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» Chapter One

- The Long March

I. Background Information

1. China’s Achievements in 2003
The year of 2003 was important yet unusual for China in its development, in which China
achieved a great deal in the reform and opening up drives. China overcame all the
difficulties caused by the outbreak of SARS epidemic and other severe natural disasters,
and maintained a high economic growth of 9.1 percent averaged for the year.

GNP readings in that year rose over USD 1,400 billion, ranking the 6th of the world’s
largest economies, and its per capita GDP was past the milestone of USD 1,000.

The national financial institutes registered a remarkable growth. Export and import
increased substantially with a combined total of more than USD 850 billion, up by 37. 1%
over the same period of the previous year. And the same figure eased China into the 4th
largest trader in the world, with a growth of 34. 6 percent in export and 39.9 percent in
import.

China’s import from the rest of the Asian region increased by 42. 2 percent, including
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Japan (38.7% ), India (51.0% ), South Korea (87.0% ) and the ASEAN countries and
regions (51.7% ), respectively. China is now a main trade partner with other Asian

countries and regions.

An accumulated total of USD 53. 5 billion in foreign direct investment was channeled for
actual use in the year of 2003. By the end of that same year the outstanding balance of
foreign exchange reserves stood at USD 403. 3 billion and Renminbi remained stable.
These achievements point to the all-time high in the national strength and capability.

2. About the author

Ak FEF U A Far East Economic Review |, P81 ZZ45 1999 4£1 H 14 H
() Marketing #2 H ZF , 2 X3 R0 $ w3, IREP 3L 3CE,

P8R the Long March AF# 72 E 21 ZE A9 AESR Hongs o B 4k A0 i B PR AL i 72
JBRTFERE LR A%, WmERLR, PESLEEELRTH LS 5%,
“TT BRKAE” MZERIR B B, FRUE PEBIE” B MITE R 2SR R 2 M, 8T
BE2HFZHES B, £2RY, BEX B Z AT R AR KM EE" .

A CAE#H 4 W Trish Saywell, B SCZ B M A LRI R, REZAEEE:
Trish Saywell in Guangzhou and Shanghai, 3% & F 5 R A A F MR,

3. About the Far Eastern Economic Review
Far Eastern Economic Review, published weekly in Hong Kong, is one of the premier
business magazines in Asia. Wholly owned by Dow Jones & Company, publisher of The
Wall Street Journal, the magazine appears every Thursday.

The first issue of the magazine appeared on October 16, 1946. Since then, Far Eastern
Economic Review has reported at first hand the momentous developments that have shaped
modern Asia. The November 4 issue of 2004 was the last issue of the Far Eastern
Economic Review published in the weekly, news magazine format. Publication was
resumed in December as a monthly, providing opinions, analyses, debates and fresh
thinking as usual.

The magazine reports on politics, business, economics, technology and social and cultural
issues throughout Asia, with a particular emphasis on both Southeast Asia and China. It
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has an editorial staff of 60 editors and writers, including correspondents stationed in more
than a dozen bureaus around the region.

Circulation is currently over 100,000, concentrated in Hong Kong, Malaysia, Singapore
and other parts of Southeast Asia. More than 13,000 copies are sold in North America and
Europe.

The Review’s website, www. feer. com, includes a searchable archjve with articles
published by the Review since 1946. Feer. com provides information and intelligence on
Asian news and events from past and present. Print subscribers to the Review have free
access to feer. com’s full archive. The Review also provides a free weekly E-Newsletter
with headlines to articles from the current issues. The E-Newsletter is available in HTML
and text format.

The Review also publishes several books. Each December, it releases the results of the
Review 200, a region-wide survey designed to identify the companies that Asia’s
businesses people regard as leaders in their class. Among other popular features are the
quarterly “ Where to Put Your Money” investment section and the annual Asian Innovation
Awards.

