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Chengdu – Economic centre of western China

Chengdu, situated at the western edge of the Si-
chuan Basin, is the capital of Sichuan Province. As 
a booming hub in the economic entity of Sichuan 
and western China, Chengdu’s industrial base in-
cludes light and heavy manufacturing, aluminium 
smelting, and chemicals. It is a national cluster for 
electronics and information technology. Several 
key national electronics research and development 
institutes are located in Chengdu. The city’s indus-
trial development zone has attracted a variety of 
multinationals, including Intel, IBM, NOKIA, Alcatel, 
Motorola and Microsoft.  Chengdu and the Sichuan 
region are famous for a spicy cuisine of worldwide 
esteem. Chengdu outnumbers Shanghai in terms of 
teahouses and bars – despite the fact that Shanghai 
has twice as many denizens. The city is moreover 
known as the home town of China’s most famous 
animal, the panda bear.

 
Dalian – Northern harbour and hub

Located on China’s eastern coast and the southern 
extremity of the Liaodong peninsula in north east 
China, Dalian stretches along 
the Yellow Sea on its east and 
the Bohai Sea on its west.  
Dalian is an important city in 
the north of China with fine 
harbours and a well-estab-
lished industrial base. By 
2007, the total number of 
foreign-funded enterprises in 
Dalian amounted to more than 
10,000 hailing from over 70 
countries. Around 1,900 rep-
resentative offices and agen-
cies have been set up in Da-
lian by overseas companies; 
eight banks have set up oper-
ating branches and six foreign 
financial institutions have 
opened offices. Dalian is the 

window for north east China and the gateway to  
Beijing and Tianjin. It serves a vast hinterland with 
a total population of more than 100 million consisting 
of three north eastern provinces and Inner Mongo-
lia. 80 percent of the export cargos from north east 
China are handled through the Dalian port.

Wuhan – Economic hotspot in the heart of China

Located at the crossroads of central China in Hubei  
Province, Wuhan is a transportation hub for air, rail-
way and ferry traffic. With a history that dates back 
more than 3,500 years, Wuhan boasts a rich cul-
tural heritage combining historic monuments with 
breathtaking nature. The city’s main landmark is 
the Yellow Crane Tower, featuring an ancient poem  
by Fan Zhong Yan (Tang Dynasty). By combining clas-
sical industries (for instance, automobile manufac-
turing) with hi-tech industries at locations like Optics 
Valley, where fibre-optic, electronics and pharmaceu-
tical companies have set up research, development 
and production sites, Wuhan is positioning itself as 
one of Asia’s most progressive business cities.

View from Yellow Crane Tower, Wuhan
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Economy: Key Figures

Gross Domestic Product (GDP) in 2007

GDP (purchasing power parity): 6,991 trillion USD»»

GDP (official exchange rate): 3,251 USD»»

GDP (real growth rate): 11.4%»»

GDP (per capita): 5,300 USD»»
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Source: CIA-The World Factbook 
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Source: CIA-The World Factbook 

Unemployment rate (2007): 4%

Inflation / finance

Consumer price inflation 2006: 1.5%»»

Average annual Inflation 2001-2006: 1.5%»»

Deposit rate 2006: 2.52%»»

Source: The Economist; Pocket World in Figures

Trade China in rankings

Highest economic growth from 1985-95:  
First place 

Highest services growth from 1985-95:  
Second place

Biggest traders of goods (2004):  
Fourth place

Largest surpluses (2004):  
Second place (160,780 million USD)

Workers‘ remittances (2006):  
Third place (22,492 million USD)

Highest foreign debt (2007):  
First place

Source: The Economist; Pocket World in Figures
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Chemicals 6,042

Machinery and 
transport equipment 37,726

Misc. manufactured articles 61,701

Machinery and 
transport equipment 91,827

Economic relations China-EU

Representing around a quarter of the world’s popu-
lation, the People’s Republic of China (PRC) and the 
European Union (EU) are among the world’s most 
important economic regions. Trade and investment 
between China and the EU have played a major role 
in the transformation of China in past decades. Since 
the then European Community and the PRC signed 
a first trade agreement in 1978, EU-China trade has 
increased more than sixty-fold, and investments of 
European companies in China and Chinese compa-
nies in Europe have strengthened economic ties. The 
development of trade relations remains dynamic: in 
2007, bilateral trade increased by 17 percent. China 
is the EU’s second trading partner behind the USA – 
in 2005, trade with China accounted for 9.4 percent 
of the EU’s overall trade activities. China is second-
largest importer to EU countries with a share of 
13.4 percent and fourth-largest export destination 
(4.9 percent share). The European Union is China’s 
main trading partner, accounting for 16.3 percent 
of overall trade.

