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Dutch Meat & Feed Centre
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China — Netherlands
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China — Netherlands
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Population (81x)
N (8115

160 cities > 1,000,000
160N 17> 1,000,000




China — Netherlands
1 [E]— fa =

* GDP (6.2x)
> GDP(6.21%)



Netherlands = China / fif == >
2"d Jargest trade partner from EU / B B3 26 — KA 7 & AEAKFE

3rd Jargest country foreign capital ($ 11.9 million) / 28 = K4}
E R AEZR (1190 JiZEIT)

China = Netherlands , EU / H1 [E > 17 =, K
2nd Jargest export market / 25 — K H H T
2nd [argest investor / 55 KRB H

China and Netherlands / H [E[ Flfnf =
68.2 billion trade, / 682 141 %A & %t



China*f
15t largest producer pork / 55— KI& IR A 5= [H
15t largest producer table eggs / — KEIFRA = H
2nd Jargest producer poultry meat / 25 — K& R4 r= H
2nd Jargest producer of animal feed / 5 — KWy iE LA 7= &

Netherlandsfif ==

15t largest importer agricultural resources / 25— A ARV B A
o

2nd |argest agricultural exporter / 55 — L H



Issues in China / H [E [ Il B A A
Food safety B /&4

Food security / *E%\ﬁé
Food inflation / & /i K

“Chinese consumers spent 25% of their annual income on food (ref. 2010)”

“Lf [F R G FYCANI25% 1L B [ (S 20100 7



Needs in business in China
7E 70 [ S M 55 Fr b 75 B B 55

* Have focus
HH A

* Have sound strategy

763 B IS

* Accurate in laws and regulations

R PR E AP S v ,
Don’t go with the flow

» Selective in market intelligence Ny S
XTI iEicE R

* Have good local network

A R L A 1 ) 265
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Dutch Meat & Feed Centre
—F4= N/, > — /—/_A M2y »
far = RIS 5 1 gLl
°  Bridge behavioral, cultural and professional gap
TN ST Bl 22 BE 2 8] R 42
* Beijing-based business support and development portal

(AR RIS N STk 76 s SR

»  Company-wise: commercial V.

 Operation-wise: semi-governmental 2~ Jff
* Value added service both in China and Netherlands
R A ey 22 4T B R 55
*  For individual companies and for platforms
R AT 6
» Network and relationship development / M F15< 2 19 &
» Account management / Ik J & ¥
Project management / i H & ¥
»  Market analysis / i30T



Whole chain, from farm to fork
FEATEE, AR RIE
Companies from supply and
processing segments of chain

K B PR AE NI T3 B 2 7]

Platform is a portal, behind that members operate their
commercial activities

FER—ATT, Rafllg=E AR EiEsh

I




Value proposition¥1{E 3= 5K
Focus is first on knowledge, second on products.
HRRE T AR, HE
Costumer value &4 {E
More on process and relationship than on product as such
FHEECT 7, EOQE T AN R, W
One-stop shop, portal for complete practical solutions in the pork chain
— b3, B PO BE ) S8 BE ST H IR R T S
Supports Chinese company in their strategic development
SCRE A A R e R
Market segment i 3417

Sub-top, well-known but not directly top 5 (individual companies have already access to these
themselves)

IR, A4 HREIFEER AT (D AN A A B & CHA SREUX L 1) 17)
Cost structure J§ A 25 14
Service fee for staffing and office / A\ & FllJp A 3%
Additional costs for activities (preferably subsidized) / V&3l & ~b 2% B (1358 55 B))
Value network /B /X 2%

Branding of Orange Pig itself, not of individual companies (WHOLE chain branding
A g e MR SR R et R, T SR 2w A P B R HE )
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Attractiveness of platform

