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Commereial Culture and the Twenty-first Century

{Preface)

Ten years have pasted since | raised the topic of commarcial culture in 1989. We have achieved
certain progress on this subject in terms of both theoretical and practical senses. Facing the coming
twenty-first century, how should we imagine the future of commercial culture?

|

When | put forward the subject of commercial culture ten years ago, there were special backgrounds
of culture and the times. At that moment, after ten and more years of reforming and opening 1o the
outside world, the operation of commercial busiress in China was still at low standard. Traditional
concepts and operation mode of seller's market in the past were stili common phenomena in those
years, which were obstacles in the developing of domestic trade of China. For our commerce to fit the
shifting to market economy and the appearance of buyer's market, as | thought, the most important
issue is the fusion of aconomy and culture, which mean activating the cultural elements, changing
conceptions, and improving the grade in business activities. In such a way cultural elements could
play a positive roll in promoting the operation of domestic commerce to a higher standard.

The framework of commercial culture | put forward at first consists of commodity culture, marketing
culture, environment culture, and ethics cutture. Later | added merchant culture. Commodiity culture
should be the first. Commodity should be packed with culture. Higher the vaive of added cuiture,
higher the value of commodity. People knew that it was necessary to increasa scientific and technical

contents of ity without the consi ion of i added cultural value. It has become an

extruding issue after the transformation of @ sefler's market into a buyer's market. Without cultural
contents, for some traditional goods, people will not buy them again. Products with famous brands
come over to market as pecple are pursuing them. According to traditional theory, commodity consists
of use value and exchange value. But my idea is that there should be cultural value in commadity. Not
only handicraft articles but also most of the goors consist involve cultural value. The second is market-
ing culture, The selling of goods needs cultural communication media such as news, advertisement
and broadicast. Many modem marketing measures are linked to cuiture. Today the real intemal drive
of marketing is culture. Without culture, there will be no root of marketing. Without culture, marketing
will simply become some technical or tactical tricks. The third is environment culture. Doing business
is communication between human bsing, which will ot take place in a region with no sign of human
habitation. Business should take place in certain commercial culture environment. Richer the sense of
commercial Gulture, more attractive for business. With most business opportunities and lowest trans-
agtion costs, a city becomes alive. So commercial envirohment culture is important. The fourth is
sthics culturs. Since ancient time, there has been vary rich cultural connotation in the business tradi-
tion of China. The earliest big merchant we know was Fan Li who had his own theory of doing busi-
ness. (n my opinion, he was the first ofticial resigned for business in China. He became a merchant
after his resignation from the post of primary minister. From Yue State 1o Qi State, he was the first one

doing transnational business. Japanese and people from Southeastern Asian admired him greatly. So




you can see that there has been commercial sthics culture in China since ancient era. The fifth is that

we take new merchants as our research subject later. Doing business is relying on people. Under the

