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Making the move into China’s wood  
products market 
 
Several basic strategies can help Canadian forest product companies prepare for the Chinese wood products market. 
According to Export Development Canada, the following are some of the most important. 
 
Understand China’s business environment 
 
- Your credibility with potential customers will depend on your grasp of local market realities, so do everything you can to 
understand them before you go to China. China is regionally diverse, so it’s not enough to know broad generalities about 
the country; you must be acquainted with the particular region in which you’re interested. 
 
- Establish a range of contacts relevant to your market segment. These might include potential customers and suppliers, 
local government officials, Chinese competitors, western firms, industry experts, industry association officials, regulatory 
officials and Chinese consultants. 
 
- Investigate and understand the strategy, strengths and weaknesses of your major Chinese and foreign competitors, and be 
sure you understand the potential competitive advantage that your product or service may have in China. 
 
- Be aware that Chinese firms are tightly focused on price and value, and if you show a similar concern with the price-
value relationship, they will be more receptive to your approaches. 
 
Use experienced, high-level negotiators 
 
- You’ll need staff with cross-cultural experience who already know or can quickly learn how Chinese business people 
negotiate. 
 
- Negotiations can be lengthy. Potential Chinese buyers or partners much prefer to deal with senior management, so 
face-to-face senior contact is a necessity. You may lose a great deal of credibility if you negotiate through a lower-level 
employee who has to refer all decisions to your head office; at worst, the Chinese may decide you’re not serious about 
doing business with them, and will decline further contact. 
 
- The emphasis on high-level negotiations may mean that your CEO will have to be extensively involved. 
 
Ensure adequate financial and human resources 
 
- Gaining an adequate share of the large and complex Chinese market can require substantial, upfront investment. Be sure 
before going in that you can raise the capital resources you’ll need. 
 
- You may have to operate at a loss for two or three years before your Chinese business begins to turn a profit, so your 
company will need the financial capacity to sustain operations during this period. A recent survey by the Asia Pacific 
Foundation found that 76 per cent of Canadian affiliates in China were operating profitably. 
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- Be sure the relevant people in your firm are prepared to make trips to China as frequently as necessary to provide 
training, service, marketing and sales support. Be sure you have enough such people. 
 
Establish a solid customer service infrastructure 
 
- Make sure you have the people and the communications capacity to service your Chinese market. Also, don’t become 
overly dependent on a single employee in either China or Canada; be sure you have properly trained backup who can 
communicate effectively with your customers. 
 
- Some communications needs can’t be adequately met with email or on paper—only talking will do. Consequently, you’ll 
need Chinese-speaking staff who can work with your Chinese customers, partners and suppliers. 
 
- Potential Chinese customers will usually be concerned about doing business with a supplier on the other side of the 
world. Be sure you have credible answers for these concerns, and that your people know how to communicate them. 
 
- Providing solid after-sales service and continuously building your business relationships are critical to winning contracts 
and sustaining success in China, so be sure to plan and budget for both. 
 
Excerpted from Doing Business with China, A Guide for Canadian Exporters and Investors, from Export Development 
Canada (www.edc.ca).


