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Abstract 
The interest for doing business with China is increasing constantly. Demands from 
customers and financial limitations force companies to seek more cost effective solutions 
to make their businesses profitable. Moving production to or just buying ready made 
products from China is an alternative that meet these requirements.  

This thesis examines four SME’s (small and medium sized enterprises) on their mission to 
find a producer in China and how their import process is set up. With the goal to identify 
and analyse the aspects of the import process, the authors hope to provide a broader 
understanding on how trading with China works.  

Using a qualitative study, with in-depth interviews, the authors could reach down to the 
actual feelings and experience of the interviewed subjects. They gave a picture of China 
being a country surprisingly easy to deal with although they had not all found their 
producers in the same way.  

Concluding that acting friendly and ethically will take an importer far, theory of Chinese 
business culture is somewhat disregarded as important knowledge. Each company’s 
network looks different. Comparing these to what is written is interesting as it shows that 
all companies do not need great help to succeed with the import process. When dealing 
with logistics, surprisingly few problems have been caused even though the great distance 
between Sweden and China. When it comes to the product quality, it is experienced as 
good even though many have presumptions about Chinese products. 
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Abstract 
Intresset för att handla med Kina ökar konstant bland svenska företag. Kundkrav och 
finansiella begränsningar tvingar företag att söka billigare och mer kostnadseffektiva 
lösningar för att göra affärsverksamheten lönsam. Att flytta produktion eller köpa färdiga 
produkter från Kina är ett alternativ för att komma till rätta med dessa krav och 
begränsningar.  

Fyra små och medelstora företag har undersökts i denna uppsats. Deras väg för att hitta en 
producent i Kina och hur deras import process fungerar har granskats. Med målsättningen 
att analysera och redogöra för de viktigaste delarna av import processen hoppas författarna 
kunna bidra med en djupare förståelse för hur handel med Kina fungerar. 

Genom att använda en kvalitativ studie, med djupgående intervjuer, har författarna kunnat 
fråga om intervjuobjektens verkliga upplevelser och känslor. De gav en bild av Kina som 
ett enkelt land att göra affärer i, trots att ingen av intervjupersonerna gått tillväga på samma 
sätt för att nå till Kina. 

Sammanfattningsvis fastslås att teori och böcker skrivna om ämnet ibland är överflödiga. 
Verkligheten för en importör är den att kinesiska affärsmän är vana vid att de inte kan allt 
om kultur och kinesiskt beteende. Att vara vänlig och etiskt korrekt räcker mycket långt. 
Nätverken som företagen använder sig av ser olika ut, och de har haft olika stor betydelse 
när det kommer till import processen. Ingen av de tillfrågade hade heller upplevt större 
problem med logistiken, endast i enstaka fall hade skador eller liknande förekommit. Vad 
gäller kvalitén på produkterna förnekas förutfattade meningar om att kinesiska produkter 
skulle hålla låg kvalité, och det hävdas snarare att de är av god kvalité.  
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 Introduction 

1 Introduction  
Since the Chinese market started to open up 25 years ago, the average annual GDP 
increase has been around 10%. A population of over 1.25 billion makes the country the 
largest country in the world. Yet, it is only the seventh largest economy in the world, and 
only the tenth largest trading nation. (Webber, Wang & Ying, 2002) 

These facts are about to change though, as the interest for investing in China is larger than 
ever. Harsh price competition and high labour costs are forcing western companies to find 
more cost efficient ways to run their businesses. One alternative, and the choice for quiet 
some time in regard to large multinational companies, is to set up production in countries 
with low labour costs (Heywood, 2002).  

China can be seen as nothing other than a land of opportunity. Although people in general 
may have stereotypical images of China being difficult to deal with due to politics or the 
quality of the products being poor, the reality is often much different. With improvements 
in global communications and walls tearing down in China, making business here has never 
been easier.  

One of the first countries to trade with China and acknowledge it after its revolution in 
1949 was Sweden (Berger, Holst & Stridh, 2001). This has given Sweden the advantage of 
having a good relationship with China, with mutual acceptance. Large Swedish firms such 
as Ericsson and ABB have helped to build the infrastructure that today helps to create 
Chinas competitiveness. However, small and medium sized firms (SMEs) have not 
explored the opportunities to the same extent. Even though there are many whom have 
started trading with China, the possibilities for those who have not are quite great.  

This bachelor thesis, written for Jönköpings International Business School, hopes to 
enlighten the import process and possibilities for small and medium sized enterprises in 
order to see it is possible for small resource firm to make successful business in a large 
country like China. 

1.1 Background 
The interest from Swedish companies in the Chinese market is continuously increasing. 
This, for quite obvious reasons such as the rapidly expanding market and the low 
production costs of China. In this reality, many questions are raised and books are written. 
The demand for extended knowledge on the Chinese market is substantial. Many 
companies wish to export their goods and capitalize on the expanding market, a market 
that is predicted to be the biggest in the world in just a few years. But there are also many 
companies looking for business opportunities provided by the low Chinese production 
costs, and then import these products to Sweden.  

Many of Sweden’s industries are undergoing a large transformation. This transformation 
through being a country with a few big corporations and an industrial success story, to now 
been forced to adapt to more service business and competence intensive industries. This 
results in the typical Swedish business formula transforming from large scale state owned 
industry sectors to small entrepreneurial driven service companies. Thus, the importance of 
Small & Medium Sized Enterprises (SMEs) has never been as important for Sweden as it is 
now. As more companies are getting interested, the diversity of companies is also 
increasing. It is not only large corporations that now have the possibility to begin their 
Chinese business venture. The use of internet, not only from the Swedish side, but also 

 1



 Introduction 

from Chinese companies, has truly shrunk the distance between Swedish buyers and 
Chinese sellers. It is building a new international network, a network that depends less on 
financial resources, expensive agents and established contacts. The door that earlier was 
closed for SMEs is now open.   

Several reports are made on the Chinese business culture, how to enter the Chinese market, 
often from the Swedish exporting companies perspective. At least this is the opinion of the 
authors. Further, this material is often written in a large corporation perspective and the 
adaptation for the small company can many times be seen as insufficient, and maybe be a 
bit too general for the small company to grasp. The authors therefore see a need for this 
subject and the report will therefore focus on the situation for Swedish small and medium 
sized companies importing from China. 

Networks are taking a more and more important part in this new situation. The importance 
of finding the best producer at the lowest possible cost is as important as ever before, and 
has become a competitive factor between different importers. The network is more and 
more regarded as a tool for making business today. The way you utilize your network has 
become a competitive advantage. 

1.2 Problem 
With the Chinese markets opening up to the west, the opportunities for entrepreneurs and 
small companies are great.  

Information technology and global networks have shortened the distance between 
companies in different parts of the world, also including firms with fewer resources 
available. SME’s interest for entering China is constantly increasing.  

On the other hand, the complexity and challenges for the small Swedish businessman 
searching for producers, is still very much current. The possibility for reclamations and law 
suits are often limited and China may through this often be perceived as a harsh landscape 
to navigate. 

Still, the opportunities are many for the brave and smart. It is of great importance how you 
conduct your business, and who you conduct it with. The influence of the difference in 
culture should also be of interest. What effect does this have on the import process? What 
are the economical factors influencing? How important is the infrastructural, geographical 
and industrial factors when looking at the import process? 

The import process is somewhat wide, and the ways of doing it are plenty among our 
Swedish importers. What networks are the Swedish companies using? Is the internet a 
good reliable source for utilizing and expanding the businessman’s network? Or is it a cold, 
asocial tool, which is not appreciated by the Chinese businessmen? What is the other 
factors making contact between Swedish and Chinese businesses difficult? What is a 
“cheap” solution and what is the necessary investment in this case? Are the Swedish 
companies utilizing their networks, resources and competence in their import process? 

There are many questions, some which will be answered and some that may remain 
unanswered as the authors cruise through the import process of four different Swedish 
SMEs trading with China.  
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1.3 Purpose 
This report intends to explore, investigate and analyse the import process, tools and 
resources available for small and medium sized companies to manage trade with China, in 
order to see where shortcomings and strengths exist.  

