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I n China, they call it the 'Water Cube model -
I designod in Australia and made n Chna. The

I moniker corres from China's innovative and

stylistically impressive National Aquatics Centre,

which was designed by Australian architects for
ihe 2008 Olympics in Beijing.

For companies like Australian-owned

and op€rated digital agency and sottware

development house Gruden, the Water Cube

concopt has not only delivered r€sults in China,

but has worked as a strategic bonus for their

marketing etforts.

The digital services company has an

impressive client list ifcluding Accenturo, the Walt

Disney Internet Group, Yahool and SmartTrans

and, since expanding to China, has quickly learnt

how to leverage Australian skills and expe.tise in

the Asian markei.

Gruden opened an oftice in the in Northern

China's Oingdao Software Park in 2008 with a
full-time team of fiv€ people. lt now boasts a tearn

of 15 mostly local staff comprised of developeG,
producers, admin support and sales.

Gruden CEO Todd Trevillion says tho company
entered the market wth a strategy to build

relationships wlth western companies basod in

China. "We are targeting the companies that value

the quality, process and visibility Gruden provides

over local competltors," he explains.

That strategy has proved to be a wise

mark6ting differentiator rn a very price-competitive

and rolationship-based market. But it has

happened overnight. Trevillion warns that Chinese

business dev€lopment is a time-intensive process
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Band must be coupled with a skict focus and a loi

of patience.

The company spent the lirst 1B rnonlhs of
operation on training statf and integrating ihe

business and production operations with its

Sydney off ce.

Consequently, there was limited prodLrction

work undertaken as the focus was on process

and procedures, but it also allowed for the
relationship building, known as'cuanxi'. essentia

to building profile and business in China.

"We really didn't focus on competing n the

local Chinese market until a year ago. This was due

to the price-sensitive nature of the China market as

well as having only a limited Guanx network trorn

which we could leverage," Trevillion reveals.

The wait was worth it, as the company

successfully established itself as a centre for
training and development ln China while also

having international expertise.

The comb,nalion has lpd ro securr q o o .
suppli6r status on a project with ASX-tisted

SmartTrans to build telecommunications giani

China Mobile's Android'based apps store As cai:
of the deal, Gruden will support. source. lcc? se

and rollout mobile applications to China Vobi e s

600 million users.

"Once this deal is finalised, our Ch na tearn ,1r

be required to double or krple rn srze ln order lc
provide ongoing suppori," he says.

Most signiticantly, the China Mob le

relationship will also provide a great foundation

client for Gruden to leverage rtself m!ch fLrrther

within the local China market.
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Where niche means huge
TIevillion explains that Gruden crafted the

grora'th ol its Guanxi with organisations such as

Austrade, All\4lA and its own growing network of
commercial contacts.

Key 1o its marketing cut-through was
launching in and leveraging off the Qingdao
Software Park, which is a fast-growing tech
development hub.

Founded in 2002, with 2 billion BMB (BIVB

is China's cufiency, see P 22 for detalls) in
govemment investment, the Park offers incentives
to companies who operate there and helps to
foster rolationships with industry and government.

It currontly has more than 6,000 developers and
lT-related statf and features local and internalona
companies such as Microsoft, Alcatel l.ucent
and NEC.

"Our evolving relationships with the Park's

management team and ongoing interaction
with local government officials have assisted
us immensely and helped us garner Chinese
government supporl in the form of grants and

development incentivos," he says.

While Oingdao ls not Be,jrng or Shanqha..
it offeF a far more targeted and direct route to
market setuices to clients, which is the key to
success, according to Alan Monell, Senior Trade

Commissjoner, Ausvalian Embassy Commercial
Section. Australian Trade Comnission. Beij ng.

N,lorrell suggests that when determining the
tocus of marketing efforts, they should be based
on geo-targeting rather than market segment.

"lt is a huge market with lots of geographic

diversity. The main question to ask is 'where do I

hav€ the best oppolrunity to get the mindshare of

my customer?'," he says.

