities.

WVANG YLJIAN

CKGSB Associate Dean

Professor of Economics and
Human Resource Management

Ph.D., Harvard University

The Wealth of the Chinese People:
Discussions on Development and
Distribution, China Citic Press, 2010.

IS
(.1 IINA
RICTT?

Professor Wang Yijiang
hopes that his new book
The Wealth of the

Chinese People: Discussions
on Development and
Distribution will serve as

a wake-up call for the
Chinese public and push the
economic pendulum toward
market-oriented reform.

F Y o many, including many Chinese, the answer
to the question, “Is China rich?” would be an
unqualified yes. Look at the immense resourc-

es wiclded by the Chinese government; its powerful

state-owned banks, investment firms, and corporations;
its shining infrastructure; its massive and successful
organization of the Beijing Olympics and the Shanghai

World Expo. Look at the new generation of Chinese

billionaires, second in number only to the United

States. How could China not be considered wealthy?

But to Wang Yijiang, Associate Dean and Professor
of Economics and Human Resources Management at
CKGSB, that analysis misses the point. More impor-
tantly, he argues, that perspective is based on a miscon-
ception dating well into Chinas past, a misconception
at the root of economic and fiscal policies that have
prevented Chinas boom over the past thirty years from
achieving its full potential: that governmental wealth
and popular wealth are invariably linked.

This idea, Wang feels, not only is a brake on
Chinas economic growth, but is also a serious danger to
its long-term social and economic stability. He believes
it has been used to justify severely flawed policies that
emerged in the wake of Deng Xiaoping’s economic
reforms. The goal of his latest book, The Wealth of the
Chinese People, is to challenge these policies, correct
the misconceptions by which they are justified, and
prescribe policies that will better ensure balanced and
sustained growth for the Chinese economy.

The books title is a bit of wordplay: Wang adopts
the term “wealth of the people” (in Chinese, minfiul &)
as a contrast to the more established Wealth of Nations.
While Adam Smith’s influence has caused the latter
term to be tied in Western countries to the promotion
of free enterprise, Wang argues that the term in China
has been interpreted quite differently: when Chinese
use the term guofu [El'E (“national wealth”), he says,
they mean the wealth of the ruling dynasty — or, these
days, the ruling party-state. This mindset, Wang argues,
has been used to justify flawed economic policies that
evolved during China’s early reform and opening period
in the 1980s.

‘Wang does not discount the tremendous progress
that China has made since Deng Xiaoping abandoned

the Maoist planned economy. Deng’s reforms did open

the space for private entrepreneurship to develop in
China, which Wang argues is responsible for raising the
standard of living for even the poorest Chinese far above
where it was only thirty years ago.

But Wang also argues that, far too often, Deng’s
policy of “let a few become rich first” has too often
meant in practice “let companies and individuals with
ties to the government become rich first.” As a result,
Wang believes, state-owned enterprises and government
agencies and officials have flourished and created vast
amounts of wealth, filling government coffers; but pri-
vate entrepreneurs and poorer segments of society have
been left behind, unable to compete. This is the root
cause, Wang feels, of the sceming paradox of China
having trillions of dollars in reserves even as its per-cap-
ita GDP remains relatively low. While Wang does not
feel that the common flawed understanding of “national
wealth” is necessarily the reason for this unequal growth,
he does believe that this misconception provides a jus-
tification for the policies behind it. As a result, Chinese
policymakers have thus far failed to come to grips with
the serious challenge these inequalities pose to the coun-
try’s economic and social stability.

The problem lies, Wang argues, in the assumed
connection between this “national wealth” and greater
prosperity for the masses (as defined by a high per-
capita income and a relatively low level of inequality),
a connection that dates back to imperial China and in
traditional conceptions of the relationship between the
government and its subjects. In the traditional Confu-
cian world order, the role of the people was to sacrifice
for the greater good of the country, giving of their time
and resources; in exchange, the government would be-
stow its benevolence to benefit its people. For example,
imperial governments would draft their citizens to pro-
vide corvée labor for infrastructure projects and govern-
ments would then provide for citizens during times of
famine. Initial privation on the part of the people would
be rewarded by later prosperity. Much as Americans
speak of “a rising tide lifting all boats,” Chinese political
economists spoke of “first filling the main channel, then
filling the tributaries.” Increased government revenue,
managed by a wise government with the people’s inter-
ests in mind, would be the fastest route to prosperity.

Nor was this rather paternalistic mindset eliminat-
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China's inefficient and inequitable growth, particularly in cities like Beijing, is discussed in CKGSB Professor Wang Yijiang's new book The Wealth of the Chinese People.

ed by the Republican revolution of 1911 or the Communist takeover of the country
in 1949. On the contrary, Wang maintains, the Maoist regime merely replaced the
dynasts as the focal point of popular hope. He points to the campaigns of the 1950s
in China, such as the collectivization of agriculture and industry, as examples of times
when citizens were asked to devote their own resources to the governments efforts,
even to the point of famine, in the hope of a prosperous future where the country
could “surpass England and equal America.”

Wang devotes one part of the book to debunking this theory. From a historical
perspective, he argues, no economic system has come anywhere near to free-market
economies in ability to promote widespread growth. While the details have varied
from place to place, he says, all developed countries have achieved success by com-
bining guarantees for civil and property rights with support and encouragement for
private enterprise. Other countries have tried alternative methods—the Soviet model
of centrally planned development, the Yugoslav model of “socialist self-management,”
the Israeli kibbutz movement, or India’s democratic planned economy—but none
achieved anywhere near the success of the free-market model. While these models

could achieve staggering levels of growth for a certain amount of time, their funda-

24 | CKGSB

mental inefficiencies acted as a brake.

For example, while the Soviet government’s control over its country’s resources to
achieve centrally desired goals allowed it to essendally mandate industrial development for a
time, the gradual depletion of those resources caused the system to stretch undl it eventually
“snapped like a rubber band” in the 1980s. Wang says no example has yet been found
of a non-market system that produces stable economic growth over the long term.
Only governments that protect individual freedoms, create a wide space for private
enterprises to develop and expand, support the ability of their populations to achieve
wealth, and raise the educational standards of their citizens have been able to achieve
both sustained and equitable growth.

To many in the West, this argument may not need proving. But in his book,
Wang addresses several current Chinese economic policies that he contends are justi-
fied by the traditional model.

For example, Wang argues that China’s level of taxes, at 30% of GDD, is the
product of a desire to centralize resources rather than a desire to redistribute wealth to
poorer segments of society. While Chinese Finance Ministry officials point out that

this level of taxation is standard in Western countries, Wang rebuts that when those

countries were at Chinas stage of development, their taxes were much lower. More-
over, the bulk of taxes in developed countries go to support their welfare systems, while
in China the tax budget is diverted to government investment. The key economic
policy debate in developed nations, Wang points out, is between parties that advocate
higher levels of taxation to support higher levels of welfare — thus favoring equity over
efficiency — and parties that support cutting both taxing and welfare spending, favor-
ing efficient economic growth over equitable economic development. But because the
fiscal system in China is built on a model that involves centralizing resources with the
national government, it combines high taxes and relatively low welfare spending.

As a result, Wang asserts, growth in China has been both inefficient and inequita-
ble despite all the country’s massive development over the last 30 years. He points out
China’s per-capita GDP is still “in the ranks of lower middle income countries, even as
we've seen a startling rise in inequality,” as measured by the country’s Gini coefficient.

Wang also describes the challenges that private enterprises face in many sectors
due to advantages given to state-owned companies and companies with ties to govern-
ment officials.

According to the traditionalist mindset, the success of state-affiliated companies

« LY ) Cor
,Deng Xiaoping’s policy of
let some get rich first” has

become, in practice, ‘let

companies with ties to the

. . gy ) : 299
government get rich first,

says Wang.

would not be a problem: why should the government’s chosen bodies not create
wealth first, if such wealth will invariably trickle down to the rest of society? But Wang
argues that these advantages actually warp the free market and permit state-affiliated
companies to succeed despite inefficiencies and uncompetitive practices, retarding
Chinas levels of economic growth.

His book also delves into the ways that China’s legal system and regulatory envi-
ronment, particularly its failure to protect individual and corporate property rights and
its meddling in the labor market, have acted as barriers to the development of an en-
vironment where private companies can flourish. Therefore, the government’s current
policies are not only inequitable, but also drag down overall economic development.

