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Planning for Our Future

By Anthony Wu A8

undertaking. Planners evaluate current facilities, estimate

future trends and propose projects that will ensure that
the roads, ports, power and other foundations are available
to support the next phase of social and business activity. The
Airport Masterplan 2030 is just such an exercise, and your
Chamber supports the effort to ensure that our businesses have
the facilities they will need.

Your Chamber supports the expansion of aviation facilities at
the Hong Kong International Airport as one of the better uses for
taxpayers’ money. Proper attention needs to be paid to transport
interconnectivity in the broader PRD, to the environment and to
the challenge of finding the people to undertake these projects.
But, at the end of the day, if we fail to allow sufficient extra
capacity to be constructed in a timely manner, the effect will be
to reduce economic growth, decrease employment opportunities,
and undermine our overall competitiveness.

Of the pillar economic sectors of Hong Kong, trading, logistics
and tourism benefit most directly from investments in airport
infrastructure. But one should not overlook the importance
of air connectivity to the financial services industry and the
“headquarters” economy.

Many multi-national corporations and financial institutions
cherish their strategic presence in this vibrant city for business.
As of June 2010, there were over 3,600 regional headquarters and
regional offices located in Hong Kong. An efficient airport with
good capacity is definitely one of the essential elements that helps
captivate the minds of MNC leadership and business travellers.

The competition in attracting MNC regional headquarters is
very intense. Many cities in the region are vying for the leadership
position through different initiatives, including invariably
enhancing their transportation links. Hong Kong cannot afford
to lose its edge, but we would risk being overtaken if we sit on
our laurels or dither on the way forward. At present the Chek
Lap Kok airport is already operating at 93% of permitted runway
capacity and, at present growth rates, it will be slot-constrained
in 2018. That would mean driving away flights and reduce the
attractiveness and significance of Hong Kong.

Some suggest that better air traffic collaboration in the Pearl
River Delta (PRD) might represent a better alternative than
expanding our own capacity. No doubt Hong Kong should work
toward better regional collaboration, in particular maximising
coordination among the PRD’s air traffic control authorities.
However, we should not assume that regional cooperation alone
will provide sufficiently competitive solutions for Hong Kong.
Hong Kong must plan for its own needs.

Investment in a third runway is an urgent requirement if our
airport is to retain its pre-eminent hub status and Hong Kong’s
position as the pre-eminent financial centre in the region, a
leading logistics and trading hub, as well as tourist destination. ¥

I nfrastructure development is, by necessity, a very long-term
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| News in Brief Ei&1R:N |

HKGCC Appoints Shirley Yuen as CEO
BEEERERDREREH

The Hong Kong General Chamber of Commerce announced on August 2 the
appointment of Shirley Yuen as its CEO with effect from August 8, 2011.

Announcing the appointment, HKGCC Chairman Anthony Wu said, “With her
proven track record in the civil service and her wealth of experience in international
trade, I am very confident that Miss Yuen will provide strong leadership to the
Chamber Secretariat, and help us better serve the needs and promote the interests
of our members as well as the entire business community.”

During her 20 years in the government, she served mostly in the commerce and
trade policy area, taking part in numerous international negotiations. She was also
directly involved in the formulation of CEPA with the Mainland. Between 2003 and
2006, she worked as Administrative Assistant to the Financial Secretary. Before she
left the civil service, Yuen was a Deputy Secretary in the Transport and Housing
Bureau, in charge of public transport policy. Yuen is a psychology graduate from
Oxford University.
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The world's top destinations Most of world’s leading businesses
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ARERNEIRBEEEHE) A new survey has found that Hong Kong is the world’s
1. Hong Kong &8 (191) | most popular destination for businesses looking to set
?' %EZP%;% A3E 8323 up an international office. The “Business Footprints”

4. London &% (177) | Survey, carried out by the property consultancy CB
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Half of Hongkongers to buy
tablet computers
FHOEAIGIEE TIRER

Half of Hong Kong consumers indicated
they are likely to purchase a tablet
computer this year, according to TNS.
The market research firm survey revealed
that 17% of Hong Kong consumers own
a tablet — nearly six times the global
average — and that another 50% are likely
to purchase a tablet this year.

The survey pointed out that 27% of
respondents will replace their PCs with
tablets.

However, 61% consider the tablet as
an additional device, rather than their
main computing device.
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Correction EIEEUR

In the April Bulletin, we inadvertently
published photos for the cover story, “The
Secrets of the Business Suit,” which should
have run with Cristy Baker’s story, “Dressed

to Impress.” The Bulletin regrets any
inconvenience that this may have caused.
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The top ten innovative economies
T0RBIFTAEHEE

Switzerland #+

Sweden ¥t

Switzerland tops Global Innovation Index 2011
RRONERIKEIFIERL HtEE

Switzerland topped this year’s Global Innovation Index (GII) ranking, gaining three spots
from its position last year. Sweden and Singapore follow in the 2nd and 3rd positions,
respectively, according to findings from international business school INSEAD.

Of the four economies from South Asia in the GII, India is ranked 62nd overall,
followed by Sri Lanka (82nd), Bangladesh (97th), and Pakistan (105th). From East
Asia and the Pacific, besides the leading positions of Singapore (3rd) and Hong Kong
(SAR, China, 4th), five more are in the top 30: New Zealand (15th), the Republic
of Korea (16th), Japan (20th), Australia (21st), and China (29th), the top-ranked
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Asian cities remain competitive for expats
despite rising cost of living
BEEFERA LA > EENETEEINEARNRRSE S

RIBA N EREIREH N EMFT7 A HRN20NFERIREFRARE - THUNBLRECKEES
TFEEAEHBINKEA B BN A RSHET - DNEERARSHETERR (2) » HREX
M (6) - EFSERINBTAERRITFEERANE LR » ¥ (8) BEMAZIKEERAEZS 10K

THITS - REEEBNEERE (9) - BEZMENETERAKIEEM - EEFEETHEIE T
B BB THRT - BEREE () MERLAT/\(MI > ME®E 19) RTRTRW - H
frgrR BB HEILR (20) ~ £ig (21) &M (38) &l (43) WAL (52) -

Luanda in Angola is the world’s most
expensive city for expatriates for the
second year running, according to
Mercer’s 2011 [Cost of Living Survey,,

Rankings City

2011

2010

Top 10 Cities: Cost Of Living Ranking 4E5& B A &% /5 H10 A
Base City: New York, Us E#e4m : ZEEIAL

1 1 Luanda Angola
BRIE 2y released in July. The most expensive
2 2 Tokyo Japan city in Asia is Tokyo (2), followed by
ﬁi‘?_ SEN Osaka (6). Singapore (8) has joined
3 3 'gf”le”a Crﬁd the list of the world’s top 10 most
BEEN S , expensive cities in the world due to
4 4 Moscow Russia h heni f the Si
sty Py the strengthening of the Singapore
5 5 Geneva Switzerland Dollar and the substantial increase in
ARE B4 housing costs. It is followed by Hong
6 6 Osaka Japan Kong (9) whose ranking dropped by
KPR Az one position due to the devaluation
7 8 Zurich Switzerland of the Hong Kong Dollar which is
ﬁﬁﬁ.ﬁ fﬁ_i pegged to the US Dollar, even though
8 1 Singapore Singapore there was considerable increase in
AR AAIEE housing costs. Nagoya (11) in Japan is
9 8 Hong Kong ~ Hong Kong ioht pl h | .
= e up eight places whereas Seoul (19) is
10 21 S30 Paulo Brazil down five. Other highly ranked Asian
(2R K cities are Beijing (20), Shanghai (21),

Guangzhou (38), Shenzhen (43) and
Taipei (52).

More Sleepless Nights
KIEMREBBRE

Hongkongers’ indifference to
how well they sleep means more
people run the risk of developing
depression and general anxiety
disorders, according to the Hong
Kong College of Psychiatrists.

A total of 22% of people
surveyed in the first city-wide study
on sleep admitted they use sleeping
pills regularly to prevent insomnia
and hypersomnia. The study also
showed that worry and physical
problems can create significant
interference with the normal sleep
regime.

Participants who reported no
sleeping problems tended to have
fewer difficulties at work, in their
social and academic lives.

ERIFEAREERNREERIE  HEA
RIRERER - SAREDRTZANEE
BHSEN—AREBERNRR -

EEEERETHNENERMARS
HB22%ZHALEREEMERARER
B DABRARIR I MERE - FRFURERT - B
BREBAENEBRETEERNES
R -

RRRBIERBENZHEREEL
fF~ R RBEREE LBBIEF] o

The Bulletin Tg§H¥] AUGUST 2011 5


http://www.mercer.com/costofliving

3 1O

| Talking Points EERAE1E | Legco Viewpoint iik@ineE

Jeffrey Lam is the
Chamber’s Legco
Representative.
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The Property Ownership Dream

By Jeffrey Lam #hfi2E§

ong Kong’s property prices have hit a new high,

making it increasingly difficult for the average

citizen to buy their own home. To try and cool
down prices, the government has introduced a series of
measures, including the ‘My Home Purchase Plan, special
stamp duty, and auctioning more plots, yet property prices
continue to soar. Therefore, calls for the resumption of the
Home Ownership Scheme (HOS) are growing louder.

Resuming construction of flats under the HOS is
undoubtedly an effective way to help the public to buy
their own home, but it is definitely not a magic pill for
Hong Kong’s housing problems. To find the best balance,
the government will need some time to draft a long-term
solution.

At the same time, the property market is undergoing a
structural change. With the Mainland’s economic boom and
Hong Kong’s low interest rate under the pegged exchange
rate system, Mainland buyers have been driving our
property market prices up. In contrast, low pay increases for
Hong Kong workers are far behind rising property prices,
pushing them further away from their dream of owning
their own home.

HOS flats obviously need a lot of land and public
resources to construct, both of which are limited. Therefore,
the government needs to find ways to increase land supply
for residential use instead of simply allocating more
resources towards HOS construction. For example, as many
industrial buildings are standing idle, I suggested that
the government convert suitable industrial buildings into
residential units. Many industrial areas in urban districts
like Hung Hom, Cheung Sha Wan, Shau Kei Wan and
Wong Chuk Hang have good transportation networks to
serve residents, and with the gradual decline of traditional
industrial activities, related pollution has now been greatly
reduced. If these buildings were converted into flats, the
measure would be welcomed by the public.

The government could also select some suitable industrial
areas for rezoning to residential use. They could encourage
the owners to construct small- and medium-sized flats, and
set some terms and conditions such as “limited floor areas”
and “limited number of residential units” to ensure the
converted flats would be sold at an affordable price.

I have already submitted the above proposals to the
Chief Executive and the relevant authorities. I hope the
government acts promptly to introduce corresponding
policies and speed up the approval processes so that people
can live comfortably in their own home soon. &
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Shirley Yuen is CEO
of the Hong Kong
General Chamber
of Commerce.
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Working for Members and

the Good of Hong

By Shirley Yuen &= 551R

of the oldest and the largest business organisation in

Hong Kong. As I assume this responsibility, I am also
conscious of the high standards that members and the
General Committee have come to expect. I will work
to the best of my ability to live up to — and hopefully
surpass — those expectations.

From my perspective, I am no stranger to the
Chamber or the business world. During my 20 years
in government, most of my work focused on the
commerce and trade policy areas. I was on the frontlines
of numerous international negotiations, as well as
the formulation of the Closer Economic Partnership
Arrangement (CEPA).

I intend to put this experience to good use in helping
to push forward the advocacy work of the Chamber for
the benefit of the business community and Hong Kong
in general. As an independent voice of business, the
Chamber accurately represents the voice of the business
community in Hong Kong, and as I used to be on the
receiving end of Chamber policy submissions, I can attest
to the importance that government places on these views.