condition of socialist market economy, are the i of new ivity. In
the past, only working class was regarded as the representative of productivity. Itis a very pleasant
phenomenon that there are a large number of new entrepreneurs appearing today. Later | lead com-
mercial culture to the exploration of commercial spirit that should be the core or soul of commercial
culture. What is commercial spirit? Itis not the knowledge of modern science and technatogy, but the
consciousness of skillfuiness in catching the opportunity of business. It is well known that the Jews are
smart at doing business and they became very rich even at the Middle Ages. On the eve of the Second
World War, the Jews were the one-percent of the population of Germany but the owned sixteen per-
cents of the wealth. It is also well known that the Americans are good at making money. People said
that the Americans are good at exploiting butter from cattle and explorting money from people. The
Americans themselves said that their money 1s in the pockets of Jews. The status of Jews is very high
in the circles of finance and media in the United States. The Jews said that their money is in their
minds. My analysis is that what they mean consists three factors. One is national spirit and one is
scientific spirit There are a large number of scientists who are Jews. Karl Marx, Marie Curie, Einstein,
all are Jews. Another factor is the commercial spirit of the Jews, They are good at trade, at business.
Their rule of business is 22:78. It is said that the human body is composed of 22 percent of solid
materials and 78 percent of water. The Jews have extended the formula to doing business. Itis said
that 22 percent of the population is rich and the left 78 percent is penniless. The Jews take the 22
percent rich people who have 78 percent of the purchase power as the emphasis in business. We
Chinese do business not only for rich people. it is immeral to ignore the poor according to our business
ethics. In the commesrcial spirit of Jews, there are two words, "women" and "mouth”, which are impor-
tant. Why they emphasize on women because wemen have the strongest shopping desire. Wives do
shopping not only for them selves but also for their husbands. So itis a right choice to take women as
the marketing target. "Mouth" comes as the second word that means eating. It is a universal and
permanent subject that peaple regard foods as the most important matter. There are will be more
chances of making money if playing tncks on the matter of food supply. The issue of mutual promoting
of the theory and practice of commercial culture was put forward at the early stage of the pracess of
transfermation from seller's market to buyer's market. Market competition makes people consider, use
and grip commercial culture. Aiso there is connection between reform and commercial culture. Irv the
past of planned economy period, it did not matter if goods could be sell out or not. In today's market
economy, there is the serious competition. The new syster and mechanism makes a firm, which is the
principal part on the market, have to have its share on the market.

The opening to the outside world also drives cammarcial culture. Large numbers of foreign goods

have flooded into the market of China after our opening. Foreign commadity culture would accelerate



the updating of Chinese goods; foreign marketing culture would speed the change of marketing means
in China. From the situation of the progress of commercial culture, I think there must be some regular-
1ty on certain issues.

First, commercial culture is not something imposed externally but the essantial requirement inher-
ently. One way is simply to imitate from others. Just copy what other people are doing. Another way for
a firm is to master commercial culture for promoting the progress of market economy, which will realize
its strategic target based on its own needs. That means a firm should stimulate the usage of commer-
cial culture with its own energy, motivity and agglomeration. In such a way it will be much more vivid.

Second, ial culture ition. kn 1990 | read an article in the title of “ruthless

competition and affecting service', which was calling for affective service in the transforming process
from planned sconomy to markst aconomy. Today the concept of customer first is accepted widely
and affecting service is common. In the past more than ten years' competition, some bad things fike
false goods and cheating have appeared at the market. Competition is serious. Besides competition,
we need harmony and order as well. The solution is from two aspects, which are law and culture.
According to ancient Chinese saying, competition consists of two meanings: In opposite directions,
compstition means seizing or fighting; in same direction, competition means contesting. For instances,
boxing is fighting and running is contesting. They are different. People have desp impression of the
trade war happened in Zhengzhou sevaeral years ago, which was something of iife-and-death. Now the
competition has become more serious bacause the result might be merger or bankruptcy. Out pur-
pose is to promate everyone to prograss, which should be the best result of competition. There is the
concept of "dual win™ that means every one will succesd. For example, one can exchange apple for
pear another because both of them need the exchange. We should create a harmony environment for
fair play. Of course in the real world there will be still the danger of bankruptcy because there is always
the possibility of elimination through competition for some firms.

Third, commercial culture emphasizes on people nat enly on commodity or enterprise. Commodity
is material and enterprise is carrier, both should be mastered by peopie. So it is the fundamental task
of commercial culture to deveiop people, to develop new type of entreprensurs and employess. Em-
phasizing on paaple In doing business is not only a matter of train beautiful salesgirts, is not something
onlly at superficiat level. Without taking pecple as the foundation, the activities of commercial culture
will only be superiicial.

Fourth, commercial culture could be divided into three levels, just like cuture is divided as institu-
tionat level, material level and spiritual level. The same is commercial culture. Material culture s tan-
gible, such as commodities and firms. Since our reforming and opening, there has been significant

changes taking place i terms of materiais. To say institutional culture, now everyone is discussing

about i ion, about the I of modern il system. There are various alements.

in modern enterprise system. A modem enterprise system needs superstructure such as government.