China: Main trading partners

Major Trade Partners overall (2006, million Euro)
1.	 European Union	 216,207		 16.5%
2.	 USA	 208,908	 15.9%
3.	 Japan	 164,749  	 12.6%
4.	 Hong Kong 	 131,928 	 10.1%
5.	 Korea	 106,648 	 8.1%

Major Import Partners (2006, million Euro)
1.	 Japan	 91,913  		 16.4%
2.	 EU	 71,716  		 12.8%
3.	 Korea	 71,285  		 12.7%
4.	 USA	 47,084  	 8.4%
5.	 Malaysia 	 18,172  		 3.3%

Major Export Partners (2006, million Euro)
1.	 USA	 161,824		 21.5%
2.	 EU	 144,491		 19.2%
3.	 Hong Kong  	 123,361		 16.4%
4.	 Japan	 72,835		  9.7%
5.	 Korea	 35,364 		 4.7%

Economy: Key Figures

Trade China-EU

EU - main imports from China

Manufactured goods 
classified chiefly by material

Chemicals

20,000   40,000   60,000   80,000   100,000

6,008

25,705

million Euro

EU - main exports to China

Manufactured goods 
classified chiefly by material
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8,506

4,713

million Euro

Trade in goods (2007)

Trade in services (2007)

Foreign Direct Investment (2006)
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[ EU inward investment to China ]

[ China inward investment to EU ] 
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[ EU services imports from China ]
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Source: Eurostat

Source: Eurostat
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Mondo is an Italian family business from the town 
of Alba in the northern Italian region of Piemont. 
Founded by Edmondo Stroppiana in 1948, the com-
pany has developed from a small artisan business 
to a truly international group. Still owned by the 
Stroppiana family, Mondo now operates globally, 
with more than 1,800 employees worldwide. The 
Olympic Year 2008 is of particular importance to 
Mondo: the company supplies the floorings for the 
athletics track in the Beijing Olympic Stadium as well 
as the parquet for indoor sports like volleyball and 
basketball. Mondo has been an official supplier of 
floorings for Olympic events since the 1976 Montreal 
games. Thanks to the company’s vast experience in 
managing large sports events and a capability 
to provide maintenance during the Games, Mondo 
has been able to countinously secure tenders for  
Olympic Games ever since. 

Mondo also produces commercial floorings for 
hospitals, schools and shopping centres or indus-
trial floorings for ships and trains. Additionally, the 
company produces toys, diecast modellings (bikes), 

PVC games and luxury motor yachts. Although a 
family business and a SME, Mondo has established 
a truly global presence, with manufacturing units in 
Europe, North America and Asia and clients in over 
190 countries. 

In 2005, Mondo opened its first factory in China. In 
Yanjiao, a town in Hebei province, forty kilometres 
from Beijing and thousands of kilometres from Mon-
do’s head office in the Barolo vineyards of Alba, 180 
mostly Chinese employees manufacture floorings 
for the Asian market. Andrea Vallauri, General Man-
ager of Mondo China and a long-time employee, 
is convinced of the high potential China offers his 
company. Having led Mondo’s business dealings 
with China for the past 20 years, he believes that 
setting up Mondo China was a key step in remaining 
competitive in the Asian market and guaranteeing 
fast deliveries. In addition to production facilities, 
Mondo China has set up a special development unit 
in China to hone their product range for the specific 
needs of the Asian markets. Valluari plans to expand 
development capabilities in the next years. 