‘Wang does not assert that Chinese economic policies today have no room for pri-
vate enterprise. Private Chinese companies have grown in strength and influence over
the last thirty years, in spite of the challenges they face. But Wang sees China as caught
on a pendulum between the reformist mindset in favor of decentralization and the tra-
ditionalist urge to centralize, and he hopes his book will serve to push the pendulum
toward market-oriented reform.

In particular, he hopes that his book will serve as a wake-up call for influential seg-
ments of the Chinese public. He has been heartened by growing popular calls for tax
reform, and believes that recent decisions by the Chinese government to lower taxes and to
divert additional funding to education and other welfare systems are a direct result of this
popular demand. But he argues that the government s still not moving fast enough, either
in changing its tax policies or in improving the market environment for private enterprise.
He hopes that 7he Wealth of the Chinese People will contribute to turning these popular
demands into irresistible tendencies. While the Chinese government’s decision-making
process does not have room for direct popular input the way that Western democracies do,
‘Wang suggests that Chinese leaders do have their fingers on the pulse of important interest
groups within society. Therefore, as demand for these reforms continues to build, he be-
lieves that the government will not choose to oppose them.

Most importantly, Wang argues, Chinese leaders — and the Chinese people —
should not feel complacent as their country posts continued growth figures while the
developed world struggles with sovereign debt crises. The Chinese treasury may be full,
and European states may hover on the edge of default. But as long as developed coun-
tries in Western Europe have per-capita GDPs on average ten times the size of Chinas,
while supplying welfare systems that fulfill basic needs for even their poorest citizens,

‘Wang believes that China has a long way to go until it can truly call itself rich.

FALL 2011125



B CHINA
INSIGHT

CLIENESTE LEADERSHIP
IN AN ANGE OF SUSTAINABILITY

AND GLOBALIZATION

SHALOM SAADA SAAR

CKGSB Professor of Managerial Practice

Ph.D., Harvard University

ver the last two decades, Chinese companies

have achieved great success and growth, lead-

ing China to overtake Japan as the world’s
second largest economy. As the 12th Five-Year-Plan sets
China on a course to become the world’s largest econo-
my, Chinese leaders must strategically navigate through
new opportunities and obstacles in order to achieve sus-
tainable growth. We asked CKGSB Professor of Manage-
rial Practice Shalom Saada Saar to share his expertise on
China’s growth and integration into the global economy

and its implications for business leaders.

In your experience in teaching leadership and

management, what would you consider to be the three

ity to coach. The worst kind of leader limits the talent
of the team to their own talent. A great leader has the
ability to coach so that the collective sum of the team
talent and skills become far more powerful than any in-
dividual participating in the team. This requires teach-
ing, coaching and flexibility. A leader is a coach who is
able to take people to a place where they never thought
they could get to.

China is now in a period of steep growth, innova-
tion, and competition. Can you share any insights for
managing the changes that Chinese leaders will begin
to face now that the Five-Year Plan calls for reducing

Chinds reliance on exports and creating more environ-

consistent qualities of effective leaders that are needed as
Chinese companies expand globally?

Most effective leaders that I have worked with
from all over the world are propelled by a very clear
sense of purpose. They have a crystal clear vision of
what they are after. They are determined that they will
make this company number one, or the company is
going to expand into a new market, or be more innova-
tive. Leaders have a very clear purpose in terms of where
they are headed.

Leaders also have a unique, if not superb, ability
to communicate. Not only do they have the vision but
they also have great communcation skills in their words,

interactions and ability to listen. I

“There is nothing LOTOIG  aveshvays been fond ofthe Chi-

nese character to listen. It has three

with searching for examples  omponens isening it e

listening with the eye, and listening

0]( .S ucceces Sﬁ/ll bus lﬂPSS with the heart. Leaders must listen

models and human aspects

to the words, watch the body lan-
guage and listen to the heart of the

of motivation, but at the end — =mmiswo: A god ladee mo-

bilizes people through the power of

Of. the da}ﬂ C hl na need §  communication and the integrity

of the vision in a way that makes

to find its own solution to its  wopievanciojoin tacvison

What really distinguishes a

SUUAtION,” SAYS SAAT: e from a manager s his ai
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China is a different ball game. For the last five
years that I have been in China, I have been against tak-
ing Western solutions and imposing them on the East.
There is nothing wrong with searching for examples of
successful business models and human aspects of moti-
vation, but at the end of the day China needs to find its
own solution to its situation.

I think China is facing both management and
leadership challenges. Management refers to their abil-
ity to have a very clear strategy of wanting to go global
and sticking to that with long-term goals in mind. You
cannot only focus on the immediate goal, or the quick

gain, if you want success in the long haul.

In the past, what did you find challenged leaders
the most, and in China are you seeing these challenges
change?

One of China’s biggest challenges is to create
structure in a way so people do not feel its boundaries.
If you feel walls surrounding you, then you will not
be creative. Creating a structure so people know the
boundaries but do not feel stifled will be critical to fuel-
ing growth and innovative thinking.

Leaders have to focus on talent. Chinese people
honor authority and very often when you honor author-
ity you are submissive. Even though you may know how

to do things better, the structure, or the culture, does not

“The greatest quality of future leaders in China, besides
listening, will be finding ways to unleash the talent and
potential of the people that come into their organization.”

encourage you to take action. For China to grow, they must come up with
ways to break through this submissive approach to authority. This is going
to be, in my view; an uphill battle. Innovation requires not just processes
but also the removal of constraints caused by fear of failure.

Is there one vital skill that is needed for future leaders and innova-
tors right now that would not have been in the mix 10 years ago?

To listen more and also be willing to change in light of what
they hear. The success of Chinese leaders is credited to their ability
to focus. You see a piece of land today and it is a high rise building
tomorrow. They are execution driven. This is a great quality but if
you want to grow, you have to slow down to listen to the people
around you. Sometimes the solution is bigger and more powerful
than the individual.

Leaders must also implement more participation and more inclu-
sion of people and their ideas. When I teach, I use the Chinese example
of when people come to leaders they come with a gift. Their gift is their
talent, but this gift is wrapped. The role of the leader is to help them
unwrap their gifts in order to reach their full potential and demonstrate
their talents. The greatest quality of future leaders in China, besides
listening, will be finding ways to unleash the talent and potential of the

people that come into their organization.

Since you have helped organizations articulate strategic direction
and identify core competencies all over the world, how would you ad-
vise leaders in these growing Chinese companies as they compete with

r

experienced global players?

Brand reputation is going to be very critical for Chinese compa-
nies. In the 1970s, “Made in Japan” was junk and you did not buy it.
Today when you talk about “Made in Japan,” it is almost like “Made
in Germany.” The brand reputations of Lexus and Sony are similar to
when you talk about Mercedes or BMW.

I think this is the greatest lesson to learn from, as well as one of
the greatest challenges for Chinese companies to achieve global success.
To succeed at global expansion and achieve sustainability, leaders must
have the clear vision that quality will be in the DNA of Chinese prod-
ucts and services.

As Chinese companies move outside of China, leaders will also
have to adapt and adjust to a universal culture. The human spirit is
universal, inspiring people to do the right thing and unleashing their
full potential is universal. Chinese companies and their leaders will

need to predict whether they are perceived globally in a welcoming

manner. They have to be perceived as more than their investments
and as exporters or importers of money. They need to be perceived as
exporters and importers of knowledge, sustainability, compassion and
social responsibility. Reputation, branding, quality, sustainability and
universal standards are going to be the makers and breakers of Chinese

expansion.

As you are currently writing a book on the importance of both
teamwork and leadership, can you share with us some of the challenges
this relationship faces as more domestic companies in China branch out
internationally and global

Problems are becoming far more complex than they used to be.

g teams are put into place?

Today we have issues with the environment, of sustainability and with-
in the human condition. I do not think there is one person who can
address these problems alone. I do not think there is a dichotomy be-
tween leadership and teamwork — in fact, they are complementary. A
great leader can engage people around the challenge through collective
brainstorming, listening, and honest dialogue. It does not take power
away from the leader to say, “T have listened and let’s take a vote.”

On the other hand, a good leader can also distinguish if the issue
is an emergency and is able to find a direction while taking both the
risks and benefits. It is a balance, yin and yang. At times, the leader
must be soft and willing to listen. At other times, the leader must be
bold enough to take initiative. Leaders must always take the conse-

quences of their actions no matter what the outcome.

As more Chinese companies go global, do you have advice for deal-
ing with cross-cultural differences in leadership?

