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foreword 

Increasingly, Canadian women are showing a strong 

interest in doing business in Asia. Although there is no sup-

porting data, the perception that Asia is a difficult region for 

Canadian women to conduct business in persists. This report, 

jointly prepared by Industry, Science and Technology Canada 

(ISTC) and the Asia Pacific Foundation of Canada (APFC), 
attempts to chronicle the experiences of Canadian business-

women with expertise in the Asia Pacific region. The report is 

based on in-depth interviews with a selected number of expe-

rienced Canadian businesswomen, and background conversa-

tions with dozens of others across the country. The results of 

this survey suggest that the prevailing myth concerning gender 

biases against Canadian businesswomen in Asia has little foun-

dation in reality, and may be unduly limiting the use of key 

assets, specifically the women in the workforce. 

This report does not constitute academic research, nor 

does it present a definitive picture of the experiences of all 

Canadian businesswomen dealing with Asia. It attempts only  

to cover a representative range of business sectors, regional 

interests, and the major Asian countries where Canadian busi-

nesswomen are currently active. Only women in the private 

sector with proven track records in conducting business in 

Asia were approached, although colleagues in all sectors — 

business, government, and academe — were consulted for 

advice. Assistance also came from the Department of External 

Affairs and International Trade Canada and its trade posts 

throughout Asia, officers nation-wide of Industry, Science and 

Technology Canada, members of the Board of Directors and 

the staff of the Asia Pacific Foundation of Canada, and Asian 

embassies and their delegations in Canada. 

In addition to consenting to interviews where they gave 

generously of their time and advice, the women interviewed 

for this study have expressed an interest and willingness to 

network with other women to mutually enhance the stores of 

knowledge in doing business with our Asian trading partners. 

To everyone who assisted with this report, sincere thanks. 





chapter one 

INTRODUCTION: 
CANADIAN WOMEN DOING BUSINESS IN ASIA 

The Importance of Asian Business 
This report tries to shed light on a few key questions: are 

there special skills that women bring to the Asian business 
challenge? Are the barriers to women doing business in Asia 
real or perceived? And what strategic and operational tips can 
women who are experienced in this market offer to their con-
temporaries? 

Industry, Science and Technology Canada and the Asia 
Pacific Foundation of Canada undertook this study because 
trade with Asia is vitally important to the nation's well-being. 
Indeed, international trade is more important to the Canadian 
economy than it is to Canada's two largest trading partners, 
the United States and Japan ;  30 percent of Canada's gross 

domestic product depends on trade, whereas the figure for 
Japan is only 14 percent, and for the United States a mere 10 
percent. With one in three domestic jobs dependent on exports, 
Canada's ability to be a smart trader will affect whether our 
current high standard of living can be maintained. 

This study was also undertaken because within govern-
ment, corporations, academe, and the general public the per-

ception exists that Canadian businesswomen encounter 

problems in Asia because they are not accepted in so-called 

male-dominated Asian societies. To date, however, evidence 

to the contrary has been occasional and anecdotal.' Due to a 

growing interest in Asia by Canadian businesswomen, it was 
decided to examine some common perceptions by gathering a 

body of knowledge which would be useful to both business-
women and their employers. 

Organization of this Report 
The introduction presents the more generalized com-

ments by the interviewees and an overview of the general 

issue in this study: overcoming the myth about gender bias in 
Asia. Because each country is unique, a separate chapter has 
been devoted to each of the six countries covered — China, 

Hong Kong, Japan, Korea, Taiwan, and Thailand. To encour-
age women and their companies to do business in Asia, each 
chapter reviews some of the perceptions about conducting 
business in a particular country, offers tips on business prac-
tices, preparation, using contacts to advantage, meetings, and 
after-hour activities. The final chapter presents general market 
and business advice which applies throughout the region. 

The Study and the Interviewees 
Twenty-two women were interviewed in-depth for this 

survey. Interviews were based on a questionnaire which cot  

ered personal background, the company's business strategy, 
and advice on business practices in one or two countries 

where the interviewee had the broadest experience. All inter-

viewees had pursued either business development or sales in 

Asia for more than two years. Six had done so while living in 

Asia. Two still live there ;  the other 20 now operate in Canada — 

one in the Atlantic provinces, three in Quebec, and eight each 

in Ontario and British Columbia. Sixteen women were either 

the head or partner of small businesses ;  the other six worked 

in large firms. Many were in either sales or international busi-

ness consulting ;  fewer were in manufacturing ;  several moved 

between these activities. 
Interviewees came from a variety of backgrounds, 

although it is not suggested that they represent a cross-section 

of Canadian businesswomen. Two-thirds seem to have had 

bilingual or multicultural exposure in their formative years, 

and nearly all speak more than one language — helpful factors 
in any international business. Their biographies appear at the 
end of the report. 

Canadian Women and Gender Biases 
Professor Nancy Adler of McGill University has done 

ground-breaking research on North American female man-
agers working in Asia.' In her study she found that nearly 
three-quarters of the North American companies that she sur-
veyed believed that foreigners are prejudiced against business-
women. Their reasoning is that so-called male-dominated 
Asian cultures do not accept women — local or foreign — in the 
business world. Interviewees included in this report further 
debunk this myth and confirm that Canadian businesswomen 
can be highly successful in Asia. Their comments seem to 
dovetail with Professor Adler's conclusion: 

First and foremost, foreigners are seen as foreigners. Therefore, 

the rules governing the behaviour of local women, which limit their 

access to management and managerial responsibility, do not apply to 

foreign women. 

There are important implications for all who believe that 
Canada's long-term interests in the region are served by 
encouraging the widest possible participation by managers 
and entrepreneurs in this market. Our survey shows that the 
gender myth may be causing Canadian companies to hesitate 
at putting females into important positions in Asia. It may also 
be causing women to "de-select" themselves from pursuing 
business opportunities there. To be competitive, we need to 

gteploy our best human resources in Asia, regardless of gender. 

N., Pacific Basin Managers: a Gaijin, Not a Woman, Human 
ce Management, Summer 1987. 
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Canadian Women in Business in Asia 
Business and trade experts maintain that business in Asia 

evolves from friendly relationships carefully nurtured over 

time. Developing mutual trust and confidence requires time, 

resources, and patience. However, this makes the cost of busi-

ness development in Asia higher than in Canada. Identifying 

the right contacts at the beginning, cultivating them, under-

standing the rules of etiquette in their cultural context, and 

promoting a spirit of co-operation with clients and colleagues 

is the basis for an effective market strategy. This must occur in 

Asian cultures where communication is often less direct. 

Today, some business theorists argue that there is a clus-

ter of skills in which female managers have particular strength 

— flexibility, a co-operative rather than an authoritarian 

approach, patience, team-building, sensitivity, the ability to 

listen, consult, and seek information and advice, care-taking 

and interpersonal skills, the ability to encourage interaction 

and participation, and respect for others' ideas. These skills are 

highly appropriate for the competitive business world of the 

1990s, and some firms are beginning to integrate management 

practices built around them. Women in business are often able 

to blend these personal skills in a way which particularly suits 

the needs of the Asian marketplace. 

The following are some insights offered by Canadian 

women doing business in Asia which underline the linkages 

between appropriate skills and success in business. 

Although it's not necessarily so across the board, the character-

istics of North American women are generally closer to Asian char-

acteristics than those of North American men. First, there is less of a 

tendency to use confrontation as a first resort. Second, they have a 

greater propensity to build relationships  —for men in North America 

that's often a secondary thing. And third, harmony — women are 

probably more attuned to this. The idea of saving someone else's face 

comes more naturally to North American women than it does to 

North American men. Lorna Wright 

While most of the time I don't think it matters, sometimes being a 

woman can be extremely helpful — when we're seeking sensitive infor-

mation, for example. We can quietly go to a man, or a woman, and 

say "I need your assistance." And we are more inclined to acknowl-

edge our mistakes, to save the relationship. But of course some men 

are also very good at all this. Valerie Shore Cron 

Women tend to be better communicators and perhaps have a 

more relaxed way of approaching problems and finding ways to 

make people more comfortable and receptive. Claire Seddon 

I am not perceived by Japanese customers as being the stereo-

typical macho tough guy — and that's valuable. When I started in 

the job, I was jokingly told, "We'll know you've succeeded in  

entering the Japanese market when we find a Japanese guy crumpled 

outside your door." Like, this is how tough you have to be for negoti-

ations... but it's not true! If I had made one of our customers lose face, 

and humiliated him to that extent, I would have failed. You need to 

maintain relationships and you can't brow-beat and intimidate as 

people might have done in the fish business in the past 

Kimberly Watson 

I don't know definitely that being female was an advantage, 

men do business, I do business. However, I always found that it was 

very effective when I was able to do business with Indonesian women 

in authority. I think women — here and there — tend to be more prag-

matic about "how" to get something done, and are perhaps more for-

giving of any initial misinterpretations about the forms of 

interaction. Juliana Markus 

Common Perceptions About Asia 
If the myth of gender bias lacks a basis in fact, are there 

other misleading impressions which many Canadians have 

about women in Asia or business practices there? 

Perception: Few Asian women are in business. 

Reality: Asia abounds with businesswomen, especially in small-

and medium-sized businesses. Like their Canadian counter-

parts, they tend to be under-represented in senior management. 

Perception: Asian men do not accept Canadian businesswom-

en as equals. 

Reality: Asian men accept Canadian businesswomen on a par 

with Canadian businessmen. Most of the women interviewed 

said, "I never had a problem being accepted," or, "It was never 

an issue." They felt comfortable doing business in Asia 

although, like their male ,colleagues, they had to learn about 

Asian cultures first. They found that Asians related to them as 

foreigners, and that age and position seemed more important 

than gender. 

In China they were more interested in seeing whether I could use 

chopsticks than in my being a woman. I was a foreigner. 

Elizabeth L. Thomson 

Sometimes they're surprised by my being a woman, but just as 

surprised because I'm young. Dora Kay 

I probably got the greatest respect I ever got in my life in 

Japan, because I tuas a young tvomen and all these older men were 

trying to convince me to change one tvord in a contract, and I 

tvouldn't. But because of my business card, they knew they couldn't 

go higher. I was the head of the company. France Bourdon 

Many of the interviewees said they had encountered 

more problems being accepted in business by Canadian or 

European men than Asian men. The following are sample 

comments (not attributed for reasons of confidentiality): 



I have never had problems being taken seriously in Asia, but 

have had that difficulty in Canada. Senior partners had problems 

with my travelling so frequently — they just didn't think it was prop-

erfor a woman to do it. 

I have never had problems being accepted by Asians. It's the 

senior guy in my own company who keeps saying to me, It's not a 

problem with your personality, but Asians like to do business 

through the old boys' network." 

Before we went, my boss kept saying, "I want to bring you 

along, but I'm not sure how they'll accept you. I'm not sure this is 

going to work out." I was pretty apprehensive, and after the first 

meeting or two, I started to doubt myself. But when I started going to 

Asia on my own, I was just fine. 

I have to always look behind me in Western cultures. But in 

Asia I felt very, very comfortable. 

Being a woman is more of an advantage in the Orient than in 

Canada. They like it if you're soft-spoken, and they will think ten 

times before they tell a woman "no." Whereas if you ask Canadian 

bankers for ten thousand dollars...! 

Through the experiences of Canadian women in Asia, it 

is increasingly clear that an Asian gender bias does not exist — 

at least not in the context of foreign women doing business in 

the local market. What does exist is a false impression which 

does not serve Canada's business interests. 

Canada is at the crossroads in terms of its competitive-

ness — in Asia and around the world. Our economy and our 

leading companies need to make use of every possible com-

petitive advantage. This survey reinforces the notion that 

Canadian women may have some important social and busi-

ness skills which can be put to productive use in the Asian 

market. It can only benefit Canadian trade to see these skills 

deployed to full advantage. 



chapter two 

CANADIAN WOMEN DOING BUSINESS IN CHINA 
(PEOPLE'S REPUBLIC) 

Introduction 
Canadian business with the People's Republic of China 

(PRC) has risen and fallen with political tides. An early wave 

of enthusiasm in the wake of China's opening to the West in 

the 1970s was followed by disillusionment with the realities of 

doing business in the country. Subsequent decentralization 

and relatively heavy spending by China temporarily revital-

ized Canadian companies until new austerity measures were 

introduced. At the time of printing, trade is picking up cau-

tiously after setbacks resulting from the 1989 Tienanmen 

Square incident. Two-way trade in 1991 was $3.7 billion, with 

Canada continuing to export much grain, livestock, wood 

pulp, and paper. Other strong areas of opportunity for Canada 

are power generation, petroleum and gas extraction and han-

dling, transportation, and communications. 

The business environment in China continues to change 

rapidly, and is only appropriate for Canadian companies, large 

or small, which can commit large amounts of time and money 

for business development. 

Like many other countries, China has not yet succeeded 

in its official policy of removing barriers to women's full par-

ticipation in economic and political life. While most Chinese 

women of working age are involved in paid economic activity, 

they also carry the heavy burden of child care, domestic 

chores, and care of aged family members. Only a small percent-

age of women hold extremely senior positions. However, 

many hold middle-ranking positions, and our interviewees 

have made friends among them. 

Common Perceptions About China 
Here are interviewees' reactions to some common per-

ceptions about China. 

Perception: All you need to succeed in China is to corner just 

one percent of its huge potential market of one billion people. 

Eighty percent are farmers, and they don't want everything we 

can sell. When somebody says, "We can sell our bike reflector plates 

in China — there are so many bikes'', I say, "Reflector plates make 

you stand out from the crowd, and they don't want to stand out." 

Dora Kay 

Perception: Chinese women do not hold positions of authority. 

In my area of business, many of the bosses are women. 

Maria Flannety 

Mme X travels around and makes sure the factories man 

ture according to my standards. Harma Hill 

Perception: Canadians occupy a special place in Chinese 

hearts ;  we are well known, well loved, and well entrenched. 

Reality: Many Chinese associate Canada only with wheat, 

snow, and Dr. Norman Bethune. Many Canadian companies 

have pulled back recently due to political uncertainty, high 

costs, and slow business development ;  few have tackled the 

market without Canadian government assistance. Canadians 

are viewed as "nice guys" who are not persistent, and our 

products and expertise are little known and, for that reason, 

frequently under-rated. 

It's hard for them to appreciate Canadian excellence; 

 Canadians don't brag enough. They don't know enough about our 

expertise — that it's not American. Dora Kay 

Perception: Good high-level contacts ensure success. 

The high-level contact can be useless if the person who's push-

ing the pen and doing the technical work isn't on-side. You have to 

have a good relationship with both of them. Arlyle Waring 

A. Business Practices 
General 

China's bureaucracy and the fluctuations within it present 

one of the biggest challenges to doing business there. Identify 

who has foreign exchange, control, and authority. Expert 

advice may be needed to get this critical information. 

Don't be overwhelmed by cultural differences, the mystification, 

the chopstick etiquette. Get right to the nitty-gritty of how this system 

works - this is the key. How is the structure set up, what is the legis-

lation associated with it, and how should companies use this knowl-

edge to position themselves for project approvals? You need to know 

both the organization and the approval process. Arlyle Waring 

What we term "corruption" — particularly in the import-

export sector dealing with state goods in high demand —'exists 

and may be worsening, although the women contacted for 

this study did not identify it as a major problem. 

Be aware that regional differences can be a factor in your 

business. 

China is a tvorld within a country — religiously, ethnically, 

culturally, and geographically. The Uigurs in northwest China look 

like Turks, are Moslem, and will do anything to get back at the 

Chinese. One tour will go perfectly, and my clients will rave. But the 

next time, if the guide and the local Uigur don't click, both sides will 

fly to make the tour go all wrong. Maria Flannery 



You can courier contracts or 

drafts, and fax them 20 times 

before you go there. It makes 

no difference; you start from 

scratch once you're there. 

Dora Kay 

Many international aid organizations and financing agen-

cies are active in China. To be competitive in bidding on 
projects, check with the Canadian International Development 
Agency and the Export Development Corporation on how 
your project fits in with their criteria and programmes. The 
Export Development Corporation, for example, has a special 
line of credit for China. 

Chinese friends often approach trusted foreign friends 
with opportunities to trade or manufacture in areas outside 
their main business sector. Several interviewees have closely 

considered or pursued these. 
While you should be tactful so as not to embarrass any-

one, candid statements and assessments of business are quite 
permissible. 

We should sharpen our approach more. I tell them, "My client 

and CIDA need to know what the situation is, and I need a proposal 

from you within a week," and they'll do it. You 

get more respect when you demand more. 

Arlyle Waring 

I advised against the project in front of their 

president. I went back three months later and my 

own story was told back to me: the project was 

too ambitious. I'm very up-front, and they 

appreciate it. Dora Kay 

I'm not abrupt — just very concise and fac- 

tual. I say, "Sir, it isn't like it was five years ago. I can go to 

Bangladesh or Sri Lanka and get a better price, with no',  problems of 

typhoons or workers walking out." They understand. They read the 

newspapers, they have TVs, and they've opened up to the West. 

They're not isolated. Harma Hill 

When delays occur, the Chinese may cite the difficulties 

in dealing with their own system. Interviewees suggested a 
variety of valid responses: 

Be sympathetic. In a society of one billion people with an 

entrenched bureaucracy — which runs on consensus — even 

getting approval for a simple letter takes time. 

On a transport-related proposal, the Chinese fellow asked me 

"to please tell your Canadian principal that it may take time to 

respond, as 35 organizations will be involved in the meeting, and we 

must put 1,200 people on the street to do the traffic count." 

Arlyle Waring 

Do not give ground. Do not allow people in responsible 

positions to just blame the system. 
• 

In the PRC, factory exports are all controlled by the trading 

associations: high-tech, clothing, whatever. But the people who say 

they can't do something are the vety people in charge! I trap them, I 

repeat and re-confirm — "You are the manager here?" Yes. "You give 

orders?" Yes. "You are responsible?" Yes. "You have authority for 

this...?" Yes. "Well, why can't it be done?" Harma Hill 

Take the middle ground;  push but offer help. 

Say ,''Don't tell me no, don't tell me why you can't do it. Tell 

me what you need in order to do it." That's the idea. They will do it 

if you work with them and help them. Maria Flannery 

Avoid business disputes by making and maintaining good 

contacts. The Chinese rarely resort to the courts to settle busi-

ness disputes, and when they do, loopholes in their favour are 
found frequently. 

Priorize your contacts to keep costs down. Inform govern-

ment departments that you cannot host people from outside 

your area of business focus ;  your head office considers this as 

questionable "business development costs" 

which bring no returns. Similarly, join only 

one or two well-targeted out-going trade 

missions. Good follow-up with the contacts 
you make in this way will be enough. 

Watch out for Chinese attempts to 

establish direct links, thereby eliminating 

middlemen. 

I set up my operation through Hong Kong. 

The manufacturer in China faxed the plant in 

Canada directly saying, "We'd like to do business with you'', not 

knotving I owned part of that company. Mainland China sees Hong 

Kong as a "fat cat." They are desperate to cut them out. Harma Hill 

Keep your perspective ;  it can be difficult once you 
become a trusted friend. 

I was in it for eight years without breaking even. You have to 

be careful — you get so idealistic that sometimes you lose your busi-

ness perspective. Maria Flannery 

Conserve your energy for business matters and do not be 
upset by minor details. While improving quickly, China can-
not yet provide the same luxuries and efficiencies as Canada. 

Don't go to the Silk Road and expect to find North York. 

Maria Flannery 

Be aware that patent and copyright infringements occur. 
Do not put all your eggs in one China basket. 

We had to cut staff after the Tienanmen Square incident. 

Arlyle Waring 

We're lucky to be still around. Our projections were halved for 
1989 and 1990. Maria Flannery 



Negotiations and Contracts 

Negotiations are conducted only in person. They require 

much patience, and if your contact does not have the needed 

approvals from various parts of government, expect long delays. 

Negotiations usually take five to ten times longer than they do 

here, depending on people's preparedness and the contentious issues. 

Arlyle Waring 

He needS aPPrOnalS for ivhat he  doing from the various g ov - 

e rum en t departments — budget, forenin exchange, authority to work 

with a foreign company, etc. You'd better ask him very directly — 

and watch out for the "op tim is tic" replies. He may have received 

aPProvai to pay you in carpets;  how you turn carpets into dollars is 

another question. He may tell you, "I have financing from bank 

Al3C". The Export Development Corporation and our commercial 

banks have a list of approved financial institutions they can deal 

with — is bank Al3C on that? Check everything!  13e  careful or you 

could be there for months while he  jets  his approvals. Dora Kay 

Ask the Canadian Embassy to perform such checks on 

your behalf, or contact the Ministry of Foreign Economic 

Relations and Trade (MOUERT) directly for their official view ; 

 get an official view from anyone who might delay you. 

Check with two or three sources — the answers vary so much. 

Cet  several positions, just as the Chinese do. Arlyle Waring 

Negotiations and decision-making cannot take place out-

side China, so do not suggest to Chinese travelling in Canada 

that they review things or make decisions here. 

I3argain prices by starting high, but not unreasonably so, 

and letting the Chinese whittle you down. Price out every-

thing, particularly design, training, and other services. 

What? Training's extra? You never told us that! What? The 

equipment for that's extra —  ive bave to pay? These trips abroad are 

extra? Everything has to he detailed. Arlylc Waring 

Be able to add or delete features in your products or services. 

We're mot competing against other companies in China — we're 

up against other COLINTRIES. The Japanese are able, for exam-

ple, to provide a product with just the bare minimum _features the 

client needs. Sometimes Irre're not as flexible in terms of cutting down; 

ure're too _fancy. it may cos t  us more to cut down, but they don't 

understand. That makes us uncompetitipe. Dora Kay 

Let dollar ligures state your case for how higher up-front 

costs can pay  of in durability and lower maintenance — but do 

not expect to win every time. 

l)ifferent uses of terminology can create misunderstandings. 

They kept saying, "We do not rvani limited liability on this. 

We want full liability!" They thought they roue being restricted. 

Arlyle Waring 

For certain transactions you may want your lawyer to be 

present. 

Never lose your temper. 

[ an:  very firm, my eyes speak clearly. But I never get angry 

and lose control. Harma Hill 

In Canada if people snap, you think, "Oh, they're being neu-

rotic.," and tonte  it off. But in China, if you do that, you lose face 

immediately and permanently. Arlyle Waring 

Distribution 
The Chinese may offer optimistic delivery dates to keep 

you happy. If maintaining long-terni relationships with them 

is important, be flexible — allow extra time for delivery or per-

formance. Otherwise, ask them to specify when they can 

deliver and make them honour the deadline. 

I make them put up a performance bond, so they know I'm seri-

ous. I hold them to the deadline. And once I did have to execute the 

bond. Harma Hill 

As for your own delivery  tulles,  the Chinese are tough in 

negotiations about these, but can be accommodating if you 

are late. 

Interviewees encountered no problems with being paid. 

The Chinese are honest and will often work beyond the letter 

of the agreement to keep your good will. 

In my travel business, I by to explain the Consumer Protection 

Laws ;  i.e. if the customer does not get the product, he needs a refit id 

or  sottie  kind of compensation. The Chinese may not deny responsi-

bility for a problem„but cannot give us the money  ive  must refund to 

the Canadian traveller. So they deduct the amount from my next 

round of business with them, as currency exchange is restricted  iii  

Cinlia. Maria Flannery 

Dealing with Factories 
Seek expert advice in how to work with Chinese factories. 

It's an art in aself dealing withfaclOrIeS —1:1101Ping What Will 

work there, and the laws respecting what you can really do with 

bonuses and incentives. If you're handlina product, you must check 

immediately what's controlled by Beiiirut Export permits are like 

(11101aS. Arlyle Waring 

Allocate time and resources for monitoring and working 

on production quality, packaging, marketing, and market 

research — things Chinese colleagues may not necessarily be 

conversant with. 

It's very sensitive. Some of these factory managers are men who 

were abroad once mul feel they know the market - they'oe seen things 

like that sell in (:anada. Arlyle Waring 



Advice is taken seriously only if the Chinese have great 

faith in the expert. In one instance cited, Canadian strategists 

pointed out a key new market niche for a Chinese factory, 

which rejected the idea on the basis of an outside opinion 

which was uninformed — but more trusted. 

Meeting and offering guidance to your Chinese factory 

workers may result in increased quality. 

I have a lin en  line rin launching. 1 sit lvith the workers on the 

floor of the  fac  tory and do designing and re-designing. They think, 

"Our own bosses  don 't do that." Maria Flannery 

They remember once I leach them ;  their quality is high. If they 

learn how to do if I can give them more work. And they remember 

who the woman is that they're making these things for. They're 

delighted when 1 come. Harma Hill 

In dealings with factories, check — take nothing for granted. 

My good friend told me, "They promised me washable silk. 

And I've checked and  it  polyester!" Hanna Hill 

Diversify your sources of key inputs inside and outside 

China to avoid delays caused by natural disasters. 

Factories prefer large orders to small ones. Have a senior-

level contact assist you in placing the size of order you want. 

B. Preparation 

Our interviewees prepared for China in a variety of ways: 

Arlyle Waring recommends talking to people who do 

business in China, and to those in government who can 

explain certain well-explored market areas. 

People like pat answers. 13ut it  like entering any market, or 

corporate or business culture — it c'hanging constantly. Gut a HUM-

her of views on this ;  diversify your sources. Arlyle Waring 

l'or Dora Kay reading, visiting China, and talking to peo-

ple played a large role in her preparation. 