Mondo – supplying floorings for the Beijing Olympics 
A family-owned global player from Italy with 180 employees in China
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For Andrea Vallauri, the most important intercultural insight his work in 
China brought about was the need to gain a deep understanding of Chinese 
traditions and habits: “If you want to be successful in China, there is no other 
way than to really understand the basic principles governing this country 
and its people. You need to know their traditions to behave respectfully. Of 
course this needs some time, but it is worth it, as you see in our case.” In  
Valluari’s opinion, language is the main impediment for European businesses, 
as Chinese is not easy to learn and misunderstandings often occur. 

The vast majority of the employees at Mondo 
China are Chinese. Mondo’s target is to in-
crease its activities all over the world, with a 
special focus on China, Russia and India. Es-
pecially in the past 10 years, Andrea Vallauri 
has observed significant changes for Euro-
pean business in China. In his view, reforms 
need to continue, particularly within the 
banking sector and regarding intellectual 
property protection. In his opinion, the mar-
ket potentials remain very high especially for 
European SMEs – who only need to seize the 
opportunity the market offers. 

“If you want to be successful in China, 
there is no other way than to really  
understand the basic principles 
governing this country and its people. 
You need to know their traditions to 
behave respectfully. Of course this 
needs some time, but it is worth it.”

	 Andrea Vallauri,  
General Manager Mondo China

Opposite: Mondo headquarters in 
the Barolo Vineyards of Alba, Italy
This page: Mondo plant in China.
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From Lithuania to China: Julius Daujotas
METP participant

Julius Daujotas works for Umega AB, a Lithuanian company manufacturing 
heating equipment for industrial and laboratory purposes. Daujotas was 
approached by his general manager, who learned about the EU-China 
Managers Exchange and Training Programme (METP) during an EU- 
China matchmaking event in Chengdu, China in 2006. Since Umega AB 
planned to deepen its business ties with China, Daujotas applied with the 
support of his management. Daujotas started his METP training in August 
2007. A key element in his decision to apply was the combination of lan-
guage study with hands-on experience in companies located in China: 
“On the one hand, my company needed to develop China expertise – on 
the other, I saw METP as a great opportunity to boost my career. I wanted  
to be able to communicate with the Chinese and gain a better understand-
ing of the Chinese market and the economy.” says Daujotas.

An intercultural training that brought together EU professionals and Chinese 
METP participants bound for Europe kick-started the programme. For Dau-
jotas, this joint seminar offered valuable insights: “We met business peo-
ple from all over China. Through business game sessions we were grouped 
together to develop new ideas and solutions for business challenges. The 
cultural training gave us the chance to get to know each other. Many of us 
became friends – in China, these relations are of huge importance.” 

The METP programme for European managers focuses strongly on developing 
the language skills necessary to conduct business in China. The seven-
month language course is supplemented by hands-on experience: field 
trips give a picture of the day-to-day workings of Chinese business beyond  
Beijing. During these trips, Daujotas received the opportunity to visit com-
panies, business incubators and governmental institutions in cities such as 
Shanghai, Wenzhou and Chengdu. He regards the graduation ceremony fol-
lowing the seven-month language course counts among his personal high-
lights: “We re-encountered the Chinese managers with whom we had done 
the intercultural training. It was great to be able to communicate with them 
in Chinese – something inconceivable seven months before.” 

Above: Julius Daujotas
Right: Participants METP 
gala dinner, Beijing, April 2008



12 METP Business in China Factbook 2008Economy: Success-Story

In Daujotas’ view, METP helped him acquire impor-
tant skills for his career: “Being able to communicate 
with Chinese is one of the major keys for success in 
China. It will benefit my company and me personally.  
There is a big demand for western managers who 
speak Chinese.” Julius Daujotas’ mid-term plans 
include staying in China, “I came here with the idea 
to stay for a longer period and I have not changed 
my mind. I see great business opportunities and 
after the programme I will definitely stay and work 
in China.” After the language course, Daujotas 
chose to embark on two different internships: one in 
a Chinese import-export company in Shanghai and 
another in a Belgian factory in Jiangsu. This allowed 
him to compare Chinese and European manage-
ment styles. In the Chinese company, he observed 
how work was organized and distributed and rela-
tions between colleagues and with customers were 
handled. His task was to conduct market research on 
ship crankshafts bearings in Eastern Europe and help 
identifying suitable business partners in Europe. 
During the second internship, Daujotas was able to 
use his managerial skills by analysing the facility 
and proposing measures for higher efficiency and 
quality. Julius Daujotas was able to interact with 
most personnel on all levels, Chinese as well as Euro-
peans, from worker to factory manager.