My secret regarding cultural differences is that I think we use it
as an excuse when things do not go well. It is an excuse for when you
don’t want to take responsibility for lack of sensitivity, elegance or
perception. I talk about the human condition in my book as the last
unconquered frontier. Most leaders have been able to fully understand
all of the diverse needs and beliefs of people and their surroundings.
In the Chinese military text 7he Art of War, military general Sun Tzu
says, “A great general is the one who adapts to the terrain like the water
adapts to the ground.”

A leader must be sensitive to their surroundings and be able to
adapt and adjust. Great leaders do not impose their values, but take
their time to understand their surroundings. They listen more than
they talk. Are there cultural differences? Sure, but I think we make a far
bigger deal of them than we need to.
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EMBA students reflect on the need for international perspective as
they lead their companies” globalization efforts.

n a crisp September day in London, a group

of CKGSB Executive MBA students stroll

about and admire Westminster Palace.
Although these 40 students were up late celebrating
CKGSB’s ceremonial launch in Europe the previous
evening, their energy levels visibly lift at the sight of Big
Ben—the palace’s famous clock tower—framed against
a clear blue sky and scudding clouds.

The previous night this group of influential
Chinese executives from a wide range of sectors met
with knights, European CEOs and high-level politicians
to launch CKGSB’s European operations. Today they
are visiting the House of Lords at Westminster Palace
for a private tour and a talk on China-UK relations and
social entrepreneurship delivered by the UK’s sole lord
of Chinese ancestry, Lord Nat Wei. Tomorrow they will
visit London Business School for lectures from world-
class business professors.

It is an extraordinary amount of UK access and
insight within a short period of time—but it’s a typical
experience for participants in a module of CKGSB’s
EMBA Overseas Program.

The Overseas Program started in 2004 with a
partnership between CKGSB and France’s INSEAD
business school in which CKGSB’s EMBA students

traveled to France to broaden their understanding of the country. These days, EMBA
students, EMBA alumni and qualified CKGSB executive education alumni can

choose a 12-day module in one of eight different countries, each of which features

classes at a prominent partner business school.

Each module varies widely depending on the country, but three primary types of
activities remain constant: lectures from faculty at top partner business schools, visits

to prominent companies and in-depth cultural learning about the host country.
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“I came to CKGSB
because [ knew [
needed to grow
professionally to
keep up with my

W .
company's growth.
This overseas module
LS helpmg me gain
cructal international
perspective,” says
Yin Juanfeng of
Shenzhen Keybridge
Communications.

For many students an Overseas Program module
is the highlight of their EMBA degree and they
are eager to experience different countries with the
exclusive networking opportunities that CKGSB offers.
During a walk through the corridors of the House of
Lords as part of the private tour, London participant
Lei Wenyong, founder and chairman of agricultural
products company Sichuan Tieqi Lishi Group, said,
“This is my third time participating in a CKGSB
module. The previous modules were to the U.S. East
Coast and Spain—and there were new experiences each
time. The visit to the United States Military Academy
[West Point] and the courses at Columbia University
both greatly impressed me.”

Students tend to see such opportunities for cultural
understanding as one of the key takeaways from an
Opverseas Program module.

“I like historical and cultural places,” says Lei.
“They allow me to broaden my thinking and see the
bigger picture when I think about issues related to my
own company’s management.”

He notes that the current business environment
in China is overly focused on producing fast and
predictable results and is conservative when it comes to

untested techniques and processes.

“This pressure for quick results and maximized profits makes us harried and
leaves few chances to consider whether or not our practices have any problems,”

Lei says. “The overseas modules are usually in places with rich histories and cultural

heritage. In these locations we can take time to slow down and free ourselves from the

hastiness and rashness of the commercial market.”
Lei’s classmate Yin Jianfeng, also sees the overseas module as a good way to

expand his global perspective. Yin is a co-founder and vice chairman of Shenzhen

CKGSB EMBA students participated in the school’s ceremonial launch before starting a module with the London Business School .

Keybridge Communications, which provides
networking solutions for mass-transit systems, industrial
systems and electrical grids.

“My company went public in 2009,” says Yin.
“T came to CKGSB because I knew I needed to grow
professionally to keep up with my company’s growth.
This overseas module is helping me gain crucial
international perspective.”

Both Yin and Lei agree that beyond academics
and cultural understanding, the networking aspect of
the module is also crucial. While spending their days
together in a foreign country, the executives have an
opportunity to bond and develop lasting relationships
with each other, an important advantage as they

continue to grow their own businesses globally.

The executives
have an opportunity to
bond and develop
lasting relationships
with each other, an
important advantage
as they continue to
grow their own
businesses globally:

“My classmates have similar backgrounds to me,
and common interests,” says Lei. “We also face similar
opportunities and challenges, so we have a lot in common
to talk about during the trip—and this leads to mutual
exchange and the chance for self-improvement.”

At one point in the tour of the House of Lords,
the EMBA students stop to admire a portrait of
King Henry VIII as the guide regales them with
the bloody and salacious history of the King’s reign.
Portraits of his six wives flank his own.

Does learning about Henry VIIT's execution of
his second wife, Anne Boleyn, translate into business
success? It is hard to say for sure, though it is the
type of historical and cultural perspective that the

executives are seeking as global business leaders.
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As a leader in China’s garment industry, CKGSB CEO Program 4th Intake alumnus
Zhou Shaoxiong has established a well-known clothing brand, Septwolves, with
eleven years of impressive growth in market share. Zhou has managed to combine
his passion for corporate social responsibility with a strategic growth plan for Septwolves.

t the 2010 China Corporate Social Responsibility Summit, Fujian Sept-
wolves Industrial Co., Ltd. received the “China Corporate Social Respon-

sibility — Most Outstanding Business” award. Septwolves Director Zhou
Shaoxiong says, “A company that manufactures a quality product that genuinely serves
the people is a company that is socially responsible. How much you have donated or
how many charitable causes you support does not necessarily mean you have fulfilled
your social responsibility. The question I ask is: what values do you use to guide the

operation of your business?”
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CONVEYING SOCIAL RESPONSIBILITY
THROUGH BRAND VALUES

“Basically, competition in today’s garment industry consists of brand wars
and culture games,” says Zhou. He believes that if a company wants to consider
long-term development, it needs to focus on developing its culture and brand to
support its operations. Brand-building will give the company’s products a distinc-
tive personality, as well as help gain customer loyalty.

Under Zhou’s direction, Septwolves has successfully marketed itself as a socially

responsible enterprise. “When major disasters or emergencies occur, people want to
see companies take initiative and help as an expression of their social responsibility.
Good businesses have a responsibility to lead and influence others to take action,”
explains Zhou.

In 2010, Septwolves gave substantial aid to flooded regions in Fujian and Hainan
provinces, in addition to donating 20 million yuan to the China Foundation for
Youth Entrepreneurship and Employment to promote entrepreneurship in Chinese
youth. Septwolves also collaborated with Beijing University’s Research Center to estab-
lish the Septwolves Cultural Development Foundation, which supports education and
philanthropy. These significant contributions have helped shape its image as a socially
responsible corporation.

Zhou believes that gaining consumers” approval
and sustaining its own development are important
incentives for building a company’s corporate social re-
sponsibility. As consumer trends shift towards environ-
mentally friendly and low-carbon lifestyles, Septwolves
is responding by integrating more sustainable materials
into its manufacturing process and ensuring quality
sources with its suppliers.

“We dedicate a department to testing our designs
and materials to ensure our operations are environ-
mentally friendly. Our clients want a simpler and
more natural way of life. They are interested in practi-
cal designs and they are starting to pay more attention
to quality materials and comfort. So we use our brand
values to help lead them towards a healthier lifestyle
— this is an important aspect of fulfilling our social
responsibility.” Zhou also says, “We focus on using
environmentally friendly materials and ensuring our
production process follows standards for carbon emis-
sion reduction. We aim for efficient operations while
doing our best to conserve energy and reduce pollution. All this embodies social

responsibility for us.”

INTEGRATING SOCIAL RESPONSIBILITY
INTO DAILY OPERATIONS

Zhou interprets corporate social responsibility broadly to include a general con-
cern for society’s most vulnerable groups in addition to a company’s responsibility to
create quality products for its customers. Zhou also believes that nurturing employ-
ees’ development, creating gainful employment and adding value to society, while
utilizing environmentally sound production processes are all key tenets of corporate
social responsibility.