1.4 Methodology 
In order to perform research with high validity, a structure of the chosen method is 
needed. The method is the procedure used to collect and analyse empirical data, and is 
chosen to maximize the quality of this material. In order to minimize the risk that a study 
gives an inaccurate result, it is important to understand the chosen method (Jacobsen, 
2002). The questions around the method may be such as, how the research is conducted, 
the interest of the authors and their presumptions about the chosen topic. It could also be 
in regard to the purpose of the report (Bogdan & Taylor, 1984) 

To have a frame of reference as the point of departure, it is needed that the authors collect 
some form of basic knowledge of the field of study. In this report the fields of study will 
surround trade with China narrowed down to finding a partner, logistics, tariffs and taxes, 
and the business culture in use. Among the authors there is knowledge to the field as one 
of the authors have and is currently engaged in trade with China. This person has also lived 
in China for half a year. All three persons in the group represent entrepreneurial spirit and 
the incentive for this report to give rewards in new ideas is a key driver. The belief is that 
China is still a land of opportunity, not yet explored by small firms (at least not to great 
extents). A risk with this pre-knowledge and assumptions with China is that it may give us a 
biased view of the results. Knowing this, the authors have purposely tried not to let prior 
knowledge and experience guide the interpretation of the findings. 

1.4.1 Method for data collection 
Within the field of research methodology there are two general views on data collection. 
These are quantitative and qualitative methods (Gill & Johnson, 1997). The qualitative 
method includes two way communications between individuals and open up for new 
information on a subject. Using a quantitative method, the communication is more 
controlled and therefore guided towards certain areas.   

Due to a number of limiting factors, we have chosen to go with the qualitative method, 
thus giving us more depth but less ability to generalize. Using a qualitative research with in-
depth and open-ended interviews makes it possible to deeper understand the problem in 
question and provides more information for a report which is practically oriented. It will 
also better describe how the objects for our research have tackled problems, thought about 
them and then solved them. It may provide a clearer guideline or inspiration for those 
reading the report than the generalizations of a quantitative approach would. Saunders, 
Lewis, and Thornhill, (2003) claim that some of the advantages of using a qualitative study 
are the ability to understand how people feel about their experiences.  Further, as import 
situations differ from company to company it answers will to some extent be quite 
subjective, which is the reason for bringing up a few different cases, so that companies at 
least can relate to parts of the companies researched.  

Holme and Solvang (1997) further claim that a qualitative approach gives a more 
comprehensive picture as it generates more profound information. Having a qualitative 
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research approach with open discussions where the respondent is able (and expected) to 
freely discuss and reflect upon motivation based on his/her personal experiences, makes it 
possible to, exclusively, access the respondent’s personal views of motivation. On the other 
hand, a quantitative method makes it possible to statistically draw conclusions and 
generalizations and, as Saunders et al. (2003) claim, to study relations between variables. 
This method makes it possible to make interpretations of data, which can indicate certain 
patterns and behaviours that are statistically secured. Indeed, such interpretations might be 
interesting in a study about trade, if the purpose is to draw statistical conclusions about the 
companies’ behaviour. However, the quantitative data obtained by such research would 
only scratch the surface of a phenomenon like trade and import situations, which in this 
case demands a deeper understanding. Thus, a quantitative approach would not fulfil the 
purpose of this study and a qualitative research was therefore chosen. 
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2 Pre-study 
In order to make the focus on our report accurate with the needs of firms today we have chosen to conduct a 
pre-study (appendix 1a), surveying 6 major actors and organisations helping companies with information 
and contacts when going to trade with China. An online survey was sent via mail to already contacted 
employees with good knowledge on the field.  

2.1 Findings 
In order to find our focus areas, we chose to ask the following questions (also see appendix 
1a for exact questions and letter to respondents): 

• What areas are of major importance when deciding to import from China? 

• During which stage in the process is help/information needed? 

• How companies take contact with the organisations? 

• What types of industries are most likely to seek help? 

• What size do these companies have? 

We gave the respondents a few different options to areas in which they could pick out the 
most important. Most agreed that finding a producer/partner was the most important step 
in the process. Also a lot of companies wonder about logistics, tariffs and taxes, and to 
some extent about the culture and business environment in China. Of less importance, and 
thus areas which we will not focus on are such as ethical dilemmas, risk and finance, laws 
and safety regulations. We will not either discuss the topic of setting up own manufacturing 
facilities. 

As mentioned above, the asked parties are all organisations who help companies trading 
with China. They unanimously concluded that it is before contact is taken with China that 
they seek help. It is also quite common to follow up after trade has been carried through as 
a type of feedback. Only one in six kept contact and needed help throughout the entire 
trade process. 

Contact between companies and organisations are established by different means. 
Telephone, email, seminars, word of mouth, information from media or internet and 
exhibitions all contribute to creating relations between companies and helping 
organisations. Although this information may not be so interesting for the report itself, it 
shows us what ways companies take to find information that they seek.  

Among the type of industries and businesses in need of information and help it was 
difficult to generalize since the variety was broad. Everything from ordinary consumer 
goods to high tech businesses came to the organisations for help. Perhaps more frequent 
was industrial companies that needed to import parts for their production, but it seems like 
it is in the interest of most producing businesses to have information about trading with 
China. 

 In regard to the size of the help seeking companies, our results point toward a quite even 
demand from firms in the very small (0-9 employees), small (10-49 employees) and medium 
sized companies (50-249 employees). It was clear though that larger companies (250 + 
employees) did not at all look for information in the same extent. The ranking used was 
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The European Commission (EC) standard for the Small and Medium Sized Enterprises 
sector, presented in Storey (1994).  

2.2 Conclusion of Pre-study and limitations on the thesis 
The objective of the study was to find the topics of the import process that we focus 
should be put towards in this report. By counting the answers the authors have highlighted 
the most important areas of the import process. 

• Finding a partner/ producer in China 

• Working out the logistics network 

• Tariffs and taxes 

• Culture and business environment 

This report will also be guided mainly towards very small firms (0-9 employees) and small 
firms (10-49 employees) who are to trade with China but have not yet started in the import 
process. No certain industry will be put in focus, but their business should deal with a 
product and not a service. 

In order to simplify the structure of this thesis, the theory, empirical findings and analysis 
will be based and divided into the following 4 perspectives of the import process. This 
division is based on the above conducted study, trying to find a good way to organize the 
important parts of the import process.  

• Product – In these sections the aspects of the products will be discussed. E.g.  
Quality and why China was suitable for the certain product etcetera. 

• Network - Here the discussion will be around the external parties that are involved 
in the process together with the importance for personal contacts and relations.  

• Producer and Culture – Although these will have separate sections in the frame of 
reference, they are linked and will deal with the qualities of the partner and business 
environment in China.  

• Logistics – This part deals with the transportation side of importing, together with 
the risks involved. 

 

 

 

 

 

 

 

 6



 Frame of reference 

3 Frame of reference 
As mentioned in the previous section, there will be four perspectives used in this thesis. These are the 
product, network, producer and business culture, together with the logistics. The frame of reference is going to 
find and bring out the most important theory on these perspectives. It should also be mentioned that the 
Cultural perspective will stand on its own in the frame of reference due to its broad coverage, but will later in 
this report be combined with the producer perspective.  

3.1 Product Perspective 
When deciding to import, the product is central in the decisions of where to import from 
and the qualities that can be derived from this. There are two general types of businesses 
importing. The first case is the company with a given product line, and they have been 
manufacturers of the product but chose to outsource or place production elsewhere 
(Johnson & Scholes, 2002). Moving production to another country is a way to cut costs in 
the value chain, and the reasons depend but are usually results of high competition and 
demands to maintain low prices. However, the action is taken in order to increase or 
maintain a competitive advantage. (Johnson & Scholes, 2002) 

On the contrary, another general type of importer is the resellers, which are firms that buy 
products to resell at a profit. Working as a market intermediary, these firms find products 
with opportunity, and find new customers to sell these products to. (Kotler, Armstrong, 
Saunders & Wond, 2002).  