In Julius Daujotas’ opinion, “METP provided me with 
the best of China for my purposes. I feel confident 
about the language and my knowledge of the busi-
ness environment. At the same time, I embarked on 
preparing a business plan for my company’s activi-
ties in the Chinese market. I have made friends with 
many people from different parts of Europe and 
China, which is very important for doing business 
in China. Having a friend in a local community will 
always help to meet the right people in govern-
ment or business. These ten months count among 
the best experiences in my life. I would recommend 
METP to anyone who has serious plans of inter-
acting with China in socio-economic terms. If you 
are interested in the Chinese market, have a good 
idea and believe in it – it is the best bridge to your  
success in China.

What METP offers European managers:

	 A unique two-week intercultural  »»
training with all Chinese and European 
METP participants

	 Seven months full-time Chinese  »»
language training at the University  
of International Business and  
Economics in Beijing

	 Tailor-made company visits as well  »»
as seminars and workshops  
on cultural and business issues

	 Three-month internship phase to gain »»
work-experience in a Chinese environment

	 All tuition fees are covered»»

	 METP provides participants with a  »»
generous living allowance

Who should apply?

	 EU professionals and managers working »»
in European companies, especially SMEs

	 EU Entrepreneurial Individuals»»

	 EU professionals working in NGOs»»

Eligibility

	 Nationality of a European member state»»

	 Minimum of 5 years working experience»»

	 University degree»»

	 Career orientation towards China»»

	 Support from sending company/ »»
organisation in form of a business plan 
for China and financial support 

	 Excellent English language skills»»

	 No or only basic Chinese language skills »»

The EU-China Managers Exchange and Training 
Programme (METP) is an intergovernnmental  
non-profit initiative by the European Commission  
and the government of China. 

For information on applications, refer to  
www.metp.cn or call +49/69/154 02 638
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Business Culture in China

Economic environment

The People’s Republic of China has come a long way 
since the country’s economic opening under Deng 
Xiaoping’s “open door” policy in 1979. During the 
past three decades, China successively opened its 
economy for foreign trade and investment, sparking 
an economic growth that has since sustained dou-
ble digit levels. Special Economic Zones (SEZ) with 
rights and incentives for overseas investors were 
established between 1980 and 1984, when Shan-
tou,  Shenzhen and Zhuhai in Guangdong province, 
Xiamen in Fujian province and the entire island of 
Hainan were designated special economic zones. In 
1992, the PRC officially declared itself a “socialist 
market economy”. Economic growth was not only 
fed by overseas investment emanating from foreign 
investors and overseas Chinese. Millions of small 
Chinese entrepreneurs started their own new ven-
tures. In the early 1990s, the re-opening of two stock 
exchange markets (Shanghai and Shenzhen) led to 
a strong interest in financial markets. In terms of 
economic development, China has been the fastest-
growing major nation in the past 25 years with an 
average annual GDP growth rate above 10 percent. 
China has advanced to the second largest economy 
in the world after the USA with a GDP of over $7 tril-
lion (2007) measured on a purchasing power parity 
(PPP) basis. The country’s per capita income is clas-
sified as low by world standards, at about $2,000 
(nominal, 107th of 179 countries/economies), and 
$7,800 (PPP, 82nd of 179 countries/economies) in 
2006, according to the IMF. 

The 1990s saw an increased autonomy for state 
enterprises, thereby permitting a wide variety of 
private enterprises. Meanwhile, hundreds of state-
owned corporations (SOEs) have been privatized 
and rebranded to become forward-looking indus-
trial companies with international ambitions such 
as Cosco (container shipping), Sinopec (petroleum), 
CNOOC (oil), TCL (electronics) or Haier (appliances).