With Zhou at the helm, Septwolves is integrating those key tenets of social re-
sponsibility into its daily operations. In addition to providing consumers with high-
quality products and using its brand values to guide its consumers to a healthier life-
style, Zhou believes in developing his employees to be leaders, thereby creating a more
meaningful and fulfilling corporate culture.

By institutionalizing opportunities for them to learn and develop at work, Zhou's

goal is for employees to realize that their development s tied to the company’s growth.
“We want our employees to understand the significance of their work. We are creating
a business together with the same vision and hopes,” says Zhou.

In the following interview, Zhou Shaoxiong explains how he is leading Sept-

wolvess current growth while integrating key tenets of corporate social responsibility.

Septwolves recently teamed up with Xinhua News Information Center and
Xinhua News Network to organize the 2010 China Corporate Social Responsibility
Summit and was awarded the “Most Outstanding Business” award. As director of
Septwolves, how do you define corporate social responsibility?

Corporate social responsibility must exude from
within an organization. A company’s core values, how
you help your employees fulfill their maximum value,

are all part of social responsibility. A business should

® make money because it is a necessary task, but it must

SEPTWOLVES

also consider how its existence benefits and creates addi-
tional value for consumers and society. Only when this

is achieved will a company achieve sustainability.

Why did you decide to donate to the China Foun-
dation for Youth Entrepreneurship and Employment?
Septwolves has always been involved in student
employment and youth entrepreneurial projects. I want
to encourage young people to start businesses and I hope
that I can help in some way. They have energy and ideas
but they lack funding and experience. These two things
are precisely what we have. We can provide the experi-
ence to help them succeed and achieve their goals.
The funds that these young people receive are all
donations. When young entrepreneurs need mentors
— - or management experience, we can provide guidance
and learning opportunities. We are also considering establishing a related organiza-
tion to manage this program more systematically in order to institutionalize and

foster public service.

How dboes Septwolves develop its employees?

Employee development is one of the most important parts of building sustain-
ability, which is why Septwolves invests a lot in employee training. We have a depart-
ment dedicated to improving training and systematically ensuring each employee
receives the right training.

We encourage our employees to be leaders so we set up a platform for them to
develop their entreprencurial ventures. If an employee has a business venture, Sept-
wolves will help develop the idea and provide training. If the employee passes training
and has potential and still wishes to start his own business, we can invest in him. We
can help him open a store and later his own company; and help him find other inves-
tors. If an employee has the vision and confidence, we try to nurture him with profes-
sional development opportunities. We already have a few employees that have been

successful in their own business ventures.
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Robert Zhenhua Wang, MBA 07, was selected 1o join the Swedish Institute Management Program.

efore joining CKGSB’s MBA Program in 2007, Robert

Zhenhua Wang worked in sales-based roles for a number

of large Chinese organizations. With the ambition to

move up into higher levels of management, Wang recognized his

need for further development. “My long-term career goal is to be

a top leader at the CEO level.

While T had experience in

‘ZOCC[ l [ C h l‘ne S@] sales, I wanted more training

in finance, marketing, and op-

mana gement Strategieg erations. I joined the CKGSB
MBA Program so that I could

tend t() . f b cus on the S hO f't— prepare for a more challenging

role in the future.”

term profit of the company; ™ g w i cxasss
the bottom line, whereas ™" "o = <o

vision complemented his own

N career goals and was attracted
global management =& e

S tra te g’ie S re]?ec t a lO n g proach to cultivating executive

level leadership and innovation.

term focug, 7 says Wan 2. While an MBA student,
Wang was also selected to at-

tend the competitive Swedish

Institute Management Program (SIMP), which focuses on enrich-

ing executive level talent and developing ties between Sweden,

China, Europe and India. Wang believes the long-term approach to

learning and management that he experienced at CKGSB prepared
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him with an expanded view of management possibilities. This
complemented his experience in Sweden where Wang was exposed
to Swedish management styles.

Wang was particularly struck by the different approaches
Chinese and Swedish companies took to corporate social respons-
bility. “People in China believe that CSR is synonymous with
charity, donations and contributions to the community. In Swe-
den, CSR is a basic responsibility and should be integrated into
the core business of a company. Companies should provide qual-
ity products to their customers, safe working environments for
employees and must accept responsibility for their environmental
impact. On top of this, companies must also make an ongoing
positive contribution to society.”

This conceptual difference also translates to the overall mana-
gerial styles Wang observed in both China and Sweden. “Local
[Chinese] management strategies tend to focus on the short-term
profit of the company, the bottom line, whereas global management
strategies reflect a long term focus. Profit, of course, is very impor-
tant. Global strategies, however, require patience to ensure that the
company will be sustainable in the market now and in the future.”

After graduating with his MBA in 2008, Wang has a long-term
leadership plan in his current role. Now as the Sales General Manager
for South, Southwest and Northwest China for Shell Tongyi, Wang
says, “CKGSB gave me the knowledge and skills to get to this point
very quickly, I have the knowledge, skills and power to develop the
right strategy for the company, and I can also link CSR to this strategy

to ensure the long-term viability of the business.”

) (4 un Tzu once wrote, ‘Strategy without tactics is the slowest route to victory; tactics without
/
f strategy is the noise before defeat.” I have been a strategist all my life. Strategists anticipate

long-run implications and the end game, and strategists see the big picture and choose
their battles carefully,” said MBA 2010 Class President Barry Chien. At 29 years old, Chien is an aspiring

entrepreneur prone to quoting Sun Tzu. He has also crafted a bold career plan centered on helping the

(X HIE N
A
1 ) Vi s
C(LASS
) VEn VDN , . ) o . . .
) ) Y v v (@ B flected in the consistently high stock valuations in China. I plan to assist Chinese firms to interface with
< < international firms and ultimately aid in the globalization of Chinese firms. I want to help develop a
\ 4K 44 sustainable strategy for Chinese businesses,” says Chien.

The first step in Chien’s bold vision is to assist in closing investment contracts at a boutique invest-

globalization of Chinese companies.

After graduation from the CKGSB MBA Program in October this year, Chien has ambitions to
join the high-growth technology, new media or retail and consumer goods sectors, which account for
over 25% of post-CKGSB MBA careers. “China is a high-growth environment; this fact is already re-

ment bank. “My entrepreneurial spirit is strong. In a world where too much capital exists, it would make
sense to join a startup company with equity participation. At the end of the day, both private equity
managers and captains of industry derive the bulk of their wealth from their equity.”

With a solid foundational executive business knowledge and access to an extensive network of pro-
fessors and fellow alumni, Chien is on the verge of the exciting next step in his career. Chien believes the
challenge he faces along with the graduating class of 2010 will be to use the skills and vision they have
cultivated throughout the CKGSB MBA program to identify the next big thing.

“In business, I'm looking for big-wins. I could become a great matchmaker between smart money

and quality projects,” says Chien.
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From government official to academic researcher,

Wang Zhenyao (EMBA 16th Intake) embarks on a new chapter in his professional career.

ast year, 56-year-old Wang Zhenyao (EMBA 16th Intake) became Director
of the Ministry of Civil Affairs (MCA) in China’s Department of Social
Welfare and Philanthropy. He then unexpectedly left this role to direct a
newly established research center at the Beijing Normal University’s School of Social
Development and Public Policy. The center, called One Foundation Public Interest
Research Institute, is where Wang advocates for the development of the public inter-
est sector in China.
Under Wangs leadership, the One Foundation Public Interest Research Institute
not only provides Chinese NGOs with project support

and consultation, but more importantly, it generates

into the business practices of individuals such as Chen Guangbiao, how could they be
expected to take the risk?”