Il. Notes to the Text

1. “Made in China” lost its novelty long ago. The label has become ubiquitous in much of
the world, affixed to shoes, toys, apparel and a host of other items produced for global
companies. What is a novelty, however, are China-made goods sold under Chinese brand
names. Only a handful of Chinese firms so far have the money and the management
expertise to establish international brands; most of the vast remainder are struggling to
attain even national recognition. But the pioneering companies testing the waters overseas
could be on the threshold of something big. (p.1)

A affix ... to... WH7E,Pf7E, 2% . . A package can be affixed with many a
label. (—~%6 L o] PAG EiF ZF#$r% ) He affixed his signature to the contract.

(fifE& Rl E% T ) on the threshold of 4T F,E -+~ #1114, il 41 : The number of
Chinese approaching the threshold of a middle-class lifestyle is expanding daily. ( Bl¥;#
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A= R AT T M P E A H 233 2 ) R | BB (HAE N — R
B—T. ARFFANAES EAHEERNFE RS, BRT Z2 & PEHGEOE
TR MO L AEFE B EET S R 7. (36 1.2 7)) ;i E 4k B f dh
WS 45 5 A i o L R P S OEFE BT . (55 3 1)) s A R B B0 B il 7 [
P AL IR IR TC I (EL 2 0 8 2 224 /0 B0 Ml s P o S i R e , I LA BEE v ST g T
(HAR&A)) 1A, “Made in China” HA W EE & S — R4 P EEHE" &5 H
7= G AR E R 3 L A LA, IERA G R RY 8 — B4R XM,
SEVLLART A M B A, BB AT R S F A8 (A EEREX ] . 14
A1 %) “Made in China” iXMRAE , BKAE AT BE S RA—#E, R RS —Berb Bt
i« BEDE LR RS EMRRA R ER KRS T R E THAR,

2. Some believe that individually, with the help of enterprising local management or eager
multinational partners wanting to add new products to their stable, Chinese brands could
become a global phenomenon within a decade, marketed on quality and exotic appeal, as
well as competitive pricing. (p.2)

)5 market on ... JKEE-c-- #E48 , 7740 : Chinese products should be marketed on better
quality and after-sale service. ( HE| 4l B 244 5% B 4 % 7= i Jot 0 45 /5 I 55 R 365
E 7 o ) as well as Dy if i ], Hefe Geif vk , AT B B, J5 T2 B M A 50
HOAT AR B 45 8., BRAR R SC LA B R LB I B 2 S8 FL RS PN A e ARZEE
{5 B AEBLZ AT, b B 7= i B9 AR A R RS IR, T ARZE 10 SEZ NATHR T, 8t
TR E X R e R EE K. BB AL A as well as KiE K H
% (ERE XEOH AR,

[ B2iF 3] — L8 AN ZE QDRSPS f A B BUZ B DR B T , SR 7E — S A 3
7= i Z 50 BLAS I = S S A J) i B B T, o R S AE R R S S T o i A
FARSE SR SRR A E A R4 10 2, P E R — S — D HE 2
BRo

A< BB & 19 3 B (implication ) 2 , 1 [ i ARAE 10 £ Z NS R E PR S, INER BT .
— 27 A B HRA W) MU AE 0 b 5 BUR BT B8, BT 28 ; R MES i 5 E S
ABESRIE1E.ERENAC SSHT KiHE R, b E 5L & EE i E b
$RAEHLS . JE3c individually 1 or B4~ EIB9 R FH , REAVEZ A T3 — BARR
BA R & , AT EFE— BT,

3. In the 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. (p.1)

‘A, play to. .. BRI E, 8- FFUF, 9 41« Artists should be often reminded not to
just play to the gallery without the pursuit of art. (NLZZH#REEZARFN], ABM{LE
EEERE (kAL ) DR TAFERZAR,) EESE 2 &6 RIR 2 &5 %7 as
well as () LR, AAJRA XA A i (ER 8 O ULF 5 ERFR AR M.t
FPREX A R B ) B i 7 B2 S 25 T IR Y 330, T RA R R AL -

(SFF 3 @M, E R A i BITAE bR 0 24 8 h B2 F R G i i, 24
SRR AR L A B rp [ VR 8 O B S AR R 607 i, Aot i R AR A b