One way of finding new products to import is to travel. By doing this one can not only 
create contacts and relationship, but also control the quality of the product. This is an 
expensive way and might not be the most suitable way for a one man entrepreneur. Before 
going abroad to find producers it is important to consider the strategies that should be 
used. This way one does not limit oneself to products that you ‘want to import’ but also 
consider other business opportunities. Say that one is looking for low-cost producers then 
countries like China, India, Mexico etcetera are emerging economies and have advantages 
of low labour costs and high willingness to except foreign investments. These countries 
may often not be as well developed in their export businesses and problems may arise at a 
more frequent level here. This is something that one should be aware of but not afraid of. 
The chances of high profits are big here especially for the beginner importer. If instead one 
is looking for brand products it might be a good idea consider other countries. For 
example Switzerland is well known for their high quality watches and Japan for their 
affordable, high-quality electronics. (Entrepreneurship Magazine, 1995).   

Except these ways of finding new products for import, Weiss (1997) mentions some 
alternatives. The first one is to use specialized publications, these are often published by 
public- and private sector export promotion organizations abroad. Weiss (1997) also 
identifies some export promotion offices, such as trade councils which can help finding 
more information or even make their own publications over suppliers of products. 
Naturally there are also more ways such as trade fairs and the internet and they all provide 
good information to the potential importer. (Weiss, 1997) 
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3.2 Network Perspective 
Dealing with suppliers, customers and other actors is of course essential parts of trading. 
These are all relationships that need to be taken care of. All of these relationships are 
important because they somehow all add to the future customer value of the end product. 
All of the actors have some kind of relationships with others and all of these relationships 
are intertwined with each other in a network. It is in the network the company is acting. 
This hopefully helps them to grow and develop by using new ideas and techniques that are 
being shared through these relationships. For example a trading company finds a solution 
to a problem or fills a gap in the market through importing a product from a foreign 
supplier which gives them a competitive advantage in the market (Ford, 2002) 

The dependencies between organisations in the networks are in Ford (2002) described as 
thinking of businesses as no business is an island (p.30) this meaning that there are 
connections between the actors in a network which are affecting the strategy of the 
involved companies. 

3.2.1 The professional approach 
When deciding to start a business or change your old business in the sense of finding 
foreign suppliers for your products, it is important to be aware of the complex- and 
difficult issues that can occur. There are many risks involved in international transactions. 
It is not possible for all people involved in the importing process to know everything about 
all of the different issues such as: financing, logistics, legal, market, relationships etc. to 
have a general understanding for all of them is though possible and also preferable. This is 
not very common instead different people have different areas of expertise. Therefore it is 
important to use a professional approach. This is done by hiring and/or getting advice 
from different actors with expert knowledge in the areas where one has less knowledge e.g. 
trade bankers, lawyers, insurers or customs agents (Jiménez, 1997). 

3.2.2 The basic network 
Earlier the complexity of running a business consisted solely on internal aspects, such as 
employees. Today, the company challenge rather consists of making use of the external 
network and handling relationships (Törnroos & Moller, 1993). Ibeh (2000) defines the 
external networks through the fact that the market is built up on companies that interact 
with each other and create relationships. These relationships are then connected and form 
networks. The companies are connected to the network and they all help building the 
business for each other. (Ibeh, 2000). The way the network is used can also be seen as a 
core competence, a network competence (Månsson et. al, 2004)  

These industrial networks creates value for the different firms and must be developed not 
only between suppliers and customers but also between others outside the buyer-seller  
relation This implies that the firms have a mutual bond understanding towards each other 
and are prepared to share knowledge as well as expecting to receive new knowledge. Firms 
only engage in networks that they think can create some kind of value for them. This 
makes the networks stable but on the same time very shifting. The network is further a 
cumulative process where the connections and relations are constantly maximised and 
used, creating a short term termination of the network to maximise profit but also a long 
term evolvement for the firms (Johanson & Mattsson). 
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3.2.3 International networks 
The view of networks being cumulative is further described in the international perspective 
where decisions may be reconsidered along the way in a dynamic way (Blankenburg, 1995). 
Johanson and Vahlne (2003) further talks about how the economic distance has an impact 
on the establishment of networks. The establishment of networks will be a lot easier within 
a country, where values and culture are shared, than it would be between different 
countries, with different economic distances and cultures. Thus the challenge for the 
international entrepreneur is to learn the other culture and to be able to respond to 
differences in traditions as well as getting over the barriers that exist in the newly entered 
business world (Johanson & Vahlne, 2003). Networks must be used to overcome these 
barriers, and this network competence is vital to firm’s success in the international work (Ibeh. 
2000). 

The international networking implies that one experience made contributes to better 
knowledge in the entry of a new experience. In this way, the international process nurtures 
and expands the possibility to further widen the network and opportunities. The more 
global network you have the better. This causes implications for smaller firms, since they 
probably need to put more emphasise on obtaining knowledge on the specific domestic 
networks (Håkansson & Johanson, 2001). One specific domestic network of interest is the 
Chinese; Guanxi.  

3.2.4 Guanxi 
China has a network that is much stronger and more powerful than in other countries 
(Buttery & Wong, 1999). 

“In China and Chinese-based economies, relationships are paramount in business, to the extent that the 
Chinese have developed the word Guanxi to describe the special relationships that are built into networks, 
and which underpin the way the Chinese prefer to do business” 

    (Buttery and Wong, 1999, p. 147) 

Guanxi is not easily determined but can closest be described with the English word for 
“network”. It has its historic origin in the lack of law and justice which has led to valuation 
of favours. The society is not based on law, but rather on ethics and the network become 
an important part of the fundamentals in the Chinese society. Gratitude can be 
remembered forever and people are all connected in a circle of people to whom they own a 
favour (Worm, 1997) 

Deals are preferred to be made verbally and with connected personal obligations between 
the two parties, with trust as the main part of Guanxi (Buttery & Wong, 1999). This causes 
difficulties for western businessmen who are used to contracts and western values in 
business. This also creates suspiciousness among the Chinese and the trust for the 
foreigner is often low. This effect is also strengthened by the historical picture of the 
introvert Chinese who have a natural sceptical attitude towards the foreign. This 
xenophobia has however turned the other way during the last years (Worm, 1997). 

It is important that the foreign businessman understands and makes sure that the Guanxi is 
handled correctly. One of the main Guanxi goals is to find the right long-lasting 
relationships with the right decision makers (Lou, 2000). A firms chances of succeeding are 
strengthen if they use Guanxi in the correct way, this done through forming strategic 
alliances with other firms with good Guanxi. Guanxi is in this way transferable, if a 

 9



 Frame of reference 

Swedish company aligns with a Chinese firm which possesses good Guanxi, this Guanxi 
will be transferred also to the Swedish company (Buttery & Wong, 1999). Western people 
may compare Guanxi with bribery and see the phenomenon as something illegal and unfair 
(Su & Littlefield, 2001) but bribery is only the result of bad Guanxi (Lou, 2000). Instead, 
Guanxi should be seen as something good and a contribution to the business world which 
thoughts and values are good and created in a need of more law and order. Even if the 
western businessmen cannot fully understand Guanxi, he should try to play it his way, with 
common sense and try to obtain as much Guanxi as possible (Su & Littlefield, 2001). 

3.3 Producer Perspective 
The literature suggests some ways on how to act to be able to find foreign producers to 
import from. Entrepreneurship Magazine (1995) mentions except from travelling and 
finding producers, one should also try to attend tradeshows and conventions both 
international and domestic ones. Here one can make connections which hopefully can lead 
to relationships. The second resource mentioned is to make contacts with embassies and 
consulates of the foreign country where establishments of trades are considered. Finally 
Entrepreneurship Magazine (1995) mentions, that one can try to find partners through the 
Department of commerce and International Trade Divisions in the specific countries.  

Some critical factors that need to be considered before choosing a supplier are mentioned 
by Seyoum (2000). These are: Quality, delivery time and supplier reliability, transportation cost, 
import duty implications, protection of intellectual property rights and ability to meet standard requirements 
(p.348). Adding to this an importer should choose a supplier who is eligible to distribute a 
product which satisfies the need of the consumer.    

When deciding upon which country to start trading with, it is also important to look at the 
existing politics in the specific country. Weiss (1997) gives the advice to start doing 
businesses with countries that have a stable political environment since it in other cases 
might lead to uncertainties e.g. changes in currency values, shipping rates etc. When the 
potential supplier is found and one is about to choose whom to make business with Weiss 
(1997) stresses three criteria’s that one should consider. These are: eagerness to work with 
you, competence and honesty. These three can contradict to one and other but it is issues 
that are important for the importing company in order to make the business work in a 
satisfactory way. To find out whether or not the supplier fits the requirements Weiss (1997, 
p.55-57) suggests 5 questions which can help in the analysis of the supplier: 

• How do they respond to communication? 