Wang believes that while NGOs need to be accountable to the community they
are serving, the private business sector can offer some lessons on organizational struc-
ture and brand identity. This past June, the Red Cross Society of China suffered a pub-
lic credibility crisis when a young woman claiming to work for Red Cross Commerce
posted pictures of herself in decadent living conditions on microblogging service Sina
Weibo. Wang is not against the mixing of philanthropy and commerce: “Traditionally,

public philanthropy should have no relation to business

practice, but modern social organizations should utilize

and spreads research to help educate others about phi- “] 1 [L} e /) as f ] was best practices from the private sector, including business
lanthropy and civic responsibility. In this role, Wang is N .. models and methods, to develop.” He explained, “The
discovering that he can play a major role in spreading p /4 10]’70[1]1?; p()ll(,‘lP S " Red Cross is a nonprofit (organization) and ordinary
the values of philanthropy while also achieving profes- . people need charity; in this case, through attracting ad-
sional fulfillment. now [ am (l(/l’()(;(l tli /lg‘ vertisers, philanthropic organizations should be able to

As his first act as Director, Wang Zhenyao pro-
posed that each billionaire in China ought to donate
one million yuan to a philanthropic cause. While at the

ministry, Wang did lead social welfare initiatives, but

changes in society
and coming up

merge these two parties together.”
Wang also cited Cao Wangde, who was awarded
one of the 2010 Top Ten Philanthropists in China

prize. “According to current regulations, Cao Wangde’s

he could not make such bold suggestions. As a govern- W l' IL/I (ﬁé)c fl' ve so [ 7 fi() ns ” registered charity should pay 500 million RMB in taxes,
Il efjeciioe AL AN

ment official, Wang pushed for the establishment of au-

but if the stocks had been listed under Caos name as an

tonomous village elections, helping 900 million farmers sa L.d ’/I/(l n ‘(%‘. individual, the taxes would not apply. There was no le-
C

participate in village elections. He also supported the

establishment of a four-tier emergency response system

for natural disasters, in addition to a more transparent system of disaster management
and response. Wang also pushed for a minimum childcare standard for orphans and
for the establishment of urban social security and welfare systems.

Now as a leader of an academic institution, Wang enjoys the newfound freedom
to advocate for social action and to educate others about social responsibility. To ad-
dress the recent negative attention paid to philanthropic activities in China, Wang
actively engages with media to offer academic insights and commentary to increase
public awareness and understanding. “Wealthy people and philanthropy are inherentdly
linked — the greatest philanthropists are usually very wealthy. From a 2008 report,
it was found that half of the thirty richest people in the world are involved in some
sort of charitable activities. The proportion of wealthy people participating in char-
ity is higher than other economic groups. For those with the resources, philanthropy

becomes a mission, but if making donations attracts speculation and investigation
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gal or industry precedent for stock donations like Caos,
which is why research institutes like ours should offer
some policy recommendations and guidelines.”

Wang says he has greater influence now as a private scholar than he did during his
days as a government bureaucrat. “In the past I was promoting policies; now I am advocat-
ing changes in society and coming up with effective solutions.” At One Foundation, Wang
is hoping to reform the traditional Chinese attitude towards charity — as something that
should be anonymous, unstructured, and independent of government financial support
— into standardized processes that are transparent and efficient. Wang also wants to train
more leaders and experts in philanthropic practices to better guide struggling charities into
maturity, in addition to linking charities with businesses for program development.

“Chinese companies rarely have a CSR arm because, to them, charitable activities
are simple — they think it is only about donating money. Donating a little money is
simple, but when giving on a large scale, it becomes complex to manage so we need to

develop a system and strategy to ensure impact and accountability.”

Wang Zhenyao,
Director, One
Foundation Public
Interest Research
Institute at Beying
Normal University
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“I love books, but I don’t have
any at home. There aren’t

any al school either. When my
brother and I want to look at
books, we walk through the
mountains to get to town,”
says Bian Yusuo (8 years old,
(inghai Province).

UPDATE ON
THIE RED
SCARE
CHILDREN'S
LIBRAR)
PROJECT
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A full year into the project, CKGSB’s first major

/ charity is nearly halfway to its final goal. The

CKGSB Red Scarf Children’s Library Project

has established 238 libraries in primary schools across

China, half of the 500 libraries planned at the charity’s

launch last October. Located in undeveloped parts of 23

provinces, municipalities and autonomous regions, these

libraries provide young children in China’s least-developed

regions with a space to explore a range of donated books,
from novels to study guides.

CKGSB has announced that so far, 16 million RMB
has been raised by alumni and staff for the Library Project.

N The funds have been gathered by the China Communist
Youth League, CKGSB’s co-sponsor in the project, and are now being used to establish and stock
the libraries. A new transparency drive, in light of recent charity scandals in China, enables donors
to check their donations all the way to their final destination.

For many donors, contributing to the project has involved much more than giving money.
From its initial phase, when children and teachers were consulted about the books most in-demand,
to the opening of each library, nearly 500 CKGSB EMBA students and alumni have spent time
working with children and teachers to make sure the right books get into the right hands. By
volunteering, they have gotten to know the children, many of whom are the same age as their own,
albeit with very different life experiences.

With many of the new library bookshelves fully stocked in time for the 2011-2012 school
year, around 30,000 students are already directly benefiting from this project, a source of great
satisfaction for donors.

Since fall of 2010, EMBA students at CKGSB have been required to volunteer for projects
over the course of their studies. Since this new policy was implemented, EMBA students and
alumni have contributed more than 1,416 total work hours to public service activities. Those who
do, have their names posted on CKGSB classroom walls and on the CKGSB website, a public
display of their efforts. Students often need no encouragement. For many, volunteering at the
schools has been a moving experience, bringing home their reasons for placing such a high value on
education.

In recent lectures, CKGSB Dean Xiang Bing has reiterated the school's commitment to
cultivating business leaders with a sense of social responsibility. He has stressed that when it comes
to corporate social responsibility, business leaders need to do more than merely give money. They
need to contribute management expertise and time in order to create innovative and transparent
models of philanthropy. Speaking to incoming EMBA students in June 2011, philanthropist Peggy
Dulany-Rockefeller told students that as globalization develops, entrepreneurs needed to embrace a
new type of leadership capability, and contemplate how to help others and serve society as a whole.

The CKGSB Red Scarf Childrens Library Project has produced a large number of offshoot
outreach projects. The CKGSB Jiangsu Alumni Association is helping to pay university tuition for
a group of university freshmen. One group of EMBA students trekked out to a remote school to
start a library project. Another travelled to the Qinghai Plateau, bringing books and gifts to Tibetan
children at the source of the Yangtze River.

COMMUNITY
DENTELOPMENT

CNGSDB

ACTIENVEMENTS

April 29,2011

April 29,2011

May 3, 2011

May 7, 2011

May 11,2011

May 18,2011

May 27, 2011

May 28, 2011

CKGSB Jiangsu Alumni Association held a public
service event in Yangzhou. They donated libraries to three
schools in Yizheng.

Over 30 CKGSB alumni and their families
visited the town of Mafang in Pinggu district to celebrate
World Book Day.

CKGSB faculty, staff and alumni produced a music video to
promote charity at CKGSB.

The CKGSB Anhui Alumni Association walked to
Guangming Primary School in Chachu City to establish a
library and bring sports equipment to students.

Fourteen members of the CKGSB Shanxi Alumni
Association participated in a ceremony for the establishment
of libraries in primary schools in Jinyang County, Jinzhong.

Alumni from CKGSB’s EMBA 17th Intake

along with the CKGSB Shaanxi & Shanxi alumni
associations held a donation ceremony for the Children’s
Library Project in Xi’an.

Fifteen members of the EMBA 17th Intake spent
the day with students at Machang primary school in Pingba
county, Anshui City, Guizhou Province.

On the first anniversary of the establishment of the CKGSB
Hubei Alumni Association, members celebrated by
volunteering at a local school.

June 1, 2011

June 8,2011

June 8, 2011

July 13,2011

August 5 -11, 2011

August 16, 2011

August 27, 2011

August 27, 2011

August 28, 2011

Representatives from the CKGSB Shanghai Alumni
Association launched a library project at Chongming
Migrant Children’s School.

Over thirty alumni from CKGSB’s EMBA 17th Intake in
Shenzhen volunteered for the Children’s Library Project.

Opver thirty alumni from CKGSB’s EMBA 15th Intake
launched a Children’ Library in Beijing at the Yuquan Road
Primary School.

Students from the EMBA 17th Intake and 80 students from
the 18th Intake visited the Nuo minority primary school in
Jinghong, Xishuangbanna, Yunnan Province.

Students and teachers from Panzhihua Hope Academy came
to Beijing for a summer camp hosted by students from the

EMBA 18th Intake.

Students from the EMBA 16th Intake visited a Tibetan
school on the Qinghai Plateau to open a Children’s Library.

Students from the EMBA 18th Intake visited Xiahe in
Gansu Province to deliver books to five schools in the area.

EMBA students from the 18th Intake visited
Hulunber in Inner Mongolia to visit two already established
Children’s Libraries.