Maria Flannery, on the other hand, talked to friends and 

relatives, not all of whom were business people, who knew the 

country. She also read history and geography, and accounts  of 

people who were in China before the Revolution. 

Eiannah Fisher found that visits and lirst-hand experience 

were the best teachers. She also read intensively, and found 

the set  of  "Doing Business In..." books published by the 

Economist extremely useful. Thorough briefings from 

External Affairs officers were essential. 

C. Llsing Contacts To Advantage 

As in other parts of Asia, business in China evolves from 

good relationships, and "old friends are best". Developing 

these relationships takes time, patience, and resources. 

I will cultioale a relationship, not to get anywhere in particular, 

hut because 1 like the person, and I believe in the product, g roup, or  

ideals he represents. Then the business will come. If the Chinese like 

you, you can do anything — anything you  va ut.  If they do no t, 

 they look down on you ;  you're unworthy of theirfriendship. 

Maria Flannery 

Finding the Right Contacts 

In China, dozens of regions and thousands of companies 

want to do business — but technical expertise, levels of quality, 

and delivery are inconsistent. Take your time and seek guid-

ance in evaluating contacts. 

This is how our interviewees made their initial contacts 

in China: 

Early on, Hannah Fisher met people in the Chinese film 

industry through assignments from External Affairs and 

International Trade. She kept in touch with them, and over 

the years has built on  lier  original network. 

Maria Flannery lound her contacts through the China 

International Travel Service ("In those days, there was no 

other travel agent to go to''). Officiais M this agency have 

given her a lot of help with other contacts. 

Hanna Hill made her contacts through an associate 

based in Hong Kong. She has had dealings also with a 

Chinese export trade association. 

Dora Kay's initial contacts were highly-placed  of  ficials 

from China's petroleum sector who were travelling M Canada. 

The Canadian Embassy also provided help. 

A lot of contacts I'd have to write to. If they didn't answer my 

letters, IA have to perseoere. I'd keep on writing, or going  over  there  

and phoning them. I'd just have to keep on trying. It wasn't  ('as)' . 

)ora Kay 

Adylc Waring's old school contacts from  lier  days in 

Nanjing and Beijing are now scattered conveniently through-

out the Chinese trade bureaucracies. Other  gond  contacts 

were high-level Chinese officials whom she was asked  tut 

 escort on their visits in Canada a decade ago. 

We didn't realize how important these people were until  ive  01 

IhiCk 10 China. WS 1101 easy to  set'  them in ('hina — you Call 

long  time lo ,qui  cul  apponituuient . 13111 they usually will : vaut  to see 

you. They are an important starting point. Arlyle "aring 

) ther sources of contacts cited by women are the 

Canada-China Trade ( .ouncil (T ) ronto) \ vhich maintains 

offices in Beijing, business contacts made through I long 

Kong or Taiwan — both countries do extensive business in 
China — and CIDA. 

Setting up two levels of contacts — one senior and one 

operational lor each business initiative — will give you more 

control over unforeseen factors which could affect your business. 

For example, in taking a businesswoman to oisit a _factory lot! 

may also take a local  poli tirai leu  det; if possible. That tells tbe_factory 

manager that our client knows these people. If sbe has trouble later 

1111.,j 



with quality, quantity or the delivery date, she has more leverage. 

Arlyle Waring 

Business consultants or agencies with broad areas of inter-

est may consent to brief you on China, free of charge, to learn 

about you, or to position themselves for future business dealings. 

It's good for us to know, as a firm, who's out there with what 

expertise. Arlyle Waring 

Introductions 
To meet someone, you will need a phoned-in, written, or 

personal introduction or recommendation. These can be 

obtained through the Canadian Embassy or provincial trade 

representatives, someone in a Chinese organization, or a busi-

ness consultant with good contacts. 

When calling to make an appointment, you may be put 

through to the liaison office of your contact's agency. Be prepared 

to wait a long time for your contact himself to get back to you. 
The Chinese like to know that you have developed a 

working relationship with other agencies in China — it gives 

you credibility and enables them to check you out with a 
third party. 

Keeping in Touch with Contacts — Chinese Style 
Keeping in touch requires time, frequent visits, and deter-

mined follow-up by telephone or fax. Interviewees advise 

sending little notes saying, "I haven't forgotten you', or inter-

esting titbits of information. There are many reasons for this: 

projects take a long time to develop, and you want to remain 

in position for them. Export agencies that deal with factories 

are changing rapidly and you need to be abreast of Chinese 

colleagues' movements. 

Be sensitive to the historical and cultural context, and to 

the fact that your operations are under surveillance. Protect 

your contacts — they could be criticized for scenting to do 
special favours for foreigners, or for allowing foreigners to 

challenge the system or push them too far. Recent  political 

developments have only sharpened this sensitivity. 

I couldn'l even get one associate in China to send us clippings 

oul of their newspapers. Politically, 11C baS nothing to fear, but some-

where, someone ?night question it. Arlyle Waring 

The Chinese also operate in groups and like to consult 
with each other — especially because you are foreign. Avoid 

making responsibilities seem to fall on them personally, rather 

than on their work unit. Even when writing to Chinese busi-

ness associates you know well, do not say, "What you could 

do to help us" but, "What X organization could do." Your tact 
will be understood and appreciated. 

Think twice before deciding that someone is not doing 
his/her job. 

Try to accommodate the person by understanding his back-

ground, his tvork position, ho iv  he has to deal in that position with 

his whole owironment. The Chinese live very differentlyfrom us. 

Anticipate the kinds of pressures he has. Understand what he goes 

through every day — riding a bike to work when it's minus  10  

degrees is not pleasant. He puits  up with extra things we  don 't  even 

think about here. Dora Kay 

Do not criticize someone during a meeting. Take him/her 

aside afterward and be frank, but help him/her save face. 

Do not promise things you are not prepared to follow 

through with. 

In the warmness of a banquet we say, "I'll send you a copy of 

that report, Or a list of Canadian companies in the electronics indus-

iry." I'm always  heu ring Chinese saying that they Ittere promised 

things they haven't received — to  the:::  it is vety important. It SCCHIS 

like insincerity. Arlyle Waring 

I once promised some people IA sell some tapes for  the:::,  and 

then did nothing  bec tueuse  the tapes  ocre:: 't  very good. That likis 

really bad. I made them lose face. I should have done something — 

anything — and gotten back to them. Nov I  eau 't go back to those 

people  aga::':.  Hannah Fisher 

Chinese factories can deal with Chinese-language faxes 

the easiest. There are many word-processing companies with 

Chinese-language capabilities, but Chinese foreign students 

also appreciate making extra money. 

Communications can be problematic, faxes often go 

unanswered, and telephone calls do not always go through. 

Understanding the Hierarchies 

In a system with fewer monetary rewards than in Canada, 

rewards are often measured in terms of high-level positions 

and the influence they wield. Therefore, it is important to 

show respect for position ;  understand and learn to work with-

in all levels of (binas  well-defined hierarchies. 

_Judiciously use your position to assist your middle-level 

contacts obtain what they need from their bosses. 

There may  lue  tittles when a client actually needs me to suggest 

things to senior levels, like sending people to Canada for training, for 

examPle. If I suggest it then they need it ;  hut if my client suggests it, 

he's just "looking for a trip." I )ora Kay 

Occasionally you may have to circumvent the system 

and get access to senior people. They are not only busy and 

hard to meet, but must be approached with tact, as your con-

tacts may not appreciate your asking their bosses to intercede. 

Formal events or third parties may provide opportunities. 

Some formal events that draw out senior-level people are not just 

for protocol, but also for business. The Chinese expect us to use them 

this tuay,  bec anse  they do it. We often think, "Gee, I  eau: 't  talk to 



Form can be more important 

than content in China. 

Some-one can come in with 

wondetful technology and a 

very good project, but if it's not 

presented properly to the 

correct people, the correct way, 

it's dead in the waten 

Arlyle Waring 

him because I do not know him." Wrong. We must be very calculat-

ing in approaching these people in the limited time we have. You can 

also invite them to receptions your company hosts, or have a third 
party invite them. Older people who have studied abroad and are 

now senior, who are still active in foreign trade or some organiza-

tions, or who you have a semi-personal relationship with, can facili-

tate this sort of thing. Arlyle Waring 

When I had some trouble with one person, I reached his boss 

through the boss's secretary, whom I know well, and who had come 

to Canada with him. Maria Flannery 

D. Meetings 
Advise people beforehand why you want to see them. 

Send a written agenda beforehand ;  getting information out of 
a large bureaucracy takes time. Be as specific as possible, so 
you can find out early if they're the right people to see. 

Anywhere there's a huge bureaucracy you 

say, "I want to meet someone in the Construction 

Commission", and he turns out to be in charge of 

water pumps instead of sewage treatment. 

Arlyle Waring 

To achieve credibility, handle meetings 
formally and respect protocol. Listen quietly 
and politely to the welcoming remarks of 
the Chinese, and to their brief talk on their 
agency. 

Listen. Canadians think, "Let's get this out 

of the way and get on to business." But you may 

never again find out from factory manager Wu how many workers 

he bas, what shifts they work, where they get energy supply, how 

many days he is shut down per week. This is critical later when 

developing projects with this group. Listen! Arlyle Waring 

Following the introductions, move on to your agenda in a 

direct and concise fashion, minimizing chitchat. Because there 
can be language problems, state very clearly what you want, 
not wasting the opportunity. 

If I know the group already, I cut out the generalities. I just 

brief them on any developments in my company — new,projects or 

directions — and then move on to my specific project. Dora Kay 

Acknowledge levels of authority ;  regardless of who the 

spokesperson or translator is, address the senior people. 

... the horrors we see. The only person being addressed is the 

guy who speaks English, while the chairman of the Commission is 

being ignored! These are slights that are not forgotten by old Mr. 

Wu, who didn't want to meet with this Canadian anyway, but was 

asked to by So-and-so. Arlyle Waring 

Cracking jokes during formal meetings, even with Chinese 
you know well, is frowned on. 

If you are unsure about something say, "I'll check on it 
and get back to you." Someone may be writing everything 
down. 

Continue to show interest when they discuss things in 
Chinese among themselves. 

Be attuned to the subtleties of body language which are 
clues to how effective you are being. 

Train yourself to be super alert and sensitive to people's eye 

motions and what they do with their hands — more so than here. 

Their culture is so old and so deep, we can offend them without 

knowing it. Hannah Fisher 

When the Chinese visit Canada, persuade your col-

leagues and senior people to use a more formal, Chinese-style 
format for meetings. 

When the Chinese delegation visited the 

company's head office, the Canadian president 

was trotted in to say hello. He addressed some-

one who had a bit of English and didn't even 

give welcoming remarks — just started in on the 

company itself. It was embarrassing and 

counter-productive. Arlyle Waring 

Arlyle Waring recommends learning 
the cultural rules and adapting to them, 
while at the same time remaining true to 
one's own set of operational rules and 
Canadian values. Other views: 

When I first started going to China, I was young and impetu-

ous, sassy — and likely obnoxious, to their way of thinking. I wish 

somebody had told me about the importance of leaving your ego at 
the door, keeping your voice soft, being apologetic in a formal man-

ner, finding more ways to show respect. I wish someone had said, 

"Cool your jets" in a way that I could understand how damaging 

my behaviour could be. Hannah Fisher 

Be yourself. Be natural. You can be quiet at one meeting, but 

you can't hide who you are forever — not after a couple of banquets. 

In China, either you let your mask down or somebody else pulls it 
off. Dora Kay 

Interviewees were unanimous, however, on the impor-
tance of carefully phrasing what one says. 

Abrasive North Americans — "I need this and you'll hear from 
me if I do not get it" — they bate that sort of person. They tell me 
they like me because I'm different. I say, "And I wanted to know, Mr. 
Wu, how can I go about this? I can only get this with your help." I 
use his name, I show the respect I have for him. Maria Flannery 



Ninety-nine percent of the tune, 

I know the decision front the 

first meeting, just by te ,atching 

them and listening to their 

answers. When you hear 

something negative like, 

"Oh, the building is under 

repair'", or "Our governnzent 

is not interested  in this”, you 

know the ansever is no. If you 

hear, "WeW dee. If it:# free, well 

try to visit. If we can locate 

Professor In, you may be able 

it:o more positive. 

If someone gets up and !caves, 

you know they're starting Meir 

research. When you see Men: 

writing and nobody ,nones,  you 

know you have a long way to go. 

Maria Flannery 

Sonie interviewees feel that when it is necessary to make 

negative comments, women arc mor c  el lective than men. 

Strangely, a won an  has an advantage — to them, a scolding 

front ber scons less serions titan t moulu be from 

n101110" lalking Io you, but if yourfather bas Io 

tait: to you, il 's really serions. I )ora Kay 

I say, "I like yott and litant you to succeed, 

but I cani go on taking all the flak for yon. So 

lbat's toby saying the way you did X  la si 

time :Pas unacceptable. THIS is where you litent 

wrong —here, here, and here." Maria Flannery 

E. Social Practices 

Family matters a grcat deal in China. 

Do not pry but be prepared to learn about 

their families and to talk about yours. 

The Chinese arc great gift-givers. 

Separate business and personal gifts, be cre-

ativc with gifts to organizations (pins and 

books on Canada are overdone), and kcep 

personal gifts small, bearing in mind not to 

embarrass them since they may be required 

to hand them in to their work units. 

The Types of Social Functions 

banquets, luncheons, and receptions are 

cornillon, and are used to develop business 

as well as relationships. 

Go toi lb an agenda of who you want to see 

and whal you want to say. Only after years rio you learn houn to 

work a banquet. My clients will say, "Wow! you covered a lot of 

ground," but look — never ?nec( ibis man again. If heS there 

culting ribbons or something tonight, and you litant to knout what 

he thinks about something, it's the only way. Arlyle Waring 

It is not considered appropriate 'or a woman to keep up 

with the numerous toasts that arc proposed. The Chinese may 

encourage you just to lac polite, or people may even try to get 

you tipsy, but declinc politely by saying that alcohol niakes you 

sleepy or ill. Your male associates should probably clo the saine. 

Show warmth towards Chinese colleagues only in ways 

that thcy arc comfortable with. 

Mr. X is very physical, and he was hosting  a  ihillgtICI for Mr. 

Wu. looked up and saut his arm arowul good old Wu who sai 

there Ive titis funny look on his face. Arlylc Waring 

As Your Contacts Cet Warmer 

Practicc a different standard of friendship with Chinese 

friends. relatively more for thcm, and let thern do more 

for you. North Americans often establish a surface intimacy 

quickly but only go out of their way lor long-terni friends. 

Although the Chinese  cati  be quite formai at the beginning, 

they can bc extremely warm and generous with close Iricnds, 

and can lae hurt if their kindness is not reciprocated. 

Do not invite yourself to peoples' homes. Chinese resi-

dences are spartan and they may  lie  slay of 

visits iront ”rich'' Iriends. Do not drop in 

without warning ;  neighbourhood security 

must lac alerted when foreigners visit. If 

friends invite you to their home, however, 

go. Remember to takc gifts for all the family 

members, il you are bringing one for your 

fricnd. 

You may be asked for financial help, or 

belp  n  getting people's children into North 

American universities. Assist only your clos-

est friends, as being seen to grant large 

favours can cast a shadow on your business. 

Body contact often occurs on the strects, 

but people do not otherwise toua cach 

other in public. Handshakes arc the corn-

mon rude. Show physical affection only 

with close friends, although the elderly and 

children can lac touched in a friendly way. 

Invite Chinese friends and colleagues 

home when they visit Canada. They enjoy 

the relaxed and informai sctting  of  lamily 

dinners. 

Singing is a favourite Chinese pastime 

— be prepared to sing Canadian songs. 

Llsual conversational ice-breakers may 

inclut& the scenery, food, or products from 

the region the person is from, especially if you have been 

there. lt is also cornillon to ask about thcir familics — the chil-

dren, their ages, etc. — or what they do in their spare timc. 

Accept that Chinese friends may ask about your agc, salary, 

living  space, marital statuts, children, etc., as such details arc 

less personal and private to them. 

Humour, in good tastc, is welcome. 

Will.) somebody tobo's older and a bit . funny, make a Russian 

toast. ra our fontes (nui sweethearts, Ait they  nia' 'lever meet." 

iredl. The girls turn red, the boys laugh, and the older people 

are delighted. Maria Hamm -y 

Dress 

Wear Canadian business attire, even though the (linese 

tend to dress more casually. 

Netter mimi if you look more businesslike titan the ('Itinesc. 

should look dilieroil. They expeci you !o. 	Waring 

Puy Cani always gel the Nice clothes  ne cari. I Ionour litem by  

wearing soniething ;lice, the)'  are fascinated m'ah beauty and good 

taste. Maria Flannery 

maw It's more like 



chapter three 

CANADIAN WO MEN DOING BUSINESS IN HONG KONG 

Introduction 
Canadians are familiar with Hong Kong as a tiny free-

wheeling colony where fortunes can be made through hard 

work, entrepreneurship, and tierce competition. Canadians 

are also aware of the sense of insecurity that exists in Hong 

Kong over its return to Chinese rule in 1997, resulting in a 

large flow of 1—long Kong investment and immigrants to 

Canada. In 1991, two-way trade with Hong Kong totalled 

$1.8 billion. Some of this figure represents goods manufac-

tured in China ;  as an entrepôt and the second busiest contain-

er port in the world, Hong Kong is a middleman, and 

increasingly is relocating its low-wage manufacturing to the 

Chinese mainland. 

In comparison with many of their Asian sisters, Hong 

Kong women have attained a high level of prominence in the 

business world. Traditionally exercising considerable sway 

over the disposition of family wealth, Hong Kong women 

today  of  head their own companies or run branches of 

lamily-owned enterprises. In some traditional  failli lies,  they 

are denied being active company heads, although among 

wealthy families, daughters are often groomed for senior man-

agement just as sons are. Women can also move up through 

the ranks ;  Baroness Lydia Dunn is much admired for rising 

from a secretarial position to a position of knighthoOd. 
Hong Kong women have been in the professions for 

decades. Elizabeth E. Thomson, one of our interviewees, 

noted that when she came to Hong Kong in 1977, she saw 

female lawyers with white hair  —a  rarity then in Canada. 

A. Business Practices 
General 

Because business in Hong Kong is more Westernized 

than in other Asian countries, interviewees made Icw com-

ments on how business practices (littered from Canada. 

However, Hong Kong is still a Chinese culture, and it takes 

time to become familiar with it. 

I had a couple °I-foreign _(Jentlemen in I long Kona for the last  six  

months. Thly . just didn't read people right. We'd go to ,neetings wah 

Clnuese. Afterward they would tell me their conclusions. I'd say, ls 

that what you really think? I don't think so. I thIllk he meant this 

and tne  should come hack to bun this way." That kind of fit/lenient 

only comes  from  years of experience. Hizabeth L. Thomson 

[nglish is widely taught and used in business dealings. 
Nevertheless, familiarity with the Chinese language can be 
advantageous. 

You really shouldn't go there for any length of time without 

learning Cantonese. Marietta Nuyens 

As with all of Asia, much business evolves from personal 

relationships. 

One of the essences of doing business in Asia is knowing people. 

There's no doubt about it,  ii 's a contact society. It5 about keeping in 

touch with people, developing a personal relationship. Women are 

very good at that sort of thing, usually. And it shou  Id nu eau  that 

women can do very well in Hong Kong. Elizabeth L. Thomson 

Be prepared to hire and train your own managers — Elong 

Kong has a shortage of skilled recruits. 

Consider operating through a Hong-Kong-based office 

or agent. 1)ora Kay, who  lias  tried operating in both Hong 

Kong and in Canada, finds it difficult to stay in touch from 

Canada. Elizabeth L. Thomson, a Hong Kong resident, makes 

the following point: 

I don think Canadian companies should send their own people 

 to live in Hong Kong if ut  can be helped — ut  too expensive and they  

nul  quickly prove  boum'  much money you've wasted on them. 11 wall 

take them two years to ,ifet to know the local market, and by the u  

they'll  m'ai t to go home. Elizabeth I.. Thoins(m 

Agc is respected in Hong Kong business circles. 

1 0 1,1 oge  of my  younger ( ( anadian) clients, "I don 't  m'ait  you 

to go. I Iowa while hair  at that muting. So you sla )/  home. Don't 

(15k me why (1 'Mildred IMICS. dtitil WI« Illy advice that I know I Iona 

Kong — and I know that this is the level of seniority that 

respect." Elizabeth L. Thomson 

Success is also respected. 

Men are usually extremely well Taroomed: voy expensive shoe.5, 

shirts, ties. Women dress very _fashionably. People like to see peopl e 

 who show that they're successful. Elizabeth L. Thomson 

13e friendly, warm, and polite — but be assertive  if  you 
need to. 

So ni e of the I long Kong women (11 so tough I hear people saying 
they don 't want to do business with them 1:,li za be tb I_ Th omson  

Seek advice before giving gilts — or reciprocating. 

011 their first trip lo I long Kona, Canadians  s hou  Id /u'  very 

careful about this, they won 't know what's right and what's wrong. 
They should not even consider gift-giving — except small tokens like 
pens with the company name on !hem. If people in I Iona Kona give 



them gifts, they should seek advice from someone who really knows the 

culture about what to do on their next trip. Elizabeth L. Thomson 

Hong Kong is as fast-paced as it is rumoured to be. It is 

not for the faint of heart or those who shun risks. 

As labour costs rise, manufacturing is being transferred to 

the Chinese mainland, often to Guangdong Province, which, 
like Hong Kong, is Cantonese-speaking. Most of this business 

is still done through Hong Kong companies. While much 

interchange and co-operation occurs, a certain rivalry 

between the two regions is growing. Many mainland Chinese 
would prefer to cut out the Hong Kong middlemen. 

Modern and Westernized though it may be, Hong Kong 
still retains its Chinese culture. Accept that until you are 

known and trusted, your advice will not always he taken. 

Whereas Canadian clients will always accept my advice, nty 

Chinese clients often  don.  Probably they believe theirfriends more 

than they believe me. And I think that's more a function of being a 

foreigner than of being a woman. Elizabeth L. Thomson 

Hong Kong firms are often small, family-owned enter-

prises with less than 50 employees. 
All our interviewees stressed keeping humour away from 

business settings. 

It's just straight business.  Don 't  use humour. 

Elizabeth L.Thomson 

Money speaks in Hong Kong and people are highly 

entrepreneurial. 
Be prepared and do your homework. 

Be respectful of cultural differences. 

I3e sensitive to the culture. I do feel women have the advantage 

here. Marietta Nuyens 

Expect your Chinese contacts to have access to Western 

technology. 
In the computer field, Chinese staff may need less super-

vision than staff would in Canada. 

They needed less of a hands-on approach, so I adapted my 

style. But changing your style iS 90,11eihing you do naturally with 

other people. Marietta Nuyens 

Keeping abreast of the fast-changing and complex envi-

ronment  of Hong Kong-China business from Canada can be 

challenging. 

I've been to so ni e conferences in Horn; Kong about doinq things 

in China, and beard so ni e real experts — profile with real bands-on 

experience. But on the other side in Canada, I'vefound at many con-

ferences that I've  had  to listen to people — I knew exactly what they'd 

done and not done — who pretended to he knowledgeable and 

experienced, but simply weren't Elizabeth L. Thomson 

Networking with other women, for example through 

groups such as the Business and Professional Women's 

Association in Hong Kong, or the Women Business Owners 

Club, can be a valuable source of contacts. 

Anyone who comes to Hong Kong is welcome to drop in at our 

meetings. If you say, "I'm here to find buttons", someone will say, 

"Well, I'm a doctor but my friend has a button factory" or, "My 

wifésfriend's daughter..." Elizabeth L. Thomson 

Negotiations and Contracts 
Negotiations are very price-sensitive, and clients may be 

unfamiliar with paying consultant fees. Negotiations are usual-

ly fairly short. 
Service and quality are considered highly important. 

There is usually a written contract. 

You may have to chase clients to get paid. 

We always had to invoic- e and call once Or 111)iCe. 

Marietta Nuyens 

B. Preparation 
Although interviewees did not prepare for doing business 

specifically in Hong Kong, they made the following comments: 

Accounting firms put out so ni e bard and fast  ii formation in lit-

tle booklets. You should know your basic information, as you can 

lose credibility immediately if you don't. I've written guides to busi-

ness here myself. But it's best to talk to people. I would try to tap into 

a group Of people —from big business, small business, ex-pats, Soule-

one who ran their own business, a lawyer, WI aCCOUntani. Sift what 

they say ;  weigh it, and keep asking questions. It's best in Asian 

countries to continually make it clear that you  doit 't  know every-

thing and want to know more. Elizabeth L.Thomson 

C. Using Contacts To Advantage 
Finding the Right Contacts 

Hong Kong is tiny compared to Canada, and linking up 

with a few key people is not difficult. 

Our contacts t ocre  well irlformed on the whole community. We 

didn't particularly have to tap in i0 networks, but we got a lot of 

business referrals. Marietta Nuyens 

Big-name contacts arc not necessarily the key to the market. 

Develop a very good trusting relationship, where you know the 

person really knows the business — that he hasn't beem sent there for 

three years by so ni e big firm, and the only person be knows is A/Ir. Li 

Ka-shing. If you're an entrepreneur doing business in Asia, you're 

never likely going to meet Li Ka-shing, and you  doit  't need someone 

to take you to dinner and regale you with stories about h um. You 

want to get right in there and meet factories. And you do that 

through resources like the Hong Kong Trade Development people. 