This question can help finding out if the supplier is eager to work with you. By 
looking at how much information they give and how willing they are to answer 
questions. Hopefully one can see if they are eager enough to engage partnership. 

• How do they respond to requests? 

When suggesting a modification of the product one can also get an assumption 
of how eager the supplier is to help. It also shows the competence of the 
supplier depending on the success and speed of handling the modification. 

• How is their credit? 

This is an important and useful evaluation of the potential supplier. 
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• How do they look in person? 

Often it does not matter how much contact have been taken with and read about 
a potential partner until one meet them in real life. The advantage of meeting 
your business partner in person is not the only one. If one gets to see the 
production facilities it is easier to get a good idea of how the production works 
and if it seems to be done in a qualitative and satisfactory way.  

• Do they use formal quality management systems? 

Today there are some standardized quality assurance systems e.g. ISO 9000 this 
tells us that the quality of the supplier is most certainly to meet ones 
expectations. ISO 14000 insure that the organization have standardized their 
operations so that they prevent or reduce harmful effects on the environment. 

According to Weiss (1997) if these questions are used one can get a good perception of 
what your potential supplier looks like and if there can be worth to strive for setting up a 
trade agreement. 

3.4 Business Culture  
The Chinese business culture is in many ways different than the Swedish. The country’s 
size, the people history as well as their daily life are all factors contributing to their business 
culture. This area is however too wide to have sufficient relevance to this report and its 
subject. So in order to narrow it down we focus on the factors affecting the Chinese 
business decision making.  

In order to make good decision as a Swedish businessman, understanding the culture in 
general is of great importance. Further, it is also important to understand and be able to 
analyse how the decision making process works in particular, especially since this is an area 
where the two countries are very much different. 

3.4.1  Hofstede’s research 
This study is involving the cultural differences between Sweden and China. In order to get 
good theoretical departures on the issues concerning cultural differences we have chosen to 
use Hofstede’s research. Hofstede’s work is the most exhaustive ever used in a cross 
cultural study (Worm, 1997). Hofstede’s research reduces the countless cultural differences 
to five dimensions. The fifth dimension is based on a Chinese value survey, and was added 
to reduce the western focus on the study. Hofstede’s work has been criticised for a certain 
social imbalance, mainly because the study is based on IBM respondents. The Authors of 
this report believes however that the social tier of Hofstede’s survey is similar to the one in 
their study, thus believing that Hofstede’s work is quite relevant and useful. Below follows 
the five dimensions of Hofstede’s theory.  

3.4.1.1 Individualism vs. Collectivism 
An individualistic view on society pertains that every one is expected to take care of himself 
and his family. In a collectivistic view, the perception is rather that everyone in the society 
is integrated into cohesive in-groups, which throughout their whole lives protect them in 
return for unconditional loyalty. This dimension can also be further divided through 
universalism and particularism. For the individualist, everyone should be treated as equals 
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(universalism) whereas the norm of collectivist societies is to treat members of in-groups 
better than others (particularism). This results in collectivistic cultures being more inclined 
than individualistic cultures to show friends special consideration, which also leads to, 
paradoxically, a higher importance of who you know and if this person is in the “correct” 
group. 

3.4.1.2 Power distance 
Power distance is defined as the extent to which weaker members of institutions and 
organisations expect and accept unequal distribution of power. The institutions can be 
family, school whilst organisations are places where people work. Power distance explains 
relationships of emotional dependence or obedience in a culture.  

3.4.1.3 Masculinity vs. Femininity 
Masculinity and femininity are two different views of the sexual roles we have as human 
beings in society. Masculinity looks at the roles with very distinct patterns. A man should 
be self confident, tough and focused on material success and performance. A woman 
should be soft, considerate and interested in quality of life. A feministic view pertains both 
women and men as being soft, considerate and interested in quality of life. In masculine 
societies children learn to admire the strong while in feminine children learn to sympathize 
with the weak.  

3.4.1.4 Uncertainty Avoidance 
Uncertainty avoidance refers to the extent to which members of a society feel threatened in 
uncertain and unknown situations. They have this fear due to their need for predictability 
and a need for written as well as unwritten laws. The need for laws does however not 
necessarily mean obedience to laws.  

3.4.1.5 Long term vs. Short term Time Perspective 
Easily stated, a long term perspective focuses on the future, while a short term perspective 
focuses on the present and past. The long term perspective can also be characterised by 
persistence, ordering of relationships according to the status the members have in society. 
It can also be characterised by having a sense of shame. The opposite, short term 
perspective, is characterised by personal steadiness and stability, protecting one’s face, 
respecting traditions and favouring presents, greeting and favours from other members in a 
reciprocal manner.  

3.4.1.6 Chinese business decision making 
The overview of the Chinese business decision making shows many factors affecting the 
decision outcome. These factors are both internal and external.  

3.4.1.7 Internal factors 
The internal factors consist of the decision making person and his organisation.  

The actual person of the decision maker is the first factor. The persons risk taking, maturity 
and aggressiveness are some examples of his personality. The perception and the beliefs of 
the person should also be considered as well as his charisma. One should also try to analyse 
the person’s analytical skills such as facts and data analysis.  
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The person can have a characteristic difference depending on his geographical origin. If he 
is from the south of china, Guangdong province, he is believed to be open to the outside 
world, a risk taker, flexible, short term thinking. If he is from the north of China, Beijing 
province, he could be politically sensitive, strong sense of patriotism and used to 
bureaucratic ways. A third province worth mentioning is the Shanghai province, which is 
expected to be Asia’s number 1 business centre, much due its peoples skills in making 
deals. The people in this province are also considered as calculating, pragmatic and self-
centred (Lam, 2004-09-02). 

The second factor of the decision making is the organisation. It can be divided in two ways, 
by structure and by industry.  

The ownership of the organisation has great influence of its structure. A state owned 
company and foreign owned company are very different in structure. Other examples of 
organisation are collective enterprises, joint ventures and individual companies. They are all 
influencing the power of decision making in different ways.  

The organisation can further be divided into industry. In China, there are four major 
industries.   

• Manufacturing organisations 
• Commercial organisations 
• Foreign Trade organisations 
• Financial organisations 

 

The Chinese government regulate the industries differently, thus a natural decision making 
process in one industry can be completely different from that in another.  

3.4.1.8 External factors 
Especially in China, the external factors play an important role for the business 
environment. All industries are, in one way or the other, controlled by the government and 
the Chinese business decision maker acts on the premonition of deep rooted respect and 
carefulness towards what is accepted and allowed by the society.  

3.4.1.9 Political factors 
The legislative power in China is held by the National People’s Congress of China. The 
congress elects the president and the vice president of the Party and the premier of the 
State Council (Tseng, 2004-10-12). The congress also examines and approves the national 
economic plan and the state budget. To know someone in the congress is of great value in 
china. In fact, this is often one of the main topics when starting up a business. A part from 
the congress, there is local governments. They hold a basic level of administration, while 
following the directions of central authority. There is however often a conflict between the 
local and central government. A widely used phrase is “where there is a policy from above, 
there will be a counter-tactic from below”, which refers to the problems of market 
economy interest working in a planned economy authority. 

3.4.1.10 Economic factors 
After Mao Tse Tung’s death in the late 1970’s, Deng Xiao Peng initiated "the open door 
policy”. This was the start of transformation for China from planned economy to market 
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economy. Deng Xiao Peng claimed that in order to get more wealth to the whole country, 
they should let the people in the coastal regions (Shanghai, Guangzhou etc.) get rich first. 
This thought alone marked a giant step towards market economic thinking. (Lam, 2004-09-
02). During the late 80’s the role of the government faded out step by step from direct 
involvement in the management of numerous enterprises and became more of a macro 
regulator and a social administrator. This was done by, amongst others, the contractual 
system where power of the government was put out as director responsibility. Directors of 
different SOE (State Owned Enterprises) companies have meetings every year with the 
government on how much of the year’s earnings should go to the government and how 
much that should be reinvested. (Tseng, 2004-10-12) Since the start of the open door 
policy and through time, the diversity of ownership is expanding. There are more foreign 
investments made and the SOE enterprises are getting more and more market oriented.  