Students from the EMBA 16th Intake visited

a school in Balinyougqi prefecture in Chifeng, Inner
Mongolia, to officially hand over funds for school
reconstruction and e-learning.
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Pictures drawn by students from the schools that participated in the CKGSB Red Scarf Children’s Library Project.
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Hubei: On May 28, the CKGSB Hubei Alumni Association celebrated its first anniversary
by reading 3D and picture books with schoolchildren on Children’s Day.

Guizhou: Members
of the EMBA 17th Intake
visited Machang Primary
School in Pingba County.
The students received
gifts and shared with the

- CKGSB group their hopes
B for the future.

Chifeng, Inner Mongolia:
Mongolian children in
poverty-stricken Balinyouqi
prefecture in Chifeng,
Inner Mongolia received a
donation of 670,000 RMB
from CKGSB students.

The money will be used for
school reconstruction and
e-learning equipment.
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Yunnan: In July, students from the EMBA 18th and
17th Intakes visited a Nuo minority primary school
in Jinghong, Yunnan. The CKGSB students donated
books for seven libraries and 200,000 RMB to improve

learning conditions.

Gansu: A group of EMBA
18th Intake students
visited Xiahe county in
southern Gansu Province
in August, delivering
extra-curricular books to
students at five area school.

Inner Mongolia: Just in

. time for the start of the
new school year, a team of
Beijing: Members of the MBA Class of 2010 attended EMBA 18th Intake students
a graduation party in Beijing, auctioning a range §f visited Xinbaerhuyouqs,
things from bome—mo/eed]dishes and hand-designe Hulunber to view two

t-shirts, to tickets for shows. They raised 20,000 RMB,
enough to establish a Children's Library.

I

libraries being established
by CKGSB.

R 8 4
Qinghai: CKGSB’s Library Project has reached the
Qinghai platean, home to the source of the Yan,

River. Tibetan children put on a performance ;or
EMBA 16th Intake students who visited them in August
to open a Children’s Library.

| Jiangsu: In August, members
s of the CKGSB Jiangsu
Alumni Association came
together with university

students in Nanjing. Forty

Beijing : For a week in August, a group of students and

teachers from Panzhibua Hope School took part in a students received tuition
summer camp in Beijing hosted by EMBA 18th Intake = Tl s an  eE BRI U | support from a fund of
students. Panzhihua Hope School is a recipient of a 200,000 RMB donated by
Children's Library. 2 CKGSB students.
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CKGSB & COLUMBIA BUSINESS SCHOOL PARTNER
FOR "GLOBAL BUSINESS STRATEGY: CHINA”

Yrom August 29 to 31, CKGSB and Columbia
l Business School held a joint program called “Global
Business Strategy: China” for leading executives from the
U.S., Europe, and Africa eager to learn more about China.
This was the second event between the two schools to offer
open enrollment geared towards multinational corporate
executives. CKGSB and Columbia Business School’s top
professors, with their common global perspective and
understanding of China gave students insights into China’s

economy, society, businesses and commercial enterprises.

They discussed how multinational corporations position £ - nr 04 o2 O Mureo Mattiacei speaks at

themselves in the market and how they formulate develop-
ment strategy in China.

“In the next decade, the world’s main force of eco-
nomic growth will be Asia, with China at the center of

economic development. Future experts on the growth

“Global Business Strategy: China.”

of the global economy must have a profound under-
standing of China and win over the Chinese people,”
said CKGSB Dean Xiang Bing. CKGSB Associate

Dean and Professor Economics and Human Resource

Management Wang Yijiang introduced students to
China’s continuously developing institutional and
trade environment. CKGSB Professor of Strategy and
Innovation Liao Jianwen gave a talk on the changing
competitive environment for multinationals in China.
Highlights for participants were discussions between
Ferrari North America CEO Marco Mattiacci, Huamei
Group Chairman Dominic Ng, Harry Winston CEO
Frederic de Narp, and Charlotte Chairman and CEO
Jenny Ming who shared their insights into the changing
Chinese consumer market and the nature of government
and commercial relationships. They also discussed the
effect that U.S.-China trade relations have on MNC
operations and how MNCs can establish good working

relations with domestic companies.

DEAN XIANG MEETS
WITH BRIC COUNTERPARTS
IN MOSCOW

( 1 KGSB Dean Xiang Bing attended the fifth anniversary celebrations of the Moscow School of

A Management Skolkovo in Moscow from September 16 — 17. Prior to the celebrations, Dean

Xiang met with leaders from the host school, as well as the deans of two other top-rated BRIC (Brazil,
Russia, India, China) nation business schools: the Indian School of Business, commonly known as
Hyderabad, and Brazil's Fundaggo Dom Cabral (FDC). By forming strong alliances with leading
business schools in emerging economies that will be engines of global growth in coming years, CK-

GSB is helping shape the next wave of global business education.
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INSEAD Dean Dipak C. Jain and Associate Dean Liu Jing.

CKGSB HOSTS
INSEAD DEAN
DIPAK C. JAIN

(7) n September 6, INSEAD Dean Dipak C. Jain and INSEAD
7 Deputy Dean Peter Zemsky visited CKGSB to meet with
CKGSB Associate Dean Wang Yijiang and Associate Dean

LEADERS DISCUSS
CHALLENGES
AT CEO DIALOGUE

On June 23, CKGSB partnered with The Conference
J Board to present “Dialogue with CEOs: CEO Chal-
lenges 2011.” Dr. Bart van Ark, Senior Vice President and
Chief Economist of The Conference Board shared findings
from the 2011 CEO Challenge Survey, an international
survey in which CEOs identify their most critical challenges.
CKGSB Professor of Managerial Pratice Shalom Saada Saar,
Professor of Economics Li Wei, Associate Dean and Associ-
ate Professor of Strategic Management Teng Bingsheng and
CKGSB alumni participated in a breakfast roundtable and an
afternoon roundtable and panel discussion. The conference
brought together top managers of multinational corporations
operating in China and the Asia Pacific region to discuss the
rising business challenges they are currently facing and effec-

tive ways to address them.
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PROFESSOR HENRY CAO
RUNNER-UP TO
SPANGLER IQAM PRIZE

( " hair of the CKGSB Finance Depart-
_4 ment and Professor of Finance Henry
Huining Cao has received the runner-up
prize to the 2011 Spiingler IQAM Best Paper
Prize for his paper, “Fear of the Unknown:
Familiarity and Economic Decisions,” that
was recently published in Review of Finance
(volume 15, issue 3, July 2011). Professor
Cao accepted the prize at the Annual Meet-
ing of the European Finance Association in
Stockholm, Sweden on August 19, 2011.

Professor Cao accepts the runner-up prize to the 2011
Spéingler IQAM Best Paper Prize at the Annual Meeting
of the European Finance Association in Sweden.

The Spingler IQAM Best Paper Prize is an annual prize given by the leading international journal,

Review of Finance. The three best papers from the journal’s previous four issues are awarded a first place

prize and two runner-up prizes.

Professor Cao’s paper offers a model to help explain why individuals tend to focus on worst-case scenarios

when contemplating a decision that deviates from the status quo. This model of familiarity bias is used to

examine the endowment effect, portfolio underdiversification, home and local biases and the implications for

equilibrium asset pricing. The paper predicts that a modified capital asset pricing model holds wherein the
market portfolio is replaced with a portfolio of the stock holdings of investors not subject to familiarity bias.

CKGSB Dean Xiang Bing meets with deans of business schools from BRIC countries.

( “VKGSB Dean Xiang Bing spoke at the Ernst

C KG S B DEAN XIAN G N4 Young Tnaugural Global Grovwh Forum
BING SHARES 1.t o i vt i
| N S | G H T AT globalzation,and the numerous changes Chinese
ERNST & YOUNG'S 1o i e g i
IN AU G U RAL  sized the importance of a new; broader definition
CROWT HGFIbORBlfI\I/_I et et ot ot e o

wealth application

The Ernst & Young Global Growth Forum
provided a platform for top business executives
and experts leading the world’s most powerful in-
stitutions to share knowledge on growth optimi-
zation and market potential within current global

trends in business.

Liu Jing. They discussed with Dean Jain CKGSB's unique faculty-
managed school structure. INSEAD, an international business
school with campuses in France, Singapore and Abu Dhabi, and
CKGSB have long enjoyed a friendly relationship fostered by such

informational visits for idea exchange.

CKGSB Dean Xiang and Henry Kissinger,
Jormer U.S. Secretary of State, at the Ernst &
Young Inaugural Global Growth Forum.