Going forward, we need to continue to take a leading
role, providing constructive input to relevant government
departments, while remaining apolitical. There is
certainly no shortage of issues, and I am looking forward
to working with members of our committees and with
members at large to prioritize our focus in the coming
months.

As an organisation, the Chamber’s success — indeed
its entire existence — is based on meeting our members’
needs. To serve our members well, we need to ensure
your views are heard and listened to by the authorities.
In addition to policies, we need to offer a broad range
of activities that provide benefits for businesses of all
sizes and all scopes and for individuals from all sectors.
Whether that be assisting members in expanding their
presence in Hong Kong and the Mainland or organising
missions to explore untapped business opportunities in
other parts of the world, we need to provide value for the
membership.

As I assume the role of CEO, I look forward to
working with the General Committee, and the Chamber’s
staff who serve the interests of all of you. Please feel free
to contact me to share your views about the Chamber,
business in Hong Kong, and anything else you think I
should know. I look forward to hearing from you. &«

| t is indeed an honour and privilege to be the CEO

8 AUGUST 2011 The Bulletin T35 H T

Kong

HETER > EEBORE - ERIZE - BN
AREEEMIEERHAHN TFREES -
It - HEEBRMEE - BRmEERBEAFIRIHRE -
TERMS - SEINERERIAEE - EREBBUS
f9209F [ - REBD TR EBRNE SRR - B
L 2HRSEFRHARIBTERTIE R (Rt &HEIT
BRUBEREBMFNZTER) (CEPA) (HIRTBAE -
REERELER B ESHENBERERETIF
AERNREEEFE - GHSEABUNERZE  —B
EEMARBELHRRNES - MBTIFAERSEER
REREN—F > RAUMEBRBAT7ERELER -

KA%E%’@%%%EEE%%R R RBEAESRAE

lintend to put this experience to good
use in helping to push forward the
advocacy work of the Chamber for the

benefit of the business community and
Hong Kong in general.

HEERBLER  HENEBHBNEER
EELME > ABRNEEEERE -

RERRK  HMIFEEGEZRENAE  @ERK
ISERFIRMHARRMMNER » WRKRISBUAHIL - KK
BRAZWEE RS UEHEREeNENERE
BE1F - ATERKHANIEES -

ERERES  SESNRINNERERESTSER
FE - BTHEERMELRYE  BARERENERS
EE - WERFRRM - BT BERLE - HfIERL—E
BIEE - BRETERNANNESE  URHEEFRAER!
At - FREMHEEETBRANMERER B8
SFREERREREMHRNHREE  KMBELAEEEE
BIfEIEE -

PEETIREEN M RPGHEEELEEETS
> SEEFIES - BUIE THEEHE - D=EHED
g FEBRLEAEMAENEE - HERIRIBREH

BR-R

Shirley Yuen

ceo@chamber.org.hk




NNET

L

Servcorp
Virtual Offices

. Best addresses for your business
- Full business and IT infrastructure without the

physical office space
- Dedicated receptionist, global network of meeting

rooms and value added IT solutions
- No deposit, no long term commitment required

. Company formation services available
- 120+ prestigious commercial addresses globally

Call us to find out more or sign up online NOW!

Two Int’'l Finance Centre, Central

One Peking, TST
Hong Kong Club Building, Central

T | 2251 8808 G SERVCORP

W | servcorp.com.hk or Search “Servcorp”

OVER 120 PREMIUM LOCATIONS IN LONDON | NEW YORK | PARIS | BEIJING
SHANGHAI | TOKYO | SYDNEY







Seeing In

3D

The jury may still be out on the future of 3D, but for one Hong Kong
film industry entrepreneur, the future will be three dimensional
3p00000000000000000000000000000000000000

ercy Fung casts a watchful eye

over cameraman Fai, who is

hard at work building a new

generation 3D camera rig. The
hand-built rig, together with Fai, will be
travelling to Canada later this year to
shoot a 3D film.

“This one here,” says Fung demon-
strating another setup, “will be going to
Mongolia next month for filming.”

Fung, it seems, has well and truly
caught the 3D bug. The 58-year-old
founder of Digital Magic — a natural
offspring of its parent company Film
Magic — loves talking about movies and
the film industry, especially digital video
and in particular 3D.

The pioneering Hong Kong film
industry entrepreneur got into the movie
industry after dropping out of university
in 1974. After studying industrial design
at Hong Kong Polytechnic University for
three years, he found his calling, and just
four years later had shot his first com-
mercial film.

Over the past 33 years, he has built up
a cluster of subsidiaries to support every
aspect of the film industry, from filming,
to post production, to screening and even
distribution. Despite running a studio,
building rigs, editing and offering just
about every service anyone needing 2D
or 3D — and more recently 4D — movies
could want, he still finds time to share his
experience with students.

“I love teaching young people,” the
Adjunct Professor for the School of Cre-
ative Media at City University of Hong
Kong says. “Their creativity and innova-
tive minds keep me young.”

When asked how does he find the
time? He shrugs and calls his daily itin-
erary “controlled chaos.”

Three dimensional puzzle

In the past two years, his company has
provided the expertise to shoot five 3D
feature films in Hong Kong and over-
seas, the most well-known being “3-D
Sex and Zen: Extreme Ecstasy,” which

The Bulletin 0 0 00 AUGUST 2011 11



| Special Reports 0 00O O |

broke “Avatar’s” opening-day box-office
record in Hong Kong in April. Another
film that had audiences gasping, this
time in fear rather than eroticism, was
“The Child’s Eye.”

Besides winning acclaim for being
the first truly 3D erotic movie, those in
the film industry were also turned on by
how completely natural tones, especially
skin tones, were, because on digital they
can sometimes come across as unnatural
compared to film.

“It is not only about having the right
equipment, but also knowing what is
and is not possible to show in 3D, in
addition to post production, even the
screening of films. There are so many
factors to take into consideration,” Fung
explained.

As the movie industry is still unsure if
3D is here to stay — and the fact that the
technology is constantly evolving — many
film studios are still nervous about invest-
ing in the technology and training, which
is where pioneers like Fung say they have
the advantage.

“I don’t know if 3D is here to stay, [ do
not have a crystal ball. But if companies
treat this like a business, and your first
movie loses money, you will probably quit
and try something else. But film making
is more of an art than a business. You
have to look to the long-term and some-
times you have to take a risk if you believe

12 AUGUST 2011 The Bulletin 0 0 00O

that something like 3D will redefine how
we watch movies and TV;” he said.

By embracing the new technology,
he has a first-mover advantage, which is
paying dividends as companies looking
to produce everything from 3D movies,
to corporate promotions, to convert-
ing 2D movies into three dimensional
reruns seek his services.

Within four to five years, industry
watchers predict most feature films
will be made in 3D, because theatres
are making huge investments to be 3D
capable. Manufacturers of televisions
are also pushing out sets that can show
3D. This in turn is making theatre own-
ers worried that they won’t be able to
recoup their investments in going dig-
ital.

The downside to both cinemas and
TV makers is at present there is not
enough 3D content for many consum-
ers to justify splashing out on a new 3D
home theatre, especially when filmmak-
ers themselves cannot commit to the
technology.

“It is really like the chicken and egg
case at the moment,” he said.

Total immersion

Whether or not people will decide
to pay a premium to watch a 3D film in
the cinema depends on the experience
they are after. The technology is already

here, and entertainment is not just
about movies anymore. It is about get-
ting closer to total immersion. If you are
going to suspend disbelief and become
part of an experience — whether that is
movies, TV or games — it is going to have
to be in 3D.

But some 3D bombs also have Holly-
wood going back to sit on the fence to see
how 3D films evolve. While some movies,
most notably “Avatar” and “Alice in Won-
derland” had film-makers rubbing their
hands at the prospects of ever higher
revenue, others — like “Cats and Dogs” —
brought them back down to earth.

Some filmmakers have also charged
that 3D movies are expensive to make,
and to watch. The cameras are hard to
use and the processing of the digital
movies needs three-times as long to
turn into a finished movie. People are
also quite happy to watch a 3D film in
2D, given the fact that many people who
have 3D TVs opt to buy a 2D DVD.

However, Fung says the cost of mak-
ing a 3D film is not much more than a
2D one. The main issue is there is not
enough good 3D content available for
it to become normal entertainment in
people’s lives. And there is a danger that
bad movies will sour people’s interest
in the 3D before it becomes common-
place.

Filmmakers complaints about piracy
have made them not entirely dismiss 3D
technology, which makes it extremely
difficult to copy movies. Fung doesn’t
really see 3D technology as the silver
bullet to knock out piracy. Instead, he
feels film studios need to charge lower
prices and make their movies more eas-
ily available to combat pirates.

“For example, if it costs you about
$20 to buy a bad copy, and say $50 or
$60 to buy an original, who will by a
pirated copy?” he asked.

New lease of life

Fung’s movie facilities also extend to
regular film processing, and also conver-
sion to digital, which is giving old mov-
ies a new lease of life. Down the corri-
dors of his studio, technicians huddle in
front of screens digitizing movies and
reprocessing their colour to make them
as clear as the day they were shot.
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Releasing old movies on DVD can be
a healthy money spinner for film studios
and actors. Fung says besides giving new
life to old movies, it also ensures they will
be seen by many more generations. Some
of the films that studios ask him to digi-
tize are straight conversions from film to
digital, while others request they be con-
verted into 3D.

By layering 2D movies, they can
become 3D, which is helping to build
up the range of content that is available.
However, a badly converted film can
do more harm than good to the wider
acceptance of 3D.

“It takes about a month to convert one
film, and like I said before it is not simply
about having the equipment — the hard-
ware. You really have to know what is and
what is not possible in 3D,” said Fung.

Looking to the future
Despite the challenges, he remains
excited about the future of both digital

and film. One of his personal projects
involves creating a time capsule and
a film archive. While digitizing film
would seem to be the obvious solution
to achieve this, the life of digital archives
is at the mercy of technology. Therefore,
he is archiving historic clips, such as the
handover of Hong Kong back to China
on polyester film, which has a lifespan of
between 300-500 years.

Another project is archiving Chinese
operas.

“A lot of the traditional operas are dis-
appearing, so we are looking at recording
as many of these as we can to save them
for posterity,” he said.

The opera singers can then be
depicted performing on a digitally cre-
ated stage, which could be in the Forbid-
den City, a local market, or any other
setting that the designer desires.

“I love how the only thing that con-
strains you in this industry is your imag-
ination, it is like magic,” he said. ¥
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A Taste

for

the Good Life

The Mainland’s burgeoning rich can’t seem to spend enough on luxury goods,
so can Hong Kong cash in on the boom?

gboooboboobooooooono boo

emand for luxury goods in

China is growing at a mind-

boggling pace, driven by a
young generation of newly rich entre-
preneurs. From cars to apartments to
jewellery and even private jets, it seems
the luxury supermarkets are packed
with shoppers.

According to a report released by the
World Luxury Association in June, as of
the end of March 2011, the total value of
luxury goods sold in the Mainland was
estimated at US$10.8 billion, account-
ing for around 25% of the world’s total.
Japan is the largest market (34%), fol-
lowed by the U.S. (15%), and Europe
(16%), but is expected to lose its crown
to the Mainland within the next year.

Capital market for luxury goods

Unsurprisingly, the world’s luxury
brands are increasingly drawn to the
country, and Hong Kong can act as an
important springboard for these com-
panies. French personal care company
L’Occitane was listed in Hong Kong last
May, raising HK$5.489 billion. Some
65% of those funds will be used to open
new stores globally, and to double the
number of shops in China from 50 to
100 over the next five years.

In May, Milan Station succeeded in
going public and the stock price rose
65.87% on the first day of trading. It
plans to use 70% of the funds to expand
its presence in the Mainland market.
Renowned international brands like

Prada, Coach and Samsonite followed
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By Mayee Lang

suit. The main reason that they are seek-
ing listings in Hong Kong, rather than
fashion capitals such as New York, Lon-
don and Milan, is that they want greater
access to the Mainland market.