Business in China: Relationships are key

Doing business in a foreign country always repre-
sents a significant challenge: language barriers, 
cultural traditions and entrenched networks make 
it difficult for foreigners to navigate their new busi-
ness environment. 

The Chinese prefer to deal with people they know 
and trust. On the surface, this does not seem much 
different from doing business in European countries, 
where trust plays a major role in business transac-
tions. In China, trust and personal relationships, 
however, play a far more important role, at times 
replacing institutional and legal securities on which 
business relations tend to rely in EU countries. Hence, 
European companies have to make themselves known 
to their potential Chinese partners before engaging 
in business. Crucially, relationships are not built simply 
between companies but first and foremost between 
individuals at a personal level. Building up these re-
lationships is an ongoing process. Companies need 
to maintain them if they want to do business in China. 

Knowledge of Chinese business culture and, ideally,  
local language skills facilitate business success in  
China. The EU-China Managers Exchange and Train-
ing Programme (METP), co-sponsored by the Euro-
pean Comission and the People’s Republic of China, 
provides European managers and professionals the 
opportunity to learn Chinese first hand, gain in-
depth insights into business in China and build first-
hand relationships that will ensure long-term suc-
cess in the Chinese market.

Business card etiquette; New Shenzhen Stock Exchange, planned  
to open in 2010 – © OMA, Office for Metropolitan Architecture.
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Guanxi is the Chinese word for relationship. It is the 
traditional Chinese concept to describe a specific 
form of social interaction. As such, it circumscribes 
the intensity, quality or the process through which 
a relationship is established and maintained. Such 
a connection between two persons is often created 
through mutual obligations. Guanxi is based on 
common interests or a shared history. It often suf-
fices if the relationship between two persons is 
based on the fact that they hail from the same vil-
lage or region. Within this relationship, favours are 
expected to be given regularly and voluntarily.
 
In different phases of Chinese history, Guanxi re-
placed institutions such as judicial systems, provid-
ing stability and security in public and social life. 
Since China opened its economy to foreign trade 
and foreign influences, Guanxi has lost part of its 
former significance. Especially in China’s modern 
urban business centres, where the judicial system 
has gained strength and influence, it no longer acts 
as a substitute for a legal framework. However, 
it still remains a key part of social interaction. In 
China’s less developed regions, Guanxi remains a 
major factor in business and social life. It is fair 
to predict that no matter how Chinese culture will 
change in the years to come, Guanxi will retain a 
key role as it is deeply rooted in Chinese culture.  
It is part of every day life, becoming visible through 
the exchange of gifts or invitations to banquets.  
In contrast to corruption, these gifts and assis-
tances rendered are not inherently unethical – they 
are not bribes and do not imply that companies  
or individuals can do whatever they wish after 
granting assistance. 

In my previous assignment, I experienced the mean-
ing of Guanxi at first hand: I asked a Chinese col-
league if he could provide me with otherwise inac-
cessible information on a specific topic. He did me  
this favour and after several years he asked me 

whether I could help him arrange an internship 
in Europe for the nephew of his current manager. 
He had not forgotten the favour he had done for 
me and now had the “right” to ask me for help. 
Guanxi is a matter of give and take. In this situa-
tion, a further aspect of Guanxi became clear to me:  
Chinese employees view their employment in per-
sonal terms. They work for a person in the company 
rather than for the enterprise itself. This is why 
Guanxi still plays a pivotal part in managing em-
ployees. Chinese work for their boss and expect him 
to take care of them personally. European managers 
need to understand this aspect of Chinese employees’ 
mentality to be successful in China. 

Even if networking is by now a well-established con-
cept in Europe, the extent and the scope of Guanxi 
networks in China are quite different. Developing 
and nurturing a network in China demands time and 
resources – but it is well worth the investment. Busi-
nessmen need to learn to establish and maintain re-
lationships – and how and when to make use of them. 
It is important to understand that Guanxi implies  
mutual reciprocal relationships. To be successful in 
a foreign country, one needs to know the country 
with its business and social culture. One key goal 
of the EU-China METP is to form European China 
experts who have a deep understanding of Chinese 
culture and business behaviour and master Guanxi.  