Other speakers at the Forum included Gor-
don Bajani, former Prime Minister of Hungary;
Henry Kissinger, former U.S. Secretary of State;
A.G. Lafley, former Chairman, CEO and Presi-
dent of Procter & Gamble; and James S. Turley,
Chairman and CEO of Ernst & Young.
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CKGSB Dean Xiang Bing and Kunming government leaders.

CKGSB KUNMING
SUMMER FORUM FOSTERS
INCLUSIVE GROWTH

( 1 KGSB and the Yunnan provincial government co-hosted the 2011 CKGSB Summer Forum at the
A Memorial Hall of Victory in Kunming, Yunnan on July 15. Over 1000 participants, including CKGSB
alumni, experts, scholars and business leaders gathered to share knowledge and insights on innovative models
for new development in western and southern China and the ASEAN member countries.

CKGSB Dean Xiang Bing delivered a talk titled “Global Business Courses — Inclusive Growth” that
focused on how China can bridge the gap between economic growth and a peaceful society. Dean Xiang
said that although China’s economic growth has captured the attention of the world, China must focus
on increasing workers’ salaries, narrowing income disparity, building Chinas middle class, and ensuring
stability. CKGSB Economics and Human Resource Managment Professor Wang Yijiang spoke on the
wealth of the masses as a fundamental part of a country’s economic development.

Additional speakers included Former Vice Minister of Commerce and China Center International
Economic Exchanges Secretary-General Wei Jianguo; Malaysian-Chinese business leader and Country
Heights Holdings Berhad Chairman Li Jinyou; Yunnan Provincial Party Committee Secretary and Pro-
vincial People’s Congress Chairman Bai Enpei; CPC Yunnan Provincial Committee Deputy Governor
Luo Zhengfu; and China Securities Regulatory Commission Inspection Division Director Nie Qingping.

The CKGSB Summer Forum has been held in Yunnan annually for the past three years. As one of
the most important provinces in western China, Yunnan links the western region’s economy to the rest
of China and Southeast Asia. Yunnan is not only crucial to inter-regional communication, the region’s
unique culture, abundant funding sources and headquarters of many overseas Chinese businesses makes

ita center for western China’s economic growth.

PROFESSOR CHO DONG-SUNG DISCUSSES
STRATEGIES OF CORPORATE LONGEVITY

On August 24, 2011, CKGSB and the Korean Chamber of
J Commerce in China co-hosted a seminar called “Strategies
of Corporate Longevity.” CKGSB Professor of Strategy Cho Dong-
Sung and two experts from Seoul National University’s L&S Center
for Corporate Longevity shared insights and discussed the character-
istics of corporate longevity.

The two experts from Seoul National University’s L&S Centre
for Corporate Longevity shared insightful analysis of management
concerns for international corporate longevity. Over 40 Korean en-
trepreneurs in China took part in the CKGSB and Korean Cham-
ber of Commerce’s Strategies of Corporate Longevity seminar. Dur-
ing the three-hour seminar, CJ Group’s Chief Representative and
President of the Korean Chamber of Commerce, Geun-tae Park,
other Korean entrepreneurs, and CKGSB professors participated in

the energetic exchange.
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Professor Cho shares bis insights at an open seminar with the Korean Chamber of Commerce in China.

CKGSB RELEASES ITS

MBA 2009 CLASS CAREER REPORT

Average MBA salaries continue to rise,

with a focus on China experience and global perspective.

Vl‘he CKGSB MBA Career Management Center (CMC) released its MBA 2009

Class Career Report based on the data from 55 students six months after their

2010 graduation. The report features a comparative analysis of the industries, func-
tions and occupations of the graduates before and after their participation in the
CKGSB MBA program.

CKGSB MBA 2009 class graduates earned an average annual wage of 348,000
RMB, constituting an increase of 100% over pre-MBA salaries. Finance, new media,
manufacturing and consulting were the four industries employing the greatest num-
bers of graduates. The four most common functions were general management, fi-

nance and accounting, marketing, and consulting, respectively. CMC Senior Manager

MBA 2009 CLASS
PRE — MBA INDUSTRY

T™T
Finance 19.6%
Consumer Products & Retail 15.2%
Industrial Products 8.7%
Energy & Utilities 6.5%
Healthcare 6.5%
Education/NGOs/Government 4.3%
Logistics 4.3%
Consulting 2.2%
Other 2.2%
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Gavin Liu emphasized that while the 100% increase in average salary following an
intense year of English-language full-time MBA study is a gratifying result, it is even
more important to consider the pronounced value of an MBA education over a period
of five and ten years.

The CKGSB MBA Alumni Five-Year Career Survey showed that alumni
achieved an average salary increase of 283% in the five years after graduation. Liu at-
tributed this to the MBA program’s focus on providing students with the foundation
to develop their own long-term strategic vision and entrepreneurial spirit. In addition,
over 60% of CKGSB MBA graduates switched industries or functions upon gradu-
ation. Although these transitions certainly influence the starting salaries of these stu-
dents, transitioning to growing industries or upper management positions offers them
greater platforms for professional development in the long-term.

A highlight of the CKGSB MBA 2009 Class Career Report was the success of in-
ternational students in pursuing professional opportunities in China. Their employers
included well-known multinational companies and rapidly expanding Chinese enter-
prises. Malaysian graduate Jin Keat Lai joined Booz & Co as a senior consultant; MIT
alumnus Charles Van Buren, leveraged his experience in the American Internet market
to join Touch Media as director of CRM; and Korean student Jack Jung is now a sales
manager in charge of major Korean accounts at Bekaert (Asia).

As the Chinese economy globalizes, CKGSB’s MBA program offers the world-
class faculty and insights into Chinese and emerging markets to equip graduates with
the capacity to respond to the demands of the labor market.

CMC Manager Zhang Jiewei said that Chinese enterprises looking for appli-
cants for high-level placements are increasingly interested in an applicant’s industry
experience, English ability, and global strategic vision. As Chinese enterprises de-
velop, they would be best positioned to lead the enterprises in possible bids to go

public or expand globally.

MBA 2009 CLASS
POST — MBA INDUSTRY
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1KGSB announced its expanded roster of tenured faculty and visiting faculty for the academic year 2011 —
EX PAN D E D (A 2012. In addition to having Chinas most influential alumni network and offering unrivaled insights on China
F AC U LTY through key business programs, CKGSB continues to bolster its world-class faculty as listed below.
FO R Professor CHEN Long is Professor of Finance
(formerly of Olin Business School, Washington University in St. Louis)
2 01 1 - 2 01 2 Professor GAN Jie is Professor of Finance (formerly of HKUST)
Professor HE Hua is Professor of Financial Practice
Professor LI Lode is Professor of Operations Management
Professor LI Wei is Professor of Economics (formerly of Darden Business School, University of Virginia )
Professor LI Xiaoyang is Assistant Professor of Economics and Finance
Professor LIU Jin is Professor of Accounting and Finance
(formerly of Anderson School of Management, UCLA)
Professor OU-YANG Hui is Professor of Finance
Professor Shalom Saada SAAR is Professor of Managerial Practice
Professor SONG Zhongzhi is Assistant Professor of Finance

Professor SUN Baohong is the Dean’s Distinguished Chair Professor of Marketing
(formerly of Tepper School of Business, Carnegie Mellon University)

CKGSB warmly welcomes new and returning visiting professors as listed below:
Professor Jack CHEN is Visiting Associate Professor of Marketing
Professor CUI Haitao is Visiting Assistant Professor of Marketing
Professor Jennifer HUANG is Visiting Associate Professor of Finance
Professor LI Haitao is Visiting Professor of Finance
Professor Vicki TANG is Visiting Associate Professor of Accounting
Professor LIU Xiaolei is Visiting Assistant Professor of Finance
Professor LI Xuenan is Visiting Assistant Professor of Finance
Professor ZHANG Hong is Visiting Assistant Professor of Finance
Professor Juliet ZHU is Visiting Associate Professor of Marketing

CKGSB professors are widely acknowledged for their important research contributions. They rank sixth
per capita in a global ranking of publications in top academic journals. CKGSB faculty, through their innovative
research and close relationships with leading domestic executives, provide global thought leadership on both the
theory and the practical reality of business in China. They have generated important insights on subjects such as the
globalization strategies of Chinese companies and competition and collaboration among state-owned enterprises,
private business and multinationals. Most of CKGSB’s faculty members were raised in China and studied and taught
in the U.S. or Europe before returning to join CKGSB. Other faculty members hail from Korea, Japan and North
America. CKGSB professors diverse backgrounds and extensive overseas experience have left them ideally positioned

to interpret global businesses in the context of China and the West.
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CRGSD
UPCOMING
EVENTS

Scan this code with your phone
to be taken directly to our website to
stay updated on upcoming events.