A modern enterprise system needs a modern government to serve it; otherwise it will be difficult to
construct institutional culture of modern enterprise. Spiritual culture is what people mentioned often,
such as cultural sense and value concept, including commercial culture that is at the deeper level.
Comparing our cultural construction intemationally, in terms of the three levels discussed above, the
gap between material cultures is getting narrower. For institutional culture, we are at the beginning
stage. We just started our institutional culture construction. The burden is heavy and the road is long.
In the form of spiritual cuiture, our commercial culture is different from foreign ones. Wi have our own
advantages, mainly the advantage of our traditional culture.

The fifth is the development of international service trade. Mainly we are staying at the stage of
tangible goods trade and we have just introduced service trade in recent years. For developed coun-
tries, their service trade is more than 70% of their gross national production and it can be more than 80
% if plus the third industry. Our total valus of annual service export is only $18.4 billion, which is too
little if compared with our total value of export of $148 billion. The compstition of service trade is
internationally There are lots of cultural issues in it. The gap of commercial cultures is mainly in the
field of service trade. Our research of commercial culture should be expanded to this field, expanded
from tangible goods trade to setvice trade. Today China will become a member of the World Trade
Qrganization and we will provide national treatment to foreigners. They will come over according to

national treatment. it is a new topic for us to think about our strategy to deal with the new situation.

Sixth, from the view of N culture is rational and realizable. At the
beginning is perceptual stage at which everyone feels that itis easy 1o learn. Ther one would feel that
there are some principles existing and could not do all the things in ones own way. Even the rational
stage is not enough. it should be the realizable stage, which is the highest stage of knowledge. The
teal understanding is fully conscious thinking, which can be called as realizable. So we might be able

to realize a generaiized commercial culture. The base of a generalized commercial culture can be

found from what Karl Marx said. According to Marx, ything is ialized in a

economy sacisty. The of trend needs a ial culture,

that means service trade should be coverad by commercial culture. What does service trade cover?
According to the regulation of WTO, it covars 12 articles and 155 items, including finance, insurance,
consulting and law. in China there is a tradition that everything linked to commerce is under the admin-
istration of the Ministry of Commerce. That is in narrow sense. According 1o Marx, the evolution of

commodity society has its own regularity. Its nature will not change along with the restructure of our

organs. A g culture will match two needs: one is the need of
developing a commodily society and another is the need af entering WTO. So we should explore the
topic of commercial euiture seriously. Foreign transnational companies require their oriental employ-
ees understand oriental commercial culture because they can enter oriental market if only they can

understand it. Not only weicome transnational companies to come over to China but also we will go to



the world. Without good understanding of world setvice trade, how should we go to the world in the

future? A I ial culture is the ial culture with expanded object.
n

Reforming and opening makes commercial culture prosperous. The developing direction and pros-
perity of commercial culture must be consistent with the principle of reforming and opening of our
country. Otherwise there will be no vitality of it.

Today thers are lots of challenges facing our reforming and opening. For instances, the former state
owned businesses of commerce, grain, supply and purchase coaperation, and foreign trade, were of
the concept of narraw commerce because they were engaged in tangible commodity trade. All of them
were governmental busingsses as well, To shift to market economy, govemmental businesses must
change their system and mechanism. Today the bosses of our governmental businesses seem as if
they are unhappy to put on the hat of Confucian merchant, because it is more stable and famous to be
the boss of a governmental business. If they feel that it is enough to be the boss of govemnmental

business, it is easy for hey to become a governmental official. Commercial business system is facing

serious competition and each form ot ial firm has its own of ial cul-
ture. Under the historical conditions today, state owned and cooperation commercial enterprises are
losing their position of main channel of goads distribution but they are still keeping their leading role.
We stiil need our state owned commercial enterprises to ptay thair leading role in business because
they are trusted by ordinary people. Their imags is good. They are more valuable. Their grade of
commercial culture is high. We must treasure these things, treasure ourselves, We must develop
ourselves on the way of orientating to market economy.