Guanxi – The Chinese Art of Give and Take
Written by Johannes Fleischle, Human Resources Development Expert at METP in Beijing

Culture

Johannes Fleischle has over ten years of 
professional experience in China. He has 
worked for academic institutions and  
European development projects in the fields 
of HR management and development.  
Before this, he was Research Assistant on 
the Seminar for Sinology and Korean 
Studies at the University of Tübingen and 
Managing Director at the European Centre 
for Chinese Studies at Peking University.
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China’s Traditional Sports

Kung Fu 

Kung Fu (Wu Shu) belongs to the Chinese martial 
arts, based upon a long-term understanding of the 
human body. Kung Fu was studied, organized and 
systematized by the Shaolin monks, who developed 
various “animal styles” such as Tiger, Crane, Drag-
on, Monkey, Praying Mantis and Snake. In Chinese, 
Wushu means the art of fighting. It is an important 
component of Chinese cultural heritage.

Weiqi 

Weiqi is an ancient chess game originating from 
China, with a history of more than 3,000 years. 
This game has gained recognition as many world-
wide competitions are being held today. Though its 
basics are easy to master, it is a subtle game,  
involving more forethought than its western coun-
terpart. It leads to systematic thinking and a good 
sense of judgement.

Tai-ji-quan

Tai-ji-quan, ‘the last ultimate knock’, was created 
by a Taoist monk after he had observed a fight be-
tween a bird and a snake. Its practice obliges us to 
adapt our bodies according to our problems, our 
quests, our desires and our daily activities. Tai-ji-
quan consists in discovering our universe through 
Yin-Yang, achieving a harmonious balance between 
Yin and Yang, connecting to Earth and Sky, through 
motions, attitudes and relationships.

Xiangqi

Xiangqi is a Chinese board game for two players 
simulating a battle between two sides dated from 
the 4th century BC. There is a widespread legend 
that Xiangqi was created by Han Xin as a means of 
mental preparation for a battle against Xiang Yu. It 
is known as Chinese chess in the western countries.

Bottom: Tai-ji-quan praticers in Shanghai; Top right: Xiangqi; Bottom right: Weiqi

Culture
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Lv Yi – Training in the UK and the Netherlands
Chinese participant of METP 1 about her experiences in Europe

Lv Yi works in the floriculture industry for a Chinese 
foliage import and export company. Despite her sev-
en years of professional experience, the 31-year-old 
manager is convinced that further professional edu-
cation is a key to personal growth. Consequently, Lv 
Yi did not hesitate to apply to the EU-China Man-
agers Exchange and Training Programme (METP) 
when she learned about it. 

Lv Yi’s application to METP proved successful. In 
2007, she entered the programme that started with 
a two-week intercultural training in Beijing. After 
this session, which included meeting European 
METP participants, Lv Yi and the other participants 
from China were sent to European business schools 
for seven weeks of management training. The cours-
es, which take place at renowned institutions such 
as Manchester Metropolitan University Business 
School (MMU), Solvay Business School in Brussels 
or ESCP-EAP in Paris and Turin, offer the Chinese 
participants academic training regarding the Euro-
pean economy and European business culture. 

After the theoretical sessions, Lv Yi started an in-
ternship in the Netherlands – a logical choice since 
the Dutch are world market leaders in the floricul-

ture industry, the sector she 
had been working in for years. 
Although she had been in touch 
with Europeans in the past and 
felt geared up after complet-
ing the intercultural training, 
she was confronted with chal-
lenges she had not expected. 
The culture and lifestyle she 
encountered in Europe were 
quite unfamiliar to her. Her first 
impression of Manchester was 
that it is less crowded, calmer 
and not as energetic as Chi-
nese cities. While she found the 

food rather acceptable, Lv Yi highly appreciated 
the kindness, professionalism and straightfor-
wardness of Europeans. What about differences in 
working life? “To me, the most striking difference 
between lifestyles in China and Europe is that Eu-
ropeans have a better understanding of how to bal-
ance hard work and the joy of life. Both aspects are 
equally important to them,” says Lv Yi.