They'll gip( you lists of  facto ries and you can approach them direct-

ly  —just  fax  them. Elizabeth L. Thomson 



Interviewees used the following sources for identifying 

business contacts: the Canadian Commission in Hong Kong, 

the Hong Kong Trade Development Council, the Hong 

Kong Productivity Council, the Chinese Manufacturers' 

Association, the Canadian Chamber of Commerce, the 

provincial trade offices, industry associations which may have 

sister-associations in Hong Kong, and service clubs such as 

Rotary, Lions', etc. 

Finding investors, who need to know and trust you, is 

generally harder that finding suppliers. 

It takes a long lime when you're  front an independent company 

and you're establishing your own financial pool, your own con-

tacts. It takes a long lime to develop the kind of family feeling you 

need [pith people. You have to  ha ne a loi of patience and ego strength, 

and not gel discouraged. Hannah Fisher 

Ms. Fisher was one of two interviewees who felt that gen-

der might occasionally become a factor in negotiations. 

I think  ive  were watched like hawks, and tested. Not in a nega-

tive way. But  we're talking very large deals, and they want to know 

if you can cut  it  or if you're flaky. But of course,  it  harder in 

North America, too, if you're a woman. Hannah Fisher 

By contrast, interviewees Thomson and Nuyens noted 

that businesswomen could face some problems ni being taken 

seriously by the Hong Kong British — but never by Hong 

Kong Chinese. 

I never fell I toasn't being taken seriously by the Ch'inese because 

I (vas a W0111(111, or a foreigner. I think that foreigners enjoy a SPeCial 

SUNS al11011g HOW) Kong ( .1,inese because of the British historical 

involvement. Marietta Nuyens 

Introductions 
Introductions are needed in Hong Kong as much as in 

the rest  of Asia. 

/tS Pep/ important to say, "I'm ngroduced by.." to explain who 

you are, bon  big, how long  'ou ne  been  in business. 

Elizabeth  I.. Thomson 

Who should introduce you? The Canadian Commission, 

or anc)ther business person. 

Find somebody from the business associations in Canada, 

someone with real in-depth, on-the-ground experience. Buy them 

Ilote h.  Have a  list  Of questions. Try 10 tjel diem  on your  Side. I would 

ask them to sit on my board as a consultant, to come to my house for 

a barbecue, anything. VI/hat you want is the sort of advisor who'll 

tell you, "When you go to Hong Kong, go and see my friend Mr. 

Wong at the 13i4 Nut  Fac  tory  and hell set you up." 

Elizabeth L. Thomson 

Keeping in Touch with Contacts — Hong Kong Style 
Send flowers if someone  lias  been especially kind, or 

when they open a new business. Thank people by inviting 

them to dinner. 

Expect to do more for your clients than you would in 

Canada, the line between business and friendship in Hong 

Kong is not as sharply defined. 

You do all kinds of things. You just do anything for people. 

You take  people  's shoes out to be re-soled, you pick them up at the 

hotel, and send money to their kids — all kinds of things. 

Elizabeth L. Thomson 

Understanding the Hierarchies 
In common with other Asian countries, Hong Kong is 

more hierarchical than Canada. 

Handling it requires being conscious and super-alerl. You have 

to figure out where the power is, which takes t ome. And there are 

rules. If you start with one person, yott never go around that  peso n .  

Always go back to that contact, and have ibat person present your 

proposal to the chairman. Keep that chain of command until the 

chairman gives you Permission to change it. They  doit 't  respect  )'Our 

 mucking up their hierarchy. 1—lannah Fisher 

You have to figure out who the most senior person is, who you're 

realty  talking to, and what the power structure  is  in  the meeting. You 

do that by listening and watching, by seeing the respect that's given 

to whom. The best way to do ii is to have someone there who speaks 

the language, 11)1.10 Call tell you whatS going on.  It hard to read 

those cultural signals until you're used to them. 1:lizabeth I.:Thomson  

Calling someone by his/her first name shows familiarity 

and a lack of respect. 

Don't use a client's first Hanle •— ever People from North 

America will say, "Well, Sam, what about this?", referring to  Air  

Chuna, the head of that company  Autd sixty years old! People almost 

kiss his feet every morning. And this young upstart from Can a da 

 calls him "Sam". Meanwhile, Mr Chung's cg Ili n q  blini "Mu',  

so'', but be doesn't get the hint. 	I lizabet h L. Thomson 

D. Meetings 
Take more business cards than you would for a Canadian 

business trip. 

There's a lot of protocol, and many people who come to I long 

Kong break the rules. You MUST have a business card ;  it's so eh-

mentary. So many people arrive  vit Fout  them or bring .ïo and say, 

"Oh, I ran out". And 'ou  must have cards printed  in English and 

properly translated into (2hinese. izabcth I,. Thomson 

Arrive at meetings on time ;  it is impuTer to be  la te. 

 When people enter meetings, greet them by rising and hand-
ing them your business card with both hands. State your name. 



Line up business cards in front of you in the order people 

are sitting around the table to avoid confusion. 

lf it is a first meeting, strike a positive note during your 

review of why you are there. 

You have to say, "We are such-and-such a company, this is 

what tve want to do here, and we've been introduced to you by Mr. 

Hung at the Hong Kong Trade Development Council. And he's told 

us" — you have to be very flattering — "that your company has an 

excellent reputation and that you always produce goods withoutflaws. 

So we'd like to to/ and do business with you." Elizabeth L.Thomson 

Meetings often begin with an exchange of pleasantries, 

although in Hong Kong you might get down to business 

quite quickly. Here are two contrasting views: 

I'm careful about being too direct and to-the-point. You have to 

talk around  things  for  a while. Elizabeth L. Thomson 

I found meetings very short and to the point, all business. There 

was no chit-chat, and no personal talk. Marietta Nuyens 

Meetings can be long and sometimes they spill over into 

meals where business conversations can continue. 

When hosting a meeting for visiting Hong Kong people, 

serve tca. 

I have been to so many May Street offices where rPC MVP'  been  

offered anything. And I've thought, "You've got six_floors in this  huge 

building;  can  you offer me a lousy cup of tea?" Elizabeth L.Thomson 

See your guests off at the elevator. 

I've found in Canada that people would say goodbye at their 

door and then let me wind myself through a great big office — you 

never do that in  As ici.  You always take people to the front door and 

show them out. Elizabeth L. Thomson 

13e  polite, respectful, and not  toi)  loud — but Hong Kong 

people also respect toughness. 

I wouldn't be abrupt, but I would be direct. 	Harma Hill 

What Chinese can't cope with is someone's being initially too 

boisterous and too loud. WOIllell  in general  don 't  fond it hard to be 

warm and friendly, and to show some respect and humility. Establish 

your relationship that way. Then after a while you can gel tougher — 

not in an agg rCSSive Or 1(1111/ way. But they respect  business no  II en 

who'll come back to them and say, "You're charging nie too much," 

or, "These products are shoddy". Elizabeth L. Thomson 

E. Social Practices 
Types of Social Functions 

Lunches and dinners with clients are common social 

functions, but you may be invited to cocktail parties, recep-

tions, or special events like dinners on hired boats. 

As Your Contacts Get Warmer 

Sometimes you will meet people's families or be invited 

to their home. 

Hong Kong is conservative, and handshakes rather than 

hugs are the norm. 

Once in while, because Um a foreigner, 1 slap someone on the 

back. 1 get away with it, but I would never do it to someone I don't 

know well. Elizabeth L. Thomson 

Break the ice in conversations much the same way you 

would in Canada ;  learn about the culture by asking questions. 

Dress 
Several interviewees strongly advised dressing-to-impress, 

especially if you are seeking investors or moving in higher 

commercial circles. Others lelt it less important. Here are 

views from a lawyer handling other people's money, a film-

maker seeking investment, a database analyst, and an engi-

neer/business developer: 

My beautician friend maintains that if I would take better care 

of myself and come for a facial once a week, I'd make a lot more 

money. All her ASiall clients do that. They're well taken care of they 

look good. It's very  important to them. It should be more important to 

us Canadians too, and certainly when we do business in Asia. 

Women coming from North America are sometimes very under-

dressed to do business. Or they wear weird outfits ;  people think they 

have no taste — running shoes with suits. You  don 't  have to look con-

serpalive, but you must be fashionable! Very well-groonied, well-

dressed, manicured, facials, hair done. You need to wear nylons. 

Elizabeth L. Thomson 

I3e as conservatively, elegantly, and expensively dressed as you 

can manage. Put thought into your clothes.  U 1 had the money, 

would get professionally dressed — complete linth the most conserva-

tive handbag and expensive shoes. It's part of what gets you taken 

seriously. My partner walks off the plane in I long Kong and imme-

diately gets a manicure Wore she goes anywhere at all. 

Fianna') Fisher 

Business dress is the same as here in Canada. Marietta Nuyens 

Sonie women in I long Kong dress up as if iliey're going to a 

big party. I don 't see much sense il1 doing that. Maybe people tend to 

look at your clothes and make assumptions about whal you are. But 

I would jusl wear (I  business  suit (Ind 110I lry to knock everybody 

out. 1)ora Kay 



hz retrospect, I evould say 

our Japanese sales gave ou • 

 company an unbelievable edge 

it: selling to our domestic 

nzarket. North American 

buyers feel if your product is 

acceptable in Japan, it 

must be high quality. 

Oonagh McNe rney 

chap t er loll r 

CANADIAN WOMEN DOING BUSINESS IN JAPAN 

Introduction 
Japan is  Canadas  second largest trading partner ;  in 1991 

two-way trade was $17.36 billion. Japan is home to 123 mil-

lion people who are one of the most demanding customer 

groups in the world. Able to afford a huge variety of imports, 

they are selective and expect higher quality and service levels 

than North Americans. Their domestic market operates on a 

just-in-time philosophy — small inventories and prompt deliv-

ery — and competitors whose performances are substandard 

do not survive. While Canadian firms in the high-tech and 

manufacturing sectors are making inroads in Japan, our top 

exports continue to be commodities: minerals, coal, and wood 

products. Breaking into this market requires high performance 

levels and persistence. 

Today, almost 40 percent of _Japanese 

women work outside the home. Because of 

better advancement opportunities into man-

agement ranks there, many young women 

are delaying marriage and working for 

small- and medium-sized companies, or 

joining foreign firms located in Japan. Faced 

with an acute labour shortage, however, 

large _Japanese companies may soon have to 

promote their highly educated 'male work-

ers. It is increasingly common to meet 

female managers in _Japanese firms. 

Common Perceptions About Japan 

Some women may be apprehensive about conducting 

business in  apan because of impressions that females lace 

particular obstacles. Here are sonie of these impressions, and 

our interviewees' reactions. 

Perception: _Japan is the toughest Asian country  loi' a 

Canadian woman  toi do business in. 

Reality: Japan is a tough market lor all foreign businesspeople, 

regardless  of  gender. Interviewees do not lind the Japanese 

unreasonably tough and feel comlortable dealing with them. 

The number of suggested participants for this study who deal 

primarily with Japan were more numerous than for any other 

country in Asia. 

Perception: The _Japanese will not accept young, female busi-

ness partners. 

A Canadian representatioe overseas told we to ”Forg et it" when 

I tiol started. I thouqbt, "Thanks a lot!"  France Bourdon 

Perception: ()ne must be extremely "tough' with the Japanese 

in negotiations; one woman was facetiously told that the 

proof that she was a good negotiator would be "the sight of a 

_Japanese fellow crumpled outside her door". 

Untrue. 111 bad made one of our customers lose face and humil-

iated him io that extent, I would have failed. Y . ou need to maintain 

relationships and you can't browbeat and intimidate others in busi-

ness as people ought have done in the fish business in the past. 

Kimberly Watson 

Perception: The_Japanese will copy products. 

144' nt'  beard that for years and still 011 r product doesn't have a 

copy there. If you want to sell in the global marketplace, you /woe to 

get out and show your product! Oonagh McNerney 

Perception: The _Japanese will steal ideas 

and give nothing in return. 

Folklore. They'll give you something back 

on oery lough terms. ItS a rough, competitive sit-

uation there, and they'd be just as roug b with a 

local company, so why should you be treated 

differently? Cermaine (;ibara 

A. Business Practices 

The following remarks by the intervie-
wees can be found in most standard texts on 
doing business in _Japan. 

General 

I '.xpect the Japanese to take a long-term view 01 business. 
The _Japanese expect quality, promptness, excellent ser-

vice, and &lively on time.  If  you cannot meet their demands, 
avoid the market. But il you can, you can likely sell anywhere 

in the world. 

lapanese intelligence systems are excellent ;  one intervie-
wee tound patents lor lier product on lier  client's desk the first 
time they met. 

Government rules and regulations are respected, and 
interviewees found the business culture fair and honest. 

I.earn from _Japanese business practices quality circles, 
the constant search tor increased efficiency, orderliness, and 
the just-in-time inventories. Oonagli 1\1cNerney lound these 

practices could serve to motivate her own employees. 

Choose your agents carefully as some may be looking tor 
business referrals rather than making your interests their main 
priority. 

Co-operation is the key,  si>  when selling to _Japan be pre-
pared to buy from them as well. 



Work with them to reduce costs and save them money ; 

 change the assembly method, increase the quantities bought, 

work hand-in-hand to reduce prices, or arrange financing that 

will cut costs. 

Negotiations and Contracts 
Generally, Japan is less litigious than Canada and lawyers 

are used less frequently in negotiations. 
Price negotiations may be slow and repeated discussions 

of negotiations may be necessary. 

Negotiating with the .1apanese is like a game, or a dance that 

begins On Day One of the fishing season and continues until the end. 

After three years of this, I know what they're going to tell me at that 

first meeting! "Oh, the market is terrible this year, and we don't tvant 

to buy anything and the price is awful." So the first meeting is a 

waste of time. Various dinners and friendly exchanges ensue, but 

nothing really happens until  the fourth (vie meeting. So you have 

to be patient ancl approach it ivith (1 positive outlook — these are 

pleasant people tint') whom you Wan t to expand your relationship. 

Do your homework, counter their comments on consumption levels or 

whatever, but take it a bit tongue-in-cheek. Keep your humour about 

you. Kimberly Watson 

In Canada, one may arrive at a contract quickly only to 

dispute the terms for several years. In _Japan reaching agreement 

is a long, thorough, and sometimes frustrating process, but 
because everyone ends up in agreement few litigations occur. 

I just sat there listening, not moving — and letting them think. 

They would offer me different phrasing for that point in the contract, 

and Ed say "Sorry, I  can  accept this." Rut I'd always remain calm, 

even though I was steaming inside. We were stuck for three weeks. 

France Bourdon 

Although contract negotiations can be protracted, the 

document itself may be short. 

In a case where the other party claims that government 

approval for a contract is required, seek third-party advice. 

Distribution 
The usual payment period in .Japan is 120 days rather 

than our 30 or 60. They may accept a shorter payment period 

if you deliver from outside. 
Shipments and freight rates can be confusing Sc)  do your 

homework. 

B. Preparation 
Learn about the culture and how business is  donc.  

Grasp and respect the culture — it's essential. Understanding 

what type of relationships people have in the culture — even what's 
mean t when two people bow 10 CaCh other — will help you keep your  

contacts. I prepared myself well by reading about doing business 

with Japan and about its management style which is a philosophy 

in itself. Books published by External Affairs and the Délégation de 

Québec in Tokyo are very qood. France Bourdon 

Extensive research and reading will help, but will not pro-

vide all the answers. 

Reading and private study are obviously essential. But so are 

talking with other business people and visits. The very first time I 

went I learned a lot just by being there, being sensitive, and reading 

lots of books and articles. I also had some Japanese friends, and a 

Japanese secretary. From this and subsequent visits, 1 learned how to 

do business in Japan. When it came to business strategy, again I 

read because I thought that's where I'd find the answers. I ended up 

inventing the answer, however, because there's no such thing as The 

Answer. But I read just about every book that t vas  written on 

approaching the car indostry and understanding how they work. 
Germaine Gibara 

There are books on local customs and the like, which I read. 

But you really have to do your own homework. Government agencies 

give the same information to everyone. There's no advantage to getting 

it unless you can Si:Ore much higher than everyone else for the  sanie 

 product. As for market reports, I wrote the federal government's 1989 

market study on Japanese herring roe technology! As long as these 

studies are current, they can help. 13ut they get out of date fast. Prices 

and markets can deteriorate, espec-ially if you're ni commodities. 

Kimberly Watson 

Some people cannot prepare before their departure. A 

decade or more ago, for example, not much relevant material 

was available for Oonagh McNerney, but today she has prac-

tical advice. 

Before you go know your product fully. Take brochures or 

other materials written in Japanese, and take videos or commercials, 

because almost all offices have VCRs. Have pictures of your plant 

or office, or your booth at a trade show that you've  attend cd.  These 

are useful because most times you're operating id a disadvantage 

and a picture is worth a thousand WAS. 

Learn at least  in  useful phrases in Japanese. It's still expected 

and important to take so ni e liquor  such  as Canadian Club or 

Scotch, but easy-to-pack, inexpensive gifts which are currently pop-

ular are Club Monaco T-shirts  and Blue Jay momentos. On arrival 

make sure you bave at least 5,000 yen on hand. This will buy you 

a ticket for the bus and you can be on your way to your hotel  m in-

nies after clearing CHS101115. After  a long Pig il 's  another long bus 

ride into Tokyo, so be prepared. 

Be prepared for the subway stations which _just seem to  go 

down, down, and down aaain! Doing business in Japan means 

making as many calls as you Cint  in ci  limited tiine frame. Therefore, 



he ready to do a lot of travel on subways, .INR rail, and bullet 

trains. If you are there on business you have to move fast, and you 

don't go hy taxi in Tokyo. Oonagh McNerney 

Japan's physical environment also poses challenges for 

Canadians. 

The crowding]  Were  used to  big  rooms and lots of desk space 

for writing letters. Over there,  its  like being in a nun's room. 

France I3ourdon 

C. Llsing Contacts to Advantage 
Finding the Right Contacts 

Interviewees suggested the following 

sources for contacts in Japan: 

• educational institutions 

• school contacts from . Japan 
• trading houses 

• magazine advertisements 

• the Canadian Embassy or Consulates 

• referrals and introductions from ,Japanese business 

contacts 

• trade shows 

• consultants 

Finding contacts is not difficult  but  it requires time to 

carefully identify the right ones. 

To sell  lino  containers to a mass merchandiser :vas an unbeliev-

able opportunity, so I jumped in roithout realizing that t vas  not the 

best way to introduce our product. Oonagh McNci'ney 

II  you are in a highly technical business, get close to a 

professor working with a Japanese company. Universities and 

the business community in .Japan work closely together. 

Introductions 
Introductions to Japanese firms can make the initial 

approach much smoother. 

Tt -y to inlagille you're .1apanese and somebody calls and says 

"This is MI inCompreherisible company limited, and I'm calling an 

behalf Of some foreign name." It's a shock to them right away, and 

they  don  't know what's going to come in tile door at  the  appointed 

time. My name Ina:di/Ili indicate that I rvilS a woman. Ed walk in 

and it 11 , 0111d be panic, lei me out of here! But if you  )et  somebody 

else to call and say, "A looman who works at one of ibe big foreign 

brokers would like to meet you and don  't worry — she knows about 

the business,'" then itS qui te different. Deborah Zbarsky 

Take the time to find the appropriate person to introduce 

you 

A friend I had gone to I !award uigh worked in one of the trad-

ing houses — trading houses in Japan are powerful. From him I got 

questions as to tpho to approach and how. I then used these and  

everyone else's contacts until I got to the rtght people with the right 

in  the right preamble, the letter sent two months  in  

advance, and the dinner arranged afterwards — all of the things 

which are part of the decorum of doing business in Japan. 13ut 

remember, these contacts are accessible to anyone who's smart 

enough to fj0 after them. There are people in Canada, the United 

States, or Europe who can OPell d0Ors. You just have to find them 

where you can. Germaine Gibara 

Keeping in Touch with Contacts — 
Japanese style 

In Asia one must work at keeping in 

touch with contacts. The Japanese, in par-

ticular, take a more deliberate, formalized 

approach. They often send one another 

notes about their promotions and transfers-. 

Interviewees said they continue to get notes 

from contacts they have not seen in years. 
Resist the Canadian tendency to not con-

tact people without a specific reason. 

When 1 ivas  living in Japan, for example, I would call someone 

up when I saw something in the paper about his company. But now 

that Ern in Canada, I billY 10 drum lip other reasons to keep irr touch 

because a Christmas card once ti yC(11" is certainly not enough. Every 

time I go to Japan I have a long list of people I phone. Sometimes  it 

really hard because I  don  't know what to say to them, and I worry 

that they won't remember me because it's been a long time since we met 

face-to itace. Rut you jus have to keep going. 1)chorah Zbalsky 

The keeping-in-touch process in Japan is also more com-
prehensive than in Canada. 

There are two seasons in Japan — one around Chrishrup, a rid 

New Years, and the other at the end of June — when greeting cards 

and gifts change hands. That's one of the reasons you pass out the 

business card, so that when it's lime to send the cards at (1.tristinas, 

eoetyone you know will receive yours. You never let anyone look' al 

your  business card fde f  itS like a ) ournalist's . jewel box of contacts. 

Anyway, some people think itS easy in Japan because you just qo lo 

a printer and ;et  the ( lgisimas Cardti nale 111). 1 , fil1t1 11411 hard 

beCillISC 111(11 'S 1101 h011 )  Ca11(1diallS (VC brouet lip to do thimp,, 

Deborah Zbarsky 

11- 1-  on the side of formality with letters and faxes. 

Wilt) my clients or sources of information, such as company 

spokespeople, it's quite formal. When I write to limn I say things like, 

"1 have recently established my oimi business and I  an  just writinq 
io let you know." You make those kinds of excuses. They  doit 't want 

to hear, "Hi, I just came back from a holiday." Deborah Zbarsky 

As contacts warm to you over time, personal notes help 
to keep in touch. 

Interviewees  stresse()  the 

importance of cultivating 

friendly relationshilm tvith 

the female staff of Japanese 

clients. They can provide 

good tips on how to be effective 

in their cultural context. 



I make a point of always sending Christmas cards. This year 

was special because my twin boys toere born, so  I made a point of 

telling my customers that I tuas on maternity leave. It makes them feel 

that you are acknowledging past business dealings, and lets them 

know what's happening in your life — that you  don  't just spring into 

existence every snow crab season. Kimberly Watson 

Co to Japan regularly to cement contacts and relation-

ships, especially in the development phase. 

()ne mistake took six months to correct and almost lost me the 

contract. I tvas away from my  la pan  file because something else had 

erupted in Europe, and I sent faxes to ,fapan thinking that I was 

being read and understood. The thing went haywire. I had to stop 

what 1 was doing and go back forface-to-face contact. Once you're 

in an operational mode, the fax and telephone are fine. But not until 

you have signed a contract and really have developed a working 

relationship it)ith them. Until then, negotiations cannot be done any 

other way than face-to-face. Their mastery of the nuances of the 

English language is not as strong as ours. Besides, it just isn't the 

way they work. They  don  't develop relationships over fax lines ;  this 

needs personal contact. So you must spend the time. We nearly broke 

our backs —  ive  went there every tivo months for a week to ten days, 

depending on the number of customers we had to see. But it was 

worth it. Germaine Gibara 

Do not take casual contacts for granted. 

When you first meet them, you might think 

in a business sense that, "This person may be 

very nice but he can't help nie. -  Rut in five years 

be might be in a position to help. People in Japan 

move around all the time. They'll spend two 

years in the shipping division, then that division, 

and then another.  Deborah Zbarsky 

If Canadian colleagues provide the 

names of personal contacts in _Japan, call them. They are 

probably used to being contacted by friends of friends and 

may be able to help you. 

Keeping in touch by yearly attendance at trade shows is 

not enough. 

There's a lot of disCUSSiOn about trade shoWS. 1 always go to 

one big one, itS critical to be seen. Mid the time people SPC/11/ With you 

is strictly limited — perhaps one exposure. There isn't  l ime to stand 

around and shoot the breeze. It doesn't seem to be common knowledge, 

but the real business doesn't happen there anyway. People think "Ill 

see all my customers there.." but the real business happens  la ter  when 

you call at their office. These appointments Can be made before you 

luny (:anacia, but often your  ho tel  phone rings and yoll have to be 

flexible and accommodating to their schedules. Oonagh McNerney 

Understanding the Hierarchies 
The Japanese work within a strict hierarchy which they 

expect you to respect.  Coing  around it North-American style 

by insisting on talking to someone at the top may be accommo-

dated because you are a foreigner. But you risk being considered 

a loose cannon, or worse, causing your Japanese counterpart 

to lose face before his colleagues and superiors. Generally 

speaking, avoid going up or outside the established hierarchy. 

If your contact is a problem, go sideways for advice first. 

It essential to understand hierarchies. You just  don  't trespass. 

The president will meet the president of a division, but my senior 

engineer should not ask to meet the president.  It  extremely diffictdt to 

go outside the hierarchy, you cirti go down but you can't go up it. 

It's not accepted, and although they ?night agree to come, they jitst 

don 't show up. They send someone else, so why create an affront? 