The government is also offering preferential policies for the western regions in the country. 
Capital input, investment environment, development for science and education and human 
resources are all areas where these policies have a big impact on a foreign, or national, 
investor. This also shows the Chinese wish to transform itself from being an agricultural 
economy into a market economy.  

The clearest step in this wish was probably made through China’s entry into the WTO 
(World Trade Organization). The Chinese haven’t really seen the effects of this yet, but 
believe that it will bring less policy protection as well as stronger competition towards the 
local businesses. Foreign investors will enjoy reduction of tariffs or increase the scope of 
services and shares (Lam, 2004-09-02). 

3.4.1.11 Social & cultural factors 
The Chinese culture of pride is very strong. In fact, the social connection between 
businessmen is regarded as one of the most important in China. Guanxi is central in the 
Chinese business life. The term is reasonably well known outside china. While Guanxi has a 
lot of positive aspects, it could also be regarded in a slightly more negative way through 
corruption, fraudulence and bribes. Where do we draw the line between a token of good 
will and what should be regarded as a bribe? In most situation of a business meeting, 
showing up without a gift is often considered as an insult to the other party. 

The traditional culture puts some extra weight on the following points. Saving face, an 
important border, that one should be careful not to cross. Saving face means the same 
thing as keeping your pride. To make a Chinese loose his face in a public environment is 
often regarded as one of the worst things you can do. So, traditional culture has a mixture 
of both individualism and collectivism. It is important to keep your personal pride, on the 
other hand, you shouldn’t abandon the group opinion.  

The characteristics of the decision making can be expressed by the following 
contradictions: 

• Changeability vs. Inflexibility 
• Predictability vs. Unpredictability 
• Complexity vs. Simplicity 
• Radical decision making vs. The golden mean 
• Fast vs. Slow 
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3.5 Logistics Perspective 
Logistics in regard to international trade is of major importance as it allows for countries to 
export products in which they have a competitive advantage, and import products that are 
cheaper to produce abroad, resulting in a more efficient resource allocation on a global 
level. (Thuermer, 1998) 

When making decisions about international logistics, there are a few factors one has to take 
into consideration. Logistics theory deals with regulation, competition and technology. 

Regulation is a form of government control over exports and imports. Since international 
logistics activity contribute to the economy with creating many jobs and also through tax 
and tariffs it is of great importance for governments to set up regulations and incentives 
that support their domestic welfare. Governments also support their national carriers to 
secure that they can fulfil national shipping needs in the case of war emergencies. Different 
control methods that a government can use are export controls, import tariffs, and non-
tariff barriers such as quotas or cumbersome import clearance procedures. The constant 
processes of privatisation and deregulation within transportation and communications have 
led to lower prices and more shipping efficiency. (Davies, 1987) 

The quicker pace of innovation and shorter product life cycles experienced in modern 
society put pressure on companies to constantly re-examine their logistics systems. In order 
to be competitive, reduced inventory, lower overall costs and the development of the right 
logistics networks and delivery systems, may prove to be of high importance. For any 
logistics system to be holistic though, a thorough analysis of how well the relationship 
between transportation, warehousing and inventory costs suits the changing competitive 
environment. (Seyoum, 2000; Wolley, 1997) 

Constant technological improvements and the deregulations of transportation and 
communications have changed the logistics industry. Thanks to technological 
advancements there are now more logistics options available and lower prices. 
Communications and information-technologies especially have improved the value for 
customers as now these have made logistic systems integrated in the whole process. This 
makes it possible to always know the location of your shipment, precise date and time 
measurements for arrival etcetera. The logistics process has now become more transparent 
for the customer and the seller. (Fabey, 1997) 

3.5.1 The international logistics process 
Seyoum (2000) writes that in all international transactions of goods, there are certain steps 
involved in the process.  

Step 1 occurs when contact has been made between the potential customer and the seller. 
The buyer places an order to purchase the product, including important information such 
as terms of sale, payment method and other conditions that may be applied. It should be 
clear that the goods in question are not under any sort of trade restriction. The exporter 
then confirms the purchase order, which indicates the seller’s acceptance of the proposed 
order. The acceptance is seen as a binding contract. If changes are made to the proposal, a 
binding contract is only created when the potential buyer accepts the new offering. Next, a 
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pro forma invoice1 is made by the exporter, which when accepted by the overseas importer 
also may serve as a contract. It is the responsibility of the exporter to meet requirements of 
labelling, packaging and managing other necessary documents. Further, if the exporter has 
warehouses in different locations it should be sought out which would be serve the best 
transportation route, perhaps avoiding unnecessary costs or tariffs. Step 1 is finalized by 
physical preparation of the order. (Seyoum, 2000) 

In Step 2, a freight forwarder2 collects the goods that are to be sent. They deliver it to the 
chosen mode of transportation – airplane, ship, road or train. The freight forwarder books 
the necessary space on the chosen transportation method and makes sure the 
transportation will flow smoothly. It should be noted that the form of transportation 
chosen will perhaps influence decisions on packaging and documentation required. 
Confirmation with the supplier is then carried out by the forwarder, who in turn confirms 
with the consignee3. (Seyoum, 2000) 

The third step involves the loading of cargo to the carrier, and the actual transportation of 
the goods to the customer. Before the cargo is loaded, a pre-shipment inspection of the 
merchandise may be carried out. Payment for this is the buyer’s responsibility unless 
otherwise stated in the contract. Developing nations are especially keen on adopting pre-
shipment inspections to protect conserve foreign currency earnings, and to make sure 
illegal transfer pricing is not used by over-invoicing or under-invoicing of exports. Of 
course, a pre-shipment inspection also ensures that the contents of the shipment are as 
specified by the contract of sale, but they may also lead to time delays. When the 
merchandise has arrived at the port of destination, the contracted freight forwarder sends 
the commercial invoice, customs invoice, packing list, bill of lading or airway bill, and 
certificate of origin to the customs broker for clearance. (Seyoum, 2000) 

Step 4 of the process is when the customs broker submits the clearance to customs so that 
the merchandise can be released. Taxes and certain duties may in some countries have to 
be paid before the release of the goods. In most cases, the customs also have full rights to 
examine the merchandise. Punishments such as penalties and fines may be a result of 
documentation faults or unlatching contents of the shipment as to the packing list. 
However, finally the customs broker informs the freight forwarder of the release of the 
goods. (Seyoum, 2000) 

The last step in the process, 5, depending on the terms of sale, the seller is first contacted 
by the freight forwarder for approval of delivery to the consignee. If the terms of sales do 
not have such a requirement, the merchandise is taken directly by transportation arranged 
by the freight forwarder to the consignee, who signs the bill of lading or airway bill. It is 
important to note irregularities when the merchandise arrive, and then accept the delivery. 
(Seyoum, 2000) 

                                                 
1 A pro forma invoice is an invoice issued before an order is placed or before the goods are delivered giving 

all the details and costs of the goods. (Collins English Dictionary, 2003)  

2 “A freight forwarder is the party that facilitates the movement of cargo to the overseas destination on 
behalf of shippers and processes the documentation or performs activities related to those shipments. 
Freight-forwarding activity dates back to the thirteenth century when traders employed middlemen, or 
‘frachtors’, to cart and forward merchandise through Europe.” (Murr, 1979) 

3 The consignee is the person, agent, organization etcetera to which merchandise is to be handed over to or 
given care or charge of. (Collins English Dictionary, 2003) 
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 It can be seen here that the freight forwarder, together with the buyer and seller, plays a 
very important role in the logistics transaction internationally. A lot of responsibility can be 
transmitted to other instances, and it should be of high importance to know exactly who 
bears responsibility for what. 

3.5.2 Logistics functions 
There are three functions concerned with logistics that international importers should take 
into consideration when doing trade with foreign countries. 