While many loreign companios ar€ attracted
to the commercial opportunities ot Beljing and

Shanghaj, a smaller city - one that may have a
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locus on a partioular industry sector - may be
a better place to start engaging with the market,
he suggests. "Th6re is always the temptation to
be everywhere. You must be focused on a sma I

target rather than spreading yourself too thin.',
He adds that targeting Shanghai straight otf

the bat can be prohibitivety expensive.
'Nich6 marketing in China takes a ditferent

complexion, as niche here is a significant market
size comparedto Austraha, l\,4orrefl says.

Trevillion firmly recomrnends utilising the
oppodunities that these hubs present. Morrell
adds, "Tech parks can be a good way to go for
tech firms, because of the collaboration that
can ensue. There are a number of tech parks
emerging across china, but the quality does vary,'
he warns. Morr€ll suggests tesling and comparing
them for benefits, facilities and other participanls.

Gruden also used the opportunity to be oaseo
i'r the technology park to develoO a r,atrtng
adjunct to their business.

The company originally tooked to China to
source talent becauso of a growing digitalski s
shortage in Australia. Structured training courses
are delivered within the software park lraining
centre, so that graduates can undertake a rnree-
mohth course with the view to securing a ful-time
job at Gruden.

"The China office and its access to this pool
of skilled developers helps us with flexibii[y ]n

scaling our team and offering clients competitive
pricing," Trevillion said.

He adds that building a local team is tne oesr
marketing a company can invest in.

"Don'l underestimate the marketing power of
a Chinese team and trusted management. Dong
Wang, our China General l\lanager, has been
cr'tical io our success in growing our Orngdao
office and developing our market presence,,'
he says.

Tony Chen, Managing Director lor advertising
and marketing.agency GroupM Inleraclion,
agrees. "stop sending executives to china
and hiring McKinsey peopte, tisten to the local
people." Chen said. After watchrng and being
employed by a succession of dominant LJS

technology companies in China, which a failed
he advises, "Hear their voices and react to the
market in a local way."

Chon has obseaved that no amount of
markeling Spend or branding clout can cut
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through the Chinese market. He advises tnar
marketing strategies need to be geared lowarcts
the loLal mafKet and adopted to fit their needs,
not the other way round.

When Yahool enteGd China in .i 999, it nao
less than one per cent of market share. eBay
entered China in 200'1, then acquired the rocal
n!mber one competitor in 2006, but was sold to
Tom.com rn 2006. Amazon.com is unprofitable
and losing market share to local clones, ano
a whole new breed of China-developed social
'retworls and group br]ying ecommerce stles
has kept the usual suspects far from the Chinese
consumer's mindshare.

Research holds the key
The spectacLrlar maAeting failures of these

nternational companies in China send a sobering
.nessage, but they highlight the importance of
researching extensively before embarking on
a sirategy.

"Research is k6y to assessing the market
oe'ore yor enler and to help navigale youl
progress and growth," Mor€ll advises.

The basics such as who th6 competitors
are, channels to market, market stfl.lcture and
. halle'1ges taLe on a ^lore comptex nature in
fhina. "There s a lot more access to informalon
.ow than there was 15 years ago, but US and

Auslralian companios stillfind it ditficutt without
navrng an associate or marketing consultant on
the ground," he says.

Austrade and Australian trad€ authorities
can help provide relevant and trusted conraqs
in China. "For most companies, you still need
a good local partnership to accoss markets.
ll remains very dttf cult and risky to do it from
Australia and lt leaves you exposed," he says.

A good agent or local representative will also
be able to provide you with valuable informalon
on finding the right networking oppodunities for
your oustness.

As the co.e focus on markettng In China is
built around networking and building your Guanxi,
the old-school marketing methods of retationship
building, attending and exhlbiling at conferences
are the most effective.

"lt is a fasFmovrng market a.d trencJs gets
turned around quite quickly. A new entrant can
shake things up easily," Moreltsays, adding that
a local advisor will also help keep new entrants
prugged in to local industry developments.

Above all, Morcll adds, an investment in China
takes patjence and a strong skategic focus.
'Learning not to be attracted too much io the
bright lights afd keeping your marketing focus
centred will hold you n gooo stead lor taking
advantage of the great opportunitios in Ch na.,,nt


