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Supplementary Exercises for

Chapter 1
The Long March

l. Questions on the text:

1. Based on the facts and opinions given in the article, try to list what Chinese products that
are most likely selling best in foreign markets.

2.  Why are these products sold well in overseas markets? Please specify possible reasons
as specified in the text.

3. Based on the facts and opinions given in the essay, specify the major features of Chinese
products that appeal to overseas markets.

4. Do you think it is possible for Chinese products to go global in the near future? Give your
justifications.

5. If you do, specify your suggestions on how to successfully market Chinese products
overseas.

6. What are the existing problems that block Chinese enterprises from going global now?

Il. Read the following text and choose the best sentence from A to F below to fill in
each of the gaps in the text:

China is the world’s largest shoemaker and exporter. But it must step out of its reputation as a
cheap shoemaker. To achieve that goal, Chinese shoemakers should enhance their shoemaking
technologies, improve their brands and begin exporting to more regions.

More than two-thirds of the 6 billion pairs of shoes produced last year in China were exported.
Export volumes of Chinese-made shoes exceeded US $10 billion. 1) Leather shoes sold
for US$ 5.50 per pair.

Low-grade shoes account for most of China’s exports of shoes. Prices of Chinese-made shoes are
lower than those manufactured in Brazil, South Korea and Thailand. Chinese-made shoes tend to
cost less than shoes manufactured by rising exporters such as Viet Nam.

2) Chinese shoemakers produce a combined 12 billion pairs of shoes per year, and
oversupplies have left China’s shoemakers heavily reliant on shoe dealers who often choose
account sales to reduce risks. Many retailers and wholesalers fail to pay shoemakers within a
reasonable time.

But most domestic producers have failed to improve quality and upgrade their designs to increase
competitiveness. Rather, they have begun focusing on the export market, where payments for their
goods are generally ensured. 3)
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Most Chinese shoemakers, because they are small, do not invest to improve quality and/or
upgrade designs. As a result, Chinese shoes are running towards international markets. China has
few large shoe manufacturers. Most export US$ 100,000 worth of shoes per year. These small
shoe exporters commonly adopt low-price strategies, which result in decreased export prices of
their shoes. Overproduction and the debut of numerous small shoe exporters exacerbated the
situation.

In addition, China’s shoemakers have long neglected research, development and design.
4) Chinese shoemakers also lack necessary information about international markets.
Their technologies also lag behind those of their international counterparts.

As a result, Chinese shoemakers and exporters have lingered in the low-end shoe market. Unable
to open new markets, they become used to concentrating on markets filled by other Chinese
shoemakers. 5) Meanwhile, other markets, such as South America, Russia and Africa,
have been neglected by China’s shoe manufacturers.

Given that situation, Chinese shoemakers should improve their production and sharpen their brand
images to shed their reputations makers of cheap shoes.

Domestically, pushed by some successful private shoemakers, China’s shoemaking industry has
been restructured. Numerous small shoemakers have been merged and /or acquired by leading
producers. Industry associations, especially the China Association of Leather Industry, are pushing
shoemakers to create their own famous brands. According to the association’s development plan,
China’'s shoemaking industry will need 10 to 15 years to build and solidify its reputation for
producing high-quality shoes. 6)

With the country’s long tradition of shoemaking, efficient industry reorganization, and government
information and financial support, China will maintain its status as the world’s largest shoemaker,
and will become a strong shoemaker in international markets.

A. Also, shoemakers receive tax breaks on their exports.

B. However, the average price of each pair of shoes China exported was US$ 2.40.

C. Overproduction is the main reason for the lower prices of Chinese shoes in the international
market.

D. Such overseas markets as Japan and the United States, have become saturated with Chinese
shoes.

E. The association plans to develop by 2010 three to five famous Chinese brands in international
shoe markets.

F. They have for years received orders to produce existing styles or to copy others’ designs.

[l E-C Translation:
1. Inthe short-term, the strongest promise is in Chinese medicine, herbs and specialty food,
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as well as goods that play to the romantic foreignness of China -- whether in cosmetics,

fashion or music.

2. Besides bringing in additional revenue, a global brand also burnishes a company’s image
in China, stimulating sales among status-conscious domestic consumers.

3. Chinese brands under the wings of foreign companies usually have the advantage of
plumper marketing budgets and better access to management expertise.

4. The world economy was beset by heightened geopolitical uncertainties in late 2002 and
early 2003. Such factors continue to pose a downside risk to global economic growth, but
this risk diminished substantially in the second quarter of 2003. A new non-economic
shock — severe acute respiratory syndrome (SARS) — jolted economic activity in some

countries in early 2003 but appears to have been largely contained.

V. Key to Exercises:

1. Exercise I
1) B; 2) C; A4 F; 5) D; 6) E

2. Exercise lll:

4. 2002 2003
2003
SARS

2003