Through METP, Lv Yi got to know European col-
leagues and made new friends in both Europe and 
China. This is very much in the sense of Guanxi, 
which describes the influence of personalised net-
works and is a central concept in Chinese society. 
Lv Yi says: “Guanxi is a kind of special interpersonal 
relationship, especially with high-level government 
officials or authorities which can make you benefit 
a lot in various ways.” She is convinced that METP 
participants can benefit from discussing their prob-
lems, sharing their experiences and thus establish-
ing a platform for elites from all over China as well 
as from Europe. “In particular, daily communication 
with the European classmates during indoor and 
outdoor activities or the business games offered 
enormous opportunities and occasions to learn a 
lot from our trade partner,” says Lv Yi.
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Factoids

1. Chinese New Year

The ceremonies around the traditional 
Chinese New Year Festival usually  
last seven days and are celebrated all  
over the country. Most Chinese take  
leave for this important holiday.  
Thanks to the high level of consumption 
during the festivities, the absence  
of a large part of the workforce is more 
than made up for. 
 
Hint: It is highly recommended to plan no 
business trips to China during Chinese  
New Year, as the country is in a state of  
celebration and it will be difficult to  
get appointments for business meetings. 

4. Wedding in red

The colour red in China symbolizes love, 
joyousness and abundance. That is why 
people try to integrate the colour at  
weddings: bridal gowns, invitations and  
all gift boxes are red. Moreover, the  
bridal pair’s house and ballrooms are 
decorated in red. 

2. Chinese were faster than Gutenberg 

The sensational invention of the printing 
process with movable types had been  
invented in China a long time before the 
German Johannes Gutenberg (c. 1400-1468) 
had developed the technology in Europe. 
During the Tang Dynasty, woodblock  
printing already existed. Bi Sheng  
developed the method of printing with  
movable types in the 11th century.  

5. Chinese hotels have no fourth floor

The number four is a symbol of bad luck in 
China because its pronunciation sounds  
like the verb “die”. For that reason, you will 
not find many hotels with a fourth floor.  
Figures such as 14, 24 etc. are avoided for 
the same reason.

6. Dragons don’t spit fire

In Chinese mythology, dragons are the 
powerful sovereigns of all running waters. 
In contrast to its European counterpart, 
the Chinese dragon is hence not associated 
with fire. 

3. Strangers have the same name

China is home to roughly 700 different 
surnames. But only 20 family names  
are in use.

7. Don’t name names

Within the family circle, adults are usually 
not called by their given names. Every  
family member has a fixed degree of  
relationship (e.g. big sister, second sister) 
and is called by this expression. 
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METP – an overview

The EU-China Managers Exchange and Training 
Programme (METP) provides exchange and training 
support to Chinese and European managers.

The programme intends to organise training 
and internships for 200 Chinese and 200 European 
managers in both China and Europe.

The METP is a four-year intergovernmental 
project between the European Commission and the 
Government of the People's Republic of China. 

The programme is implemented by the China Council 
for the Promotion of International Trade (CCPIT) in 
close consultation with the Ministry of Commerce on 
the Chinese side and the European Commission 
Delegation in China on the European side.

What METP offers European managers:

 A unique two-week intercultural  »
training with all Chinese and European 
METP participants

 Seven months full-time Chinese language  »
training at the University of International 
Business and Economics in Beijing

 Tailor-made company visits as well  »
as seminars and workshops on cultural 
and business issues

 Three-month internship phase to gain  »
work-experience in a Chinese environment

 All tuition fees are covered »

 METP provides participants with a  »
generous living allowance

Who should apply?

 EU professionals and managers working  »
in European companies, especially SMEs

 EU Entrepreneurial Individuals »

 EU professionals working in NGOs »

Eligibility

 Nationality of a European member state »

 Minimum of 5 years working experience »

 University degree »

 Career orientation towards China »

 Support from sending company/ »
organisation in form of a business plan 
for China and fi nancial support 

Further information for applicants:
METP website: www.metp.net.cn | European Applicant Hotline:+49/69/154 02 638