. If you’re taking something like cosmetics, which is image-driven. ... suddenly you’ve
got a strong player. (p.1)

/a] ¥ image-driven: image 5§24 , driven” 3% .-+ OR{#"  image-driven, adj. , H ¥
HTERISNE” LR AT LA, Ak Al GE 2 45 BRI 5 {RLF T RARR 8 HH R 69 7 85 R,
I8 AT — R B X2 2 U — 2 ol S 2 2 7 52 U R 1
WARA, MR E ML m, RABELFESZGEERNER, EE “-
driven” By #41a] , 5L IR F profit-driven, demand-driven, export-driven 555,

[ %33 btk i B —FMK TR SORMERS ) 7= &, AR At i R — T FREE
KRB, o E Bt i Bu g Fek AN

. Further down the rbad'there is brand-potential for products such as home appliances that
can offer quality at a competitive price. (p.2)

/i) further down the road H i & F#E TR E , down 5 1rE " MdE" F X7, A4
7R T ] BVHS P U i R o B AR )57 s

[ 538iF 30 | 5T kB A 5 ol 25 55 B ol I I 10 7= 5 L B AT T AR RE LA SE S PE B 4%
PR S R

. For their foreign owners, the brands will provide speedier access to China’s consumer
market and distribution channels, while at the same time serving to complement the
owners’ premium brands in global markets. (p.2)

] H provide access to ... $EEHEA e 4 AL 2> 5 & {8 A, 4] &1 : Terminals at some
clubs in Japan provide access to songs online for karaoke fans. ( F Zs~— S6{E 4 3 B i) )
28 I o) R OK % 4 2 82 14 7 4K 23 A IR 55 ) distribution 43§, 4 £ , distribution
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channels 8 3R3E , A A AT RES N F i AN “ 2 BCIRIE” (BAERT 5 30E B, L AK
%5 /245 the set of firms and individuals that take title, or assist in transferring title, to

the particular product or service as it moves from the producer to the consumer( 7 7= i F
JIR 55 DA 7= 161 T 2% R ) A oy, BBUA Rk 2 7= i AR 95 ) BT A AL 2 G B e AR T
AR A AN ), Lk & F % BT U6 A middlemen (P E ), EEQEMKH
( wholesaler ) F1Z £ i (retailer) , A& /]. .. while at the same time serving to complement
the owners’ premium brands in global markets. X}/ %% 2 Bt eager multinational partners
wanting to add new products to their stable, ... —4%],

[ B:%1F 30 ) X F6 5 DU b A9/ BB 58 8 R 3t 13 26 G R KSR AT SE PRt A v
[l 9H 2 T S A B IR B B A, Rl X st rp [ L RE R — 0 £ B AN A e E B
5 b B 200 57 D05 i R

7. Jianlibao JLiEA RN @ IIFE" , H B HIA YORL™ fh b i, BAE P BT AR =K i, 2004
11 A AR KRB A R A R AR FRB R EHARARE ME
Al 1) S 4R PR P BB 28 &) O T M BTBEAR . WG I h KA HE A 68% i1
FBAR , SRR B 0 5 B 5 — KRR, AL 7 F R H5H 23. 1% , = 7K KB 5 B Lo il 73 4
8.9% o XUHIEHOL FFR N B Aol I W st 5 LGSR B

8. But building a brand takes time, money and marketing savvy. (p.2)
‘] savvy &2 A, B ILR KB , 40 . Even peasants are getting law-savvy. (B fs#
&4 Ak BN At i k3 T . ) FE4n : The attraction of Japanese animated series is
too widespread and Japanese companies too market-savvy. ( H 7<) H 5% 77 4 &, i
H HA B8 2 &) k5 8 17 3% . ) marketing savvy: marketing skill or expertise 2 &4 2%
B,EMBT, BaMHE, B e R marketmg savvy 3 A] 5 {E savvy marketing,