Springboard for luxury products
to enter China

Chinese consumers spend on aver-
age three times more abroad than they
do at home, and Hong Kong is their
first choice for shopping binges. All
the world’s top brands have a presence
in the city, with many having flagship
stores here. Although Chinese consum-
ers are already vying for top slot, the
luxury goods industry in the Main-
land is still in its infancy. By providing
information, cultural and management
support, Hong Kong can serve as an
important mediator to educate, inform
and support the growth of the industry.
These could also include services such
as luxury travel and leisure, social eti-
quette, wine tasting and wedding plan-
ning — all of which are growing rapidly
in the Mainland.

Luxury cooperation

Many Mainlanders buy luxury prod-
ucts to make a statement about their sta-
tus, but in mature markets, people value
the quality, and experience of services
and products. This is a key factor inter-
national luxury brands need to keep in
mind when working in the Mainland
market. This explains why many com-
panies choose to cooperate with a Hong

Kong partner to build their brand in
China.

Under the 12th Five-Year Plan, more
than half of the country’s population will
be living and working in urban areas by
2016, and the ratio of private consump-
tion to GDP will increase from 36% to
45%. According to a consumer report by
consultancy firm McKinsey & Company,
Wuhan, Chengdu and Chongqing will
experience the fastest growth in luxury
goods.

Shanghai and Beijing are the obvious
choices for companies looking to get a
piece of the Mainland pie, but the report
points out that second- and third-tier cit-
ies also have strong potential, including
Hong Kong brands in third-tier cities. &
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hanghai is shaping to upgrade
itself into an online shopping
centre to parallel the city’s “real”
shopping reputation, particularly
since it’s already a leader in
e-commerce.

At a forum as part of the 2011
International E-Shopping Fair 2011,
a senior official with the city’s local
government spoke of major
developments to come in the
online space.

Sha Hailin, Deputy Secretary-
General of the Shanghai Municipal
Government and Director of the
Municipal Commission of
Commerce, said that in the years
to come Shanghai would pick up
the pace developing online
shopping, building third-party and
public service platforms.

In short, Sha’s idea is for
Shanghai to establish itself as an
e-commerce hub for the Asia-
Pacific.

The Ministry of Commerce
(MOFCOM), said China’s
e-commerce market was worth
Rmb4.5 trillion in 2010, of which
online retail sales reached Rmb500
billion, accounting for over 3% of
total retail sales of consumer
goods.

Online shopping, as an integral
part of e-commerce, is growing at
a remarkable rate of 100% a year.

Nie Linhai, Deputy Supervisor of
the electronic commerce and
information section under
MOFCOM, told the forum that the
12th Five-Year Programme period
would see the share of total retail
online consumer shopping
nationwide would exceed 5% and
regions with an early start in
e-shopping would take a share of
over 10%.

As one of the cities with the
fastest growth of e-commerce,
Shanghai has already met the 5%
target.

24 AUGUST 2011 TheBulletin 0000

Shanghai Builds Online Shopping Base

Gu Jiahe, Secretary-General of the
Shanghai Municipal Commission of
Commerce, pointed out that from
2002 to 2010 e-commerce grew 15
fold in eight years in the city.
Shanghai is now building a national
e-commerce model.

E-commerce enhances
international trade

Sha Hailin said an important task
in Shanghai in expediting its pace
of development to become an
international trading centre. That
means optimising the growth of
e-commerce, accelerating the
establishment of an e-commerce
market system and promoting
e-commerce in international and
domestic trade.

To expedite the development of
the e-shopping industry, efforts
have to be made to encourage the
downtown shopping streets and
“Chinese old brand” enterprises in
Shanghai to develop e-commerce.

There's to be a new China
(Shanghai) International Trade
Centre Network Project charged
with building online international
trade service platforms.

Shanghai to build its “taobao”

Although there are many well-
known B2C platforms in China,
enterprises such as taobao.com,
dangdang.com and joyo.com are not
yet establishing a foothold in
Shanghai.

Compared with cities where
these enterprises are based,
Shanghai’s B2C is relatively weak.
That contrasts a number of
countries where B2C is the prime
platform for e-commerce
development.

In the U.S., enterprises with
e-commerce as their main business
are developing rapidly, with their
market capitalisation growing
five-to-six-fold within five years.
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B2C accounts for only 15% of
e-commerce activity in China. In view of
this, boosting the development of B2C
and creating a local taobao has become
a major target for Shanghai.

Gu Jiahe said third-party platforms
have a “great clustering effect”. After
these platforms have become large and
strong, small- and medium-sized
enterprises can make use of them to
quicken their pace in exploring both
domestic and foreign markets.

Trading companies can seek changes
in the business model. But in building
such platforms, quality is more important
than quantity, the forum heard.

From Steffi Peng, Shanghai Office,
HKTDC
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Mayee Lang is the Chamber’s China Business Analyst.
She can be reached at mayee@chamber.org.hk
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The Bulletin: You moved into IFC2 in
2009 after 10 years in the Bank of China
Tower, and also opened two other offices
in Hong Kong. Why did you move and
what is behind the sudden expansion?
Taine Moufarrige: We sign long-term
leases wherever we go. We had been in
BOC Tower for 10 years, and when our
lease came to an end we were able to
acquire a lease in IFC. We try to be in
the best buildings in every city. We really
want to be in the iconic buildings in each
of the locations, and that prestigious
corporate presence is what we offer.

B: Your other offices, in The Hong Kong
Club, and One Peking Road, present a
very different image from IFC2. Why did
you choose those buildings?

TM: Yes, but they are still iconic, and that
is what we want to be able to offer to
our clients. Those offices are not as big
as our floor in IFC, but we are able to
offer clients a wider choice and differ-
ent prices, but still in iconic buildings.
This is something that we tend to do
in all markets, so whether it is Paris or
London, or Singapore or Hong Kong, we
are right in the central business districts
offering different levels of prestigious
addresses, but always iconic.

B: Why don’t you use other A-office
space, which would give your clients
more price options?

TM: We don’t want to be in the biggest
in the world and while it would be easy
to sell, we don’t want to have a second-

26 AUGUST 2011 TheBulletin 0 OO0

ol

While the global financial crisis was a nightmare for many
companies, for serviced office company Servcorp it seemed to be
a dream come true. As office rental prices around the world
tumbled, it provided the catalyst for the company to lock in
prime office rental contracts, which has allowed it to double its
network in just a few years. The Bulletin’s Editor, Malcolm
Ainsworth, spoke with the company’s Executive Director Taine
Moufarrige during a whistle-stop visit to Hong Kong last month.
Following are excerpts from that interview.

tier brand. We don’t want to dilute the
brand and certainly in the industry glo-
bally that is the space we play in.

B: You have expanded very aggressively
globally in the past two years, is this due
to falling rents?

TM: The short answer is absolutely yes.
We have seen an opportunity in the
market place, and we see a real demand
for our product. In markets like we have
at the moment, there is uncertainty, so
people what flexibility. They want to be
able to reduce costs of starting or grow-
ing their business, whether that is SMEs,
or multinational organizations. We have
been in this business for a long time and

learnt that the market is a lot more edu-
cated and they want more options, so
the demand is there, particularly from a
virtual office perspective.

B: How are you funding this expansion?
And have you considered buying prop-
erty instead of always leasing?

TM: Two years ago we raised Aus$80
million to fund this expansion. We are
pretty happy where we are. We have got
about Aus$90 million in the bank, our
landlord model works and we are happy
how it works. I think now is a good time
to be in cash, and that there will be fur-
ther opportunities for us to expand
around the world.



In China we see real opportunities
to expand into the larger cities. We are
about to open in Shenzhen, and are
going to open in Chengdu. There are
opportunities in Shanghai and Beijing
— although the property market is hot
right now — we are still looking to see
what is available for us.

B: Is it more difficult to open offices in
certain markets?

TM: We are lucky there are not too many
impediments to entry. While that also
makes it easy for our competitors to
open, it also means it is easy for us to set
up. Each region has its own differences.
In the Middle East for example, where

we have opened 14 centers in the past
18 months, we make sure we are com-
municating clearly with the govern-
ment, and we are extremely transparent.
So if you follow the rules it is easy. We
are also lucky because we do not need to
borrow. We have also opened 21 centers
in the U.S. in the last 18 months, which
is a new market for us, but as long as
you are transparent you don’t need an
army of lawyers behind you.

B: Who are your core clients?

TM: For serviced offices, about 60% of
our clients are large corporations — both
local and international — and 40% are
local SMEs in the serviced offices. They

all get the same deal which is the infra-
structure of a multinational organiza-
tion. Most of our clients sign for six
months, but some stay for as long as
two years, because they don’t need to
hire or train staff or deal with long-
term leasing contracts. For our virtual
offices, about 70% of our clients are
SMEs. Once again they get the infra-
structure of a multinational organiza-
tion, and can use all of our facilities
both locally and globally, and of course
get the corporate address.

B: Is there a stigma associated with

companies operating out of virtual
offices?
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If Moufarrige was looking for a
uitable office to start a new
venture. Unable to find what he was
looking for, he figured other people
must have the same needs as himself,
so he decided to plug the gap.

And so, in 1978, he launched
Servcorp, serviced offices, out of a
corner office space in the MLC Centre
Sydney. Today, the company has 120
centres in the most iconic buildings
in central business districts
worldwide.

m Alf Moufarrige founded Servcorp

in 1978
B Pioneered the Virtual Office

concept in 1980
B Expanded to Singapore then

throughout South East Asia, France

and Japan.

Publicly listed on the Australian

Stock Exchange (SRV) in 1999

Servcorp Online launched

Expanded presence in the Middle

East, Asia, U.K. and USA
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TM: I think the face of business is chang-
ing, and people are looking for a flexible
way to run their business. Certainly, over
the 30 years that our business has been
in existence, the stigma has reduced and
continues to do so.

We have got around 35,000 virtual
clients worldwide, so I think it is very
important that we do not allow unethi-
cal companies to be with us if we sense
or we know of any such behavior. We run
checks on companies once they sign up,
and we will terminate them right away
if they are doing anything immoral, or
unethical because it makes no sense for
us to damage our brand. That is some-
thing that we are very conscious of.

B: Rents are going up, so the higher costs
trickle on to your clients. How do you
mange that?

TM: We are a landlord, so we have to
manage changes as they come. When a
lease comes to an end, we negotiate that
with the client. As usual, when rents go
up tenants don’t expect rents to go up,
but when rents to go down they expect
rents to go down. Our business is mar-
ket driven and that is how we have been
successful. We have been able, in many

cases, to lock in at the right time for
our rents and ride the market. Our cli-
ents are on short-term leases, ranging
from a month to a year, and we are at
the mercy of the market, as they are.

B: Are you looking to expand further in
Hong Kong? And how about emerging
markets, such as the BRICS countries?
TM: We are pretty happy with our port-
folio in Hong Kong right now. We have
three great locations, and while the
market is high we will continue to look
—so in a word we are always looking.

Regarding the BRICS, we are in
India, but that is tough. We would love
to get to Russia and South America,
so will be looking at that in future.
But for the moment, we have opened
70 locations in last 18 months, which
is the biggest expansion that we have
ever undertaken. We have 120 cent-
ers worldwide, all grown organically
and will continue to grow debt free.
We don’t want to be the biggest in the
world, but we want to remain the best
at what we do. R

(The above interview has been abridged
for length and clarity.)
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Credit Insurance

Hong Kong: (852) 2585 9188
E-mail: coface@coface.com.hk
Website: www.coface.com.hk

Hundreds of buyers on credit.
Can you cover me everywhere?

'.I #l':: ----.