Germaine Gibara 

There were times when I successfully approached other 

Japanese brokers and explained that I was fillding SOHIC011e  in  Such-

and-so a company useless and wanted to deal with his boss, so tohat 

should I do? Sometimes they would help. "Ill go in to see him," that 

sort of routine. But at other times it didn't work, and the whole rela-

tionship with the company just fell apart. Deborah Zbarsky 

In Japan, senior people may meet you 

out of courtesy, but the decisions about 

your business arc often made by a lower-

ranking person  alter a consensus within thc 

firm has been reached. It is not always easy 

to tell who is in charge. 

'Japanese business cards show SO many dif-

ferent managers. In big companies they'll have 

what they call their marine department, which 

might have SeC110115 1, 2, and 3, eaCh with about 

six different managers and directors, and all the names translated 

directly from the Japanese. You  (111 't  really tell by the name who's 

higher on the 101011 pole, and it 'S important to know that. Again, itS 

awkward when it comes to seating arrangements at dinners. As their 

guest, I'm expected to be seated first, and irs  ha rd  to know whom I 

should be sitting beside. The only way I've figured it out is by 

checking with North American offices, or if I know one of the gentle-

man better than the others, I'll say, "And how does your position 

compare with this gentleman to whom I've just been introduced?", 

Puy tactfully, so it doesn't look like I'm trying to one-up him and 

talk to his senior. Kimberly Watson 

Deborah Zbarsky suggests that, when in doubt about 

who to follow-up with  al  ter the meeting, call one of the peo-

ple and say, "I don't want to bother you. Should I be talking to 

'Ar.  So-and-so on this?" 

Never turn ()mew a business 

car')  it: Japan, even if 

you think you already have 

the person:o cari.  It may be a 

clue that he or she has 

been promoted at:d that 

congratulations are in or )er. 



Senior people in Japan often attend ceremonially on 

important occasions. Persuade your senior people to recipro-

cate when Japanese colleagues visit. 

D. Meetings 

In terms of size, protocol, function etc., meetings in 

Japan are run differently than in Canada. To make the 

Japanese comfortable with you and tu  further develop good 

relations, interviewees suggested the following approaches: 

Remove your coat and gloves in the elevator and carry 

them, rather than having to undress in someone's office with 

their staff looking on. 

Expect your foreign looks — clothes, hairstyle etc. — to 

attract attention from the people working in the open office 

design. It is not meant to embarrass you. 

Gifts should be wrapped. If a subordinate accompanies 

you, have him/her carry them. 

Expect,to be outnumbered at meetings ;  this is the culture, 

not intimidation tactics. 

Take large quantities of business cards printed in 

Japanese. Exchange cards on entering the room and, once 

seated, arrange them in front of you in the order in which 

people are seated. 

Correct seating arrangements matter ;  if unsure, quietly 

ask someone where you should sit. Guests often sit facing the 

senior person. 

Remarks at first meetings are often formalities and cere-

monial. The Japanese side may have a junior s‘tali member 

give a short briefing on their company. Rased in Japan and 

pressed for time, Deborah Zbarsky would try to move quickly 

through this stage by showing her knowledge of the compa-

ny's annual report. However, Oonagh McNerney, only visit-

ing • Japan, notes: 

I Mime that listening to this presentation is very important, 

because they really value and respect their company, how many 

employees they have, and what their gross sales are. You never hear 

about a Japanese company without s ee ing c harts on  how  we ll 

they're doing this year compared to last, bow many units, and so 

oui.  They're proud of that information, so you've _g ot to look attentive 

and make notes on il so that you Call refer back to them to show) you 

have as  much  information on their company as they have OH yours. 

Oonagh McNerney 

When a business relationship with a Japanese company 

has been established, meetings often start with general 

enquiries about your trip and a briel review of how business is 

going for both sides. There is no neecl to jump into specific 

details at this point. Do not mention any negative stories you 

have heard about the other company ;  never embarrass anyone. 

You will be expected to talk about your own company. 

Refer to it as "our" company, and "\ve”, as the Japanese do. 

For important negotiating sessions, bring your own inter-

preter. Interpreters are often female and can be valuable allies 

if you take the time to brief them before meetings, explaining 

your product or service, and asking for their advice in getting 

your message across. An interpreter can only handle a few 

sentences at a time, so break your talk into segments and wait 

for her to finish. 

Unless you are the senior person  fi-oui  your side, minimize 

talk until indicated to do otherwise. Avoid interrupting con-

versations with personal opinions (ic. "I don't agree with you'', 

etc.) that contradict your own side. Sort out disagreements 

before or after the meeting ;  you should present a united front. 

13e  alert and maintain eye contact with the senior 

Japanese people while Japanese is being spoken, and again 

while it is translated for you into English. 

l've seen people sit hack and close their eyes du ring the Japanese 

conversations and only open them when the interPreter speaks 

English — dreatlfult Oonagh McNerney 

Do not be surprised if the Japanese side responds to your 

presentation with questions in English. The interpreter is 

there to ensure that both sides fully understand the pmceedings. 

13e  patient when the .1apanese are silent for long periods 

when framing their responses. You are not expected to ramble 

on to "jump start" the conversation. 

It's extremely disturbing in negotiations when you first _face a 

biq silence — it could he Iwo minutes and you  don 't  know what to do, 

what's going on. France I3ourdon 

• Japanese  col  leagues  may hc proud of their English-lan-

guage abilities so do not insist that they speak to you in 

,Japanese through an interpreter. 13e tactful and allow extra 

time for meetings. 

A memo, summarizing what was agreed upon, prolsably 

will not be circulated after the meeting — indeed, no agree-

ment may have been reached. 

Decisions are not made al meetings. Don't try lo force thinas the 

North American  may  as it _just doesn't happen. You man try until 

you're blue in the face. They'll  sit  with you until seven in the morn-

ing if you wish — they'll be there. But nothing is ()aim on, and you 
leave the next day thinking, "WWI have I  doue  — ! pas t ed my  time  
and my money?" Germaine Gibara 

Meetings can be extremely long. Expect to he questioned on 

the most minute details of the business at hand. It is not unusual 

to receive more sets of questions from the Japanese afterward. 

The lapanese may need time during a meeting to consult 

among themselves in their own language. 

If, during discussicms with a client, you lind that  si  meone 

on your side  lias  misinterpreted your intentions, discuss it pri-

vately alter the meeting to avoid anyone losing lace. 



Follow-up your meetings with thank-you letters to every-

one who was present. 
Do not drop in to a Japanese colleague's office "because 

you happened to be in the building, and thought you 

have a coffee". It is generally considered 

de ructe. 

E. Social Practices 
Social invitations help to build relation-

ships. As many Japanese have long work 

days and long commutes home, sign off 

early. 
When declining an invitation, it is 

more cornmon to cite work-related reasons 
than fatigue or jet lag. 

The Types of Social Functions 
Several interviewees have been invited 

to people's homes, but this apparently is 
rare. The ,Japanese do not normally enter-

tain at home. 
Going out for a drink or dinner directly after work is very 

common in Japan. Indeed, it is an important way to cement 
relationships. Drinking and even singing with colleagues after 
hours is an acceptable way of relieving stress, and discussions 

usually avoid business topics. Conversations may become per-

sonal and boisterous but behaviour is generally good-natured. 

Interviewees suggested a range of options: keeping up with 
the others, pretending to keep up, drinking non-alcoholic 
beverages, excusing oneself after one drink, suggesting dinner 

in a restaurant instead. 
Some of the interviewees felt uncomfortable being invit-

ed to hostess bars. Hostesses arc paid to pamper clients and  

flirt, even to the point of asking intimate questions, and one 

may be "assigned" to keep you company. Interviewees sug-

gested viewing hostess bars as a learning experience or a piece 

of light theatre, using humour to decline an invitation, or sug-
gesting to hosts that the evening be spent at 

a cultural event or dinner instead. 

In an unusual case, an interviewee 

unexpectedly met with resistance to her 

joining a golf tou rnament between Canadian 

and Japanese businesspeople. Since the 

event was to be held in Canada, she chose 

to press the point and joined the game. 

Women do play golf in Japan. 

As Your Contacts Get Warmer 
Do not initiate physical affection, even 

with long-time business acquaintances or 

personal friends. Do not discuss intimate 

matters as the Japanese prefer discreetness 

in this area. Tasteful humour is welcome, 
but crudity in women is frowned upon. 

Dress 
Casual business wear does not mean slacks and sweaters. 

As with men, business dress for women in Japan is con-

servative — dresses, skirts, and jackets in darker colours. A 

small collapsible umbrella is very handy. For  case of walking 

in the subway system wear medium or low-heeled shoes. 

Evening clothes are rarely worn as there is usually no 

time to return home to change after work. In one case, know-

ing that male _Japanese colleagues would be wearing dark busi-
ness suits gave an interviewee an opportunity to create an 

impact at her press conference, by wearing colourld clothing. 

Otherwise, interviewees suggested dressing so as not to draw 

attention 10  one's apparel. 

might 

The Japanese do not usually touch each 

other in public. 

Do not become so obsessed with 

Japanese rules of etiquette as 

to become overly self-conscious, 

or too worried about having 

bmken the rules. Foreignem, 

are not expected to have 

mastered Japanese ways 

although if you have, your 

efforts will be appreciated. 

Being sincere, polite, and 

knowledgeable allows minor 

eccentricities to be lot:given. 



c hapt er five 

CANADIAN WOMEN DOING BUSINESS IN INDONESIA 

Introduction 

Indonesia is a resource-rich developing nation with a 

population of more than 180 million mostly concentrated on 

Java, and the rest spread over thousands of other islands. 

Indonesia has maintained impressive growth rates despite its 

fairly large  Foreign  debt and the recent devaluation of il  s cur-

rency. It is receiving large investments in its manufacturing 

sector  from  _Japan and other developed Asian countries. 

Formerly a restrictive environment for foreign business, it is 

still a market requiring persistence and patience. In 1991, 

Canadas  two-way trade with Indonesia was $563 million, 

with Canada providing minerals, transportation equipment, 

and fertilizers, Canadians are also pursuing projects in trans-

portation and resource extraction. Indonesian exports to 

Canada include semi-processed material such as rubber, ply-

wood and other wood materials, outerwear, and coffee. 

While the percentage of women in the paid workforce 

appears lower than in some other Asian countries, and few 

occupy senior management positions, our interviewees have 

met a number of educated women in the middle and upper 

ranks. Women do attain strong leadership positions, and many 

are going into business, especially family-owned businesses. 

Common Perceptions About Indonesia 

The following are widely held perceptions about doing 

business in Indonesia and our interviewees' reactions to them. 

Perception: Women cannot operate effectively in a Muslim 

umntiy. 

Reality: Not only do interviewees doing business in Indonesia 

strongly disagree — they say Indonesians, whatever their 

beliefs, are unlikely to impose them on foreigners — but other 

women contacted during the course of this study had success-

ful business dealings in such Muslim areas as Pakistan and the 

Persian ( ;till. At the time of printing, C.anada's Ambassador to 

Indonesia was a woman who  lias  attained widespread respect. 

From a Western lierspectipe, Indonesia is almost a ?matriarchal 

society. Women seem 10 ham 0  11) 1 of control — mot overt authority or 

power — but just a lot of control. Like Canada, they gel things dome. 

When I HMS IPOrkillil ti married couple, the husband always 

came  tø  deal with me, h ui t whem I dealt with  the  wihe, that's when 

thiogs would gut dome. Juliana Markus 

Perception: Indonesia is undeveloped and technologically 

unsophisticated. 

Reality: Indonesia is active in energy extraction, aircraft man-

ufacturing, atomic energy, and telecommunications. 

Our clients have been in business for la years. Indonesia is the 

first developing country in the world to launch a satellite system. 

They're may ahead of many developed countries, many of which 

started  la ter  than therm in this business. Indonesians have a lot to be 

proud of Yvonne van der Veil 

Perception: Indonesia is corrupt. 

Reality: Unorthodox business practices exist worldwide, and 

any of these which interviewees found in Indonesia were 

accepted as a different system of doing business. None experi-

enced real problems at  lier  operating level. Names are not 

attributed for reasons of confidentiality. 

I think there's a difference between money that you pay up front 

to get a cou trac — which I didn't encounter in my line of work, 

although I do hear from other people in bigger businesses that it 

occurs — and what I call facilitating payments, for example lo gel 

documents stamped. I see these as being like user fees, or tipping _for 

service. There's an etiquette about it all irs best not to do it yourself, 

for example. 

Irs a function of demand, partly. I 1)(1(1 to tip somebody when 

ho tel rooms were scarCe 011e year. 

I "bribed "  a fe11011) WIC(' with the promise of a  T-shirt,  Is that 

corruption? 

A. Business Practices 

Many of the following remarks, related  tu the pace of 

business and etiquette,  cari lie  lound in standard texts on 

c)ing business in Indonesia: 

General 

As in other Asian countries, business develops out of rela-

tionships, not vice-versa. The longer they have known you, 

the better y(ni will be treated. 

In North America, toe probably pn I Old More  Jr  a new (hew 

or a Mew customer in order to keep their iniçiness. In Indonesia, they 

 limpid(' a better quality of response after you know them for a long 

period of time. Juliana Markus 

Communication is indirect. 

They don 't like to say no, they'd rather leave things by the 

wayside. And a  feu'  times when I might I ,,,we  doue  somethuul wrolui 

in the relationship, business-wise, they wouldn't call me on it. You'll 

be going merrily alonq, uol realizuut dial you might have offouted 

them or done soweihuut ihat (hey (/on 't like because a) they're afraid 

of offending you auud b) they don 't Inuit lo risk losing your business. 



They  don  't realize that you  don  't lose business over a frank discus-

sion. Susan Madden 

Impolite behaviour, criticizing, showing anger, or making 

people lose face, however, will lose you business. 

To thou, the only polite tiling to do with somebody that's 

expressing hostility is to pretend you  don  't see it. So if you get angry, 

and make a point about  hou'  to do it right and uthat their mistakes 

were, they  won 't  listen to you. They'd be letting you lose face by 

acknowledging your anger. Juliana  Markets  

Develop the habit of double-checking and reconfirming 

everything yourself. 

You have to (j0 over  every step of every procedure and double-

check everything according to what you  knout  is right. Check to the 

point of absolute ruthlessness, but do il with a great deal of grace, 

charm, kindness, and patience. Juliana Markus 

It's a matter of bounding them gently. Susan Madden 

Do not expect to be told when things  are  going wrong. 

Twice I hired a manager there. The manager tvouldn't tell me 

when things went wrong, and IIMS embarraSSed 10/101 somebody else 

had done something utromj. Juliana Markets  

Do not leave problems for other people to solve. 

We like diving into a problem — "Oh great,  let  's ann-wrestle 

this one to the ground!" That doesn't apply so much in Indonesia. 

There's a tendency for problems to get shoved to the side and just left. 

Juliana  Markets  

Indonesians do not feel the same time pressures we do. 

Learn to deal with "jam karet", or rubber time. And allow time 

for developing, consensus with the other party. 

Don't push something too much, too soon ;  you'll meet resis-

tance. You bave to let it go (brolly it the system before you'll see 

resu/ts. Consensus, that's their way. Yvonne van der Veil 

Realize that you are only one person dealing in a culture 

of I80 million people. 

Stop thinking that your way is the only way, and that if they 

don 't do it your way, they're doing something wrong. Perhaps toler- 

ance isn't the best thin() in business because  ive  should be intolerant 

when people  doit 't  111CCI Otir exPeChili0119. Mu t  on the other hand, toler- 

ance kept  nie  from developing cardiac arrest and high blood pressure. 

Juliana  Markets  

Seek expert advice about the island or cultural group in 

Indonesia that you are dealing with — subtle regional cultural 

differences may affect your business dealings. People from 

one part of this huge country — even government officials — 

can be unfamiliar with other regions. Do your own research. 

Be pro-active, but not aggressive, in your business. Stress 

co-operation. 

Indonesians are not very forthcoming  iii  telling you exactly 

what they lieed and why. I do a lot of unsolicited business which 

deoelops out of discussions, or by discovering that someone has a 

problem. I sense who has the problem because problems often present 

business opportunities, and 1 offer to solve them, but not in a conde-

scending way. In a way, I try to utork as their representative inside 

my own Canadian operation. Yvonne van der Vet, 

Knowing the local language will not necessarily translate 

into better prices or delivery times for you, but will be appre-

ciated and may help to strengthen the relationship. 

Expatriates and local businesswomen cati  provide useful 

contacts, introductions, and intelligence. 

My network in Indonesia HIOStly consisted of expatriate 

women. They understand the need for support and were tvonderfully 

pragmatic. They generally offered tangible support, rather than soft 

recommendations. Juliana  Markets  

Suppliers and sub-manufacturers who  cati  offer consistent 

quality may be  liard to find. Your competitors will obviously 

not help you locate them. People in a different line of business 

from your own  cati  offer you tips and lie  good sources of 

intelligence. 

Negotiations and Contracts 

Creating rapport with contacts should be seen as part of 

your negotiation process. 

Canadians  dois 't understand negotiations in the Asian way. I 

bave a model for negotiations: the first stage is "contact initiation", 

which is when you meet the person. The second stage is "preparation 

and rapport-building", which is building the relationship and plan-

ning what it is you mitan t to do, and bout  you'll go ciltout it. Then 

you get to the third stage, "bargaining" — the point where there's a 

particular project for X dollars that you Iowa. Quite often you've 

lost the negotiation even before you gel to that stage because you 

didn't build the rapport. Lorna Wright 

Be prepared for tough negotiations, and for price-

sensitivity. 

If  your project is large — and especially when you are 

dealing with government bureaucracy — allow time for 

protracted negotiations. The Indonesian government has 

budget constraints, and a set of rules and approvals which 

you must meet. 

The enforcement of government regulations  cati  be 

lax, and Indonesians are often surprised by the rigours of 

our system. 

Although it is assumed that both sides will profit from a 

deal, there is no "fair" price. 



.htst go!  The  only way to 

really get a feel fin. it 

go there or get as close 

as you  eau  to being there. 

It:o my interesting, mysterious, 

culturally diverse. People are 

flot  that open there, and 

you bave to go and fish out 

contacts and opportunities. 

You bave to  lie  there. 

Yvonne van der Ven 

They will take you for every cent they can get. There's no mal-

ice, it's survival. 1 can quote the right price at the beginning just by 

sheer luck. But they will be totally sincere and completely convincing 

that it's absolutely impossible. Juliana Markus 

While  [orna Wright advises being prepared to bargain 

downwards in Indonesia — a nccessaty element of negotia-

tion — Juliana Markus did not always abide by this. 

There's no negotiation as far as I'm concerned ;  I tell them the 

price. Actually, if they've managed to convince rue during the 

months I've been away that their costs had doubled — and it's plausi-

ble —  I might move. 13ut otherwise I shake my head and soi le, and 

just Ivont budge. I know some people there who haven't learned this, 

and they've been paying Western prices for years. .Juliana Markus 

Indonesians have a different concept of what a contract is. 

Signing a contract is much more a signal that, "Okay, now Ive're 

serious about this and well get down to the real negotiations," and you 

can expect to re-negotiate through the life of the project. There's a 

feeling that it should be the spirit, rather than the 

letter, of the agreement which guides what you're 

do ii 	and if circumstances chamje, then the 

contract should be altered to reflect that. 	[orna  

Wright 

Although business can be done on just 

a handshake, fax the other party a note on 

what has been agreed to and get them to 

sign it. 

Protect yoursell by choosing contacts 
carelully.  If a deal turns sour, walk away. 

Problems are not usually solved in the 

courts, and being a loreigner you  are  unlike-

ly to get much sympathy. You could also 

tactlully explain your difficulties to the per-

son who introduced you — news travels in 

the business community — but realize that 

this could "boomerang' on you. 

In smaller businesses, up-front payments  are  not always 

needed. 
Consultants may lace unexpected requests for assistance 

—ni  implementation, for example -- that might  lot  occur in 

Canada. 

Many international aid agencies are active in Indonesia. 

In order to bid competitively, companies may require assis-

tance or advice from the Canadian International I kvelopment 

Agency or the  Ex pi  Development Corporation. 

Distribution 

Indonesians may promise to comply with your specified 

delivern, ,  date. Make your manufacturer specify a time instead 
— but mildly cross-examine to  sec if the date is "realistic". 

Indonesians pay their bills. One of our interviewees 

reported having to prod her supplier to subrnit his invoices. 

13. Preparation 

Vkiting Indonesia and talking to other business people 

are important. 

I called External Affairs and asked them to set me up with con-

tacts they had in Indonesia. There was (I really good book called 

"(;oing International" about international business protocol. But 

;nosily I talked to other business people — several through the World 

Trade Centre Association. Go to the horse's mou th, to  the  people wbo 

have done it. Nobody else really knows. Nice as government can be, 

it will still bave a second-band point of view. ,Juliana Markus 

When there is no time to prepare, expect some difficulty, 

particularly in cultural areas. 

There wasn't time. I _just jumped into the business. Then I spent the 

firs! year Itying to ota - Asian the Asians, wondering why they were 

doing what they did. The Indonesian tourist office was very polite, 

but didn't offer a lot of hard information of the 

kind I needed. I didn't realize t/iat ..'anadian 

government provides a very .00ti support net-

work. And  la ter,  I started a oina to the (:113C 

(Canada-Indonesia I3usiness (ouncil) meetings 

.just for networking. Susan Madden 

While there are fey,' problems M cities 

and larget -  towns, in smaller places, stan-

dards in lood preparation may be dilkrent 

than in Canada. 

There are (1 Jew keys to staying healthy if 

you're really off the  heu te;  usick. Make sure your 

food is really hot lie/ore eating it. I try to pick the 

safest thing going — I Cal (1 lot of  rie r.  I do C(11 

jn ahnoq everything is peeled anyway. 

I've never been really ill, except on my one _Tardy into ibe Sumatran 

jungle where the conditions in WhiCh our food  n'as  being prepared 

t ocre  suspect. Learn lo drink water pipiuo hot. And carry small pack-

aqes of baby-wipes /or wiping your hands and lac e — lint1101 

I  lamidnoipes beCalitie they  e  ouitnn 100 Mail alcohol w hich really kills 

your skin. Al)!  Indonesian hosts were always saying, ”Oh, could I 

ham' one 01 those?" Susan Madden 

Jakarta's traffic problems are legendary, so do not make 

more than two appointments a day, plus a lunch meeting. 

C. Using Contacts To Advantage 

Finding the Right Contacts 

Women we interviewed found contacts through: 

• customers' acquaintances. For manufacturers, shippers 

are tiseful as they know many people in manulacturing 



• the Canadian, American, and European expatriate 

community, especially women doing business there 

• the Board of Trade/Chamber of Commerce 

• the Canadian Embassy 

• Indonesian friends 

• the Canada-Indonesia Business Council 

• the Indonesian Embassy or Consulate in Canada 

• the CanAsian Women's Network, maintained by the 

Asia Pacific Foundation of Canada 

As elsewhere in Asia, finding, contacts is not difficult, but 

quality and reliability vary widely — a consideration for people 

in manufacturing or joint-ventures. The Canadian Embassy in 

Jakarta should be the first stop when looking for reliable 

agents/distributors. Even then, take the time to evaluate who 

you have been sent to. 

An official sent me, in goocl faith, to someone who  nias  sup-

posed to help facilitate what I was doing. To make a long story 

short, be turned out to be a real problem. Juliana Markus 

Introductions 
Given the scarcity of telephone lines in Indonesia, the 

telephone is not widely used as an instrument of business, and 

calling "out of the blue" is inadvisable. Get an introduction 

from the Canadian Embassy, or a strategically located business 

contact who can call on your behalf or send a letter shortly be-

fore you arrive. Better still, have them introduce you in person. 

Keeping in Touch with Contacts — Indonesian Style 
In Indonesia, you must be liked to make progress in busi- 

ness. 

If they  don  't like you, you're out the door, unless you have a lot 

of money and they want it. Susan Madden 

If you are new to Indonesia, nurture good relationships — 

it may be your only way to beat the bigger, more experienced 

foreign competition. 

How can you get precedence, particularly when you cannot 

offer them  in  orders? In Canada, you can be a stuffy, 

foreio, pompous So-and-so and be accepted. 131'1 in Indonesia, you 

have to put out for people to get them to put out for you. If they like 

you personally, they will try harder Irma) harder 

Juliana Markus 

I'vefound the time spent up-front building relationships takes 

the place of having to pay money to  jet  things. I'm not sure that this 

holds true for major contraCtS in the nrillion-dollar range, but it's true 

for my size of operation.  [orna Wright 

Perseverance over the long term pays. 

Ask where you can find a resource for your business? Thefrrst 
year they'll say, 'Tin sorry, I really  don 't  know." Ask them the sec- 

ond year and they might suggest somebody in the next city that 

they've beard about. Ask them the third year, after having paid all 

your bills and treated them well, and they will gel in your car and 

drive you to their brother-in-law's place and he'll do a great job for 

you. Juliana Markus 

Stay in touch by: 

• face to face contact. Frequent trips are essential. 

• phone calls. They can be costly or frustrating, howev-

er, if people — especially in government — are hard to 

reach. 

• faxes, which can be informal to people you know well. 

Letters to busy people or those you do not know well 

frequently go unanswered. 

Remain in Indonesia until problems are resolved. Faxes 

from Canada will not work as a means of problem solving. 

Do not assume that no response implies a complicated 

message. It either means "no", or you'll have to initiate action. 