marketing prowess, marketing muscle,,

[ &%iF 30 |2, 87 Gt G Z et fa] | ?fﬁ%ﬂidﬁ%ﬂ@iﬂ?j]o

9. Meidi: f“?%ﬂ@%%ﬁ/\j FIBATRBE BN Midea,

10. Others like Haier, one of China’s leading home-appliance producers, have pointedly
steered away from price, competing instead on product quality ... (p.2)
] ep pointedly fBiHt , B SRR, 74 h AR E LIEFNEERIER ., steer, v. B
g 5| 5 ; steer away from £, =, B JF. #IU0: The Prime Minister tried to steer
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13.
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away from a major corruption scandal. (31 & AH 1 B M\ — BB Mook s i 5 . )
(BEF 3 ]i/R R B R AR ATl Z—, 8K %A 8 5 5Kk R B, A
MG VRS, MR~ R .

With the government’s emphasis on preventing the outflow of foreign currency, the
chances of the restrictions being lifted are slim. (p.3)

HEEATURA R —ERR NG E LV S at, Rf Bk mEi% e i,
[ &% 3] 1 FBUF R AT ILAMCT K  BUK X THLE LS .

Sitting in his office at Jianlibao’s industrial complex in Sanshui, a 40-minute drive from
Guangzhou, Li reckons that to successfully generate brand recognition among
Americans, the company needs to spend at least $ 50 million-100 million on marketing.
(p-3)

BERCRANE A B R T IR ST AT 78 40, R T 45 A 1 A , 2R A T R AN SR R R [
R, TR 7 T, (1SR T A4 R URUSC B P i i , TR — SR 28 5 TB R SE 1 IR T
LR KA, JE T E TRSCESCERS T IRSCHFREE R, X BB Z 1R, i
REBX S —THESMEEE R, KESHNBE, WL B2 RKEL, B4
AT REREEE, BHETEM SH R, HPESRAE—ER LT CHA
(SEF )N FA R AL EEE R NG 40 Do EBRH=KT. FREHL
TEft (TE=K @S AT 24h) M AZER(HEHE B , @50 FEBAERE R =
A BE A R BT L) B Rl T 2= A0 4E 5 000 3 1 {23RTT ]

In many areas the quality of products has improved to the point where they are quite
marketable. (p.3)

]9 to the point where 35 F| T «eveer ) 2 B, i 40 . The sales of the company have
dropped to the point where its survival is already rather difficult. (IZARIMHECL T
FE3I THELLOV SRR A )

(S FX AT EZHX, b Fr=aaREER T8, =RIFHEET .

Under the guidance of its dynamic president, Zhang Ruimin, the company has turned
from being a loss-maker into an exporter. (p.3)

AJ dynamic FOMSIAH, BEAK, FRIM. RERKREHALHA, E—EN LT
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15.

16.

3.

18.

CH, XA AR R EDIRE 25 K, B i 454 ) loss-maker FI exporter; {H & IUIEEH
PRAEEMEL TR B , R A B8 — 2R E T LA . 3

[ 8F 3 176K /1 il 9 SRR IK BRI LT T, %A B R M — 4~ 5 il 4k 7% 28
R RE ST S O S KA

ABN Amro Securities (p.4)
for 22 6RAT B SRR 3530, Hodb “ 7 24047 W IE W B 35 X4 & ABN AMRO,

R &D (p.4)
research and development ) & <7 B: 45 B i7] , 2548 BUN A4l 4T B9 ZERE BT 25 F07= S FF
EITAE. BEDGETCPEEMA“R & D7 WARHE W,

The company has opened a specialty shop on New York’s Fifth Avenue and in March
hired a design company in Los Angeles to determine what American consumers liked best
in a refrigerator. (p.4)

4]9 to determine what American consumers liked best in a refrigerator SR FNREFZ B
e B, WEWMSFEE LG RIERSE, T FECHRE T ROR M B, [F 6 Xt
determine —Ja{E T S5 SCAGAL B, AR Bt , AXS LTI ) a design company
[BEFX]ER(AF) FALMBHKECETF T —KELE, T3 ABETH
AL —Z A Bl b AR R 36 I T 2 1 B S R Bt vk A