CREDIT INSURANCE Protect your company against the risks of a customer default.
Optimize your credit management, to secure your domestic and export sales and to
increase your business in sensitive countries or with sensitive customers.

coface®
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HKGCC Carnet Service ATA

Duty & Tax FREE For TEMPORARY IMPORTS
ACCEPTED IN OVER 100 CounTRIES & TERRITORIES
SIMPLIFY Customs CLEARANCE FORMALITIES

Areas of Application

[]  Trade shows and fairs

[]  Entertainment, musical and cultural events
[l  Sports events and TV shooting
[

Antiques, arts display and auction events

I IKGC@ Enquiry: 2398 6011 / 2398 6025

Email: chamber@chamber.org.hk

Hong Kong General Chamber of Commerce
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Have they joined the celebration?
0ooo0oo0oo

witter users now send more than

140 million tweets a day. With

more than 20% of the tweets being
related to products and/or brands, this
means that every day 28 million tweets
potentially concern your brand or com-
pany. The microblogging sphere has
undeniably become a worthwhile place
for listening to customers and poten-
tially influencing perceptions, attitudes
and behaviour by engaging into their
conversations.

The relevant question has therefore
moved from if marketers should get
involved to how they should deal with
it. Not only Twitter, but social media in
general poses novel challenges to brand
building and management. Basically it
comes down to the fact that control is
handed over to consumers. The times in
which the firm controls what the brand
stands for are gone. Consumers own the
brand. Having lost control, today’s com-
petition necessitates that brands learn
to respond more quickly. It would make
sense that marketers keep their own
fingers on the pulse of a dynamic and
vast media space like Twitter, and follow
sound marketing advice: listen, listen,
listen! Doing so enables marketers to
learn first-hand about what customers
are saying about brands and competi-
tors. Yet is there something else that can
be done? If so, what should be done?

What are CMOs of the leading
brands doing? As Twitter celebrated its
fifth birthday this year, have they joined
in the celebrations? Are they even on

By Willem Smit

Twitter? If so, how often do they tweet?
And what do they tweet? We systemati-
cally examined CMO’s Twitter presence
of Interbrand’s 25 most valuable global
brands. Of the top 25, 17 brands have
assigned a CMO. Only half of them have
a clearly identifiable Twitter account.

Very different Twitter styles

It seems that the nine top brand
CMOs active on Twitter have not found
one single right answer. They have
very different tweeting styles. On one
extreme of the spectrum are Joseph
Tripodi from the world’s largest brand
Coca Cola, Lorraine Twohill from
Google, Jerri DeVard from Nokia and
Marc Pritchard from P&G. They have
an account, but have not tweeted and as
a consequence their number of follow-
ers is limited. It could be that they only
use it for listening.

On the opposite end of the spectrum
we find CMOs with a more active style,
like IBM’s Jon Iwata, GE’s Beth Com-
stock and HP’s brand-new CMO Bill
Wohl. Jon’s tweets come in waves. Days
pass without a tweet from him, and
then there are four to five days a month
on which he sends out larger numbers
of messages. The topics of all his tweets
are IBM-related: announcements about
the opening of an IBM branch, strategic
priorities and investor briefings.

More regular and frequent are @
bethcomstock and @bill_wohlHP’s
tweeting behaviors. Beth is GE’s long-
time CMO and she regularly shares her

CMOs & Tywitter

experiences about events and customer
visits. Bill was recently appointed to
the position after he joined from SAP.
He immediately took it on himself to
start tweeting and in fact has done so 20
times in the last 15 days that I wrote this
article. His content is a mix of company
press releases and personal experiences.

Even more personal and experimen-
tal is Barry Judge from U.S. retailer Best
Buy (@BestBuyCMO, http://barryjudge.
com/). Barry sends two to three tweets
every day mixing work with play. A strik-
ing example is: “Trying this to see what
happens. I have a room at Little Nell’s in
Aspen from Mar 23-27. 1 can’t go. Any-
one know how I can find a renter?”

Your own voice on Twitter
Within this spectrum, it is key to find

your own voice. It is important to deter-

mine what style is appropriate for you
and your brand. There are a couple of
issues needed to take into consideration.

A more active tweeting style has both

benefits and drawbacks. It is up to you

to weigh them.
Benefits of active tweeting are infor-
mational and reputation building:

B Quicker speed in customer sensing
— Twitter is one of the fastest ways to
identify what is happening with your
brand.

B Less dependent on internal customer
insight sources. Having your own
direct channel of information dis-
ciplines the insights that company
channels provide you with.

Willem Smit is a Research Fellow at IMD, the leading global business school based in Lausanne, Switzerland. He can be followed on Twitter at @WillemSmit.
Willem Smit0 00000000000 0IMDO 000000 Twitterd 0 O @WillemSmitd
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B More approachable — opening a
Twitter account gives external audi-
ences the possibility to contact you
instantly. At least it shows that you
and your brand are open for feedback
and sends a signal that you personally
care.

Drawbacks of active tweeting are
time-consuming, distraction and confu-
sion:

B More distraction — the content of
many tweets, according to research
firm Pear Analytics, is 40% filled with
pointless babble, plus much of it is
conversational and self-promotion. If

“lists” are not carefully designed and
“Whom-to-follow” is not well done,
it is difficult to filter what is impor-
tant. Then tweeting creates a lot of
useless distraction.

B More confusion — personal brand-
ing can get confused with company
branding. It is dangerous to post a
disclaimer that says: “what I post
here is really my opinion, and not
necessarily the opinion of my com-

pany.”

If you do not want to make this
trade-off, is it still an option to just
open a Twitter account and then only

© LILLIA | DREAMSTIME.COM

listen? No, not really, because remain-
ing a wall-flower may violate a criti-
cal communication law formulated
by Austrian-American psychologist
and philosopher Paul Watzlawick who
claimed that: “no one cannot com-
municate.” Meaning that staying silent
on Twitter also sends a signal. A signal
of silent presence may well be inter-
preted as ambiguous and could easily
be explained as being “uninterested,”
“too busy with other things than with
customers,” or even “arrogant.” It is up
to you, and your company to weigh the
pros and cons of a more active Twitter
style. ¥
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Brand

CMOs with Twitter Account
000000 TwitterO OO
0o

Twitter account

Twitterd O

locked

oono

following

00

followers

oono

1 CocaColanoon Joseph V Tripodi @JVTRIPODI  Yes(D) n/a(COO) 1 0
2 IBMDODOODOO Jon Iwata @coastw - 217 10 1399
3 Google 0O Larraine Twohill @lorr2hill - 1 11 40
5 GEoooo Beth Comstock ~ @bethcomstock - 463 404 3782
8 Nokia 0O O Jerri DeVard @JerriDeVard - nfa(o0O) 1 0
10 HP OO Bill Wohl @billwohlHP - 808 83 655
13 PG OO Marc Pritchard @PGCMO - - - 15
14 Cisco 0O Blair Christie @BlairChristie - 14 17 321
19 Samsung O O Ralph Santana @ralphsantana - 12 27 65

witterDOOOOOOO0OO14000

O0tweetDOOOOOOO0OOOOO

00000000000002,8000
gooooobooooooboobooooo
gboooooooooooboooooooDo
gboooooooooooooooooono
gobooooooooooooboooo

g0ooOoooOoooOooobOoooDoo
00000000ooooooodTwitterd O
gobooooooooooooooooDo
gooooooooooooOoboboobobooo
go0oooooooooooooboobooboboo
go0ooooooooooooboboobbbo
go0oooooooooooOooboboobobbo
gbooooooooooboooooooono
TwitterDOOOOOOOOOOOOOOOO
obooooooooobooooooooDo
gboooooooooobooooooooDo
gbooooooooooobooooooooDo
obooooooon
o00o0o00oooo0oooo0onTwit-

terO0O00O0O0O0DOOOOOOOCDOODO
oooOooooOoOTwitterDOOOOOOO
gbooooooooobooooooooDo
000000 Interbrand0 002500000
go0oooooooooooOobobooboboboo
Doo00o00Twiter D0 0170000000
0o0o0oooOo0oooo000boodTwitter
ooo

TwitterD OO O OO
O0000OTwitter0OODDOODOOOOO
D000ooOooooOoOTwitteroOOOO
o0oo0o0oooOoo0oooOoOooooooo
[0 Joseph Tripodill O O O Lorraine Twohill

34 AUGUST 2011 The Bulletin 0 00O

Source: Twitter - accessed March 22, 20110 0 0 0 O Twitter — [0 0 20110 30 2200

000 0 Jerri DevardO 0 0 O P&GO O Marc
PritchardD OO O Twitterd 00 000000
JdoooooooodfolloweroooQO
JoooooodTwiterDO OO OO

gooooooooboooooooda
00Od00ooooooiBMOOJon lwatal OO
000 GEDO O Beth Comstock 0 0 0 HPO
gopoooogBillwWohiOJonOD OO OGOGO
JoodoobOoOoooooooooooo
goodooDoooooooooooooon
goomBMOOOOOIBMOOOOOOO
ooooooooooo

@bethcomstockd @bill_wohlHPO O 00 O
J0000000o0o0BethOOGED O OO
goooobobooooobbooooooo
JooooBillDOOOOSAPOOOHPODO
J00000ooO0o0ooOoo0oodTwitter
goobooobooobooooooisooo
gooozo00000000000000
goooooa

00000OBest Buy O0Barry Judge
0 @BestBuyCMOL http://barryjudge.com/[]
go0o0bO0oOoOoooboOoOoOBarryD OO
JoodoobOoOoooooooooooo
JO00000o0ooooDO0OO0O0O0oadLitle
Nell 0030230270 0000000000
ooooooooooooooo

00 Twitterd O
gooobooooobbooooboog
goooobobooooobbooooooo
goooooogoobbooooogooo
TwitterO OO OOOOOOOOOOOO
Oo0o00TwitterdOOODOOOOOOO
goooo

B 00000000——Twittero OO OO
goboooobooooooooobooo

B J0000000000000O00b00O
gooooobooobooobooooooon
ooboooooooo

B O000—-—-00TwitterOOOOOODODO
gooooooooboooboooooo
gooooooooboooboooooo
ooooo

OO0o0oO0OTwitterd OOOOOODOOODO

oooo

B O000—--—000000D0O0Pear Analyt-
ics0 000000000000 OOOg
ooo0ooooooooooooooon
0o0o0oooooooooooooo
Olist0O 0000000 oooooo
O Whom-to-followd OO0 OO0 Q00000
00o0oooooooooooooon
oooog

mO000—— 0000000000000
0oo0ooooooooooooooo
gooooooooooooooooo
oooooooo

Joo0ooooooooooooooo
J00OO0TwitterOOO0O0OOODOODOOOOO
goooobobbooooobobooooooo
00000000 Paul Watzlawick 0O 0O
gooooobboooooboboboooooo
JooooooooTwitterdooooOOad
goodooooooooooooooooo
goodooboboooooooooooooo
gooooooooooooooooooo
00000000D0000000000 &



5 S

.
e B By

-1
. [~
= .

[

-

Imagine your office right
above Admiralty MTR

and next to the new
government headquarters
at Tamar!

We are now

leasing a 5,400 sq ft
office at 22/F,
United Centre,

95 Queensway,
Admiralty. The office
is unfurnished to
allow great flexibility
for your business
needs.
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en years ago, environmental issues

in business were essentially about

compliance: “what’s the least we
can get away with that keeps us out of
jail?” In the last decade there has been
a significant shift and companies have
been keen to go ‘beyond compliance’
into environmental management.

Now every manager and their
dog have been setting annual targets,
appointing environmental champions
and rolling out the recycling bins.

But this is changing once again. Sus-
tainability is fast becoming a strategic
boardroom priority. Why?