Dutch government: central portal to tune their own bilateral relations
with business demands

faf ZIHUM: A EH XL R R R EIRA

Chinese government: neutral, as Orange Pig operates as semi-
governmental

FIEBUF: SLET, RO gL B v BUR H Zis 1R

Dutch companies: provides contacts and entries which they can not
easily access themselves

fif =\l AT B OANRERR 25 3R 15 B2 7 A iR
Chinese companies: more visible

FEAF: WL



DMFC, Orange Pig
fip = PRISR St ey, o 2l ER BR
* Network and knowledge driven

[ 22 A1 AR DK 5]

* Ability to transform own knowhow and technology into local
applications

A BE TR B B B FIR AT EOR B 45y A b bz ]

* Bridging between China and Netherlands
A [ 5 far == 22 RV A5 B 2l iy




Establlshmg vour business in China

A E &SI A
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Matters to consider

&
Cultural differences

Xtz 57



Summary — Basic cultural difference

RY TR P Ob A

*  Collectivism vs Individualism
EEFEXENMANEX
Chinese list top 5 collectivism ranking; Dutch list top 5 individualism ranking (one of the most
independent people in Europe: Top 2:Great Britain; Top5: NL)

A NAEERAR T XHMTE; EHEA TS, far 2 NAED N T G TR A4S
*  Religion does not hold a high place in Chinese society.
SRR E A2 A MRS AL
*  Confucius — Traditional Chinese Value (Chinese people are proud of)
L7- gt ENE
- Long historical heritage
T T SR ae
- Filial (son to father)
F(THAR)
- Respect for the maturity and age
B3
- Loyalty and devotion to state ( changing, getting less important)
X E S BN = R (AR DU, ARG A4 B )
- Tolerance, propriety, deference ( changing, getting less important)

5, L, BHE(EENRE, BEAI2EE)




The value and importance of Guanxi
KARYMENEEZE

Establishing trust is very important to both culture , can take long time
TEPIRSCAL 2, S R R AR R B, (H e AR A s ]
Essential for foreign companies to have Chinese
manager with ‘feet on the ground”

XAMNE AR S, AP EZE DA DR
Creation of a comfortable atmosphere
BIE — 8T 3 ) 5
The importance of food & drink (“ganbei”)
BRI EEE C T4 )




Relationship “guanxi”/network is one of the most important
issues in China:

“RER” [NBRRIZERTE A E R EE W — [ & .

Make friends and build up trust first, brings to real business
afterwards

IR, BSAEE, REHERE SRS

Cultivate and long term invest important relationships

B TR MK IR R BN R AR

Patiﬁnce: contracts, trust, establishing business takes longer
in China

MG — &, E4E, B0 E 75 ZE B AT IR ]




Make good investigations/ market research before investing a project
in China
EFEBEEZH, ZiFnaiRE/ MR

Governmental policies (most important: RIGHT interpretations for
the policies and regulations!!)

WU BUR (B B JE . TR AR R B IR sz 1)
(e.g.: 12t five-year plan China’s National People’s Congress)
(Flgn: A4 E N RAR KRS+ A A TTR)
Market research (market & network)

[EEZL0I o

Approach RIGHT partners ( Chinese organizations, companies and
people; Dutch organizations and companies in China)

SRIOE IR SRR BRI, A FAID NG A= AE R E
HLA AL 22 7))



Communication and Negotiation
B 5 RH
Clear communication structure
i AT ) 9 388 45 74
Emphasize what you can bring to the table
s R VR RESE A4
Get Clear what your Chinese partner is brining to the table
FriE AR E SRR RE I i R AT 4
(can be confusing for Dutch people: 1) the last sentence can be the
important information for the whole meeting; 2) changing thoughts faster

- opportunities driven; 3) no open confrontation with problems, keep the
face

(AT RE XAy =2 NIl PR 28 1) i e — A il Al RE 2 2 B W B
By 2P AR B YE - ML IRE); 3) AT SO U, BT T









What is the most challenging factor for your company in
setting up business in China?

FEH B SL  w e SR E I R R A A

Opportunities and Threats of the business model?

e MY AR AL 2 5 B ?

Can our approach be copied for other countries? Or is it
typical Dutch culture?