In China, | think that corporate culture should be in harmony with commercial culture so that corpo-
rate culture would have strong power of expansion. Today the theoretic circle of corporate culture
began to absorb commodity culture. That means that commodity cutture is part of corporate cuiture
and the two begin to penatrate each other. The topics of corporate image, business concept and
corporate spirit were close concepts at first when original corporate culture research began 1o intro-
duce them. Qur firms must have commercial culture if they want to go ta market. Gtherwise how can

they do it? From the beginning of product designing, our firms began to understand it now.

The cultural content in new firms with foreign i is higher, in orin
manufacture business. They have their own cosporate culture introduced from abroad. There are
different elements in foreign investments but they eentainly are foreign companies. It needs to be
Chinese oriented. That means that foreign companies should be localized. Localization is to absorb
Chinese culture. Fareign merchants are doing so. New type enterprises are private and township
firms, among which many excelient firms and entrepreneurs have smerged. They have very strong
competitive ability and they have famous brand products. Their businesses are growing and they need

cultural package to improve their competence. Once [ wrote an article the era is calling for new



merchants". Today the image of new merchants is different from | described several years ago. Not
the image of holding celiar phones in their hands or sitting in luxurious cars any more but using com-
puters, surfing on Internet, and doing business on network

In the future the most prosperous Industry should bs service business. In the world, the ratio of
tangible trade against service trade 15 4:1, which in China is 8:1. Itis too low in China. In 1696, service
industry in the United States provided 2.4 million of employment opportunities for the society. Service
frade is the new trade, global new trade. In the United States, the total value of service trade is 70% of
the gross national production. Therefore service industry is important.  International futurclogists said
that service class should be a required course in the future world. Our service industry 15 still remained
on the businesses of hairdressing or catering, which is a small concept. Internatinally service is a large
concept, is mega-service, which contents lots of high-tech in the information seciety. The research of
commercial cuiture should catch up with the deveiopment of the trends and should explore into those
new fields.

il

On peasant-merchant culture. It is an important topic of the canstruction of socialism with Chinese
characteristics that how peasants are engaged in trade and how they go to market. There is the unified
structure in developed countries where urban areas and countryside have been unified since long
ago. We have a dual structure, of which urban areas are separated from rural areas. There have baen
significant changes taking place since our reforming and opening but the countryside is stil lagging
behind in devetoping. Since the reforming the peasants have made many creations but we have not
recognized that it is the reception of the concept of market economy to promote peasants leave their
ploughlands. Once ) said that it is the awakening of Chinese nation that all of the people, mainly the
peasants, are going to do business. It is the awakening that the common peaple understand market
economy. Many of peasants began to go to market economy from selling their labor. There is the
natural connection betwaen peasants and market ecanorny. When | study the “Lac San Pian" {three
pisces of Chairman Mao Zedong's works), | find out that there are commercial cuiture in it. Taking "The
Foolish Old Man Who Removed The Mountains™ as an example, why did he want to remove the
mountains? The reason was that the mountains blocked his road. The Faclish Man wag not a peasant
of self-sufficient or of the agricultural economy of Tao Yuanming mode. He yeamed toward cammodity
exchange and market, so he wanted to remove the mauntains blocking his road. Even Foolish Man in
ancient time yearned toward commodity exchange and markst, so it is not necessary to mention
Foolish Man today.

Peasant-merchants do not have the concept of planned economy but small producers have strong
consciousness of market. The largest market of small commodities of China is at Yiwy, where the
value of annual total sales is ¥ 16 billon. How doss the market appear? There are factors of fiming,

geographical advantages, and the harmony of peaple. Timing means the policies of reforming and