The first reason is that instead of
being a public relations or cost cutting
opportunity, green issues are starting to
become a source of competitive advan-
tage (or disadvantage). In an interview
for my new book, The Green Executive,
Martin Blake of Royal Mail told me the
organisation had won and lost seven-
figure contracts where sustainability was
a key factor in the final decision.

In Europe at least, with the public
sector and the big retailers in particular
driving sustainability down their supply

P
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chains, it is increasingly a matter of “go
green or go bust.”

The second reason is that, due to this
competitive advantage/disadvantage, the
bar is rising higher and higher. Glen
Bennett, Managing Director of special-
ist logistics firm EAE Ltd, recently won
a contract where he was told that the
crucial advantage was gained in the envi-
ronmental section. The other bidders
had submitted environmental policies,
Glen put in a picture of his 6kW wind
turbine. He has since invested in an elec-
tric van and biodiesel-powered lorries to
maintain his competitive advantage. Such
investments in sustainability cannot be
delivered without board level buy-in.

The third reason is that in these days
of social media, bad news can travel fast.
Very fast. Pressure groups are always on
the look out for a high profile target.
Greenpeace’s clever aping of Apple’s
website in 2007 to highlight their poor
environmental performance led to a rare
about turn by Steve Jobs. The pressure
group has now turned its fire on the
Volkswagen Group (recently labelled as
Europe’s least-green motor manufac-

O TR

turer) with a clever Star Wars parody
which is going viral as I type.

The damage that can be inflicted on
brands and reputation by such campaigns
is immense. Walmart’s ambitious sus-
tainability programme was formulated in
response to negative perceptions about a
range of sustainability issues in its supply
chain. Marks & Spencer’s equally impres-
sive Plan A was in part inspired by a desire
to maintain its position as the U.K’s most
trusted high street retailer.

So where does this leave the board-
room members of the future? Surveys
have shown that senior executives widely
believe that sustainability issues are key
to corporate advantage over the next few
years, but that they feel ill-prepared to
deal with them.

From the interviews for The Green
Executive, 1 found that the key success
factor is the ability to marry a personal
commitment to sustainability with
superlative business acumen. Hitting
that sweet spot involves a steep learn-
ing curve for many, but those who get it
right will be the business leaders of the

future. ¥
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Corporate Responsibility
More Than Just Philanthropy

hile corporate responsibility

initiatives are still partly
motivated by philanthropy, many
large companies now view them as
possessing a clear strategic
dimension that makes them an
increasingly core part of many of their
business activities.

New research published in the U.K.
by Deloitte, the business advisory
firm, suggests that the reasons why
large U.K. companies undertake
corporate responsibility (CR) activities
have evolved over recent years.

“Increasingly, corporate
responsibility programmes involve a
more sophisticated commercial focus
where companies seek to open up
new markets, attract the best staff,
acquire new customers, and develop
strategic relationships,” said Deloitte
partner, Heather Hancock.

“The best businesses concentrate
on what they do best, and deliver
leadership in society through the core
activities of their business. Providing
corporate expertise, insight and
experience can prove to be far more
valuable than simple cash donations.”

The report found that CR
programmes are increasingly used to
develop relationships with
government, suppliers and customers
in key markets, as well as to mobilise
staff and strengthen corporate
culture.

The report also found that the
focus of CR projects for both
providers and beneficiaries is moving
away from purely cash donations to
include resources such as staff
volunteering, the use of facilities or
assets, or pro bono business
expertise.

“Intelligence and contacts will
become increasingly important for
charities as they work to acquire new
sources of revenue and build strategic
alliances. Charities should consider a
wide range of potential support from
corporate partners and not focus
solely on short-term cash
contributions.”
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Gareth Kane is a sustainability consultant, speaker, trainer, coach and author. He has worked with hun-
dreds of organisations from small local companies through to trans-national corporations including
DuPont, RWE nPower and Aker Solutions, to help them get the most from the sustainability agenda.
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Hong Kong General Chamber of Commerce
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Souvenir Set 00O O

In celebration of the Chamber's 150™ Anniversary, we have produced
three elegant gift premiums, perfect for you and your clients.
obooobooobooioooooboooooboobooboo

ooooooooooog

Umbrella

25-inch Auto Open Fiberglass Ribs Umbrella
Choice of 2 Colours: Dark Grey / Burgundy

oo

2500000000000
gooooobooboobooo

Price 0 0 : HK$200 HK$85 (Member 0 0)

HK$150 HK$127.5 (Non-Member 0 0 )

Genuine Leather Business Card Holder
100% Genuine Leather
Size: 115 x 72 mm

ooooo

100% O O
O0:115x7200

““" Ballpoint Pen and Calculator Set
Bamboo Pattern Brass Ballpoint Pen in Chrome

ABS Calculator in Chrome

ooooooooDg

gooooooooooo
ABSOOOOO

Price 0 0 : Hk$460 HK$340 (Member 0 0)
HKS$500 HK$425 (Non-Member 0 0 0)

Combo Special
oooo

= B4

Set Price 0 0O ;: HK$660 HK$510 (Member 0 0)

Payment 0 0000

Price 0 0 : HK$260 HK$170 (Member 0 0) HK$750 HK$637.5 (Non-Member 00 00)
HK$360 HK$255 (Non-Member 0 0 0)
(While stocks last [ 0 00 0 000 00)

ltem Price / piece Quantity Total

oo 00 00 0o
(A Umbrella O O Burgundy 0 O $ $
Dark Grey 0 O $ $
® Ballpoint Pen and Calculator Set 0 0 0 000000 $ $
« Leather Business Card Holder O 00 0 0 O $ $
A +@+(© | Combo Special 0 0 00O $ $
Grand Total: | $

QdCash 00O [ Cheque 0 O (made payable to The Hong Kong General Chamber of Commerce D0 00000000 O0O)
1 MasterCard 1 Visa

Card Holder’'s Name: Signature:

ooooo: oo:

Card No.OO0 O : Expiry Date0l 0O [ :

All items must be picked up at the Chamber’s :
ogoooooooooooooooo

Head

Office 22/F, United Centre, 95 Queensway, Hong Kong

Name O O : Mr/Mrs/Ms

Company 0O :

Email

go0o0oOoOooooesoooon2z2000

Membership No. 00 0 O:

o0:

Telephone O O :

Fax O O:

Please send this order form and your crossed cheque to The Hong Kong General Chamber of Commerce, 22/F, United Centre, 95 Queensway, Hong Kong.
Attn. Ms Cathy Chan. Enquiries: 2823 1282  Fax: 2527 9843  Email: membership@chamber.org.hk

ooooooooooooooooooooOoOon ooooo9%soooonz220ooonoonnonnn2as2312820/0/0 02527 9843 [0 0 [0 [ membership@chamber.org.hk
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Dishes served at the traditional Hong Kong greasy
spoon cafe do not have to be MSG laced or made with
low quality ingredients, writes Gerry Ma
00000000000000000000000000 000

nstant noodles in soup with a slice of lunch-

eon meat and a fried egg, or a pineap-

ple bun and cup of milk tea, are classic
“cha chaan teng” (greasy spoon cafe) snacks.
Many Hongkongers have a soft spot for the cha
chaan teng because they grew up with them.

I am also a fan of the Hong Kong ‘stocking’
milk tea. This classic cha chaan teng flavour with
an egg tart or a slice of toast with butter and con-
densed milk is a perfect combination. However,
after I had tried a famous chain cha chaan teng
nearby my office one day, although delicious, I felt
very thirsty and a bit unwell due to all the MSG
used in the dish. It seems MSG is ever present in
every chai chaan teng, and while some claim that
their dishes are MSG-free, they still use chicken
stock powder, another kind of artificial seasoning,
to add extra flavour to dishes. Eating these dishes
once in a while is fine, but if you eat most of your
meals at these cafes, the high salt and oil content
puts a lot of stress on your body.

Cantopop, which opened a few months ago, is
trying to change the image of the cha chaan teng
without sacrificing flavour. When I was told their
executive chef is Margaret Xu, who is well-known
for being very particular about ingredients, I was
confident I was in for something different.

The first time I went there, I was in a hurry
and felt only a bit hungry. The waiter suggested
I try the macaroni in organic vegetable soup, and

e R an egg sandwich with a glass of iced
= ~—_ lemon tea. The macaroni was
really impressive. Although
| asimple dish, the stock was
" excellent, and most impor- C 't
tantly, I didn’t feel thirsty a n O p O p -

afterwards! The egg was full

" of flavour and the sandwich
wasn’t greasy. D |:| |:| D _—

Steamed Music Egg Custard
ooo

After that, I started popping into Canto-
pop whenever I needed to have a quick bite.
Noodles in soup with homemade luncheon

. meat and egg, sous vide charsiu fried egg

rice, beef brisket with noodles, etc are all
quick and simple snacks, but are all are made
with care. From the ingredients used to cook-
ing methods, Cantopop is changing perceptions

Tomato Egg Scramble
000 ($68)
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Redefining the Cha Chaan Teng
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that the cha chaan teng does not have to be un-
healthy.

Take its noodles in soup with luncheon meat
and egg for example. Almost every cha chaan
teng uses canned luncheon meat, but Xu insists
on using locally sourced hormone- and antibiot-
ic-free pork to make her own. The pork is first
beaten and pulverized to form a gelatinous paste

and then mixed with potato starch. She also uses
“music eggs” from a local farm where the hens lis-
ten to tunes a few hours each day.

“Music eggs have a richer taste and a higher
density, which means they are higher in protein.
I even saw double yolks. For the sunny-side-up,
the yolks are a richer yellow, more domed and
creamier,” Xu said.
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Margaret Xu, the chef-owner of celebrated private kitchen Yin Yan, is reinventing the cha chaan teng.
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Sous vide char siu (Cantonese
barbecued pork) and “music eggs”
00O0o0o0O0 ($68)

Cantopop

oooag

G/F, The L Place
139 Queen’s Road
Central

Hong Kong
00000001390
The L Place 0 O

2857 2608

The pasta (including egg noodles, macaroni
and spaghetti etc.) are made in-house using a
pasta machine. The stock is also homemade and
entirely free of MSG. Given all the work and qual-
ity ingredients that go into this simple dish, it is
easy to understand why this bowl of noodles costs
HK$68, compared to the HK$28 or so charged by
aregular cha chaan teng.

All ingredients are locally sourced wherever
possible, organic and sustainable. Stock and sauc-
es are also homemade, and most importantly, all
dishes are free of additives, which is serving the
call for healthy diets. Co-founder Todd Darling,
who comes from the United States,
said: “I hope more people can
enjoy quality Hong
Kong food.”
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Salted Baked Chicken
000 ($78)

Xu added: “I want to use local, quality ingredi-
ents to re-create cha chaan teng staples and bring
them into full play.”

As many Hong Kong people are die-hard fans
of the cha chaan teng, their philosophies encour-
aged the two to join hands to establish Canto-
pop.

Whenever a new restaurant opens it attracts
wide coverage in the media, especially when its
executive chef is as famous as Margaret Xu. But
some reviewers have criticized their dishes for be-
ing tasteless, not having enough sauce, the stock
being too thin, or the toast not toasted enough ...
so what’s going on?

When people first try Cantopop, they expect
the dishes to taste exactly like the average cha
chaan teng, which have high levels of sodium,
fat and strong flavours. To keep their costs down,
many use tasteless frozen meat which they season
with a good pinch of MSG — also the key ingredi-
ent in the so-called pork stock. This even confus-
es some gourmets, who are so arrogant that they
cannot even distinguish the taste of MSG.