When I didn't get an answer I'd think, "They're not answering 

because I didn't send them enough business," or, "my cheque hasn't 

arrived," or all these reasons. But every time it was simply sloppiness, 

or because they didn't want to say "no", or didn't know  boit'  to do 

something. Susan Madden 

Cultural Keys 
Indonesians dislike confrontation as an approach to prob-

lem-solving. Overly frank discussion, which may expose indi-

viduals responsible  for  errors, causes them to lose face and 

may result in their becoming evasive. If something is clearly 

the other person's fault, a better tactic might be to apologize 

for the error — blame yourself for not being sufficiently clear. 

Accept all the resPonsibility for problems and all the blame — 

extravagantly. They know what you're really thinking ;  they can 

see it in your eyes. It really works. They will do anything for you 

then — overtime, work all night, etc. _Juliana Markus 

Ask a local friend for cultural guidance. 

Ask, "What would somebody in .1(11n1 do?", not, "What wou ld 

you do?" because that's making them personally responsible. 

Juliana Markus 

Learn to appreciate Indonesians' direct sense of humour. 

It's not  datte  with any malice. I have a fax sittinq right here — it 

says, "Please let me know if the shirt fits you. You know, after all, 

you are a bit fat." Susan Madden 

Understanding the Hierarchies 
Many of the women interviewed found it difficult to 

identify the real decision-makers in Indonesian organizations 

because, unlike in Canada, decisions are made at all levels. 



Be  alert to clues that they 

need time to talk things over 

and buiD consensus. 

"They? say, `We have to 

get some information from 

another city, or another guy'. 

'And  you'd think, 'Why isn't 

that guy here in the meeting?; 

on don't see why that city 

matters!' Now there's a 

manager trained in the 

United Stab's, and he just 

looks at me and says, `I see. 

I'll get back to you.' 

It means the same thing." 

Susan Madden 

A consensus society throws us a curve because there is never one 

decision-maker. These two guys are underneath the directors, and are 

considered the experts within the company, but they say they're not 

responsible for decisions. Yet they make recommendations which are 

taken very seriously. Below them are all kinds of people who may be 

very strong and influential but who may not have the title or status. 

They could be key in the process. So the moral is: be nice to every-

one, take everyone seriously, and treat them with respect because you 

never know where they fit into the decision-making process. 

Yvonne van der Ven 

Identify decision-makers by talking to other contacts 
and by being observant. 

It takes  a  lot of  resourcefulness and  quizzing people outside the 

company. I bring it up indirectly at social functions when I can 

appear not to be asking the question. Generally, you can tell by the 

behaviour of other  people who the "king pin" is  —  who steps back when 

the fellow enters the room, the body language. Or when they're offering 

coffee, who, after you, gets the royal treatment generally is a decision-

maker. But not always, sometimes it's a fatherly 

figure who may own a lot of the company but 

has no real power. Susan  Madden 

Keep  in  good standing  with all  levels of 
the hierarchy.  They can be a valuable source 
of guidance. 

I  know you shouldn't try to go outside the 

hierarchy.  But  in Indonesia, if  I'm having  a 

problem with  a guy and  I've tried all  the 

manoeuvres and still feel I'm getting nowhere, I 

will just pick up the phone  and  go to the next 

guy.  I try to do  it when the other guy's out of 

town or when I know he's busy. I  do it innocent-

ly  — "Sorry, So-and-so's not here, can you help 

me out?" That's why you have to give small gifts 

to the underlings, so you can find out other peo-

ple's travel schedules. Susan Madden 

Give gifts and souvenirs from Canada 

and do not forget support staff. Only senior 

staff usually go to receptions or have the 
opportunity to travel abroad, so help mid-
dle-level contacts get training in Canada or have them invited 

to important dinners or functions in Indonesia. Being thought-

ful helps build relationships. 

D. Meetings 
In terms  of structure, frequency, and function,  meetings 

are conducted differently in Indonesia than they  are in 
Canada.  If  you want to keep close tabs on your  business, 
expect to meet frequently. Be patient, and be  ready to 
reschedule meetings as people do not always turn up. 

Put people at ease and show respect by speaking to them 
in the third person, as Indonesians do. 

When I came back to Canada I felt uneasy being called 

"Lorna" every second sentence, because I was used to being called 

either "Ibu" (mother)  or  "Mbak" (older sister). Lorna Wright 

With small- to medium-sized companies, expect to meet 
the heads of the company. Unless you are in a large business, 
however,  do not  expect  to meet senior government people 
who often wear more than one hat. 

In Indonesia, I don't bead for the minister, but talk to the direc-

tor general. But in dealings with the private sector, I go right to the 

top. They'll generally see  me —  it's being  a woman that makes the dif-

ference. I have never been refused  a  meeting, although it may take me 

a couple of tries. And then after that  senior contact,  I work my way 

down through the levels. Lorna Wright 

The more senior and Westernized your contacts, the 
shorter and more succinct meetings may be. They can  be  held 

at  any time and  sometimes  spill  over  into 
meals. Always bring your materials with you. 

Sometimes you can be having  a  meeting  or 

go into a negotiation without realizing  it.  Once I 

had  a  meeting with a director for  training and 

development in  Bandung, and  I arrived expecting 

to meet him for an informal discussion.  I found 

about  15  people in the  meeting  who wanted quite 

specific details. I was rather taken aback. 

Yvonne van der Ven 

Meetings are generally  not  very struc-
tured  and people  may drop in and out. 
Discussion may wander  off the topic, and 
you  may want to  nudge  it  gently back  onto 
course. Humour may intrude into discus-
sions. Keep smiling. 

They may be very jovial when you want 

to be serious. You try to get an answer, but just 

get the run-around. They can be laughing and 

having a great  time, but  you get frustrated 

because things aren't going the way you want. 

You have to learn to laugh with them, show you think this is fun, 
too. • Yvonne van der Ven 

Do not expect decisions to be made at meetings, espe-
cially  the first one. Many more meetings may be needed. 

They're warm and gracious and  if you push them they'll say, 
"Yes, of course, finer They can't say  no.  But  you'll find nothing 

happening. So it's better to postpone, better to take time to develop the 

relatieship. Juliana Markus 



Generally, it takes two or three days to do what one phone  call 

would do in Canada. And three to five meetings, depending on the 

subject matter. The more money and risk on their part, the longer it 

takes. Susan Madden 

Be warm and friendly and treat contacts as equals or 

superiors. Indonesians arc proud of their country's accom-

plishments since independence from colonial rule. 

They have certain underlying feelings. You spend more on a 

hotel room than they spend on their family in a month. So let go of 

feelings of superiority or condescension and behave with humility. 

Juliana Markus 

Listen. Sometimes we tend to talk too much and ive  don lis ten 

 to what they're saying, ive  don't ask enough questions. Or ive  ask it 

and then answer it ourselves. Yvonne van der Veil 

Most Indonesians that you will deal with speak English 

well. If they do not, hire an interpreter — who is usually female 

and a good source of contacts. Expect Indonesian contacts to 

discuss points for minutes at a time among themselves in their 

own language. Indonesians work through consensus so do not 

expect too much from individual meetings. 

Don 't take meetings too seriously, in the sense offeeling disap-

pointed if you don't achieve your initial objective or if things don't go 

the way you wanted them to go. Yvonne van der Ven 

E. Social Practices 

Indonesians take great care looking after you. You may be 

picked up at the airport and escorted to your hotel. They may 

ask what you want to do on weekends and arrange side trips 

for you. Accept this graciously ;  they are not implying that 

you cannot look after yourself. Citing fatigue as an excuse to 

decline, however, is acceptable. Socializing is an important 

part of getting to know contacts better, and business may be 

discussed anywhere. 

You may be invited home by Indonesian colleagues in the 

private sector but with westernized government officials 

expect to find a sharp dividing line between private and pub-

lic roles. 

My gOPernment contacts are very family-oriented, alld W1COM-

fortable talking about their privale lives. They haven't invited me to 

their homes ;  they draw the line there. It's okay to go for a business 

dinner or lunch, but it's very bard to become friends. I have good 

relationships, but it  strictly business. Yvonne van der Veil 

Be cautious giving gifts to people in government. 

We're a clean company and  ive don 't  give under-the-table gifts. 

Mut gifts are a marketing tool, so I always bring them. Make SIM 

they're given at the end of a meeting and don  't make a big deal of  il.  

And remember, they're not supposed to accept any persona/ gifts 

whatsoever. So make it something they can put on their wall —for 

the office. Yvonne van der Ven 

If offered an alcoholic drink, decline politely. 

Although some Muslims drink, il  is generally not accepted. 

And thin  king  that, "Oh well, with a Christian crowd", may run 

the risk that they are indeed such serious Christians that they also 

find drinking offensive. Lay off alcohol. Susan Madden 

Your foreign looks and clothes — even if you arc ethnical-

ly Asian — may elicit curiosity and unusual questions. 

The women 101,e personal nuestiOnS, not the decision-makers, 

hut the junior office workers. They want to know about my mar-

riage, if I'm happy, and hou, I feel about my children. They love to 

touch my children. I let thern ;  it doesn't bother nie, but I uni see where 

it might bother other North Americans. Susan Madden 

Use humour to keep awkward situations under control. 

A bagg age handler ivanted to try on my hat but I IIMS sure he 

had head lice! You want to treat people as human beings, so you just 

have to find diplomatic and cheerful ways of handling it — the trick 

is to revert to humour, to laugh at it. Susan Madden 

Use only your right hand to pass people things as using 

the left hand is offensive to Muslims. Do not beckon with an 

upward curl of your finger ;  curl your hand downwards using 

ail  the fingers. 

At parties, men and women often sit separately. You want 

to be friendly to women, but you also want to appear profes-

sional and comfortable with male company. So move back 

and forth, and be friendly to all. 

As Your Contacts Get Warmer 

Outside of government circles, you may be invited to 

lunches, dinners, or to people's houses to stay. 

It was the  sanie  with everybody. "Come slay with nie, take my 

carç take my driver,  It's yours. Let me give you everything." 

Juliana Markus 

If  invited to someone's home, take candies or chocolates 

and small souvenirs for the children and adults. Expect to be 

given small gifts, too. 

Do not initiate shows of physical affection. A handshake 

is best. To break the ice or build relationships, learn some 

Indonesian songs, show an interest in the culture and customs 

of the different islands your acquaintances are from, and 

enquire about their families. Being willing to use your right 

hand to eat is appreciated, but only in a home setting as they 

are shy of doing this in public. 



Indonesians sit close together and often hold hands with 

the sanie  sex to show friendship. Although you may hold 

hands with Indonesian female friends, do not do so with men. 

Men didn't touch nie. I'm single. And when they did, you 

always suspected something. it's not done. Juliana Markus 

As the relationship grows, Indonesian friends may make 

large requests of you — things that Canadians you have known 

for the same length of time would not. They are not taking 

advantage of you, but rather showing friendship, which 

implies a heavier obligation than friendships in Canada. 

Dress 

Indonesia can be very hot. 

I think it's important for a woman, no matter how busy, to 

arrive a day early to acclimatize herself. I never perspire in Ginada, 

but in the tropics I find the perspiration runs down my face, my face 

cream melts, and my eyes start /nimbi!). It's very irritating when 

you're in yourfirst meeting and you're Itying to be "all together" 

Susan Madden 

Dress professionally and conservatively with skirts over 

the knee and avoid exposing a lot of skin. Culottes are regard-

ed as beach wear. Indonesians are flattered when you wear the 

local batik. 

Although it may delight your hosts, interviewees recom-

mended against wearing the formal kain/kcbaya outfits. The 

tight-fitting, long-sleeved .jackets arc hot, and sarongs suit 

only the most petite women. 



chapter six 

CANADIAN WOMEN DOING BUSINESS IN TAIWAN 

Introduction 
Taiwan's foreign exchange reserves now surpass Japan's, 

under-scoring Canada's need to develop more active trade 
links with this island of 20 million people. Taiwanese compa-
nies are investing heavily elsewhere in Asia — particularly 
China, where wages are low — and occasionally in large 
resource-related projects in the developed countries. 
Historically, Canada has received less than its share of 
Taiwanese investment, although we now welcome growing 
numbers of tourists and immigrants. We also import a wide 
variety of manufactured goods from Taiwan, and export most-
ly raw materials and foodstuffs. Canada-Taiwan two-way trade 
in 1991 was $3.3 billion. Despite the existence of tariff-related 
irritants, opportunities for Canadian business exist in a num-
ber of consumer product and infrastructure areas. 

As they are in Canada, women in Taiwan are active in the 
workforce, in commerce, and in the professions, but under-
represented in senior business and in politics. As one intervie-
wee noted, "In Taiwan, the men spend their time making 
money, and the women decide where to spend it." 

Common Perceptions About Taiwan 
Here are interviewees' reactions to some common per-

ceptions about Taiwan. 

Perception: The Taiwanese are too tied up doing business 
with the United States to notice Canadians. 

They actually tell me they prefer doing business with 

Canadians because we're warmer and more personable. They also 

think they won't be "taken" by a Canadian. Jean Yu 

Perception: Taiwan is polluted and is not a nice place to visit. 

So many visitors stick to the two big cities and don't see the 

countryside — the mountains, tea plantations, and fish fartns. It's 

beautiful. Eunice Ludlow 

If you're a conservative person, you're going to go there and 

complain tvben people bump into you, and then fly out, holding 

your nose. Dorothea Oakley 

Perception: The Taiwanese will steal your product or technology. 
Reality: This is changing rapidly, as Taiwan's low-cost manu-
facturing moves offshore and higher value-added manufactur-
ing takes over;  it has also submitted an application to join the 
GATT. 

Perception: Women are not aCcepted in business in Tai 

There are thousands of women in business there. Eunice 

Foreign business women are certainly accepted. Local women 

have a much more difficult time being accepted than we do. A 

woman going into Taiwan will do better than a man. We're more 

flexible, and content to build business a step at a time — which is 

what the Taiwanese like. Dorothea Oakley 

A. Business Practices 
While most of the following remarks are found in stan-

dard texts on doing business in Taiwan, interviewees also 
stressed them. 

General 
Taiwanese business is dominated by family-owned firms, 

and income distribution throughout society is fairly even. 
Much business is done on the basis of personal contacts from 
family, old schoolmates, and friends. If you are disliked, 
money alone will not buy business. 

Work is frequently subcontracted. 

In factories, nothing is done all under oné roof. Every family has 

its own corporation, doing bits and pieces, and the wealthiest person 

is the manufacturer, who accumulates all the parts. Dorothea Oakley 

Many people who have newly-made fortunes on the 
stock market are trying to get into business. Often they do 
not know the ropes, particularly regarding government regu-
lations. Be wary. 

In many areas little English is spoken, so knowing some 
Mandarin may help. Some of our interviewees, however, did 
not find Chinese-language skills essential unless one plans to 
live in Taiwan. 

Travel abroad has increased in recent years, but our inter-
viewees did not find the Taiwanese as cosmopolitan as Hong 
Kong businesspeople, for example. 

Asian Canadians have no advantage in bargaining, as 
they can be recognized as North Americans by their clothes 
and hair styles. 

Taiwanese culture stresses indirectness and a non-con-
frontational approach ;  you will need patience, persistence, 
and the ability to quickly read between the lines. 

Business in Taiwan is extremely competitive, so know 
your business and prices well to gain respect. 

Allocate the resources, time, and stamina for frequent 
travel, or consider maintaining a permanent presence there. 

You can't go twice a year and hope they'll remember you. 

e else always arrives as you leave, and people are fickle. 

Eunice Ludlow 



Use your intuition. 

If I feel that we don't have the same chemistry, I find someone 

else that I can do business with easier. Eunice Ludlow 

In Taiwan, you have to throw away the rule book and do 

business with your feelings. Dorothea Oakley 

Quality from anywhere is welcome. The Taiwanese are 
increasingly conscious of the world market. 

Some of their quality problems before were because North 

Americans over-stressed low prices and didn't demand quality, and 

the Taiwanese didn't have role models, e.g. for beauty in design in 

modern furniture. But they are very teachable. So I am bringing to 

them from Europe something that they and North Americans don't 

spend money on today — design. Dorothea Oakley 

New technology is welcome. The Taiwanese can no 
longer afford to make labour-intensive products, and are re-
locating facttries to China and elsewhere. They are also one 
of the fastest nations in the world to absorb new technology 
to advantage. 

They're very keen on technology, partially because many of 

their leading families are well connected to Japan — or may even be 

part Japanese. Many people forget that Japan ruled Taiwan for 50 

years. Eunice Ludlow 

The Taiwanese are eager to expose their products to the 
West, and will regard you as a window to North America. They 
will be eager to help you and will want you tolelp them. 
Brokers or middlemen are less welcome in Taiwan than those 
who are knowledgeable about manufacturing, can transfer 
technology, or can assure them a market. They may be able to 
finance the equipment and plants required, on a cash basis. 

Business can be initiated by fax, but if problems arise they 
must be solved in Taiwan. 

If you provide professional services, do not be offended if 
the Taiwanese appear cautious, or try to find out if the regula-
tions you cite are bona fide. They may have known Taiwanese 
professionals who were overly flexible with the ailes.  

Negotiations and Contracts 
No matter what else is talked about, price and the bot-

tom line are paramount. 

They are tough. In furniture manufacturing they will talk price 

screw by screw. Dorothea Oakley 

The Taiwanese prefer large-volume sales, but now that 
their wage competitiveness has slipped, they may take smaller 
orders. 

If the other side is unfamiliar with your area of business, 

they will move at a snail's pace. But once their minds are made 

up, they will proceed with lightning speed. 

When negotiations are long and drawn out, it's because they do 
not understand and want to pick your brains. If they really want 
business, they'll overwhelm you. Jean Yu 

The Taiwanese are some of the world's best tire -kickers. 

Sometimes they give the impression of being completely enthusi-

astic, but won't want to do it at all. They've probably made up their 

minds pretty early on, but you'll never know until the last moment. 
They'll find out the maximum about an opportunity, then not bite. 
So be prepared to be patient. Bringing them in is an art, especially if 

it's something esoteric. Eunice Ludlow 

Stress dollar figures, the feasibility of a project, and its 
future growth prospects. 

They like to have things with a lifespan, not just six months. 

Show where the expansion will be. Eunice Ludlow 

Some people believe that one can force, in certain cir-
cumstances, the normally slow pace of Taiwanese business. 

I'm very pleasant, I smile. But if I have to catch a plane, we'd 

better do the deal. I let them know I'm leaving in two hours — 

"Gentlemen, be aware...''. Harma Hill 

However, not rushing negotiations can save money in the 
long run. 

If you demand to get your business over with too quickly, you 

won  't get the best price. Work around. Negotiate. Dorothea Oakley 

For those with a flawless knowledge of the market and a 
shortage of time, the following tactics might work on occasion. 

I obtain prices world-wide before I go. And I tell them what 

those prices are. If they still say no, I tell my associates, "Thank him 

for his hospitality." I walk towards the door.  Most of the time they'll 

call me back and give me what I want. Also, they love to delay until 

the last minute, and sign the contract in the taxi. So I tell them I'm 

leaving. They take me to the airport  and we sign in the car. They do 
not know I have a taxi waiting at the airport to take me back to my 
hotel. Harma Hill 

Interviewees recommended having three or four alternate 
prices to successfully bargain downwards. 

There's no fair price, only the cheapest price. Everyone likes to 
think he's landed a deal. Jean Yu 

People who provide professional services must learn to 
haggle over prices and fees like any other businessperson. 

I used to think, "How can I make any money?" They'll push 
you and push you, that's why people think Asian clients are more 
demanding. But they're just entrepreneurial. Anchor yourself and 
say, "These are my costs and I can't lose money." Do not subsidize 
them& Jean Yu 



The Chinese phrase used 

most often is "step by step". 

They don't want to do $1 million 

today and $2 million 

six months down the road. 

They'll be suspicieus,  and  

so would I. That's why 

a woman's style works very 

well in Taiwan. She'll be 

content to build  ber  business 

slowly. Men always f go  for  

the big deaL but money doesn't 

stick to your  fingers  that way. 

-hea Oakley Dore 

Never lose your temper, although it is acceptable to be 
frank, but polite, about the realities of your business. 

I smile and say, "So tell me why I should do business with you, 

when your prices are higher than the competition." Harma Hill 

I smile and say, "You know, I can't do this for free. This is a 

business." Jean Yu 

The Taiwanese are not very legalistic by nature, and are 
unlikely to go to court unless large sums of money are 
involved. 

With people they know and trust they'll operate on a hand-

shake, but with new people they want everything signed. 
Eunice Ludlow 

They need a purchase order, but it isn't as firm in their minds as 

in yours. I never see them solve a contractual problem in the courts. If 

someone isn't able to do what they say, they won't be in business. 

Dorothea Oakley 

Unless it involves a huge sum of money, it 

seems to be less painful to say, "I made the wrong 

friend," than to go into litigation. Jean Yu 

Be realistic about your expectations and 
what you can offer. And proceed slowly ;  
respect grows fastest with a gradual growth 
in business. 

Ultimatums and confrontation will sti fle 
business prospects. Contacts are reassured 
by reasonable and co-operative partners. 

Say things like, "All right, we have 150  

parts to put together into a product. So we know 

we'll have problems. But we're here to set rules for 

solving problems when they come, not to wait for 

disaster and then go crazy." Dorothea 

Oakley 

Distribution 
Delivery times are erratic, but Taiwan is improving. 

Specify a fixed time frame if it is urgent. Otherwise, allow for 
their inability to deliver on time, or let them specify a time 
and hold them to it. 

In the past they believed that if they gave me an optimistic 

delivery date, and didn't deliver on time, they'd get away with it 

because of the  cheap labour they offer. That doesn't work any longer, 

because — as I tell them — there are other countries which can offer 

cheaper labour, better quality, and delivery on time. Harma Hill 

For them, if something's two weeles late,  it  on time. 

Dorothea Oakley 

If you provide professional services and deal with clients 
unfamiliar with the use of these, you may encounter problems 
with payments of your normal fees. 

I do not produce something they can take home and look at. 

They just come in with some painful problem, and it's fixed, and they 

think, "That was simple. Why do I have to pay her so much?" So I 

ask for up-front retainers now. Jean Yu 

B. Preparation 
Visits and talking to other businesspeople are the pre-

ferred ways of learning about Taiwan, particularly because 
material was scarce until recently. Today the Canadian Trade 
Office in Taipei and the Far East Trade Service in Vancouver, 
Toronto, and Montreal offer useful background information. 
The Asia Pacific Foundation of Canada has also published a 
Taiwan business primer. Our interviewees briefed themselves 
in various ways. 

Through lectures she gave on import-
ing and exporting in Canada, Harma Hill 
met a number of Taiwanese people and 
learned about the business culture from 
them. Otherwise, she simply "dove in". 

Some have the advantage of clients or 
Taiwanese family contacts before they leave. 

My  fat  her  was an airline pilot, then a bus-

inessman in Taioan. My sister is a real estate 

agent, and I got my initial clients through her. 

But then I used my clients as a source of informa-

tion — and they were actually the best. Jean Yu 

Others go to Taiwan without the 
advantage of contacts. 

The only people I knew of working there 

were missionaries. And I didn't know of any rel-

evant reading material. Anyway, the best 

approach is to prepare yourself mentally — a 

healthy attitude. Do not learn Chinese bdorehand. Learn it in Taiwan, 

it  a great place to learn Chigese. And go there thinking long-term — 

after a year your feet are wet, the second year you'll be useful, and 

the third year you'll earn your keep. Dorothea Oakley 

Knowing a little about Taiwan's culture, as well as talking 
to people who have done business there, is highly recom-
mended. 

Reading history is important. It is a point of communication, 

people know their ancestors. You can talk to them about their idols, 

or their despised figures. It also gives you a grip on things, every-

thing is related. I'd note to other women that some of the food goes 



The top guy, even if he's 

way up there, will be very 

courteous and humble 

because the introduction was 

made by  bis  good friend. 

And non-Asians can get 

,Alinded by this. Remember; 

the royal treatment is part of 

the business culture — 

he's doing it for his friend, 

notfor y 

Jean Yr 

OIL 

beyond the Chinese cooking we know and stretched even my elastic 

abilities beyond endurance. Also, they drink vast quantities of brandy. 

Knowing that, I notv bring liquor as a gift. Eunice Ludlow 

C. Using Contacts To Advantage 

To do business, you must make friends. A this-is-strictly-
business attitude does not work ;  the Taiwanese want some-
thing closer. 

In the beginning I had a problem with that — my Canadian 

upbringing stressed business-is-business and friendship-is-friendship! 

But they like making me a friend, because then I'll be more loyal to 

their interests. It's a grassroots way of developing business. It goes 

from family to friends to strangers and, in turn, strangers and trusted 

employees become family. Jean Yu 

When friendship is not involved, they're very polite, very atten-

tive — and totally inactive in terms of doing business with you. 

Eunice Ludlow 

Finding the Right Contacts 
Place importance on identifying and 

checking out the right contacts — people 
who have experience and high quality opera-
tions. The Canadian Trade Office in Taipei 
can assist. One good contact can introduce 
you to many others. 

You really only need one Chinese friend, the 

rest is networking. Dorothea Oakley 

I got four introductions from people I'd been 

communicating with previously but had never 

met. This grew to a huge number. 

Eunice Ludlow 

Membership in the Canada-Taiwan 
Business Association in Canada can provide 
useful contacts and information, as can Canadian business-
people with friends in Taiwan. Trade shows in either Taiwan 

or North America can provide initial introductions before you 

establish contacts directly with Taiwanese companies. 

