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Preface for Chinese Edition

As an European of German nationality, living and working in Asia nearly two
decades, in various functions, with special focus since 17 years exclusively on China
and India’s, India and China’s strategic bilateral relations as well as strategic
economic cooperation, I dedicate myself to create and contribute to a better under-
standing between these two great nations, two ancient cultures: China and India,
India and China.

We all are aware how important perceptions are, how much perceptions matter:
in life, in relations, in our decisions: on personal level, on professional level, on
various decision making aspects! In this context successful work between the
leadership of the two countries has been achieved and will increase over the years to
come.

The insights in the world of the Tata Group, a group with 140 years of history,
with 28 publicly listed companies, with operations in over 85 countries, with its
special values, will open the door of better understanding for India’s potential, for
possible significant synergies between these two great neighboring countries: India
and China, China and India! With a continuously increasing visibility of its global
presence, in a remarkable diversity, the Tata Group needs to intensify its communi-
cation effort in order to reach the same visibility on the Chinese market, since there
is an evidenced substantial interest in it.

India’s image in China, today, especially for the younger generation, is shaped,
among other information, by the impressive frequency in the news of the Tata brand!
However our research has clearly shown that the overall knowledge about the Tata
Group, beyond the surface, is far too limited to do justice to the meaning and
importance to this unique and most respected, oldest Group of India which is also the

wealthiest, by market capitalization and on its way to become indeed a truly global,
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trusted and respected name / brand.

What makes the Tata Group different than all others, in the whole world , what
I have experienced myself in my interaction over 17 years observation and interac-
tion with the senior leadership of the Group in their various activities, what makes
me wish sharing with the Chinese readers, is its guiding philosophy: serving,
contributing to the society’s, community’s needs there ,where the Tata Companies
operate which is an integral part of the policy, of its the strategy, of its culture.
Beyond generating economic wealth for all relevant parties, it has always created
value, and hope, a feeling of deep pride, over generations by now. This feeling of
pride continues, since to be part of the Tata Group is a special feeling, for young and
senior, at all levels, alike.

The present translation is meant to shed more light on the reasons of its success,
deepen the understanding of its uniqueness, inspire to reflection, serve as a role
model, as an example to be emulated also by Chinese entrepreneurs who, may one
day create similar groups in China.

In a world that faces dramatic and increased challenges, a world which is in a
deep transformative process, the ethical values of this unique Group should be a
reminder that successful business can also practice an active part, contribute in the
society, community where it acts, that the values of : honesty, fairness, trust,
responsibility, integrity , vision needs to be or become for each individual, each
company, as a responsible citizen or responsible member of the society, a “must”!
Wishing all Chinese readers an inspirational food for thought, a guideline for

action!

Dr. Dana Schuppert / Founder and Executive Chairman
21% Century China-India Center for Culture and Communication
30™ of October 2011 Beijing

www.21stcenturychinaindiacenter.org
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