In this MSG world, our taste buds and
body are tortured daily. However, Canto-
pop is a good place for us to learn how
these classic dishes original
tasted. ¥

Curry Luncheon Meat Bun
00000 ($58)



gooooooooobooooooobooooooo
gboooooooooooobOobOooOooooo
gooooooooOoooO0oOooOooOoOooobooooon
goooooO0oooOoo0oOooOooOoOooboooooon
goooooooooooobooOooboobooboooo
gooooooOooOooO0oO0oOOo0oO0oO0DOoboo0o0Oooon
gbooobooooooboooooobOOobOOoOoOoOoooo
gboobooooO0ooooooobOOobOOobOOoOoooo
gboobooooOooooooobOOobOOoOOoOoooo
gboobOobooOoobooooobOobOobOooooo
oogd..... goooooooboooobooobooooo
oboooOoooooooooobooboooooooo
oboobOooooooooooboobooooooo
ooboooo

goooooooooooooboboooobooo
gboobooooooooooobobooooooo
gboooooooooooobOobOooOooooo
gooooooooOoooO0oOooOooOoOooobooooon
goooo0ooo0oobooOoobooOooobOoboOooo
goooboooOoooooOooOoooOooobooooon
DiscoDO0OOOO0O0O000O0OOODOOOODODOO
goooooboooobbObOOoOoOooOooooooao
gboobooooO0ooooooobOOobOOobOOoOoooo
gboobooooOooooooobOOobOOoOOoOoooo
ob0oo00 creemyDOOOOOOOOOO0OCOOO
gboobOooooooooooboobooOoooooo
oboooOoooooooooobooboooooooo
oboobOooooooooooboobooooooo
680 0

gooooooooobooooooobooooooog
gboobooooooooooobobooooooo
gboooooooooooobOobOooOooooo
gooooooooOoooO0oOooOooOoOooobooooon
goooooO0oooOoo0oOooOooOoOooboooooon
goooboooOoooooOooOoooOooobooooon
gooooooOooOooO0oO0oOOo0oO0oO0DOoboo0o0Oooon
CEOOO0OOOOTodd Darlingd D O0OOOODOOO
gboobooooO0ooooooobOOobOOobOOoOoooo
gboobooooOooooooobOOobOOoOOoOoooo
gboobOobooOoobooooobOobOobOooooo

Deep-fried Jade Perch
0000000 ($128)
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HK Caesar Salad
with Salt Baked Chicken
00000000 ($68)

Butter and Condensed Milk on
Thick Toast (background), and
House Tofu Pudding

00000 (0)($26 00000 ($28)

Gerry Ma is former guest host of the radio chat show, “Gourmet,” and a judge for Hong Kong’s “Best of the Best Culinary Awards.”
0000000000000000000000000000000000
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ancy Chu Woo

As a modern painter, the dominant characteristics of Nancy Chu Woo’s
art are colour and abstraction, in which she explores such themes as

nudes, still life, and landscapes using a

colourful palette, writes Angela Li

goooooooooboooobooooooboooboooooOooobooooOoOoooDoo

OooopoOooD AngelalLi

hen you see one of Nancy Chu

Woo’s paintings, you not only

stop to study and exclaim at
the mastery of her skills, but also feel the
intensity of the dialogue between the art-
ist and the medium. Nancy’s method of
painting, which was first practiced in late
8th century China, is the ink and colour
wash technique, a spontaneous splattering
of colours and ink onto the paint surface
which does not involve the use of the tradi-
tional brush. The artist paints unconfined
by lines, paying great attention to the way
that water, ink and colour work together
on very wet paper and, utilising Western
methods at the same time, mastering the
application of colours by hand.

About Nancy Chu Woo

Nancy worked as an apprentice with
Lingnan School master Zhao Shao’ang,
but her apprenticeship was cut short
when she went to New York’s Cornell
University to study Fine Arts. She com-
pleted her Master’s of Arts degree at
Columbia University and later returned
to live in Hong Kong and studied under
Yang Shan-Shen. Having been exposed
to both Chinese traditional ink paint-
ing and Western techniques, Nancy has
achieved a unique and harmonious fu-
sion of ink and colours and a mastery
of sculptural forms, lines and space. Un-
der her paint brush, her subject matters
merge in complete harmony. The result
is one of charm and grace; a very unique

Nancy Chu Woo was born in China and grew up in Hong Kong. She studied
traditional Chinese painting under the masters of the Lingnan School and
later pursued her formal training as an artist in the U.S., earning a BFA degree
from Cornell University and an MA from Columbia University. In 1973 the

artist returned to Hong Kong where she taught at Hong Kong University. She
has exhibited in and outside of Hong Kong and her paintings have been
collected by the Hong Kong Museum of Art, Hong Kong University Museum
and Art Gallery, and have entered private collections in Hong Kong, the
United States, England, Germany, Japan, Malaysia, Australia and New Zealand.
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Angela Li founded ‘Contemporary by Angela Li" in 2001. She has been involved in art consultancy and art dealing work since 2000, and launched

her first private contemporary Chinese art fund, the Yi Chinese Art Investment Fund, in February 2007. For more information, visit www.cbal.com.hk
Angela Li] 20010 0 0 0 O Contemporary by Angela Li0) 0 020000 0000 000000000000002007020000000000000000
Yi Chinese Art Investment FundO 0 O O 0 O O O O www.cbal.com.hk
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style, neither entirely representational
nor totally abstract.

In Nancy’s landscape works, she
moves away from primarily figurative
studies of spaces to an escalated level
of awareness of the natural world. They
move away from the representational
subject matter and challenge the imagi-
nation. They are about the meteorologi-
cal and cosmological phenomenon of
the world. Nancy regards the works as
a union, a synthesis of the cosmological
and nature, landscape or atmosphere. To
her, everything is abstraction in some
dimension and while doing these works,
it has challenged her to meditate on the
philosophy of life.

In between her landscapes, Nancy
also paints human figures using live
models. Sometimes they are not the con-
ventional nudes, but figures of imagina-
tion. Yet when she paints still life, such as
peppers and peaches, most of them are
sensuous depictions. There is the ambi-
guity in portraying the anatomy of the
human figure and still life. It is too facile
to speak of her art as fusing the tradi-
tions of the East and West: her art is one
which is profoundly personal in nature,
one that has its root in something more
magical and daring than the shackles of
mere tradition, one which does not em-
phasise one cultural influence over an-
other. &
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Laura Goodrich explains how you can

drive yourself, your team and your organization to

a positive future

Laura GoodrichU 0 0000000000000 O0O0OOOO

urely you've experienced some-

thing like this: you buy a red car,

and suddenly red cars appear eve-
rywhere. Why? Because you're focusing
on red cars — and you get more of what-
ever you focus on. But much of the time,
consciously and unconsciously, we dwell
on what we don’t want, and that’s what
we get.

Seeing Red Cars is a metaphor for
focusing on what you want. It acts as a
visual trigger to remind you of the posi-
tive outcomes you are striving for and,
when you stray off the track, to jog your

48 AUGUST 2011 The Bulletin 0 0 00O

memory back into the present and re-
focus on what you want personally and
professionally.

Laura Goodrich draws on more than
15 years of lessons learned from work-
ing with people, teams, and organiza-
tions that struggled as they were liv-
ing and working in times of dynamic
change. To help these and other compa-
nies better deal with the challenges, she
produced a film ‘Seeing Red Cars’ that
is being used by more than 500 trainers,
coaches, and consultants worldwide as
part of their existing training curricu-

lums or to establish employees’ posi-
tive focus and engagement when they
are launching important change initia-
tives.

This book digs deeper into the Seeing
Red Cars positive outcomes mind-set
and guides you in making intentional
changes that will have an impact on
your life.

Breaking the Pattern of Focusing on
“I Don’t Wants”

Through experiences and case stud-
ies in this book, she explains that it is a
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perfectly human inclination to focus on
what people do not want to have hap-
pen, not on what they do want to have
happen. It happens so often. Ask people
what they want, and without hesitation
they generally say:

“What I don’t want is this: I dont
want people to be gone that day, I don’t
want to be stood up at meetings, I don’t
want to waste my time.”

Even after Goodrich says she repeat-
edly pointed out that their statements
began with “I don’t want” and specifi-
cally asking them to rephrase their state-

ments as “I wants,” they quickly returned
to expressing what they didn’t want or
what they were trying to avoid.

When people intentionally change
their focus to what they do want, phe-
nomenal events start happening in their
business and personal lives. And when a
group of employees or an entire team or
organization gets on board and focuses
on what they do want, positive outcomes
replicate, and achieving corporate objec-
tives becomes even more possible.

By learning how to shift focus from
what you don’t want and are trying to

avoid to a positive mind-set, readers can
understand how to:

1. Resist the natural inclination to focus
on negative thoughts, concerns, and
fears.

2. Create a sense of awareness around
their individual interests passions,
strengths, and values.

. Make the connection between their
personal and professional “I wants”
and those of their team and organiza-
tion to create individual and collec-
tive positive outcomes.” ¥
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Btilletin

A pre-paid annual subscription to The
Bulletin costs HK$360 posted to any
Hong Kong address and US$85 airmail
to any address in the world

YES! 1 wish to subscribe to The Bulletin for

a1 year (12 issues)

[ 2 years (24 issues)

11 3 years (36 issues)
Name:
Company:
Address:

(Total amount)

(Total amount)

(Total amount)

Postcode:
Tel No:
Fax No:
Email:

| wish to pay by:

1 Cheque or Bank Draft in the case of overseas
subscription  (made payable to The Hong Kong
General Chamber of Commerce)

11 MasterCard 1 Visa

(Hong Kong dollars for local subscriptions and US$ for
overseas subscriptions)

Card No:
Expiry Date:
Signature:
(For Office use: Date:
Authorised Code: )

Please return this form to: The Hong Kong General Chamber
of Commerce, 22nd Floor, United Centre, 95 Queensway,
Hong Kong Tel: 25629 9229 Fax: 2527 9843
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Congratulations to the winners of
Financ1al Sh€nanigan$
Behzad Mirzaei
Joop Litmaath
Norman Yeung

Wong Kin Fai
Chan Wing Kee
Fok Chun Yue

- — — — — - —  —/ /1
The Bulletin is giving away three copies of this month’s featured book. Entries will

| be randomly drawn from the hat and winners will be announced in the next issue of
The Bulletin. Deadline for entries is August 22. Simply complete the entry form and

| send it to: The Hong Kong General Chamber of Commerce, 22/F, United Centre, 95
Queensway, Admiralty, Hong Kong.
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he worldwide prevalence of
obesity has nearly doubled
since 1980, according to
a major study on how three
important heart disease risk
factors have changed across
the world over the last
three decades. The study,
published in the Lancet,
looked at all available
global data to assess
how body mass index
(BMI), blood pres-
sure and cholesterol
changed between
1980 and 2008.
The study
shows that in
2008, more than
one in ten of the
world’s adult pop-
ulation was obese,
with women more k\‘
likely to be obese
than men. An esti-
mated 205 million men \
and 297 million adult
women were obese — a to-
tal of more than half a bil-
lion adults worldwide.
The proportion of the
world’s population with high
blood pressure, or uncontrolled
hypertension, fell modestly between

?

1980 and 2008. However, because of
population growth and ageing, the number
of people with uncontrolled hypertension rose from 600

9

| Health 0 OO O |

tries achieved large reductions
in uncontrolled hypertension,
with the most impressive
progress seen in women in
Australasia and men in
North America. Uncon-
trolled hypertension is
defined as a systolic
blood pressure higher
than 140 mmHg
or diastolic blood
pressure  higher
than 90 mmHg.
Averagelevels
of total blood
cholesterol
fell in Western
countries  of
North America,
Australasia and
Europe, but in-
creased in East

& and Southeast
813 A )9 : / /' f Asia and the Pacific
; 08 U £ region.