Contacts in the Taiwanese government who are knowledge-

able of your sector or industry can also be an effective.starting 

point. And associates in other countries with family links to 

Taiwan are useful. 
In Taiwan, networking with women can be useful ;  many 

are active in business, or have wealthy family connections. 

About so percent of my business transactions involve women, 

either singly or with their husbands. Jean Yu 

When approaching companies, try to deal with the CEOs. 

And with factories, get the owner. He's the only one who can 

give you a price, you're wasting your time otherwise. And o  

first meeting with a factory, you'll very seldom be meeting with the 

owner, so do not expect to talk price. Dorothea Oakley 

When seeking investment, wait for trust to build first. 

We had been talking for a month when he called one night and 

said, "Do not have dinner." He took us to a temple to meet his Taoist 

teacher. There tvas a little ceremony, and we kowtowed and had 

incense spread over us, and the priest made us a wonderful vegetarian 

dinner. Only then did my contact take us to see his investor the next 

day. It was as if he had brought us into his family with that ceremo-

ny. So believe me, you just do not give out the name of that investor 

to anyone. It's a situation of really earning trust. Hannah Fisher 

Introductions 
Without an introduction from someone important to your 

potential contact, you will only gain access to people in the 
lower echelons. That first introduction, however, does not 
mean that the job is over. 

Introductions from trusted, long-time 
business associates carry the most weight. 

Most helpful is what they perceive as the 

esteem in which you are held by your older 

acquaintances. Eunice Ludlow 

Good contacts do not always come free. 

I would vet someone very carefully. I have 

my own credibility to worry about. And do not 

think you get your contacts for nothing — I'm 

prepared to pay the price, that's how I got there. 

Harma Hill 

Keep business cards plain. Some 
Taiwanese avoid passing out cards. 

Buyers may approach factories without 
introductions, although they are helpful. 

Factories may lack English-speaking people. 

Keeping in Touch with Contacts — Taiwanese Style 
All over Asia, thought and effort must be expended to 

keep in touch with contacts. Taiwan is no exception. 

You have to very consciously stay in contact because it's a little 
out of sight, out of mind. Send them things of interest, especially 

something in their line. I do not send them major gifts because I'll get 

something just as big back — I just send little things. Try to remember 

the names of their children and their birthdays. Send cards on special 
days — like October ro, the Double Tenth National Day, and Chinese 

New Year — you have to remember when that is. Christmas cards are 
nice greetings but mean nothing to them. Make sure they know 
you're thinking about them. It takes a lot of jotting things down, my 

is full of notations, but it's very important. Eunice Ludlow 



Although personal visits are ideal, faxes and phone calls 
are also welcome — regularity and persistence always helps. 

I try and visit as much as possible. My contacts are very 
mobile, too. Sometimes we might meet in the Philippines or Malaysia. 

Eunice Ludlow 

Keep in touch with the key people. Loyalty is noticed. 

If you aren't a loyal buyer, they'll find some way to mess you up. 
Dorothea Oakley 

Offer hospitality when they visit. 

Their hospitality is breathtaleing. It's embarrassing. 

Eunice Ludlow 

Many Taiwanese are interested in immigrating to or 
investing in Canada, but do not understand our system. 
Coach them, and keep your eyes open for opportunities for 
them here. 

The help you offer good contacts will likely be reciprocated. 

When I went on my own and moved my .  business into my 
home, I seemed more like one of them. And they thought, "Oh, now 
we have to look after her!" All these factories who'd been dependent 
on me to smooth over all their problems decided to be responsible for 

my success! Dorothea Oakley 

The indirect communications puzzled even Taiwan-born 
Jean Yu. So she fought back — indirectly. 

I started asking indirect questions of them. "I do not understand 
why a lot of clients of mine from Taiwan will do this," not even 
relating it to them. They'd tell me why. It's a roundabout way of get-
ting at the information. Jean Yu 

Keep a close eye on all aspects of the business as quality 
can fluctuate. Watching the home front is important, too — 
Canadian colleagues may not understand the need for so 
much time in developing contacts. 

My colleagues thought you can go out with an order book, put 

up a notice that you've arrived, and that people will be lined UP 24 

hours a day. Eunice Ludlow 

Understanding the Hierarchies 
Taiwanese hierarchies are much less strict than those in 

Japan, but they do exist in families and large companies. 
Research the company hierarchies, and ask friends about the 
family ones. They have patterns. 

For example, the eldest son will pretend he has the final say but 
it's really the dad. Dorothea Oakley 

Canadians of Chinese ethnic origin should take special 
care to observe the hierarchies. While foreigners, generally, 
are not expected to be completely conversant in Taiw, 
ways, it is wise to show respect toward senior-level peo 

Maybe they do not expect it of you, but they do of me. Jean Yu 

A foreigner's ability to work within the hierarchy makes 
everyone more comfortable. If you must bypass someone, 
interviewees suggest the following: 

Do not go to the father. Go sideways. You're a foreigner and 

you have no rights. Find a classmate of his or someone who's lent 

him money to tell him to shape up. You find that person just by 

spending time with the Chinese. Dorothea Oakley 

Ask advice of someone who understands the hierarchy of the 

company. He may say, ''Mr. Ktvan's the guard dog, you can't go 

around him." Or he may say he's just a peon. In that case, ask your 

guy on the side to set up an appointment for you. Mr. Kwan may be 

angry, but he may not blame you. He'll blame the third party 
involved. Jean Yu 

I would go around him. I would speak to his superior, even if I 

didn't know him, and nicely say there was a roadblock. And then I'd 

tell the person himself;  "13y the way, I'm anxious that this go ahead 

and so I've spoken to Mr. X". But I wouldn't try that in Japan. 
Eunice Ludlow 

People do not advertise how important they are, so 
research them before you discount them. 

Find out all you can about a person's social status before you 

go in. If you're unsure, treat him as if he's above you or at least 

equal. Always be respectful. Their titles may differ from ours, but 

anyone can have "manipulative power". And never judge by the 

way they dress! Business dress isn't the norm there. Many successful 

people don't tvear a suit. Jean Yu 

D. Meetings 
Expect your side to be outnumbered in meetings. 

Although some people feel more comfortable doing so, it is 
unnecessary to bring "extra" colleagues along. 

Keep eye contact as you offer your hand for a handshake. 
Alternately, make a slight bow with hands on the front of 

your thighs. 
Offer your business card with two hands. 
You will usually be shown where to sit. 

I sit very comfortably, cross my hands on the table, smile and 
wait. Harma Hill 

Be ready for a lot of cigarette smoking — a Taiwan-wide 
phenomenon. 

You will be offered tea and asked about your trip. An 
exchange of pleasantries will follow. Do not expect the 
Taiwanese to raise business immediately, particularly in a first 
meeting. 

business gets raised at all during a first meeting, we may just 

ound it like one of those little water beetles — zip! and that's it. 



When people are silent and 

nodding — even snziling — 

it doesn't mean they're 

agreeing. They're saying, 

"I hear you." They'll also nod 

and smile their way through 

your explanations. Learn to 

ask questions and see 

if  they can repeat what you've 

said, but don 't  come across 

as a teacher or examiner 

For example, you can ask, 

"Did I explain this clearly?", 

or "Is there anything I didn't 

explain clearly that you want 

me to go over?" You can also 

laugh and say, "So you 

understood absolutely 

EVERYTHING I said, right?" 

and make a joke of it. 

Then they'll say, "well.." 

Jean Yu 

I usually find business gets raised during the second meeting, or after 

lunch when we've had time to size each other up. Eunice Ludlow 

Once you are into a business relationship, you can pro-
pose, after the pleasantries, an agenda for the meeting. Ask if 
this is acceptable. Meetings may be interrupted by dinner or 
lunch ;  if so, drop business talk unless your Taiwanese col-
leagues raise it. As the meeting progresses, people may be 
brought in to meet you. 

I do not stress it greatly. If someone asks, I'll certainly talk about 
my family. As they get to know you, they always are quite interest-
ed to know that you're operating within a family unit — and that we 
also have cliques in Canada. In Taipei, people live completely inside 
their own circle and aren't much interested in others. Eunice Ludlow 

Single businesswomen planning to work in Taiwan may 
find business exhilarating, but social life dull. 

An accountant and a lawyer often appear. 

 The accountant — the snake in the grass — is siz-

ing you up, seeing if  you are a dreamer or a real-
ist. He'll win brownie points e he averts a 
disaster or makes his guy a fortune. I do not 

direct a lot of attention at him but I'm very 

aware of him. The lawyer may arrive later, 

sometimes just for lunch. But... he has taken a 
good look. Eunice Ludlow 

Several people on the other side may 
talk during meetings, but they will defer 
when the senior person speaks. 

Pleasantness is important at meetings, 
even when you are delivering a tough mes-
sage. 

In business meetings you need a humorous 
style — decorum with a smile. Be gracious and 

quietly self-confident, aware of what's going on 

with everyone even though you can't understand 
what's being said. And show an ability to laugh 
at yourself. Eunice Ludlow 

Not all Taiwanese are quiet. 

If someone is aggressive, I'll be more animat-
ed. But if he's a "smiling tiger", I'll be one, too. 
You have to be observant and adjust. Jean Yu 

Young foreign men are all mesmerized by 
the Chinese women, and the Chinese men do not 
usually go after Canadian tvomen, so there's a 
real factor to be dealt with in terms of dates and 
socializing. Remember, your emotional health 

matters. Dorothea Oakley 

A sense of humour is an asset in Taiwan. 

They laugh at themselves and at you. 
Every night is Saturday Night Live. The coun-
try is absurd. Dorothea Oakley 

They like to talk about the latest bop on the 
nose in the Legislature. Eunice Ludlow 

Expect the Taiwanese to request you to 
do a lot of small things unrelated to your 
business. Compared to Canada, the divid-
ing line between business friends and non-
business friends is blurred. Work and play 
also are not as sharply delineated as they 
are in Canada. 

Life is a pleasure, but working is a pleasure, 
too. They do not program leisure in — so you 
sometimes mistake it for their not having any fun 

or good times, as we understand it. But for them, 
to have a successful week at the factory is like a 
great golf score to us. Dorothea Oakley 

If you are a buyer, make your requirements extremely 
clear down to the last detail — to both managers or factory 
workers. Be tough but pleasant. 

-- E. Social Practices 
Business is commonly discussed at social functions, but 

wait for others to raise it. 
As family-run businesses are prevalent in Taiwan, some 

interviewees felt that people are more comfortable if you 

show that family is important to you, too. Others disagreed. 

When I tell them that home and family are important to me, 

they're absolutely delighted. Harrna Hill 

This is sometimes overdone. Factory owners do not talk about 

family. It's an unessential part of doing business. Dorothea Oakley 

Although talking about politics does not present prob-
lems, avoid referring to Taiwan as an independent country or 
nation as, technically at least, it remains a province of China. 
Ask questions rather than making unsolicited comments. 

I would talk generally about politics but not get specific — it's 
too heated. I would still avoid the Kuomintang, although it is losing 
power. Talk about their amazing economic development. They're 
proud of it. Eunice Ludlow 

Conversational ice-breakers can include anything non-
critical of Taiwan. People commonly ask if people have chil-
dren, what their ages are, etc. 

Seek advice before initiating gift-giving. While appropri- I ate 	certain occasions, it is sometimes unnecessary and the 
rec' nt may feel obliged to reciprocate. 



He said, "Oh, good, you didn't bring me anything. It's a pain 

to have to get you something ." Dorothea Oakley 

The Types of Social Functions 
Lunches, dinners, or big banquets are common. 

Although rare, invitations to a so-called businessman's 

club, which may feature hostesses from various countries, may 

occur. Go if you are curious but expect to feel uncomfortable. 

The hostesses may be unused to serving businesswomen, and 

giggle, ask personal questions, or make awkward attempts at 

behaviour better suited with male clients. Allusions to the sex 

trade may surface. Where hostesses normally charge for 

dances, expect resentment at your taking male partners "away" 

from them. Interviewees advised treating it all as a piece of 

theatre, or else suggesting to hosts some other venue for 

socializing. 

I doni go to clubs, I go to spas with female clients or with wives 

of clients for a facial, hairdo, and massage — the female equivalent of 

male clubs. They establish intimacy. When women take you to spas, 

it means that they really want to be your  friends.  Jean Yu 

As Your Contacts Get Warmer 
Friendship means responsibility. Being made responsible 

also means friendship. 

You'll know you've gotten there when they sta rt  asking for per- 

sonal favours, and which school their children can go to in Canada. 

Jean Yu 

Interviewees said that being invited to someone's home 

can mean: simple friendship ;  a friendship designed to make 

you to feel indebted to them ;  wanting to show you off to 

friends ;  or wanting to introduce you to their friends for busi-

ness purposes. 

Male Taiwanese o ften offer to pay the tab. 

I sometimes joke to my partners: "Hire more women. Everything 

will be paid for. It's free." Jean Yu 

Wealthy people in Taiwan are often victims of crime. 

Your contacts will avoid advertising their wealth ;  you should 

avoid it too. 

Dress 
Our interviewees suggest conservative business suits in 

any colour, de-emphasizing flashiness except perhaps in 

evening wear (where silks and jewellery are often worn by 

local businesswomen), neatness, and low-heeled shoes. 



chapter seven 

CANADIAN WOMEN DOING BUSINESS IN THAILAND 

Introduction 
Thailand, as Asia's newest "little tiger", has experienced 

impressively high levels of economic growth during the last 

decade ;  in 1990 its real gross domestic product rose ten per-

cent, and in 1991 approached eight percent. Faced with high 

domestic costs, Japanese and other Asian firms have moved 

offshore to invest heavily in Thailand's low-wage automotive 
and electronics assembly plants. Although two-way trade with 
Thailand was $853 million in 1991, Canada has been slow to 

invest and enter into joint ventures there. Canadian compa-

nies are pursuing opportunities in agriculture, especially in 

dairy and livestock, as well as projects in oil, gas, power gen-

eration, and mineral extraction. Thai exports to Canada 

include automobiles, food, and textiles ;  these and other manu-

factured goods are expected to grow in future. 
Like many countries, Thailand has mixed cultural atti-

tudes towards women. Images of airline hostesses compete 
with the more disturbing ones of poverty and prostitution. 
Many Canadians are unaware, however, that Thailand's rapid 
modernization has created a class of well-educated, dynamic 
women who have a reputation for entrepreneurship, often 
running their own small- to medium-sized businesses. Thai 
women also commonly reach senior levels in government and 

private industry. 

Common Perceptions About Thailand 

The following are some of the prevailing impressions that 

people have about doing business in Thailand, and our inter-

viewees' reactions to them: 

Perception: 'Thai women are not liberated. 

When Ifirst visited their utility, they had women in more senior 

positions than we had in Ontario Hydro. Claire Seddon 

Perception: 'Thais are not straightforward. 
Reality: Because of Thai cultural values, they tend to commu-

nicate less directly than Canadians in business situations. You 

have to learn to read the signals. 

"Yes" doesn't always mean yes. They don't believe in confronta-

tion. You have to confirm a sense of agreement on things. Intuitively 

you develop a sense of knowing — they may say "yes", but there's 

this little blankness in their eyes. Claire Seddon 

Perception: Thai people are gentle. 

They are lovely people, and when I'm there I smile all the time. 

But you don't know "tough" until you deal with them on business. 

Claire Seddon 

Perception: Thailand is corrupt. 
Reality: In large, highly competitive sectors, unorthodox busi-
ness practices exist worldwide. As in the previous chapter on 
Indonesia, our interviewees were not disturbed by the system 
of "user fees" they found in Thailand. 

A. Business Practices 

Most of the following remarks can be found in standard 
texts on doing business in Thailand and were echoed by the 
women we talked to. 

General 

Keys to doing business are the ability to listen, and being 
co-operative and adaptable. 

I found out afterwards that the reason why I got the project 
and that country X lost it was because I said, "Let's work together to 
tor to accomplish what you've set out to do. I'm not going to come in 
and tell you to do it the Canadian way, because we have differences. 
But we can take the basics from Canada and adapt and change 
them to work in Thailand. We have to do it the best way for 
Thailand." Valerie Shore Cron 

Do business with a smile. 

You've got to enjoy what you're doing, and you've got to pro-
ject that enjoyment. Lorna Wright 

"Valerie, learn how to smiler my agent would say after a meet-
ing. "Even when you're serious, make it fun!" And I'd say, "But I 
did! I went in with a big smile and I left with a big smile." "But keep 
smiling!" he'd say. And during a meeting he'd sit there, and when my 
smile wore off, he'd give me a nudge. Valerie Shore Cron 

Grasp the Thai concept of hospitality which pervades its 
culture and enhances business dealings. 

If you are their guest, they won't let you out of their sight. 
They're responsible for you day and night, and do EVERY-
THING to make you comfortable and happy. They expect to be 
treated this way, too. When hosting missions, I did everything I 
could for them. They could call me at 5  am. if their suitcase broke — 
ask me anything. So they felt very comfortable about the way my 
company looked after them. They used to complain that in other 
countries they wouldn't be treated right. Claire Seddon 

Learn a few words of Thai. 



keen interest means a deal 

"If  you saw that amount of 

interest in a Western castanet; 

you'd think, Tve got to get 

in herd' But what would 

qualify someone as a customer 

in the West doesn't 

necessarily qualify Thais." 

Valerie Shore Cron 

Do not assume 

To be able to carry on a casual conversation, to say "hello" 
and "how are you'', matters. It sets the atmosphere and he/ps in terms 

of establishing a relationship. Claire Seddon 

Thailand has many co-operatives in the agri-business sec-

tor. However, individual co-op members may not always want 

to approach things "collectively." 

Individual members don't like working through agents, they 
want to deal directly. Whereas in other countries if  farmers  X, Y, 

and Z want more, you tell them that "We're putting orders together, 

and this is how you can save money." In Thailand, even farmers in 

a collective prefer to deal one-on-one. It's a very different approach. 
Valerie Shore Cron 

If you are a family-owned Canadian company with a long 

history, you will relate well to the Thais, as family businesses 

abound. 

Some Thais dislike discussing business over dinner ;  oth-

ers do. Take your cues from Thai colleagues. 

Like most Asians, Thais respect age. 

As I've aged, and as my appearance has 

caught up with my actual age, I haven't had to 
work as hard at being taken seriously. 

Lorna Wright 

Politely enquire if you are in the price 

ballpark. 

You can waste a lot of time. I must have 

made five or six visits before I found out. He was 
subtle. We had touched on price, but I didn't read 

him right — didn't reconfirm. His interest was 

there, so I just wanted to believe. 

Valerie Shore Cron 

Thailand's economy is booming, and many countries are 

jockeying for position there. Know who your competition is. 

The problem is here, really. We're too provincial. We're behind. 

Too many companies aren't looking at the longer term, and won't 

really commit themselves to this market. Government and agencies 

such as the Asia Pacc Foundation of Canada should be giving us less 

stuff on the opportunities, and more on the threats and the competition. 
Geraldine Pelletier 

The competition, however, has not always treated the 

Thais fairly. 

Someone I knew was talking to some people in country X and 

they were laughing about how they sent their poorest products to 

Thailand instead of disposing of them. The Thais have put out a 

fair amount of money and lost on this, and now they're very edgy. 

So I spend a tremendous amount of time, without slamming country 

X, explaining the differences. Valerie Shore Cron 

Canada has a good reputation in Thailand in some busi-

ness sectors. 

Myfirst question to a Thai contact was, "Why would your 

company even consider us when country X is closer and has every 

product that we have, and in such quantities?" He started talking 

about how they like and dislike certain cultures. You know, Canada 

has an excellent reputation abroad. Valerie Shore Cron 

Government objectives for the domestic market can have 

an impact on your business. 

The political dynamics are important. You should position 

yourself with an eye to these. In my sector, the government sets the 

parameters. Geraldine Pelletier 

If your company is very large, you should seek outside help. 

If I were doing it again, instead of going directly to certain big 

companies, I would have taken the time and used one good agent. 

France Bourdon 

that 
Negotiations and Contracts 

Because of their cultural approach, 

Thais are reluctant to say "no" or create 

confrontation. Until the final document is 

signed, reconfirm  important items of busi-

ness several times — approaching them in 

different ways, using different wording each 

time — until you  are  completely sure. 

In negotiations, Thais will often ask 

you for something, and then carve up the 

package you offer. They expect a detailed 

itemized list of the services or products you 

can provide in order to cut corners, look for 

cost savings, and ask that certain things be dropped. Be ready 

to discuss cost on all items. 

On each little piece of equipment, they'll sta rt  saying, "I know 
you said we need 12, but we'll take four". Claire Seddon 

Dropping "Cadillac" features or shipping in smaller quan-

tities makes Canadian products more expensive to deliver. 

However, you may have to be as flexible as the foreign com-

petition which often supplies stripped-down product lines. 

It might not be a program you'd be comfortable delivering, but 

you'll have to do your best within their budget. They'll say, "We 

don't need that'', when you definitely want to provide it. You must be 

very creative in what you put together. Claire Seddon 

Slightly defective products or delayed delivery times may 

:rated in the short term, but the Thais will not forget it 

e practice is not recommended. 

-oviding proper training is expensive but may help you 

be tolc 

and th 

PI 



Thais do not always 

share our sense of deadlines. 

My experience, with 

governnzent and private 

industry, is that it won't 

be done until the last minute, 

and then you'll scramble like 

mad to do your part in Canada 

to honour the contract. You'll 

sweat buckets. You  can  

fax back explaining —nicely, 

subtly — what you require. 

And you'll get it one minute 

before the deadline or 

two hours after: And you 

have  to be able to respond 

like that to the order! 

Valerie Shore Cron 

We were told that the training we supplied was very superior. I 

discovered they had received training for free from country X but 

they ended up just sitting in a corner reading a manual. Claire Seddon 

Thais may try to trade off safety and function for a lower 

price. 

They have not yet learned the value of quality. My product is 

better than my foreign competition's, and in other countries I can 

prove that quickly and get on to whether or not 

they want it. But in Thailand, I have to spend a 

tremendous amount of time on price and quality. 

Valerie Shore Cron 

They would buy components from several 

sources where they could get the lowest price, and 

try to assemble the product. Often, they couldn't 

make it work properly — but they didn't seem 

concerned about that. Or if somebody would get 

hurt  when they were flying to assemble some kind 

of munition, for example. France Bourdon 

I  don  't think they understood the safety 

question. There was no negotiation possible there, 

we just wouldn't do it if it wasn't safe. 
Claire Seddon 

Look to your competitive situation and 
your company ethics. Show flexibility but 
be realistic. 

I have to be competitive. If I'm just border-

line with the price, I'll try to offer something more 

as an alternative, or add additional features free 

of charge, or assistance with the testing, to con-

vince them to talee my product. France Bourdon 

Be polite, but vety firm. Give good reasons for answers. Really 

explain yourself. Use logic. They would usually understand, but 

would still want to have some kind of edge — "We'll do that part, 

you cut this down". Even when you came to an agreement, you'd 

have to give up "something over there." Claire Seddon 

When dealing with government, payment dates can be a 

negotiating tool. 

They'll say, "My budget is only this, and if you want to be 

paid and not wait until next year, you have to reduce your price." 
France Bourdon 

Recognize that bargaining is a way of life in Thai business. 

The people you're dealing with have to explain to superiors that 

they got something extra. So we traded off this and that. 
France Bourdon 

He gave us some rough times in the meeting next day, which 

totally threw me. I had to struggle against anger, because I kill 

had the consensus of the management team. But these situations are 

give and take. I think he felt that since he'd had to back down on two 
or three things, he had to stand firm on some particular issue. 

Valerie Shore Cron 

Like other Asians, Thais are not litigious and prefer to 
nurture strong relationships in which problems can be solved 
amicably. 

Although small contracts with known clients can be 
negotiated by fax, getting written confirma-
tion before leaving Thailand will save time 
later. 

Write down, even by hand, all the points 

you have agreed on and that are important to 
cover off in a contract. It might be an MO U,  
an intent to purchase, or perhaps they're interest-
ed in doing this and you're interested in that. Jot 
down the points and sign it. It's partly for cul-
tural reasons — to ensure there is agreement — 
and partly because they don't answer faxes in a 

timeframe acceptable to us, and that'll tie you up 
when you get home. Valerie Shore Cron 

Distribution 

Although payment, foreign exchange, 
and government regulations should not 
pose problems, Thai Customs authorities 
can cause delays. Get an agent, or the cus-
tomer with whom you are dealing, to help 
in clearing your products. 

B. Preparation 

There are many approaches to being 
prepared for doing business in Thailand. Geraldine Pelletier 
"threw herself into the culture", spending time in the country, 
getting a feel for its dynamics, and talking to as wide a variety 
of people as possible. Lorna Wright found the Canadian 
Embassy very helpful, as was the network of people she had 
developed from her days in CLISO, and other friends and busi-
ness people. Valerie Shore Cron from Glanworth, Ontario 
relied on the local library: 

The librarian sourced all sorts of things, and even went through 
some of the books for me and marked the chapters with specific infor-
mation that would be good. It was wondetful, because I could never 

have read all of it. I wanted to know the Thai priorities for industry, 
particularly the dairy industry — their five-year plans — so I had an 
idea politically, and the dollar value of imported milk versus what 
they produced locally. Also cultural manners — dress, behaviour, 
what's important, Buddhism etc., so I wouldn't make a total fool of 
myself. Valerie Shore Cron 



Claire Seddon had run a library. 