First and foremost, one should be aware of the domestic labelling laws. Certain countries 
have certain rules and regulations. Even though a product complies with the laws in the 
country where it is manufactured, it does not automatically make it valid in the home 
country of the importer. In many cases, labelling requirements exists so that the goods are 
properly handled (e.g. animals). In general, cartons or containers should be labelled with 
the following: shipper’s mark, or purchase order number, country of origin, weight in both 
pounds and kilograms, the number of packages, handling instructions, final destination and 
port of entry, and whether the package contains hazardous material. These markings 
should be seen on three sides of the container. (Guelzo, 1986; Seyoum, 2000) 

Packaging is another important function of logistics since long time transportation requires 
protection of goods from breakage, moisture or pilferage. This means that the merchandise 
should not only be delivered, but be delivered safely. The freight forwarder makes sure the 
goods are packed evenly distributed, adequately sealed and in strong containers. (Guelzo, 
1986) 

A function managed by the logistics manager or other person responsible for logistics, is 
the Traffic Management. Responsibility to choose the proper mode of transportation is 
essential as on the chosen type depends on a few different factors. For some products, 
speed is essential such as flowers and fresh foods. In these cases airfreight may be the only 
option to successfully deliver the product on time. Other selection criteria could be cost. 
Airfreight is expensive, so for products that are less perishable by land or water options 
should be considered. (Guelzo, 1986)  

 The last function mentioned is Inventory and Storage, which indicates on the importance 
of proper management of the importing and exporting firm’s inventory. As holding 
inventory costs money, strict management should be enforced to make sure of its 
efficiency. A flow of inventory is recommended, with time limits on how long goods can 
be kept etcetera. (Guelzo, 1986) 

3.5.3 Modes of transportation and the importance of the freight 
forwarder 

 There are three modes of transportation when dealing with international logistics: by air, 
by land (road or railway) and water (ocean or inland water). The choice of transportation 
naturally becomes a function of the available options, location of importer and exporter, 
distance and cost. (Wood, Barone, Murphy & Wardlow, 1995). 

Only about 1 % of all international logistics is carried out through air transportation. 
Although advantages with this option include fast delivery, less demands on packaging, 
lower insurance cost and has the highest reliability, its most negative side – the price often 
becomes the determining factor. (Wood et al., 1995) 
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Ocean shipping is the most commonly used form of transportation used in logistics for 
international trade. It combines a lower price with the advantage of being the best 
alternative for bulk freight which includes commodities and raw materials. Almost all ocean 
freight is packed in containers, which are loaded on ships constructed with the sole 
purpose to carry as many containers as possible. There are also specialized vessels for 
carrying neo-bulk, such as cars and logs. (Wood et al., 1995) 

There are three major types of ocean carriers. Privatized fleets are owned and run by 
merchandisers and manufacturers to transport their own goods. It guarantees full control 
and always having space for shipment available. Then there are the Tramps (chartered or 
leased vessels), which are often specialized vessels carrying bulk freight (such as oil, coal, 
grain, sugar etcetera). These are typically not run on a regular basis but their services are 
hired by companies when needed. A Conference line is the third type of ocean carrier, to 
which is a voluntary association of ocean carriers operating over the same route over and 
over again. The schedule in which it leaves is to some extend determined by the amount of 
business, but still Kendall (1983) mentions it is general practise to have one regularly each 
month at least. The conference shipping line determines the price itself and usually these 
are stable and predictable, set per container places a freight forwarder or company may 
want to buy. (Wood et al., 1995) 

Land transportation carriers are not used for long distance transportation. Most commonly 
it is used between neighbouring countries or just to and from the seaports and airports. 
Trains have some advantages like the good ability to handle bulk cargo and free storage in 
transit, but still trucks is more used because of the limited reach of the railway systems. 
(Wood et al., 1995) 

In international logistics, Intermodal service4 is essential in order to get the product from 
seller to buyer. To help facilitation the movement of cargo to overseas destinations freight 
forwarders are used. Some freight forwarders deal with loads of large parcels either on 
common carriers or tramp vessels as brokers, but usually they handle individual shipments 
varying in size or containers (Ullman, 1995). Seyoum (2000) mentions some important 
functions of the forwarder: 

1. Advises the exporter on the most economical choice of transportation and the best 
way to pack and ship the cargo to minimize cost and prevent damage. 

2. The booking of air, ocean or land transportation (and intermodal movement of 
cargo) and arranges for pickup, transportation and delivery of the goods.  

3. The forwarder makes sure everything is correctly packed and that all documents 
are in place.  

4. Depending on payment method, it is the responsibility of the forwarder to make 
sure the exporter has complied with all responsibilities in the letter of credit to 
allow for payment.  

5. They can provide with tracing information on the shipment, so that the parties 
always know where it is. Since they usually have many customers, they can also 
negotiate good wholesale prices on space in different transportation vessels. 

                                                 
4 Intermodal service refers to using more than one form of transportation in the logistics process, for 

example truck to ocean carrier to truck again. (Seyoum, 2000) 
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In other words, the role of the freight forwarder is very important as it provides with 
information that can save both time and money, in addition to the basic service of making 
sure a shipment is taken from its origin to the destination.  

3.5.4 Customs and Taxes 
Since Sweden is part of the European Union, import is regarded as when goods are 
brought in to the domestic country (Sweden) from a country outside the union. Dealing 
with other countries within the union is thus not regarded as import, in this context 
Tullverket (2005). 

To import goods and sell them, you need to declare it at the customs. While doing the 
declaration, you also pay the customs and taxes associated with the imported good.  

These are the 3 different tax levels. The rate differs depending on what kind of product you 
are importing. 

• 25 %, most products 
• 12%, food etc 
• 6 %, magazines, books etc. 
 

The rate of customs is however more complex. All goods belong to a certain product 
group, and the importer is responsible for controlling and making the correct product 
classification. The correct classification is important because it helps us to pay the correct 
customs and taxes, follow the correct import regulations and helps the countries with their 
import statistics.  

The product classification number contains of 10 digits. The first four digits form the 
registration number. There are about 1200 of these numbers and each one of them has a 
description of the scope of the product. If we add 2 digits to the registration number we 
get the HS-number or the Harmonized Commodity Description and Coding System. There 
are approximately 5000 HS-numbers in use. The HS-number is a globally accepted system 
for classification of goods a so called nomenclature which means a systematic description 
of products. The European Union and the members of this union have extended the HS-
number to the Combined Nomenclature, through additional 2 numbers in the HS-number. 
There are 10 500 numbers in the combined nomenclature.  

3.5.5 Risks of Importing and Exporting 
Risk is a part of every commercial transaction. On an international level, the risk however 
has a tendency to increase with the distance and complication of other factors. 

First of all, there are the transport related risks. Involving greater distances, the cargo often 
changes hands or is keep in storage for long times. It is important that the importer knows 
the legal rights against carriers, often stated in the bill of lading. (ICC, 2003) 

Then there is always the credit or non-payment risk concerned to the exporter’s side. Since 
it is difficult for exporters to verity the creditworthiness and reputation of foreign buyers, 
this factor of uncertainty should not be neglected by the importer but instead done 
something to avoid.  There are different methods of payment available, and the choice 
should fall on one that makes sure the exporter will receive payment. (ICC, 2003) 
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The quality of good risk is of major importance for the importer. Over great distances, it 
may be difficult to confirm the quality of a certain good, and the importer may receive 
products of a lower quality than expected. (ICC, 2003) 

Importers also face the economic risk of the exchange rate. Of course the exchange rate 
can also prove to be beneficiary to the importer, but most it is still an uncertainty. 
Exporters quoting prices in foreign currency are also equally in risk for depreciation and 
loss of money. There are ways to avoid this, such as purchasing foreign exchange on 
forward or option contracts, sometimes referred to as hedge contracts. (ICC, 2003) 

 The ICC Introduction to Export-Import Practice (2003) also takes up the risk of 
unforeseen events, such as natural disasters, strikes, war and other similar things that may 
cut of economical routes. Also legal risks such as regulations in the partner’s country may 
hinder trade to certain degrees. 
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4 Method 
This part describes how and why the authors have chosen certain ways of doing things. It will give the reader 
a deeper understanding to how research has been conducted and how the material collected has been handled. 
It also deals with criticism and partly explains where the weaknesses of this report can be found. 

Data can be divided into two groups, primary and secondary, with primary being first hand 
information used to make analysis and conclusions in a report (Lekwall & Wahlbin, 2001). 
Secondary data is information collected from other sources, used in other context and not 
guided specifically to the study investigated. Lekwall and Wahlbin (2001) mentions though, 
that no studies are created with primary data only, as secondary data is needed to provide 
background and general information to the study. 