Professor ~ Majid
Ezzati, the senior au-
thor of the study from
the School of Public
Health at Imperial Col-
lege London, said: “Our

results show that overweight

and obesity, high blood pres-

sure and high cholesterol are no

longer Western problems or problems

of wealthy nations. Their presence has

shifted towards low and middle income countries, mak-

5
g
&
3
N
£
&
3
©

million in 1980 to nearly 1 billion in 2008. High-income coun-  ing them global problems.” &

People Are
Getting Heavier
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BMI

B In 2008, 9.8% of men and 13.8% of women in the world were obese (with a
BMI above 30 kg/m?), compared with 4.8% for men and 7.9% for women in
1980.

B Pacific island nations have the highest average BMI in the world, reaching 34-
35 kg/m?, up to 70% higher than some countries in Southeast Asia and sub-
Saharan Africa.

B Among high income countries, USA has the single highest BMI (over 28 kg/
m? for men and women), followed by New Zealand. Japan has the lowest BMI
(about 22 kg/m? for women and 24 kg/m? for men), followed by Singapore.

B Among high-income countries, between 1980 and 2008, BMI rose most in USA
(by more than 1 kg/m?/decade), followed by New Zealand and Australia for
women and followed by UK and Australia for men. Women in a few Western
European countries had virtually no rise in BMI.

B The UK has the sixth highest BMI in Europe for women and ninth highest for
men (both around 27 kg/m?).

B Turkish women and Czech men have the highest BMI in Europe (both around
28 kg/m?). Swiss women had the lowest BMI in Europe (around 24 kg/m?).

Blood pressure

B Systolic blood pressure levels are highest in Baltic and East and West African
countries, reaching 135 mmHg for women and 138 mmHg for men. These lev-
els were seen in some Western European countries in the 1980s before their
impressive declines.

B South Korea, Cambodia, Australia, Canada and USA had some of the lowest
blood pressures for both men and women, below 120 mmHg for women and
below 125 mmHg for men.

B Among high income countries, Portugal, Finland and Norway have the highest
blood pressure.

B Men had higher blood pressure than women in most world regions.

Cholesterol

B Western European countries like Greenland, Iceland, Andorra, and Germany
have the highest cholesterol levels in the world, with mean serum total choles-
terols of around 5.5 mmol/L.

B African countries have the lowest cholesterol, some as low as 4 mmol/L.

B Among western high-income countries, Greece has the lowest cholesterol
for both men and women (below 5 mmol/L).

B USA, Canada, and Sweden also had low cholesterol. The UK’s cholesterol is
ninth highest in the world, slightly below 5.5 mmol/L.
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Chamber Happenings

in pursuing the options.

The Airport Authority Hong Kong (AAHK) released its latest Hong
Kong International Airport Master Plan 2030 on June 2 to launch a
three-month public consultation on the strategic direction of the
future development of the airport.
At a joint business community seminar on June 27, Dr Marvin
Cheung, Chairman, and Stanley Hui, CEO, from the Airport
Authority Hong Kong, presented an overview of the Master Plan
2030. They discussed in detail the considerations of AAHK for the
two options under consultation, including the potential economic
impact to Hong Kong, and the challenges that AAHK needs to face

Hong Kong International Airport Master Plan 2030 & Its Implications
to the Business Community
ob0OoO0OoOozo3000b0OOOoOoOOoOOn
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Asia/Africa
Ambassador
Nadjib Riphat
Kesoema,
Deputy Minister
for Foreign
Relations,
Indonesia, led a high-
level delegation to the
Chamber on June 30. The
delegation, organized by the
Coordinating Ministry of
Politics, Law and Human
Rights of the Republic of
Indonesia, was received by
Marc Castagnet, Chairman

Chamber Committees DO OO 00O

Americas Committee 00000
Mr Douglas Van 0 0 00 0

Asia/Africa Committee 0 0/00 000

Mr Neville Shroff 0 0 0000000
China Committee 0 0 000
MrEmilYu OO OO0

CSI — Executive Committee
goo0oOOoo0o —0O0oO00OOo
Mr David Dodwell [0 0 (0 00 O
Digital, Information and
Telecommunications Committee
goo0OOo0oCcOoDooo

Ms Winnie Yeung 0 00 0 0 [0

of the Asia/Africa Committee
and its members. Both sides
exchanged intelligence on
the latest updates and ways
to encourage closer bilateral
relations.

China

Song Airong,
Vice President,
Xingjiang Uygur
Autonomous e .
Region, led b il 3%
a delegation to call on
the Chamber on June 20.

Economic Policy Committee
ooooooo

Mr James Riley 0 0 00 0
Environment and Sustainability
Committee
goooooOoOoOooao

Dr Glenn Frommer 00 0 00

Chamber CEO Alex Fong
welcomed the visitors.
Qiang Yi, Deputy
Director, Commerce Bureau
of Nantong, visited the
Chamber on June 22, where
he was welcomed by Alex
Fong.
A delegation made up
of 35 entrepreneurs from
Hubei Province called on the
Chamber on June 23.
Irene Lau, Chamber Chief
Consultant, Business
Development, received
the visitors and discussed

potential opportunities for
cooperation.

Zhang Zhensu, Director
General, Investment
Promotion Bureau,
Managing Committee of
Suzhou Industrial Park,
called on Alex Fong on July
24 to discuss investment
opportunities in Suzhou for
Hong Kong entrepreneurs.

Fan Yun, Representative of
NPC and Board Chairman of
Shanghai Fushen State Assts
Evaluation Co Ltd, called on
Alex Fong on June 30.

Europe Committee 0 0 0 0 O

Mr Serge G. Fafalen 0 0 000

Financial and Treasury Services Committee
oooooooooo

MrTCChanO 0000

Industry & Technology Committee 00000000
Mr Edmond Yue 0 0 0 0 0




Zhang Yanning, Assistant

Director-General of
Nanjing Municipal Bureau
of Commerce, visited the

Chamber on June 30 where

he was welcomed by Irene
Lau.

Competition Law

The Chamber presented
four submissions to the
LegCo Bills Committee on

Competition Bill in the past

month, addressing various
aspects of the bill, such as

definitions and prohibitions,

questions for the

administration, enforcement

approach for non-hardcore

conducts and the guidelines.

Environment and
Sustainability

The Environment and
Sustainability Committee
met on June 16 to discuss

its work plan for the second
half of the year. During the
meeting, Dr Glenn Frommer
was re-elected as the
Chairman, while Cary Chan,
Teresa Au and Dr Jeanne

Ng were re-elected as Vice
Chairmen.

Thinex Shek, Senior
Manager, Business Policy,
attended the Organizing
Committee meeting of the
Hong Kong Awards for
Environmental Excellence
on July 5 to discuss the 2011
awards scheme.

Industry and Technology
The 2011 Hong Kong
Awards for Industries
took place at an awards
presentation cum gala dinner
on June 30. The Chamber is
the leading organizer of the
Innovation and Creativity
category, which saw five
award winners this year. The

The Chamber helped to co-organize and supported a number of

Mainland trade and investment promotions recently. These included:
gobooooboboOoobobOoOoobbooooboooooo

ooo—oO0o0o0oooo

15th China International Fair for Investment & Trade
(CIFIT) Seminar & Luncheon
0150000000000000000

Harbin and Hong Kong Economic and Trade Cooperation

The 2011 Business Fair for Hong Kong-Guangdong
Economic, Technology and Trade Cooperation
20110 000000000000

Grand Award was presented
to Chun Hing Business
Development Co Ltd by the
Financial Secretary.

SME

The SME Committee met
on July 6 and elected Dr Cliff
Chan as Chairman, while
William Wong and Norman
Yeung were elected as Vice
Chairmen.

Service Industries

The HKCSI Executive
Committee met on June 29 to
discuss developments relating
to services cooperation and
liberalization in the global
and regional arena. At the
meeting, David Dodwell was
re-elected Chairman of the
commiittee.

The Retail and Tourism
Committee met on July 4 to
discuss policies affecting the
sector. At the meeting, Roy
Ng was re-elected Chairman
of the Committee, while
Michael Hobson, Sylvia
Chung and Frank Lee were
elected as Vice Chairmen.

The Financial and
Treasury Services Committee
met on July 11 to discuss
opportunities for Hong
Kong’s financial services
sector following the
promulgation of the 12th
Five Year Plan.

Y L Cheung, Partner,

00000000000o0o00vro
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Gregory So, Secretary for Commerce and Economic
Development, met with HKGCC representatives,
together with representatives of major business
chambers and SME associations, on July 5 to discuss
business concerns about the Competition Bill. During
the meeting, useful and constructive views were
exchanged.

Forensic & Dispute Services
of Deloitte, spoke at the
Chamber’s July 11 roundtable
luncheon on financial
statement fraud. He told
members some of the tell-tale
signs to watch out for, and also
shared some case studies. ¥&

Taxation Committee 0 0 0 00O
Mr David Hunter (] (0 00 0 0
Taiwan Interest Group 0 0 O O
Mr Stanley Hui 0 0 0 0 O
Women Executives Club 0 0 0
Miss Sonya Wu [0 00 [0 [0

Real Estate & Infrastructure Committee
gooooooo

Mr Jolyon Culbertson 0 0 0 00 [0

Retail and Tourism Committee
gooooooo

MrRoy NgOOOOO

Legal Committee 0 0 0 00

Mr William Brown 00 0 00
Manpower Committee 0 0 0 0 O

Mr Brian Renwick 0 0 00 0
Membership Committee 0000000
SirCKChowOOO000

Shipping & Transport Committee
goooooooo
Mr John Harries 0 0 00 O

Small & Medium Enterprises Committee
gooooooo
Mr Francis Chan 0 0 0 0 0
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Missed a Chamber Event?

U P16 L] -

Chamber members can catch up on
all of our past events on our web site.

With your membership you can access:
& Videos (") Podcasts [ Speeches
PowerPoint Presentations

Visit
www.chamber.org.hk/en/events/past.aspx

HKGC&

7 48 T = 1861

Hong Kong General Chamber of Commerce Grearing

Business 101 oVears

SIRER fERR

Make your
function a

|deal for

« Seminars
» Meetings
« Workshops
« Exhibitions

More information
www.chamber.org.hk

- Sales Presentations
« Press Conferences
« In-House Training

in Admiralty.

Four fully-equipped, multi-purpose
function rooms conveniently located

Located above Admiralty MTR Station,
the Hong Kong General Chamber of
Commerce offers a choice of four
multi-purpose suites capable of seating
up to 110 people. It's the perfect location
to ensure your event gets the attention

it deserves — and with prices starting at
$360 per hour, it's outstanding value too.

Our Address / Contact

The Hong Kong General
Chamber of Commerce

22/F United Centre,
95 Queensway, Hong Kong

Tel: (852) 2823-1273 / 2529-9229
Fax: (852) 2527-9843
Email: chamber@chamber.org.hk
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Pushing the Boundaries of Creativity

HRERNpERE

42 of Hong Kong’s brightest and most innovative companies honoured at awards ceremony
420000000000000000000000000

orty-two companies were hon-

oured for their business acumen

and creativity at the 2011 Hong
Kong Awards for Industries (HKAI)
presentation ceremony, which took place
on June 30.

Speaking at the event, Financial Sec-
retary John Tsang called the awards a
celebration of local creativity that gives
due recognition to the excellence in
design, in service, in innovation and in
technology.

A total of 231 entries were received
for the awards which cover six catego-

58 AUGUST 2011 The Bulletin 0 OO0

ries: consumer product design, machin-
ery and machine tools design, customer
service, innovation and creativity, pro-
ductivity and quality, and technological
achievement category. Professor Tsui
Lap-chee chaired judging panels which
scrutinized every entry to come to their
final selection of winners in each cat-
egory.

The Grand Award winners were
Philips Electronics Hong Kong Limited
(consumer product design), Kolinker
Industrial Equipments Limited (machin-
ery and machine tools design), Fairwood

Fast Food Limited (customer service),
Chun Hing Business Development
Company Limited (innovation and
creativity) and Network Box Corpora-
tion Limited (technological achieve-
ment).