I had been in charge of putting a library together for a group. I 

knew about the stuff  from  External Affairs — they have good basic 

guides — and also the Asian Development Bank, and the Canadian 

International Development Agency. I had profiles, utility annual 

reports, how-to-do-business guides. I was fascinated with different 

types of magazines. I read a lot about government and culture, and 

also learned from meeting people coming in from Thailand. With 

people who had been there, I asked about protocol, culture, and dress. 
Claire Seddon 

C. Using Contacts To Advantage 

Finding the Right Contacts 
As elsewhere in Asia, business flows out of good relation-

ships in Thailand. 

You can go in there with the best product in the world, and the 

best price, but your chances of making sales are very, very slim if 

you haven't developed the relationship. Valerie Shore Cron 

Some of our interviewees found contacts in the following 
ways: 

• France Bourdon began by approaching people in 
External Affairs and the Canadian Department of 
National Defence who had networks of Thai military 
staff who had visited and studied in Canada. She then 
pursued this network in Thailand. 

• Lorna Wright had a network from her days as a 
CUSO volunteer in Thailand, and also found contacts 
through the Canadian Embassy. 

• Valerie Shore Cron's first contacts came through an 
Agriculture Canada dairy mission to Thailand. She 
had an associate in Thailand who knew the industry 
very well, and she obtained additional contacts with 
farmers through the Thai Department of Livestock 
Development. 

• Claire Seddon's roster of contacts came through 
Ontario Hydro's extensive linkages in Thailand. 

• Geraldine Pelletier made her first contacts through 
the Thai-Canada Chamber of Commerce and the 
Canadian Embassy. She also had a well-placed agent 
in Thailand. 

Before going to meet Thai contacts, do research on the 
individuals and their organizations. It helps to mention mutual 
acquaintances. 

Try to find out what he's interested in, too. All of these things 
are just good business practice in Canada —but essential there. 

Lorna Wright 

Government contacts are important in Thailand, espe-
cially in big business. 

If you have good contacts, you can almost forget ab 

rules. There always seems to be a way. France Bourdon 

Ascertain which ethnic group ( -Mai or Chinese) you will 
be dealing with, and learn about the subtle differences in their 
respective business cultures. 

"Calling out of the blue" in Thailand is no more effective 
than it is elsewhere in Asia. Ask the Canadian Embassy or a 
business contact you have previously worked with to call for 
you or to write to request a meeting. 

Keeping in Touch with Contacts — 'Thai Style 
Communications are responded to at varying speeds ; 

 everything from "slow" to "same-day service." 
As Thais have a lot of mobility in large organizations, 

keep in touch with them through notes and letters. Keep a 
record of personal details — the number and ages of their chil-
dren — and mention them in letters. Most Thais know that 
Christmas is an important holiday, so send greeting cards. 

Junior- and mid-level contacts appreciate the chance to 
come to Canada. 

If  they visit Canada when they're young and adaptable, it 

stays with them for life. They want to come back. Doing business is 

a way to come back and see people they like. Claire Seddon 

Understanding the Hierarchies 

Thais are not as strict as some Asians about hierarchies, 
but they expect respect to be shown to the appropriate peo-
ple ;  the private sector is less strict about hierarchy and proto-
col than government. Thais are usdally helpful in pointing out 
who is in charge. 

The Thai form of address for "Mr.", "Mrs.", or "Miss" is 
"Khun", used with their first, rather than family name. For 
people who have titles, however, address them as "Doctor", 
"Khunying", etc. 

In big business where a lot is at stake, people will watch 
you carefully, so learn to be sensitive and read the group. A 
decision-maker may appear quieter than the others, but will 
be deferred to when he/she speaks. 

Work from the top down. 

I always tried to work myself down a hierarchy, it's far easier. 

The initial contact is crucial, and as long as that person is not in 

opposition, he usually points you a couple of levels down. 
Lorna Wright 

Remember, the person with the title may not be a strong person, 

or the decision-maker, and it may be the person down a level you 
have to work on. Work on all the levels. Valerie Shore Cron 

If someone is obstructing you and you think that some-
one else might help, approach him/her when the opposition is 
away. Sometimes, however, nothing works. 

they either didn't want my product, or if my competitor had 

verbally made the sale, they'd always send me a guy lower 



There are certain definite taboos. 

If you're sitting, for instance, 

make sure the sole of your foot 

is not pointing at someone. 

And don't use your feet to 

stop a rolling coin — the King 

of Thailand's head is on it. 

The same with rolling pencils... 

I tend not to sit with nzy legs 

crossed at the knees, but rather 

at the ankles. I don't use my 

bands  numb when I'm talking, 

because it projects a more 

professional image. I don't 

park my  bands  on my hips, 

or fold my arms over my chest — 

it projects aggression. And 

I don't touch people on the 

head because it is considered 

the home of one's soul 

Lorna Wright 

on the echelon. I'd negotiate with him, and it would be "yes, yes'', but 

it would never go up again. You won't be able to go to the right person 

if they don't want you to. France Bourdon 

D. Meetings 
As Thailand becomes more Western-

ized, so does its business culture — especially 
in the higher levels of government and 
multi-million-dollar enterprises. If you are in 
a large corporation and dealing primarily 
with the elite of government and the private 
sector, expect meetings to run along Western 
lines and make your points quickly. Other-
wise, the following suggestions may be useful: 

Be prepared for the first meeting — 
especially with government — to end with-
out business being raised;  wait for the Thais 
to take the initiative. 

I'll wait as long as three meetings. Think 

long-term. Think, "At some point clown the line I 

may be interested in this, so I should get to know 

these people." Lorna Wright 

At the first meeting, we talk about things 

we've done and catch up on news. They're very 

interested in people and friends they've known. I 

always go with the flow. If I have only ten min-
utes left and haven't talked about what I came 

for, I will of course. But 1  try to talk in a way 

that isn't aggressive or offensive. They are much more interested in 
enjoying the conversation and catching up on personal things. So 

don't rush it Claire Seddon 

If you have a 30-minute meeting, youll have maybe seven min-

utes of actual business discussion. You'll start with chitchat about 

business generalities, what that person's doing and so forth. Then 

they talk about their family, or horse-racing if they are into it. And 

then about half-way through, you'll start into business and have a 

few serious minutes on it. Then you'll go off it, or touch on it indi-

rectly. Mostly, it follows a question-answer style — "Well, what do 

you think of this?" You have to find out what the person thinks. And 

you can tell by their answers whether you're getting anywbére, and 

whether you're doing alright on something. Valerie Shore Cron 

You do not have to be highly technical, but answering 
quickly and accurately will earn you credibility. Avoid being 
overbearing;  keep your tone low-keyed. 

Phrase instructions or advice in a non-directive way that 

doesn't sound like you're making the individual responsible. Don't 

say, "Now, you're going to have to make sure that..," but rather, 

"This will be needed for this reason, and it's important. Can y 

vide the facility?" Valerie Shore Cron  

are flexible and the Thais will try to accommo 
may be kept waiting before meetings with gov- 

ernment officials, but generally, private 
industry is punctual. Due to congested traf- 
fic conditions in Bangkok, it is not unusual 
for meetings to start late. Plan sufficient 
travel time between meetings. 

Being sensitive to cultural differences is 
important, but generally, Thais do not 
expect foreigners to behave like them. 
Handle minor faux pas by acknowledging 

or apologizing for them. 

Usually what happens is that I'll notice 

them all looking at my hands, which I've been 

waving. I just poke a little fun at myself so that 

it will be accepted. Valerie Shore Cron 

Detailed meetings or negotiations may 

require an interpreter, necessitating more 

time. Expect  Thaïs  to want to discuss cer-
tain things among themselves in their own 
language. 

E. Social Practices 
Socializing after hours helps business 

relations, so go if invited. Resting in your 

hotel for long periods, or walking any-

where in the heat, is regarded as strange 
behaviour. Expect to be picked up and 

driven everywhere — they do this for all 

guests, not just women. 
Use caution with certain topics of conversation: 
• Negative comparisons between Canada and Thailand;  

do not criticize other countries, including the United 

States. The Thais will think, "Can someone who criti-
cizes her neighbours be trusted?" 

• Comments on Thai politics ;  learn about it by asking 

questions. 
• Discussions about the Thai royal family;  Thais greatly 

revere them and do not welcome criticism, although 

they appreciate positive comments. 
• Religion ;  Thais will discuss it if you want, but let them 

raise the topic. 
To break the ice in social situations, ask people if they 

have been to North America or know anyone from Canada. 
Or compliment them on the quality and beauty of Thai prod-
ucts and foods. 

Seek authoritative advice if you are to be in the presence 
of Buddhist monks. Special protocol and etiquette is required, 
some of which is related to gender. 

polite, but be yourself. 

Meetings 
date you. You 



Thais like exuberance. They actually enjoy outgoing, extro-

verted people with a lot of energy. Just be careful not to offend or say 
something out of place — no rude jokes, back-slapping, boisterous-

ness, or over-friendliness. Don't get physical or touch people. 

Claire Seddon 

The Types of Social Functions 
Lunch and dinner invitations are common, and if you 

know people well you may be invited to weddings. Attending 
receptions is an excellent way to further your business, and 
hosting them can pay off strategically. 

The day before, we'd had a contentious issue that was going to 

blow the whole thing out of the water. I thought we needed a big 

cocktail party and should invite So-and-so. I arranged with my 

Canadian team doing the feasibility study to occupy the rest of the 

Thais away from me, so I could get one-on-one with the fellow I 

wanted. Valerie Shore Cron 

As Your Contacts Get Warmer 
Although it is uncommon, you may be invited to people's 

homes if your relationship becomes close. 

I did get a couple of invitations to people's homes, and accepted 

one. It was wondetful. They treated me like family, took me shop-

ping, and bought any kind offruit I pointed at. Claire Seddon 

Be prepared to do more for Thai friends than you would 
normally do for Canadian friends ;  friendships imply added 
responsibilities. 

You'll know you're becoming a friend when they ask  for  something 

for their children. I have friends who send their children over here, for 
example, and I take care of them for the holidays. Loma Wright 

As you get to know them better, talk about your family 
and enquire after theirs. 

Thai friends, both male and female, may hug you, but 
wait for them to initiate it. 

Women in Thailand — even casual business contacts — 
will often take your hand when crossing the street, for example. 

I initiate hand-holding sometimes — about 30 percent of the time 

on my part and 70 on theirs. Lorna Wright 

Small gifts are welcome but be sensitive to protocol. 

They usually don't open gifts in your presence. But sometimes 

you can tell they're dying to see your reaction to their gift. I usually 

ask them, "Should I take this to my hotel, or should I open it now?" 

If they say, "Open it now", do so, but if they say, It doesn't mat-

ter", you probably shouldn't. Valerie Shore Cron 

Thais enjoy singing. 

One family I visited brought out an American songbook. We 

sang for an hour and a half. We wouldn't do that here. It was like 

being back in the '50s, growing up —very refreshing. Claire Seddon 

Keep your humour in good taste, and limit your alcohol 
intake. 

It's fine that you travel alone — they really think it's something 

But don't discuss anything off-colour. Have one drink — that's fine — 

but they watch how much you're drinleing. Valerie Shore Cron 

Dress 
Dress is usually business attire, although sombre colours 

are not popular. Short sleeves are allowed, but sleeveless out-
fits are considered immodest. Thais dress very casually and 
usually Western-style. Be prepared for high heat and humidity. 



chapter eight 

EFFECTIVE APPROACHES FOR THE REGION 

The following section is a summary of interviewees' gen-
eral advice on approaching business in the Asia Pacific region. 

A. Business Practices 
Commit the necessary time and resources to develop 

strong relationships in Asia. Although friendships in North 
America are a pleasant element of business, in Asia business 
flows out of friendly relationships, nurtured 
over time. 

Know your product or service well, and 
be able to price every element in delivering 
it — including training. Prepare several prices 
for downward bargaining, and be flexible. 

Using and paying for separate profes-
sional services, as opposed to having them 
wrapped into a project for free, is not a 
widespread practice in some Asian countries. 
Providers of professional services may 
encounter unfamiliar demands and haggling 
over fees. 

When aiming at low-cost manufactur-
ing in Asia, know world-wide labour costs and 
material prices. Develop strategies to deal 
with late delivery times and variable quality. 
Introducing new manufacturing technology, 
products, designs, or markets will make you welcome. 

Solve serious problems face-to-face, rather than by letter 
or fax. In some countries, problems left unsolved may stay 
that way until your return. 

Although business practices in some countries are per-
ceived as "corrupt," interviewees dealt comfortably and prag-
matically with any practices they found to be unorthodox by 
Canadian standards. 

In Asia, courts are seldom used to settle business disputes, 
and the spirit, rather than the letter, of a contract is observed. 
Problems are handled in the context of solid, trusting relation-
ships, which is why Asians research and evaluate- their 
prospective partners very carefully, and build business rela-
tionships with them slowly. 

In Asia, saving face — one's own and other's — is extremely 
important. Even in tense situations, maintain a pleasant deco-
rum and never lose your temper. 

Racial, religious, or cultural intolerance is not  acceptable  
in Asia or anywhere else. Keep anyone prone to such preju-
dices away from your business dealings. 

Our lawyers, who were from country X flew in and were com-

plete boors. Our client called us up afterwards, just furious, and said 

"These guys thought I was a stupid Chinese." It nearly blew our 

deal. Hannah Fisher 

Being foreign and female can often work to your advan-
tage — many interviewees reported success gaining access to 

high-level people because they were con-
sidered unusual. 

B. Preparation 

Develop a precise strategic plan for 
Asia, and research and approach each coun-
try separately. 

North Americans think when they come to 

Asia that it's all the same — they lack a knowl-

edge of the different cultures of Asia. They apply 

Japan to Hong Kong, and start  bowing when 

they come into our office, and we get so con-

fused. Elizabeth L. Thomson 

To prepare, read market-specific studies, 
talk to and cultivate ties with other business-
people (Canadian or Asian) experienced in 

the target country, visit the country, and 
acquire some cross-cultural knowledge. 

Learn the protocol of meetings and the indirect or non-verbal 

communication patterns in the country. Contacts can be iden-

tified through: 
• The Asia Pacific Foundation of Canada, which also 

supports other bilateral Asia-related organizations, 

and which maintains offices across Canada and the 

Asia Pacific region ;  

• Industry, Science and Technology Canada, which 

houses an International Trade Centre, for each 

Canadian region ;  

• The Canadian Chamber of Commerce in Ottawa, 

which supports a number of business councils promot-

ing Canada-Asia trade;  

• Provincial government trade promotion sections. 

Learn to deal with clients' differing levels of educational 

or technical expertise, especially when manufacturing or 
transferring technology in developing countries. Use team-

building and communication skills to provide guidance and 
reassurance. 

Examine and drop any 

stereotypes you may have: 

that Asian women are passive 

and male-dominated; 

that Asian m£n are biased 

against businesswomen; 

that you need to become 

passive or assertive to cope 

with a gender bias against 

businesswomen. Leave your 

gender stereotypes at home. 

Most Asians will react to you 

as a foreigner first, 

a woman second. 



I have a linen line I'm launching. I sit with workers on the floor 

of the factory and do designing and re-designing. Maria Flannery 

They remember once I teach them, their quality is high. If they 

learn how to do it, I can give them more work. And they remember 

who the woman is that they're making these things for. They're 

delighted when I come. Harma Hill 

Be low-keyed, but be yourself ;  there is no need to over-

adapt. Because Asian cultures tend to be more formal and con-

cerned with protocol than Canada, be polite and respectful. 

Take your cue from how Asian colleagues behave. 

I use the good parts of how they interact with each other, and 

do the same, out of courtesy. I have picked up not just what I liked, 

but what was important to them — which happened to coincide. To 

other women I would say: leave what's considered North American 

strengths at home — i.e. bullying and aggressive behaviour, which I 
don't think are a sign of strength anywhere. Germaine Gibara 

Bring several hundred business cards in English and the 

language of the country ;  you will use more in Asia than in 

Canada. 

Women may wish to tap into the many networks of 

Asian and Canadian business and professional women in Asia. 

Some intçrviewees reported having female clients, many of 

whom controlled family budgets. Female contacts may also 

offer useful advice should cross-cultural problems arise. 

C. Using Contacts to Advantage 
Take the time to fully research, target, and evaluate con-

tacts. Asia abounds with people seeking business opportuni-

ties, and many will not be the right connection. 

Calling  out of the blue" is not done, and may only result 

in meetings with the lower echelons. Get an introduction to 

senior levels. 

Spend time and energy following-up with contacts and 

clients. Sending notes, clipping interesting articles, remember-

ing their children's birthdays, telephoning, meeting them else-
where when they are travelling abroad — these are things 

which help to strengthen important business relationships. 

Hierarchies exist in varying degrees throughout Asia. 

Working within these makes everyone comfortable — show 

respect for age and position, and use people's titles and last 

names. As Asian hierarchies often work by consensus, assume 

that contacts at all levels are involved in the decision-making 

process. When unsure of someone's position in the hierarchy, 

seek third-party advice. 

Initially, aim at contacts as far up the hierarchy as possi-

ble and then work downwards. Continue to use the same con-

tacts ;  if they end up impeding your business, necessitating 

going directly to the boss, involve a go-between to save face 

for both sides. 

Cultivate friends in the hierarchy by helping middle-level 

contacts bargain for things from their bosses, or by having 

them invited to social functions. 

Asia runs on networks: family, old classmates, close 

friends. Even one good contact can lead to a host of others. 

Clients' needs drive your business requirements. Provide 

the high-quality service demanded in the 1990s — adjusting 

style and products to meet client's needs and demands. 

The art of serving the customer well is actually understanding 

his needs, how he behaves, what he wants. He pays for that, so do 

what he wants. Research all aspects of your customer's technical 

problems, people problems, whatever problems — and respond with 

sensitivity and knowledge instead of going in lilee a bulldozer. 

Germaine Gibara 

D. Meetings 
Communication in most Asian counties is subtle and in-

direct — body language often plays a major role. Observe Asian 

colleagues for clues to effective non-verbal communication. 

Many Asians will not say "no" directly or sound the alert 

when they are experiencing problems. Become adept at draw-

ing out unstated needs, judging when something has not been 

understood, and realizing when something is wrong. Trust 

your business instincts and revisit, check, verify, or confirm 

when you sense that "no news is bad news." 

They may say yes but there's this little blankness in their eyes.. 

Claire Seddon 

Train yourself to be alert and super sensitive to people's eye 

motions and what they do with their hands. Hannah Fisher 

I laugh and say "so you understood EVERYTHING I said, 

right?" And they say "well..." Jean Yu 

Expect to be outnumbered at most Asian meetings. This 

shows the consensus-building culture, not an attempt at intim-

idation. Do not feel you must pad your side with Canadian 

colleagues. Ask where to sit, as there will be a definite seating 

pattern. If you do not know the other party's rank in the hier-

archy, quietly ask advice. 

During meetings, look at and address the senior people — 

even if they do not speak English. The Asian side may take 

time out to discuss things in their own language. Be patient, 

even if you do not understand. 

Interpreters are often female, and can be natural allies for 

Canadian businesswomen. Sit with them before a meeting, 

explain your product and business objective, and ask for their 

assistance in communicating your needs. 

When hosting Asians, meet them at the elevator, or front 

door, and see them off there. Always serve refreshments. 



E. Social Practices 
Accepting after-hours invitations is an excellent way to 

cement business relationships, and in many Asian countries is 
an integral part of the business life. Allow extra time for this 
sort of socializing and make an effort to accept invitations. 
Lunches and dinners are common. 

Habits of physical contact vary by country. When con-
ducting business, restrict contact to a handshake. Even with 
friends, do not initiate physical shows of affection, but be 
ready to respond. 

In Asia, family relationships are important on both the 
personal and business level. Asian colleagues routinely enquire 
about one's background, parents, spouse, children, and col-
leagues ;  demonstrating that they are important to you by 
showing photographs can be reassuring. 

Only two social venues were cited as uncomfortable: 
hostess bars or men's clubs, (try suggesting some other social 
activity to your host), and social gatherings in countries like 
Indonesia whe're the genders sit apart (move back and forth 
between the two groups). 

In Asian cultures, even with people you have known a 
relatively short period of time, friendship implies more 

responsibility than it does in Canada. To be asked — especially 
for something family-related — means you are trusted. 

Friends can call upon each other for more things than we do in 

Canada. Thai friends have sent their children over here, and I have 

taken care of them for a holiday. I helped steer another Asian friend's 

daughter through the process of getting into university, and-I keep an 

eye on her now she's in Canada. Lorna Wright 

F. A Final Note 
One interviewee's comment sums up this study. 

I was under the impression at first that because I was a woman 

it would be very tough — tough for them to accept me and tough for 
me to accomplish my objectives. During the first couple of meetings, 

they were a bit reserved, and I thought that because I was a woman 

I'd have to be more careful. But once I started developing some very 

good relationships tvith the customers, I realized that it had nothing 

to do with my being a woman at all. It was because I was new. I 

was a strange face. The people in these countries don't open up to you 

right away. They want to know who you are, and that you'll be 

around for a long time. So it was just a matter of their feeling that 

comfort and trust level tvith me, and after that it was fine. So, my 

advice to women? Just  go!  Yvonne van der Ven 



France Bourdon 

appendix 

CANADIAN WOMEN DOING BUSINESS IN ASIA 

Now head of her own international con-

sulting company, Gestion Stratégique Pacifique 

Inc. in Montreal, France Bourdon was at the 

time of our interview serving as International 

Marketing Manager for SNC Industrial Tech-

nologies selling defence products and ammuni-

tion into Asia. Mme. Bourdon has a B.Sp.A. in 

Communication with a second level diploma in 

international administration, and speaks French 

and English. SNC hired her into the "male-

dominated" world of defence products — a 

precedent for the company and a rarity in the industry — for 

her international marketing capabilities. Previous to SNC, Ms. 

Bourdon had her own company, Monitronik 

Ltd., which sold electric and electronic con-

trol panels into Japan and elsewhere in Asia. 

Peaceful times have brought a shrinking, 

competitive world market for conventional 

defence products. The shedding of unwanted 

stocks at low prices is widespread. In both 

Thailand and Japan, where Ms. Bourdon 

focused much of her effort, establishing 

senior-level contacts was her main task for 

SNC. She foresees the need for SNC, a new 

player in the region, to establish co-operative ventures with 

local partners. 

Hannah Fisher is a well-known film festival 

organizer in Vancouver, and director of the 

Canadian branch of an American company, 

White Wind Entertainment Inc.. Born in China, 

Ms. Fisher spoke Mandarin at an early age, 

although she has forgotten much of it. Her life-

long fascination has been Asian films — and how 

to introduce them to North America. She visit-

ed China in 1973 as a member of the Canada 

China Friendship Association, began trying to 

get Chinese films into North America in 1977- 

78, and succeeded in 1983 in organizing the 

Chinese film festival in Canada to be sanctioned by the 

Chinese government. She has also done research for the 

Canadian government in Asia and elsewhere, seeking ways to  

present Canadian films abroad. 

White Wind, a new company aimed at 

Asian-North American co-productions, may 

bring Ms. Fisher close to achieving her life- 

time dream. Litt liknown but excellent film 

directors from poorer countries in Asia lack 

access to North American equipment, techni- 

cal expertise, and markets. While Ms. Fisher 

supplies the contacts and the expertise on 

films, her American partner in White Wind 

has strengths in knowledge of the Hollywood 

of distribution, financing, etc. In an approach to 

Hong Kong and Taiwan, they hope to develop the relation-

ships necessary for realizing projects. 

Hannah Fisher 

first major 	system, 



Maria Mammy 

Germaine Gibara 

Fondly called by the Chinese "the Female 

Norman Bethune of Travel", Maria Flannery is 

president of Conference Travel in Toronto. 

Managing about 30 employees and yearly busi-

ness volumes of $10-$14 million, she speaks 

several modern languages and has studied Latin, 

Ancient Greek, and Byzantine history. To a classics 

scholar, the varied countryside and historical 

sites she saw during her first trip to China in 

1976 were irresistible. Setting up tours and con-

ferences through the China International Travel 

Service, then the only travel agent in China, she plunged into 

unpaid consultancy, broadcasting, and lecturing on how China 

could develop its tourism industry. She persuaded the Chinese 

to offer more realistic pficing for their tours — "I told them China 

needed to be seen by former missionaries, students, young people"  

— and became the first travel agent in North 

America to offer a much cheaper package. 

Conference Travel does about one third 
of its business in Asia. Its original focus was 
conferences, especially medical, but customers 
asked for more. As well as corporate, retail, 
and wholesale travel, the company now pro-
vides "theme" artistic and classical tours to 
China and the rest of the world — the latest 
being tours along the Silk Road. ("I warn peo-

ple it's not North York, but some of them don't 
read small print or listen.") China has been a difficult and even 
unprofitable market at times, but Ms. Flannery loves the peo-
ple and admits she will "never learn." Even now she is contem-

plating a plunge into brand new fields — manufacturing  and 
trading. "My friends in China  keep asking  me  to do it". 

Germaine Gibara has for five years been 

President of Alcan Automotive Structures, a 

division of Alcan Aluminum Limited which devel-

ops new products for the automotive industry. 

She has an MA in Economics/Political Science, 

is a Chartered Financial Analyst, and attended 

the Harvard Business School for Advanced Man-

agement. She speaks French, English, Italian, 

and Arabic. Women are rare in Alcan manage-

ment, especially so in R&D, but Ms. Gibara was 

hand picked to set up the division five years ago. 

Alcan Automotive Structures, with 24 direct (68  indirect) 

employees, focuses about a third  of  its activity on Japan. 