For this thesis, literature collected from the University Library was used as our foremost 
source of secondary information. Also internet sites and previously written thesis’s have 
been used to collect appropriate background data. 

Primary data was collected, as mentioned in the research approach chosen, by interviewing 
our subjects. Lekwall and Wahlbin (2001), states three different ways of collecting data by 
interviewing: the unstructured (in-depth), the semi-structured and the structured interview. 
For this report we have a clear path through our theory, so an in-depth interview could 
probably guide us away from topic. For that reason we will go by a semi-structured 
interview where the discussions are shifted to the topics of interest.  

4.1 Case study approach 
As mentioned above, we use the qualitative method. We can look upon the companies in 
our study as cases. As Yin (1994) says when the research question seeks to explain why and 
how things occur or processes are experienced, a case study approach is the most relevant. 
To further clarify this, the ability to understand the process behind certain events is more 
important than the ability to generalize in some cases, as in this study (Maxwell, 1996). 

One of the critical aspects of a case study is how the research and theory is connected with 
each other (Yin, 1994). We needed to conduct interviews with companies that imported 
goods from China, with the limitation that they had to be classified as SME’s. We looked at 
companies fitting our purpose, and were helped by a contact at ALMI, Hans-Olof Franzén, 
and also used personal contacts to find appropriate subjects for the purpose.  

4.2 The interview guide 
One of the most common ways to collect data for research is through interviews. When 
constructing interview guides, it is of utter importance that there is a balance between 
breadth and depth that suits the purpose. Breadth is the coverage’s of different areas and 
depth is how deep the questions penetrate a certain subject (Maxwell, 2002). In the 
interview guide used for this research, the authors tried to gather depth in the areas we 
identified as the most important in the import process (see Pre-study section). 

Using the theoretical framework as the base and basic guideline for making the questions, it 
opens up for comparison and easier analysis of the empirical findings. It should be 
mentioned that the interview guide was created in Swedish and the interview was 
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conducted likewise, thus the results and appendix is a translated at the best of the author’s 
ability. 

Looking at the interview guide (see appendix 2a), one can see some different sections. The 
guide starts of with a brief introduction to the company and why they have chosen to 
establish contacts with China. This was good to get a background story to their connection 
with China. Continuing, the interview guide was divided into five different perspectives: 
Product, Network, Producer, Cultural and Logistics. These were the parts identified as the 
most important in regard to the import process.  

The product perspective dealt with the product the company in question had chosen to 
buy from or manufactured in China. For some companies this was quite obvious, and not 
much time had to be put on this part. More importantly in this part was a bit more depth 
on the qualities in a product that can be chosen to be made in China.  

The network perspective was quite an essential part, and one expected to be discussed 
thoroughly. It discussed the different actors in which the companies are dependent on and 
receive help from when moving through their import process. The questions in this section 
are a mix between straight forward questions which need a thought through answer and 
open questions which could lead to further discussion.  

Looking at the producer perspective, the questions were solely focused on the qualities 
held by the producer which were seen as important by the importer. The authors chose to 
put more personal and further characteristics of their partners in the cultural perspective 
section, which thus dealt with the traits of a Chinese business man or woman. These 
questions were simple questions, strictly based on theory and did not allow the subjects for 
the interview to answer freely, although he was able to explain the thoughts behind his 
answer.  

Last were the questions of the logistics process, and as this process is quite similar between 
firms we wanted to see what unique problems they have experienced with this, rather than 
a description of how it works. Also this section deals with the customs and risks 
experienced when the goods are in transport. 

The authors believe that this interview guide suits the purpose well. This is done by 
including the theory in a manner that it can be compared to empirical findings. Thus the 
purpose, “This report intends to explore, investigate and analyse the import process, tools and resources 
available for small resource companies to manage trade with China”, will be well answered. 

4.3 Sample 
Maxwell (1996) states that selecting a sample for a qualitative method differs from that of 
the quantitative, the fact that a very small sample is used and it is chosen solely by purpose. 
The selection of companies for this thesis was done with the intention to find at least three 
SME’s of varying sizes and varying fields of business; this to see and compare experiences 
over different company sizes and areas of expertise. This would in turn provide more 
ability to generalize and additional perspectives and opinions to certain parts. 

The search of suitable companies was started by phone calls to ALMI Jönköping, where 
Mr. Franzén was reached and helped us find three of our four interviewees. The forth one, 
was a personal acquaintance of one author. The companies were: Hestra Handsken AB, M 
R Profil AB, Törestorp Tråd AB and Quickmatch Trading AB: 
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Hestra Handsken AB represented the largest of our four companies, with about 26 
employees and a long history of trade with China. 

M R Profil AB was the smallest company in our research, with only two employees. They 
started trading with China in 1997 and have since then made many visits there and 
established good relations. 

4.4 Presentation of empirical data 
There are various ways of presenting material from a qualitative study. From just 
presenting conclusions and statements of importance to presenting an overview of the 
entire interview (Lundahl & Skärvad, 1999). The path chosen by the authors is to not 
rephrase the interview but to single out the most relevant and important answers to our 
questions. Each company will get its own part in the empirical section, where the different 
aspects (product, network, producer, cultural and logistics) is discussed in accordance to 
what they answered.  

Hopefully, this will be rewarding as it makes it possible for easy comparison. Lundahl and 
Skärvad (1999) also argue though that details may be left out and a better view may be 
present if the entire interview is presented. The authors are aware of this and make an 
effort not to ignore important information and present the true opinions of the 
interviewees.   

4.5 Reliability and Validity  
To measure the trustworthiness on the methods chosen it is common to use the terms 
reliability and validity. Validity is defined as the ability of the instrument of measurement to 
actually measure what is meant to be measured and reliability is to what degree of precision 
this is measured. (Carlsson, 1992) 
 
The authors have tried to increase the reliability in the survey conducted by using methods 
described and acknowledged in research theory and also during lectures on doing research. 
The qualitative method has hopefully provided a better insight of the subject of this 
research than a quantitative would. There is a risk however, that the validity in this report 
will be suffering as we have only chosen four companies, in different fields of business, to 
be the representatives for opinions that mirror a nation of over one billion.  

4.6 Delimitations 
To start with we can take a look at the literature review. The subject chosen for this thesis 
is guided in explaining trade in a very practical manner. Therefore it was hard to find 
appropriate theories to go with it, and the presented theoretical part may be seen as to wide 
and to diffuse, but it is trying to cover the aspects of the import process we have singled 
out as the most important. As always when using secondary sources one has to be partly 
sceptic to the material provided. A lot of the literature in our paper comes from 
organisations dealing with international trade and some from university professors, but 
carefulness has to be practised when dealing with secondary data. 
 
Next the authors only choose to have four companies in the study. This was partly due to 
time limitations and also advice from the supervisor. However, one may argue that this 
results in shortcomings in our empirical findings and limit the ability to make an analysis 
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and draw conclusions that are valid. On the other hand the authors have tried to choose a 
group of companies that differ from each other and hopefully can provide with good 
information for different fields of business. 
 
Regarding the interviews, the questions and the way interviews were prepared can result in 
shortcomings in the report. First, the questions were based on theory, which could make it 
hard for the interviewees to understand them. The answers sometimes reflect the fact that 
the interviewed persons did not understand or were not aware of the concepts presented. 
The authors did not send the interview guide in advance either, mostly due to the short 
time perspectives between booking meetings and the actual meeting. This could result in 
answers that are less thought through. Further on, three of the meetings were done in 
person where gestures and faces could be studied and perhaps a more far reaching 
interview could be conducted. One of the interviews, the one with Törestorps Tråd was 
carried through on phone, which made the situation less relaxed and perhaps more stressed 
than the others. The reason for the telephone interview was the distance to the company. 
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5 Empirical Findings 
In this part the results from the interviews is presented. The material has been gone through carefully to 
single out the most important parts of each ‘perspective’. Each company is presented separately with each 
having its own review of the four perspectives.  