“I am particularly pleased that
some of our winning companies are
being shepherded by young industri-
alists. Youth breeds energy and new
ideas. Their participation and dedi-
cation will provide strong continu-
ity and ingenuity for our industries,”
Tsang said. “Only by pushing the



N
2011 Hong Kong Awards for Industries: Innovation and Creativity
2011000000000

Grand Award Winner D OO QOO O

Chun Hing Business Development Co Ltd
0000000000

J

Chun Hing has demonstrated the ability to diversify its core business into a
completely new and innovative product line. The idea of a Link Socket
may be simple, but it is a creative and very user-friendly solution that
addresses the practical needs of every household. Therefore it possesses
substantial business potential. The company’s strong culture of innovation
is driven by its enthusiastic and energetic engineering team in product
development. It is a showcase of Hong Kong’s long-standing value of
flexibility and versatility that, collectively, strive for continual excellence.

— Comments by HKGCC Judging Panel
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Winners of the Chamber’s Innovation and
Creativity Category pose for a group photo
with officiating guests.
00000000000000000000000

boundaries of our creativity, will our
industries be able to stay ahead of the
competition.”

The HKAI was launched in 2005
by merging the former Hong Kong
Awards for Industry and the former
Hong Kong Awards for Services, estab-
lished in 1989 and 1997 respectively.
HKGCQC is the organizer of the Inno-
vation and Creativity Award Category.
The awards aim to recognise Hong
Kong enterprises in both the manu-
facturing and services sectors for their
outstanding achievements. ¥

oo

“wy

L

- ooooooooooo

01100000000000201106
g3o000000420000000
goooooooooo
0o00o0oo0o0ooooooooooo
ooooOoooooooooooooooo
ooooooooooooooooo
ooooOooooobOoz20oooooo
ooooOoooO0oo0oooooooooooo
ooooooooooooOooooooooo
ooooooooooooooooooooo
ooooo0ooooOoooooooooo
000000000 PhHilips Electronics
Hong Kong LimitedO OO O D0OOOOOOO
ooo0oo0ooooooOooooooooog

gbooooooooboooooooooooo
gooooooooboooooooooboooo
ooboooooog
gooooooooooooooooo
goooooooobooooooooboobooo
goooooooobooooooooboboooo
gooooobooooooobboooooo
goooooooooooooooboobobn
ooboooooogoo
oooooooooooooolesoun
gooooooooooolesrooonoon
050 000000000000O00000O
gooooooooboooooooooooDo
00000000000000000 Y

The Bulletin 0 0 0O AUGUST 2011 59



| Chamber in Review 0000 |

Powerful |dea
oo0ooooo

Necessity may be the mother of
invention, but its father is creativity,
and knowledge is the midwife

oobooooboooooooooooooo
oooooooooo

arcus Chow rushed home

one day last year clutching

his new iPad, eager to try
it out. After carefully unpacking the
shiny tablet and connecting the power
cord, he went to plug it in, but all of
the sockets on the power extension
were in use. Damn!

He popped out to the supermar-
ket to get a bigger one, but found they
were sold only in four- or six-socket
combinations. He checked household
appliance and hardware shops, but
had to settle for buying an additional
cord.

“So I thought, ‘wouldn’t it be fan-
tastic if I could just add an additional
socket to my existing extension when-
ever I needed to?” he explained.

The next day he discussed the
problem with his boss and floated the
idea of an adjustable power extension
socket that allows users to add extra
sockets like building blocks. His boss
thought it was a good idea, and called
a meeting to get staff’s views.

“Everyone thought it was a very
good idea, and it was also an oppor-
tunity for our company to launch our
own brand, because we are an OEM
company; he said.

Marcus’s employer, Chun Hing
Business Development Co., Ltd., is pri-
marily in the precast concrete fabrica-
tion business, although it also engages
in general trading. So developing a
new electrical product was a gamble.
Convinced Marcus was onto a winner,
his boss figured it was a gamble worth
taking and hired an electrical engineer
to develop a prototype.
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e.Energy Lighting Limited
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T&K Lighting Management System is a useful technology developed in Hong
Kong to improve energy efficiency of lighting device, with a view to
contributing to the global efforts to reduce emissions. Although there are
many new green technologies available in the market, e.Energy is able to
identify a niche and introduce a sophisticated and practical add-on solution
without generating waste from abandoning old devices. The company is also
lauded for its extensive contribution to cultivating innovation in academia.

— Comments by HKGCC Judging Panel
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Fu Hong Industries Limited
00o00Doooooo

The Genius Feeder developed by Fu Hong is a new and interesting product,
offering a creative solution to overcome the spoon-feeding problem known
for hundreds of years. It is unique and innovative in its method for helping
infants develop early chewing behaviour, which also helps reduce the
tension and pressure of parents in the feeding process. The company is
able to demonstrate its strong leadership in creating and reinforcing the
value of innovation, an essential spirit of Hong Kong’s entrepreneurs.

— Comments by HKGCC Judging Panel
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After a year of development, and sev-
eral prototypes, Marcus is now happy
with the final product.

“We have completed British Stand-
ard (BS) testing for four and eight sock-
ets, and are in the process of testing ten
sockets,” he said.

The product will be available in Hong
Kong in one or two months’ time, fol-
lowed by the U.K., Singapore and Malay-
sia, as they all use the same testing stand-
ard. In the meantime, Marcus said he will
be seeking to complete testing standards
for the French and U.S. markets.

“We are very concerned that this
product should be completely safe. We
have already changed the design so that
kids will not think it is building blocks,
and also enhanced its rigidity by incor-
porating metal pins into the connec-
tion,” he said.

To protect his idea, the design has
been patented in Hong Kong, Mainland
China and the United States.

But he isn’t resting on his laurels.
Already, work has started on develop-
ing blocks that act as a USB charger, and
battery charger. To enhance safety fur-
ther, the company’s electrical engineer is
designing a power surge protection unit
into the socket’s end cap.

“I think our ideas can connect, so
hopefully this is just the start of our new
brand aLink,” he said. &
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Konew Financial Express Limited
oooooooooo
Konew manages to add value to the conventional property mortgage
business by introducing Mortgage Express, serving as mobile offices for
documenting loan applications at any destinations. It is able to identify
customer’s needs and make good use of technologies to develop a
convenient platform to deliver efficient services. The innovation is
straighforward and practical, enabling the company to stand out in the
competitve market, with potential for continual innovation.

— Comments by HKGCC Judging Panel
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Make your
function a

Success

|deal for Four fully-equipped, multi-purpose (), Address / Contact

_ ; function rooms conveniently located
« Seminars - Sales Presentations in Admiralty. The Hong Kong General
» Meetings « Press Conferences Chamber of Commerce
. . Located above Admiralty MTR Station,

«Workshops - In-House Trammg the Hong Kong General Chamber of 22/F United Centre,

« Exhibitions - Sales Presentations Commerce offers a choice of four 95 Queensway, Hong Kong
multi-purpose smte’s capable of seathg Tel: (852) 2823-1273 / 2529-9229

. . up to 110 people. It's the perfect location :
e e X ot ho attor Fax: (852) 2527-9843

0 ensure your event gets the atiention Email: chamber@chamber.org.hk

it deserves — and with prices starting at
$360 per hour, it's outstanding value too.

www.chamber.org.hk

Theatre Conference Room 1 Conference Room 2 Committee Room

110 seats 40-60 seats 15-30 seats 12-16 seats

(1,300 sq ft) (830 sq ft) (470 sq ft) (310 sq ft)

$9,720 $6,240 $3,540 $2,160

$6,720 $4,320 $2,400 $1,440
$1,200 $660

Seating capacity :
Usable Area :
09:00 -17:30 :

1/2 day (4 hrs) :

Hourly Rate :
(Min. Charge for 2 hrs)

Facilities

Theatre and Conference Room 1: Conference Room 2 and Committee Room:
+ 2 LCD Projectors * LCD Projector

* 2 Electric Screens « Electric Screen

* 4 Table Microphones * Internet Access / Wireless Area

» 2 Hand-held Wireless Microphones * Laser Pointer

* 2 Clip Microphones » Whiteboard / Flipchart

* Podium With Microphone » Overhead Projector

* Internet Access / Wireless Area « Self-service Cafe Bar

* Laser Pointer

» Whiteboard / Flipchart

* Overhead Projector

* TV /Video / DVD /VCD
* Reception Area

+ Self-service Cafe Bar

Non-office hour rental can also be considered. After office hour air-conditioning $320 per hour / overtime work $65 per hour.
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What’s Happening at the Chamber

UPCOMING HIGHLIGHTS

Positive Teamwork Magic: Creating a ‘Yes, and’ Culture

Date: August 25
Time: 09:00-11:30
Venue: Chamber Theatre

As the market competition becomes more vigorous in 2011, corporate successes are
continuously dependent on team performances. Companies rely on teams to achieve
significant contributions. However, many people seldom exercise effective “teamwork.”
Nathan Yung, Mind Resources Associate Consultant, will show you how to stimulate a “yes,
and” culture in your staff.

Mission to Xiamen
Date: Sept 7-9

The Chamber will lead its popular annual mission to
Xiamen for the 15th China international Fair for Investment
& Trade. During the trip, delegates will tour the show, which is expected to have a heavy
emphasis on green industries and new energy products, in addition to attending special
meetings with ministers and officials from all over the Mainland.

Leadership Communication

Date: Sept 28
Time: 09:00-11:30
Venue: Chamber Theatre

Many senior executives are confident and capable speakers but are they really at the top
of their game? David Keattch is Chief Executive Officer of Connect Communication, will
share his insights on what makes for a great presentation, and how speakers can create a
lasting impression on their audience. He will also discuss the importance of presentation
tools — or in many cases the lack of - to really inspire and get people to buy into your
message.

Managing the Post-90s Generation

Date: Sept 27
Time: 09:00-12:00
Venue: Chamber Theatre

Shirley Ng, Director of Coach Infinity, will share at this workshop
how managers can get the most out of their post-90s generation
staff. By discussing their aspirations, concerns, and expectations,
she will give participants an insight into the minds of today’s
generation of young workers.
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Problem Solving Skills for Leaders
16 Aug, 14:30 - 17:30

Employees Compensation Ordinance
Workshop
23 Aug, 09:30 - 17:00

Positive Teamwork Magic—Creating a
“Yes, and” Culture
25 Aug, 09:00 - 11:30

Understand The New INCOTERMS® 2010
25 Aug, 15:00 - 17:30

HKGCC Mission to Xiamen — For the 15th
China Int'l Fair for Investment & Trade
7-9 Sep

Excellence Customer Service
15 Sep, 09:00 - 12:00]

Leadership Training for Supervisors &
Line Manager
15 Sep, 14:30 - 17:30

HKGCC - Porsche Panamera Test Drive
23 Sep, 10:00 - 18:00

Managing Post 90’s
27 Sep, 09:00 - 12:00

Leadership Communications
28 Sep, 09:00 - 11:30

How to File Individual Income Tax Return
in China
28 Sep, 14:45 - 17:45]

iy AR . f‘!& |

Missed a Chamber Event?

Chamber members can catch up on
all of our past events on our web site.

With your membership you can access:

& Videos {7 Podcasts [ Speeches

I PowerPoint Presentations
Visit
www.chamber.org.hk/en/events/past.aspx
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Largest web-based platform in Hong Kong for

Certificates of Origin

Quick * Reliable * Secure * Save Cost
Ooooonn
No Counter Lodgment Required

Oooooomn
Trusted and Accepted Internationally

WWW.WE b CO " h k Built on Digital ID-Cert Technology

For online preparing, lodging and storing Certificates of Origin — Re-export / Transhipment
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86-20-28888-999 HNET
4000-888-999 MitiT

www.cantonfair.org.cn
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{FL. 86-20-28395166 E-mail: info@cantonfair.org.cn
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