UPCOMING I

LEVENTS

OCTOBER 13
SCHOOL OPENING CEREMONY

n October 13, CKGSB will hold its Opening Ceremony at Diaoyutai State Guesthouse

to welcome new and returning students to the new academic year. Over 900 incoming

and outgoing students will share the day, along with CKGSB Dean Xiang Bing, faculty
and dignitaries. The 2011 intakes include over 200 executive MBA students, 60 finance MBA and
50 MBA students. The ceremony will also graduate 200 EMBA students, 55 FMBA students and
40 MBA students.

OCTOBER 21
CKGSB EXECUTIVE SUMMIT IN NEW YORK

group of 80 EMBA students will join CKGSB faculty, over 300 executives, government

/ officials, entrepreneurs, and economists from China and the U.S. in New York on Oc-
ober 21 for the Eighth China Institute Executive Summit. This year’s speakers include

Kurt M. Campbell, U.S. Assistant Secretary of State for East Asian and Pacific Affairs and Julie
Nixon Eisenhower. As a co-organizer with China Institute, CKGSB EMBA students will have the

opportunity to serve as panelists and share their views on China in the global economy.

NOVEMBER 4
ERNST & YOUNG ENTREPRENEUR OF THE YEAR

n November 4, the annual Ernst & Young Entrepreneur of the Year awards will be held
at China World Summit in Beijing. The ceremony which will award the best new en-
treprencurial talent of 2011 will feature presentations from past winners, Liu Yong Hao
and Guo Guangchang. CKGSB Dean Xiang will engage in round table discussions moderated by
CKGSB Associate Dean and Associate Professor of Strategy Teng Bingsheng and Associate Dean

and Professor of Accounting and Finance Liu Jin.

NOVEMBER 7
GLOBAL CHINA BUSINESS
MEETING IN VALENCIA, SPAIN
fter a highly successful collaboration in 2010, CKGSB professors and students will attend

/ the Global China Business Meeting this November in Valencia, Spain, where CKGSB

will partner with Horasis. This will be the seventh Global China Business Meeting, which
will bring together 400 business leaders from around the world to discuss the Chinese business cli-
mate with the theme “Globalizing Chinese Firms.” Sixty participants from CKGSB’s 2011 China
CEO Program and CKGSB faculty members will attend and share their thoughts on CKGSB’s

own European launch as part of a larger globalizing trend.

JANUARY 8, 2012

CKGSB SANYA FORUM

F Y heannual CKGSB Sanya Forum held at the Sanya Sheraton is an exclusive gathering of
alumni, business leaders, academics and visionaries from China and around the world.
The weekend conference is held at the tropical resort city of Sanya on southern China’s
Hainan Island. The conference generates powerful new insights into the changing face of business
in China as well as its impact on the global economy. Check www.ckgsb.edu.cn for upcoming

registration details.
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You lead a multinational company in China.
You want the inside track on local business.
Our China Country Manager Program

The China Country Manager Pro-
gram was designed for people like
you: high-ranking executives who
need to understand and anticipate
changes in the fast-moving Chi-
nese business landscape.

The program offers insights you
need to map out strategy for your
company’s next stage of growth.

Comprehensive Course
Structure

The program focuses on business
at three different levels: macro,
corporate and individual. Two
days of classes in Beijing focus on
global economics and China’s poli-
cy environment. Learn how to tap
new markets and create growth
opportunities for your company in
China.

Three days of classes in Shanghai
focus on emerging market strate-

paves your way.

=0
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gies. Get the know-how you need
to collaborate and compete with
a rising generation of ambitious
Chinese companies.

Two days of classes concentrate on
leadership skills and are held in
conjunction with CKGSB’s annual
forum in Sanya. Network with top-
level Chinese business executives,
government officials and business
leaders from other multinational
companies.
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World-class Faculty

CKGSB, founded in 2002, is a non-
profit, private, independent Chinese
business school. With financial
support from the Li Ka Shing
foundation, CKGSB has recruited
professors from some of the world’s
best management schools, including
Wharton, Stanford and INSEAD.

Our faculty provides a rare and

For inquiries about the program please email cm@ckgsb.edu.cn

Tower E3, 3/F Oriental Plaza, 1 East Chang’an Avenue, Beijing, 100738 China Tel +8610 8518 8552

valuable combination of inter-
national experience and on-the-
ground insights into China busi-
ness.

22

A Powerful Network of
Decision Makers

Gain perspective on your own
business strategy as you meet and
share experiences with your class-
mates and alumni — the powerful
network of China executives who
will be your partners and competi-
tors.

The Right Choices

Our China Country Manager Pro-
gram is the course of choice for
executives of multinational compa-
nies seeking a competitive advan-
tage in China’s complex business
environment.
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SCHOOL OF BUSINESS

www.ckgsb.edu.cn

China From The Inside

A Global View for Global Executives

CKGSB offers:

Y

Short-term programs,

long-term payoffs

CKGSB provides customized programs that offer EMBA
students and business executives a first-hand view of China’s
unique business context. The academic sessions are led by our
renowned professors, combining in-depth lectures on
China-specific business topics taught by prominent experts with
interactive company visits and cultural events.

e In-depth insights into the unique opportunities and challenges of China business

e Interactive sessions with prominent experts on China-specific business topics

e Company visits to gain first-hand insight into doing business in China

e Analysis of successful strategies for competing and collaborating in China

e Networking opportunities with other high-level business executives in the CKGSB alumni network

www.cheungkong-gsb.com

For inquiries, please e-mail contact@ckgsb.edu.cn

"I was hugely impressed by the extent to which China has
progressed from a planned economy to a market economy and
the influence Chinese companies are having on global
competition."

—UCLA Anderson School of Management EMBA participant

“The depth of insight and experience of your faculty is
incredible and provides us with a great context to better
understand China.”

—Tony Arrell
Chairman & CEO, Burgundy Asset Management Ltd.

CKIGSB

3/F, Tower E3, Oriental Plaza, 1 East Chang‘'an Avenue,

Bejing 100738, China Tel.(86)10-8518 8552
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CHEUNG KONG GRADUATE
SCHOOL OF BUSINESS
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CKGSB Beijing Campus
Oriental Plaza, Tower E3, 3F
1 East Chang’an Avenue
Beijing 100738

China

Tel: 86-10-8518 8858

Fax: 86-10-8518 6800

CKGSB Shanghai Campus
2419 Honggiao Road
Shanghai 200335

China

Tel: 86-21-6269 6677

Fax: 86-21-6269 6255

CKGSB Shenzhen Campus
East Pacific International
Center Tower A, 31/F

7888 Shennan Road
Shenzhen 518040

China

Tel: 86-755-8283 5188

Fax: 86-755-239 46732

CKGSB Guangzhou Office
C.C. Tower, 8/F

1 Huaxia Road

Guangzhou 510623

China

Tel: 86-20-2885 2588

Fax: 86-20-288 52582

CKGSB Hong Kong Office
Citibank Tower, 32/F,

Suite 3203

3 Garden Road

Hong Kong

Tel: 852-3698 0981

Fax: 852-3698 0985

CKGSB London Office
DIFC Global

11-12 St. James's Square
London SW1Y-4LB
UK

Tel: 44-20 7104 2380

CKGSB New York Office

111 West 57th Street, Suite 418
New York, NY 10019

USA.

Tel: 1-212-782 3998

Fax: 1-212-782 3998

CKGSB

BV EIF K
CHEUNG KOMG GRADLUATE
SCHOOL OF BUSINESS

Know what’s
next for China
CKGSB MBA graduates

Know China as it is

Other MBA graduates
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Success belongs to the few,

The CKGSE MBA Program is a leading boutique course designed to cultivate the next generation of business lsaders with unsurpassed global perspec-

tive and local insights

The CKGSB MBA is a full-time, 12meonth program based in Beijing and taught in English, with courses delivered by intemational professars who have
served on faculties such as Wharton, Stanford, Harvard and INSEAD. Our faculty ranks sixth among worldwide business schools in research contribu-

tions and our professors take up advisory roles in global policy-making bodies. We pri

the Chin market, We are at the forefront of Chinese business egucation in the

guide into the new « = of this emerging giant.

Know What's Next.