Alcan owns 46 percent of well-known Nippon Light Metals, 

which Ms. Gibara views as an enormous advantage .— "You 

don't  have to come into the market and spell your name." Her 

task  in  Japan was reaching  the car industry. To expand  on  

some  connections which NLM had, Ms. 
Gibara hired a Canadian ex-university chan-

cellor who commanded enormous  respect in 
the Japanese university community. With him, 
she located the  professors working  on  key 
research for the car  industry, and  worked 
backwards to the companies themselves.  This 
network  job accomplished, her  consultant 
faded from the picture  and  Ms.  Gibara carried 
on.  "Incorporating aluminum in cars requires a 
lot of  technological work. You  must  develop 

the material  and the  technology to  use it, and  that requires  a 
rapport  with  the leading edge customer. We are solving  the 
technical problems  of the  company we work with by putting 

in a technical team, and  thus we become, hopefully, for the 
next 100 years, their supplier." Her strategic advantage?  "The 
quality of the  R&D and  technical support." 



Hanna Hill 

on 

After studying journalism in the Nether-

lands, Vancouver's Harma Hill became a fashion 

buyer, then worked for the Dutch government 

in trade and tourism. Her marriage brought her 

to Canada, where for 15 years she has pursued 

four areas of vigorous activity: management 

consultant, international marketer of companies 

and products, manufacturer, and lecturing on 

all of the above and on self-improvement. 

In the last four years, she has, among other 

things, manufactured clothing in Hong Kong, 

Taiwan, and the PRC for customers in Europe and North 

America. She approached Hong Kong through previous con-
nections made in Europe, and headquarters her activities 

there with an associate, and flies in four or five times a year 

to transact business. 

Ms. Hill feels that business people in 

Canada should think more globally in 

competitive terms. A search for low-wage, 

productive labour led her first into Asia, then 

to shift her manufacturing between Asian 

countries — and now may lead her elsewhere. 

"Eastern Europe now offers better factories 

and productivity, and a higher level of skill 

than many Asian countries." Although many 

business strategists might disagree, she also 

feels that Canadians may focus too much 

Asia. "Asians do not buy our goods ;  they manufacture 

goods themselves. There is not much money to be made in 

transferring technology to them. It is Western Europe 

which has higher incomes and demand these days for buy-

ing goods." 

Dora Kay (Kwok) of Vancouver was with 

NOVA Corporation of Alberta for 15 years, 

and attained the position of Vice President, 

Hong Kong. Hired for her specialty in materials 
engineering, and fluent in English, Mandarin, 

and Cantonese, she was a "natural" to set up and 

run NOVAs Hong Kong office from 1980-89. 
Previous to her 1978 visit to scout for opportu-

nities, NOVA had hosted some Chinese 

delegations but had no other contacts. Ms. Kay 

set up an operation focused on China, also cov- Dora Kay 

you like one of themselves any more." 

NOVA Corpo-ration has 10,000 employ-

ees, and specializes in oil and gas transmission 

and the production of petrochemicals. In addi-

tion, it sells services in technical design, 

engineering, construction supervision, and 

training. During the 1970s NOVA saw oppor-

tunities in energy development needs in China 

and the rest of Asia. While known and 

respected in Canada, it was a stranger in Asia, 

so it decided on a Hong Kong office as a way 

ering Taiwan, Japan, and Korea. Since the closure of the 

Hong Kong office in 1989, Ms. Kay travels several times 

a year to the region to keep up business — which is a chal-

lenge. "If you're not living there, your contacts meet a million 

other people while you're away in Canada. They don't treat 

to penetrate the regional market. Business volumes peaked at 

$150 million in 1988, but Costs were high, and the company 

has had to retrench. At the time of publication, NOVA 

Corporation was pondering how it should structure itself 

to meet the future. 



Eunice Lualow 

Vancouver's Eunice Ludlow was raised in 

Uganda and Kenya and trained as a solicitor in 

Britain, before "escaping" to Canada. Fluent in 

Swahili, she speaks passable French and under-

stands German. A business consultant on and 

off since the 1960s, she has focused on Asia 

during the last five years, running Tang 

Peacock, a company handling investor immi-

grant funds. The company wound down after 

differences among shareholders, and Ms. 

Ludlow now promotes various trade opportuni-

ties. A strong network of friends and contacts in numerous 

countries is her usual source of business. She is a director of 

PACOM, the Pacific Asian Congress of Municipalities, com-

prised mainly of mayors of Asian cities. 'We don't realize how  

valuable this can be." She spends four to six 

months a year in Asia. 

Ms. Ludlow, like other interviewees, 

feels that Canadian companies move too slow-

ly to seize Asian business opportunities. On 

her first visit to Taiwan in 1986, she saw that 

once currency controls were lifted, the coun-

try would "bound out" with business opportu-

nities. She brought several back to Canada, 

but her partners were hesitant, and at that 

point she lacked a local network to feed 

opportunities to other businesspeople. She has worked since 

to rectify both problems. When interviewed, she was just 

about to take several B.C. businesspeople on a mission to 

Pakistan. "It's jumping. And a beautiful place to visit." 

Susan Madden owns the tour wholesaler Bali and Orient 

Travel in Vancouver. A practical, self-made individual who 

speaks English and Spanish, she employs five people and did 

$1.8 million in business during  1990,70  percent with travel 

agencies and 30 percent with consumers. She arrived in Canada 
from the United States and set about securing a foothold in 

the local travel market — a market which she found less com-

petitive and more "closed" than that in the United States. 

During a 1987 holiday in Indonesia, she met a local company, 
Vayatour, and later handed them some business. "They don't 

forget things like that." When Vayatour later debated closing 

its fizzling Canadian operation, Ms. Madden was able to con-
vince them to let her take it over — and make money. 

An instinctive strategist, Ms. Madden had to "jump in 

and work" for the first six months, then developed a plan to 

become a "top producer" for Indonesia — visibly so to both 

Indonesians and Canadians. Now, foreseeing that North 

American tour companies may begin to cut out wholesalers 

like herself and go directly to Indonesian companies, she is 

aiming at a different approach to the market — achieving rep-

resentation in North America for some of the smaller 

Indonesian hotels, transport companies, and "offbeat" airlines 

perhaps through a consortium. "I've seen it work for Africa." In 

several years, she also hopes to approach CIDA with an initia-

tive to improve opportunities for Indonesian women in the 

travel industry. 



Omagh McNerney 

Juliana Markus 

Oonagh McNerney is President of Extrufix 
Inc., a small family-owned Ontario manufactur-

ing company with 45 Canadian employees, 

sales of $5-6 million, and an assembly operation 

in the United States. Export sales are her main 

focus. After an Ontario business mission to 

Japan in 1983, she sold product for several years 

through Seibu-Seiyu department stores — "But 

knowing what I do now, I would use a niche 

market approach, not a mass marketer." She was 
the first woman from Canada to participate in 

the Japan Business Studies program run by Japan 

Trade Organization (JETRO) in 1984. "I talked the organizers 

into including a 'first ever' visit to a Japanese kitchen. In order 

to sell products there, we must see and understand their 

lifestyles." She still smiles about the serious male buyers at 

early trade shows, who had probably never been in a kitchen. 

"I'd say, 'but how do you take out the garbage?' and they'd 

look at me with great surprise." Many changes 

have occurred since then, she notes. Many of 

the buyers are female now. "And with so many 

wives working, younger Japanese men are 

becoming more like their North American 

counterparts." 
Linder their kitchen sinks, many 

Canadians have Extnifix's best-known product 

— a small wire frame with a pull-up roll of 

garbage bags. It is no longer sold in Japan. As 

wood is mainly imported and expensive, 

Japanese are reluctant to deface or use screws in their kitchen 

cabinets, and many still like to keep the rice cooker under the 

sink. "To retool for a different cabinet attachment would not 

be practical, and with our expansion into the United States, 

our concentration had to be here." But Japan still beckons. Ms. 

McNerney likes the challenge, and is currently involved in a 

joint venture with another product line in Japan. 

External 

Juliana Markus of Vancouver travelled 

through Asia for the first time in the mid-1980s 

while on a half-year sabbatical from business 

writing and marketing consulting. Arriving back 

in Vancouver with a suitcase full of Indonesian 

batiks, she found such a positive response to the 

fabric that she returned to Indonesia within a 

year with orders to produce more. The follow-
ing year, she formed Primitive Passion Linens, 

which designed and produced its own line of 
high-end, specialty batik bed linens in 
Indonesia and exported them to Hong Kong, Singapore, 
Canada, and the United States for the next three years. When 
the 1991 recession loomed, she sold the design rights to an 
Indonesia-based manufacturing and trading company, and 
returned to Vancouver where she is in private consulting. 

Ms. Markus, by her own admission, suffers from an afflic-
tion known as entrepreneurialism. "I wasn't interested in the  

long-term goal of becoming a major manufac-

turer ;  the challenge was to start and develop 

a business and a lifestyle that were unlike 

anything I'd ever known before." Indonesia, 

she felt, was an ideal location for producing 

specialty designs — both in terms of the 

detailed craftsmanship available and the 

manufacturing acceptance of smaller volumes. 

The large profit margins in her product line 

would also allow room for experiment and 

mistakes. She employed few permanent staff 

other than for Canadian and United States sales, and for 

an office, warehouse, and distribution from Los Angeles. 

She finally found it overly demanding to personally supervise 

both the production in Jogjakarta and the North American 

distribution. However, doing business in Asia did help 

her develop new skills. "I became the queen of contingency 

planning." 



Marietta Nuyens of Toronto has spent 
most of the last six years in business in Asia. 
With a business administration degree from the 
University of Ottawa, she has moved into com-

puter consultancy. Before setting up their part-

nership in TISSA Systems, she and her husband 

lived and worked for several years in Japan. "At 
night, we could laugh about the Japanese. Of 

course, it wasn't so easy when we got to Hong 

Kong, my husband being Chinese himself." The 
couple moved to Hong Kong in 1985 and 

stayed until 1989, offering systems solutions to companies 

which used relational databases. Fluent in English, Dutch, and 

French, Ms. Nuyens has not yet moved 

beyond "survival Cantonese." 

TISSA Systems, operating in Hong Kong 

for four years, had a range of customers, 

small to large, and advertised itself through 

word of mouth. Its market niche was good — in 

this database area, competitors were few. 

Its emphasis on quality was also at that time 

hard to find in Hong Kong. Sales grew 

rapidly, and the number of employees ranged 

from four to ten. Admittedly, the fluency of 

husband in Cantonese was a major factor in 

TISSAs success. 

Marietta Nuyene 

Ms. Nuyens' 

in." She began to think about harnessing Asian 

productivity to quality European designs. 

Although her head office was uninterested, 

she gradually developed a small wedge of 

business with Spain's largest baby stroller man-

ufacturer. "We got along well," says Ms. 

Oakley, who believes in acting on instincts. 
"After the second day in Taiwan, he fired the 
interpreter and said 'we'll speak with our feel-
ings."  Using her customers' money for financ- 

Dorothea Oakley ing, she brought European designs to her 
Taiwanese contacts, who were keen to learn and break into 
new markets. The result? Growing sales into Europe. Today, 
Ms. Oakley does no business with North America — she is too 
busy manufacturing for European customers. When she broke 
from her brother's firm, she agreed not to touch North 
America until 1993. 

Dorothea Oakley is a self-made entre-

preneur from British Columbia, "living the life 

of Mrs. Robinson" in Taipei and enjoying it 

greatly. She first went to Taiwan in 1977, sourc-

ing arts and craft  supplies, and returned in 1986 

to spend four years as manager of the Asia 

Pacific branch of a Canadian company owned 

by her brother. Now she has her own company, 

Oakley Pacific Ltd., with three employees. She 

does $4 million in business annually, manufac-

turing juvenile products. 

In 1986, Ms. Oakley's initial line of activity was sourcing 

baby strollers and wood parts used in furniture for juvenile 

products companies in North America. Recently, wages in 

Taiwan have been steadily rising;  while American buyers 

moved out of Taiwan into lower-wage countries, she was see-

ing "for every six Americans leaving, four Germans coming 



Claire Seddon 

Although she is now with Andersen Consulting, 

Geraldine Pelletier was interviewed relative to her former 

position as Director of Business Development, Asia for a large 

company based in Ontario. Ms. Pelletier has a post-graduate 

education and speaks English, French, and Mandarin ;  she is 

also studying Thai (but points out it is not essential for the 

Thai market). In business for 12 years, Ms. Pelletier formerly 

was in partnership in a business consultancy which specialized 

in helping Canadian industry enter the People's Republic of 

China. She first visited Thailand in the 1970s as a tourist, and 

has done limited business there for five years. Her move to 
the Ontario company marked a real plunge into the market. "I  

felt there was about $500 million of potential business for the 

company in the Far East and Southeast Asian region, if it was 

ready to pursue it. The company was in a business sector to 

which Thailand — and Asia in general — has recently given 

high priority." 

Ms.  Pelletiers former company is publicly owned, employs 

30,000 people and had 1990 sales of $2 billion. Prior to her 

being hired, it had no business in Asia and no offices there. 

While she did identify a significant amount of business for it in 

Asia, the time and effort required for business development was 

eventually judged to be too great a demand on the company's 

resources at that point, given its position in the global market. 

Claire Seddon is an International Account 
Executive in the New Business Ventures 

Division of Ontario Hydro. She markets 
Hydro's many utility services, mainly to South 

and Southeast Asia, including Pakistan ("a big 
success story for us"). A graduate in science and 
physiology, Ms. Seddon worked in that area 

before a career change in 1972 took her to 
Ontario Hydro. She made many friends in the 
'Thai energy sector while running the Division's 

incoming missions program in the early 1980s, 

and kept up these contacts while visiting 

Thailand during her three-year secondment to External Affairs 

and International Trade, Canada. (Her official "beat" was 

Burma.) Her Thai contacts strengthened, Ms. Seddon 

returned to Ontario Hydro in 1990, where she continues in 

her marketing activity. "I think they just react to me as Claire, 

not as External Affairs or Ontario Hydro." 

Ontario Hydro employs some 27,000 

people. Ninety of them work in Ms. Seddon's 

home division, Ne' Business Ventures, 

created in 1984 to market Hydro's wide array 

of services and know-how worldwide. Active 

in developing countries for decades, 

Ontario Hydro has positioned itself in 

Thailand partly through a Technical Co-oper-

ation Agreement with EGAT, the Thai electri-

cal utility, which has brought it training 

projects both in-house and overseas. Its joint 

venture with a Canadian equipment manu-

facturer has also successfully sold power plant test equipment 

(designed by Hydro) to EGAT. Other avenues the company 

has used into Thailand include closely following the activities 

of the international development banks, and employing a 

knowledgeable local representative. 



Elizabeth L. Thomson 

Valerie Shore Cron is Export Manager for Shore 

Holsteins International in Glanworth, Ontario. Versed in 

business in Asia, she travelled to Thailand to join an 

Agriculture Canada dairy technical mission in 1988. She 

quickly saw that although Thailand wants to replace dairy 

imports with domestic production, it lacks the best technolo-

gy and genetics. Working through a respected agent in 

Thailand, she pursued the initiative with enthusiasm. The 

resultant dairy demonstration project in Thailand is the 

largest initiative ever financed through CIDAs Industrial Co-

operation program  —$2.16 million over four and a half years — 

exemplifying an aid-trade strategy. For Ms. Shore Cron, it has 

meant selling'110 heifers, one bull, and 100 frozen embryos, 

and providing project management on the Canadian side. As  

well as positioning Shore Holsteins for further sales to 

Thailand, it serves as a convenient showcase for customers in 

other countries in South and East Asia. 
A family-owned firm, Shore Holsteins now does about 

four percent of its business in Asia. While its initial aim was to 

sell embryos to Thailand, the priority has become teaching 
farmers management, genetics, and breeding patterns. 'These 

people are very intelligent and have a lot of book knowledge, 
but not practical experience. They weren't, at that point, able 
to manage their recipients to the level that they could have a 

good enough pregnancy rate from the frozen embryos." The 

project itself is going well. "While Thai farmers are lucky to 
peak at 1-12 litres a day, our animals peak at 30 - 32, and we 
don't have things running perfectly yet." 

Elizabeth L. Thomson, originally from 

Thunder Bay, is president of ICS International 

in Hong Kong. A graduate of the University of 

Western Ontario and McGill, and a member of 

the law societies of Hong Kong, Lipper 

Canada, Australia, and the United Kingdom, 

she speaks several European languages as well as 

Cantonese ("of the taxi and restaurant variety"). 

A 1977 visit just after her graduation brought 

her a job offer at a Hong Kong party. Four 

months on a large international bankruptcy case 

followed ("every law student's dream — I wouldn't be 

that now in Canada.) Then, when her employer went 

bankrupt in 1980, she started her own company. At one point, 

she maintained offices in London and Toronto, but pulled 

back when this became too onerous. She has served as a 

director of the Hong Kong-Canada Business Association, the 

Business and Professional Women's Association, and the 

Canadian Chamber of Commerce — and founded the Hong 

Kong Women Business Owners Club. "I want to get travelling 

Canadian women out of their hotel rooms at 

night, out having a good time and networking 

for business with women here." 

ICS International was founded by Ms. 

Thomson ;  it originally employed two people 

and now employs 40. Its business volume is 

about $5 million, and it handles $100 million a 
year in letters of credit. International in scope, 

it is striving to further broaden its client base, 

particularly in North America. It has three 
areas of focus: international tax planning 

(Hong Kong has a unique tax structure), international trade 
financing and letters of credit, and international immigration. 
Ms. Thomson points out that ICS is very active in helping 
companies do business in Asia, and has a history of success 
stories. She makes no predictions as to what will happen in 
1997, but adds with typical Hong Kong flair, "If I have to 
retire in 1997, I want to have made as much money as possi-
ble. If you can't make a few million in five years, you shouldn't 
be in business." 

doing 



Yvonne van der Ven 

Arlyle Waring 

Fluent in English, Dutch, and French, 
Ottawa's Yvonne van der Ven began in history 
studies, did an M.A. in Economics at Concordia 

(while working full-time), but decided that 

international marketing would offer more cre-
ativity and people contact. Recruited from 

Teleglobe Canada five years ago, she is now an 

International Marketing Executive, seeking out 

and developing business opportunities for 

Telesat Canada, Canada's domestic telecommu-

nications satellite operating agency. While she 

deals in many quarters, including with the European 

Agency — "I know I'm spread too thint" — Indonesia has been 

an area of market focus for Ms. van der Ven since 1985. 

Telesat has 850 employees and in 1990 had sales of about 

$170 million. To foreign clients, it provides 

the entire range of services relating to operat-

ing and maintaining satellite communica-

tion. To name only a few, it helps the client 

through the various phases of the feasibility 

study, monitors the manufacturer of the space-

craft on site, provides sophisticated flight 

control software, and offers the networking 

requirements and the software for designing 

and planning the user's earth station network. 

The big prize which Telesat vies for is large 

satellite program monitoring contracts. It stays in position 

through executives like Ms. van der Ven, pursuing smaller 

projects, keeping up its visibility, and building its contacts. 

Space 

Arlyle Waring owns and manages the 

Montreal company, ConsultAsia Inc., provid-

ing trade-related consultancy to business and 

government. Fluent in English, French, and 

Mandarin, she studied political science at 

McGill. After an early trip to China in 1974, 

she returned in 1978-81 to study a year each at 

Beijing and Nanjing Universities. "Many of my 

fellow students have ended up in Beijing in 
ministries, commissions, and trade associa-

tions." Ten years ago, she set up ConsultAsia 
Inc. with a partner who has since left the firm. Neither had 
a strong business background. And while Nanjing acquain-
tances and contacts from incoming delegations were an 
obvious network for China, the fledgling company needed 

to understand Canadian industry and government, too. 
Some mentoring from senior male contacts in government 
helped, as did work with a large Hong Kong concern in  

lining up Canadian companies for trade 

exhibits. 

ConsultAsia rm. employs eight people, 

had 1990 sales of about half a million dollars, 

and has until recently stayed "close to gov-

ernment", balancing private sector work with 

numerous projects related to Canadian trade. 

As Ms. Waring ruefully admits, this strategy 

is vulnerable to changes in a market's priority, 

or to political upheavals. In 1989, not only 

were government projects put on hold, but 

so were many private ones — Canadian companies rarely 

approach China on their own, without government trade or 

aid help. Ms. Waring's present strategy is to diversify geo-

graphically, for self-protection. "We're not leaving China 

and never will, because our very substantial contacts and our 

work experience lie there, but I cannot continue to let it 

make up 80 percent of our revenues." 



Kimberly Watson 

Lorna Wright 

Thirty-year-old Kimberly Watson is 
Export Sales Manager, Fresh & Frozen 

Division, for the large Atlantic seafood 

processing company, Connors Bros. Limited. 

With a B.Sc. in marine biology, she was 

recruited into this job three years ago from a 

position in New Brunswick's provincial 

research council (RPC). One of the few 

women in management in the company, she 

says the question asked, when she began, was 
whether a woman could carry enough clout 

with the Japanese, but she was taken on because of her 
strong technical knowledge. 

Ms. Watson handles any product going 

into Japan, which is the company's second 
largest market, and all frozen products going 

into Europe. In total, she is responsible for 

$15-$20 million in sales each year. As for the 

firm's strategy, "We are one of the largest 

suppliers in the world of herring roe for the 

Japanese market. Other traditional products 

include snow crab, lobster, and capelin, 

among others. In the 1990s, our strategy is 

to expand our customer base and diversify 

product lines." In Asia, her areas of marketing focus will 

include Korea and Taiwan. 

Lorna Wright has been in international 

consulting for 16 years, offering competitor 

analysis, market feasibility, proposal writing, 

assistance with cultural dimensions in nego-

tiations, briefings, training seminars, and man-

agement audits. She holds the post of assistant 

professor of International Management at 

Queen's University, her degrees being in lin-

guistics, education in developing countries, 

international management, and business admin-

istration. Fluent in several key Asian languages 

(Thai, Indonesian, Japanese), she has a knowledge of many 
others. Dr. Wright first went to Thailand for CUSO in 1969 
and stayed five years. 

In the past, Dr. Wright's projects took her in a number of 

directions, but she is now focusing her 

energies on the new Centre for Canada-Asia 

Business Relations at Queen's University. 

Initially targeting Japanese companies, espe- 

cially those with subsidiaries in Canada, 

she will offer briefings, training courses, or 

consulting on how to achieve positioning 

within Canada in order to attack the North 

American market. She will also work with 

Canadian companies, aiming at "medium- 

sized companies who have a product which 

be sold or manufactured overseas, but who do not 

have the necessary expertise and don't know what they're 

getting into." Promoting alliances and consortia will be 

one approach. 

could 



Deborah Zbarsky 

Jean Yu is an associate lawyer with 

Boughton Peterson Yang Anderson in 

Vancouver, and has been with the firm five 

years. Fluent in English, Mandarin, and 

Cantonese, she specializes in corporate, com-

mercial, and real estate law. When she graduat-

ed, she did a self-inventory and decided to find 

her niche in Canada's Asia-related business. Her 

family got her some introductions in Taiwan, 

her birthplace, but after that she was on her 

own, struggling to grasp Taiwanese culture. "I Jean Yu 

and help people get business done." Many of 

her clients are Taiwanese, and she helped in 

setting up the firm's office in Taiwan. 

Boughton Peterson Yang Anderson is an 

all-service law firm with twenty-three partners 

(three of them women) and 118 employees. 

About one quarter of the firm's business 

is Asia-related, and it maintains offices in 

Hong Kong, Taiwan, and Singapore. A senior 

partner works out of Hong Kong, flying to 

Taiwan and Singapore when necessary. 

moved to Canada so young that I didn't always relate to how 
they were thinking." Now, a pet peeve is consultants who 

"peddle the mystique. I'm trying to break down the barriers 

The firm's Taiwan operation has four people including a 

British Columbia-trained lawyer and a New York-trained 

female lawyer. 

Deborah Zbarsky has recently returned to 

Canada from Japan, where she had lived since 

1973. In Japan, an initial part-time job in trans-

lation found her work in securities, first for a 

Japanese brokerage house and then for British-

owned Baring Securities. Hooked on the work, 

which "brought out an aggressive side I hadn't 

been aware of", she became the first foreign 

woman to pass the Japanese equivalent of the 

Canadian securities exchange exams. Her work 

involved preparing research reports recom-
mending buys or sells on Japanese stocks, and much network-

ing with Japanese companies and industry associations. Fluent 
in Japanese, with a university degree in Japanese literature, she  

also speaks Hebrew and'some French. 

Baring Securities bought out the small 

Japanese brokerage which employed Ms. 

Zbarsky and six otfier people, and by the time 

she left had expanded to 150 people. The 

firm's success, Ms. Zbarsky feels, was due to its 

being foreign-owned and thus able to offer 

more independent advice than many Japanese 

brokers who are under government pressure to 

stress the positive. Baring's British manage-

ment would not promote women to director 

positions ;  ironically, many Japanese women choose to work 

for foreign firms in Japan in order to escape such discrim-

inatory treatment. 
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Ksonzyna and Eugenia Prevost (Manitoba), Pierre Boyer 
(Quebec), Ron Farris, Rick Stephenson and Don Cameron 
(British Columbia), and Rick Walter, Lloyd Beverley, and 
Keith Parsonage (Ottawa). 

Foreign Embassies 
Mr. Deddy Hendarna, Embassy of Indonesia, Ottawa 
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