Chinese brands under the wings of foreign companies usually have the advantage of
plumper marketing budgets and better access to management expertise. (p.4)

i) plumper &7 4517 plump ) 4% . plumper i BL7E of HYJ5 i, BRfE A T 3hiA,
AR E LR 24 /2 plumpering fFE 3 ; plumper i) f5 181 5 HAL B 51| 3 (92 better, {LI-F
WERBEE IR plumper 763X B ARV 8 “ FBk " . i SC Lo, 6 B T il i
i /1) the advantage of , Jif 244t plumper ¥}y % X ia],

[ B%3F 3] PEGEERTINEA R &, EERA B R TR KRB A E 5
RAGE FRAA P T AR
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lll. 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)

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.
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(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.

(Answer key: B1, C2, A3, F4, D5, E6)
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IV. Chinese Translation of the Text

_—

$—8 WK

CCPEAETIAMFRBAANKRANHE T, CRAERTFE AL RELE AR A%
B Figd Aot ERERIALTL, ALELEHFAZ A PEREEE S
FEAEGE R, BN PEARAAIBRSAILENIMARBHM AT R IRk
ITRERFRLM, ARNLEREHNNEEALEBARF oL ERE NS+, 2R E
ST LR & K NS A Tl FHHM K,

— B, A ARG AT EEN N T  REE—EAELFRAAE
Khdr FRtystBANHGHS T, PERRAEREES HAMEH AR L ZeE b
HEEFRRAERFEH AL AXIOFZA, PAREF—AN—AMAGLK, &3
J A& 40 3 ¥ BH#1E (Grey China) #9347 % F Ik — K+ ( Viveca Chan) #.: “ 4»
RERLERAANERELEAN L2 R BMHOR A, FLAXNANBEHATEH,”

BRI, FERRRAFEZTABGR TN S EFPESRFELS, SRLOER
EAAPRAREFLAFAH RO AL Al HERPTFR L, PREHRZ
£ bt 5% - WIRA& - K483 (Taylor Nelson Sofres) 7 ASF AT AKX 22
Kevin Tan 3. “ 5 P AR AR EHZERAF E, LIk ARHEHZLHREGE R,
Bdeth AR h—FTFREOLA, PEACKBRER LR, B H A G R
¥ E e MR — AT kAR RS LR AL EF AR RS
R, CNREAEFRANBREZTERG F R,

XEPRBETH Y, RAF2EAIST RFPUURZELAORGRETE, W
TR F PHIERTERH, X BB ER AN BHRBENTEE R TS
F B RENBAR NS PERMLER - FAZTRAIRTELAGR TR L2
LRG|

FA20 #L290 £, PEBM EMMMA-TELT A, AENERRSHGER
FRT, BERBAATHRATRER 2 —pBAA L, LiE—% L F A, IAH
AABLH R TR C2AREG EMBE/BRNIACHBEGFRLE, ATEY
LA LRA NG EBEBSGEREAELAERTFBFE A BRLA —ZH
HH RN AEREL, XTAEEMEFT 5 Bt RETFEE,

FMERATATRE 268KE, AR TURANE]EBAGH R, AMmE3| AR E
FTaE5 BN ERERE, dle, PERSBEHETRAZAIHEERB AL
(FF)RRAZEBIFALOLNS T, A—F5RARATEFALARP RLR
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FHHBE”  EABFRAYHERERTAR M AZETEE NG44 E,

AR LRI TERNE KT HGRARS, —EPEARREKEELAESFAY

ERITATERTH 2RAHLERAT RS, AXRACHRBESEMNAD
sk, EALARBAARSHEFHPH, A PEHEFH RGBT, RTRAMNEHEHES
HRFERAGRIMAR, ARATEAANEALSEZTHZI—,FERFLN] 6ER%
R, RENE LML F MRE SRR ARG EERSRA TS, B
AT, T B8 A PR 8] ( BP Asimco) & iy £ B A AL T4 8], A R
T EERIE,H Bie i 2B AL B,

LR, Ede B3R F B 48] F B4515 (Grey China) #) #4478 F % — A JH( Viveca
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