5.1 Hestra Handsken 
Hestra Handsken or Martin Magnusson & Co AB as the correct company name is, 
established in 1936 is a family owned company in its third generation. It has manufactured 
quality gloves for outdoor sports and leisure since 1941. The glove business, which is a very 
labour intensive business, was one of the first to outsource its production in Sweden. 
Hestra was starting business relations with Hungarian partners as early as the end of the 
1940´s. During this time, most of the products were standardized and the possibilities of 
finding specific products were slim. After a decade of doing business with Eastern Europe 
countries, the company started looking at China. Hestra Handsken was truly one of the 
Swedish pioneers in China. The first deal was made as early as 1961. And continues when 
the CEO of that time, LO Magnusson went over to Asia with a Swedish trading 
Organisation. They started in Japan, and were later to go to Hong Kong. Mr. Magnusson 
jumped off the scheduled trip and went in to China to explore for himself, although 
without preparation and clear objective. After some discussion with the local customs in 
Guangzhou, in southern China, near Hong Kong, he managed to get a visa and entered the 
country. He went to the canton fair, where he made some of his first Chinese deals with 
the Chinese glove manufacturers. The Swedish chamber of commerce arranged the first 
contacts with Chinese manufacturers. These contacts were not directly made, every contact 
were established with government owned trading corporations. These could have more 
than 50 factories under them, spread out all over China, and they controlled how the 
business was conducted.  

We met Mr. Magnusson to ask him how doing business in China was at the time, and what 
kind of changes he has seen since then up until today.  

5.1.1 Product Perspective 
A lot of things have changed since the pioneer trips in the 1960´s. Today, Hestra has their 
own factories in China, and the experience has led to deep relationships with the Chinese. 
The quality of the traded products has also developed over the years, and is considered as 
very satisfactorily by the company today. As stated above, glove production is a very 
complex process, which puts high demand on the technological advancement as well as 
productivity. Both these factors have seen development and are aligned with the quality 
improvement in general.  

5.1.2 Network Perspective 
One of the few external participants in Hestra’s import process was the Götabanken, who 
during the time had a representation office in Shanghai. Hestra started to use the bank for 
some follow up of certain shipment, and other controlling tasks in the import process. 
Truly, the bank had a different role for the importing company then than it has today. It 
here served as a partner on more than just a financial level. Except for this, the external 
partners where very few. Much of this is explained by the INCOTERMS used by Hestra. 
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They were CIP (Cost Insurance Paid) and induced that they handled not only the 
production but also the shipment all the way to the Swedish harbour.  

As stated above, Hestra was at first never in direct contact with the actual manufacturers, 
but was forced to do all orders and arrangements through a government owned Trade 
Corporation. It wasn’t before the later half of the 1970’s that Hestra started working 
directly with the manufacturers.  

When we ask Mr. Magnusson about the importance of informal contacts/networks and 
how this has affected his business, he replies with calm. Guanxi is further not a phrase that 
is known to him, and it is not something that he can really identify his own experiences 
with. Mr. Magnusson’s main rule has been to be natural and not think of himself as of 
more. This has taken him far in his relationship with the Chinese partners. He is among 
them regarded as “Old Friend”, which should be connected with a high status and respect, 
and also, correlates with our perception of Guanxi. Regarding Guanxi as an academic tool 
for the interested businessman, looking for opportunities in China, Mr. Magnusson says, 
“One must have the ethic in his soul and mind, it is not something you can read about and 
do”, showing a little discontent to the academic phenomenon.  Mr. Magnusson further 
reminds us that one shouldn’t be afraid to react when feeling mistreated. The Chinese 
respects honesty and straight forward persons.  

The importance of informal contacts is not of great importance according to Mr. 
Magnusson, but rather the mix of the team you are working with. Today, Hestra feel that 
they have mixed the best out of all worlds by having a Taiwanese partner taking care of 
productivity concerns, China with its labour benefits and Hong Kong with its extensive 
experience in trading.  

5.1.3 Producer Perspective and Business Culture 
Hestra has gone through trading with government trade corporations, manufacturers to 
now working with their own factories. The most important aspect they look in the 
production is quality. Much do to their product, which is in many ways as complex to make 
as a suite. Another factor which has a big influence is the delivery time and the Asian 
partners’ responsiveness to Swedish requirements. Least importance is put on the 
transportation cost and the customs cost which neither differ substantially between the 
different alternatives offered on the market. As we see in questions for this interview, the 
price wasn’t included in the factors. When asked about the importance of the price, Mr. 
Magnusson explains that “everything is cheap in China” imposing that even the price is a 
static factor which leaves the choice to be determined by quality instead. Today Hestra 
employs about 200 people in China and has a much larger influence on the listed factors. 
(See appendix 2a for complete list) 

Ranking concerning factors in 
Producer judgement  

(Hestra Handsken) 

1. Product quality 

2. How they respond to requests  

3. Usage of quality-systems (ISO etc.) 
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4. Delivery time/reliability of 
producer  

5. How they look in person  

6. Copyright protection 

7. Easy to communicate with  

8. Fulfils standard requirements 

9. Meeting ethical requirements  

10. How is their credit 

Table 5.1-1: Hestra Handsken Ranking 

 

Mr. Magnusson had not reflected too much over the different factors influencing the 
Chinese businessman’s mentality. The geographical background as well as the type of 
industry had made no impression on him while he could see some natural change in the 
Chinese business climate due to the change of state owned corporations to privately own. 
This should however be seen as a transformation of macro economical reasons rather than 
a result of a comparison made between the private and state sector. The most reflection is 
made from the political factors. One could believe that the Chinese communist politic 
should be emergent in the business environment, but not according to Mr. Magnusson, 
with a few exceptions. “Business, as well as sports, is not something that should be 
associated with politics” Mr. Magnusson claims, and further explains that he has always 
been open with his own political background, which is far from communistic. This has 
never caused any problems in his relationship with the Chinese, on the contrary, it seems 
that the Chinese appreciates that they know where they have him, and what values he has.  

Mr. Magnusson describes his Chinese friends as flexible, fast and uncomplicated to do 
business with. They can be unreliable in some aspects. It lies in their mentality is to always 
solve a customers demand and this can sometimes imply that some promises can be 
broken, because they could not be kept in the end.  

When presenting Hofstede’s research of different dimensions we learn that the Chinese has 
gone very much from being a collectivist to becoming more and more individualists. This is 
mainly explained by the political changes that have been made in china. Regarding the 
second dimension of power, Mr. Magnusson perceives the Chinese as hierarchical oriented, 
but he explains this as more of a natural behaviour implemented through the long history 
of emperors and later communist regimes. Mr. Magnusson further perceives the Chinese as 
rather equal between the sexes. There are just as many women in the organizations as men. 
Regarding the insecurity that is very much discovered in their importance of not “loosing 
their face”, which is considered as one of the most humiliating things a person can 
experience. Finally Mr. Magnusson believes that the Chinese values long term relationships, 
something that is shared by the Japanese as well.  

5.1.4 Logistics Perspective 
When it comes to logistics, Mr. Magnusson offers a historical overview, where he describes 
today as much better than three decades ago. Hestra Handsken had historically both 
experienced damage goods due to the climate and great delays due to the extensive 
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paperwork in the port. Now though, the company has learned from previous lessons and 
have made sure to carefully read insurance contracts to be certain all types of risk are taken 
into consideration.  

Hestra Handsken sells a product that only is used during winter time, which means their 
planning of the production and logistics has to start a long time ahead. As their goods 
usually travel by boat, the products have to be ready in august for shipment so that they are 
ready in stores by winter time.   

5.2 M R Profil AB 
M R Profil AB is a small company, started by Per-Erik Lundgren in 1994. He had 
previously been employed at one of the large companies in the profiling business, and thus 
had high knowledge of this field when he started his own business. His previous company 
had not wanted to import directly from China, but had bought everything from an agent in 
Sweden, thus not being able to make the prices as competitive as they could. Knowing this, 
he saw the opportunity to establish own connections with China, thus cutting the cost of 
having a middle man.  

Mr. Lundgren started of by contacting the Taiwanese Chamber of Commerce, which gave 
out thick catalogues with products. Here he found some interesting contacts, but it was not 
until a colleague in the business who was about to retire told him to visit the trade fair in 
Guang Xo and the gift fare in the Hong Kong Convention Centre that his relations with 
China increased. At the fair he found many interesting contacts, some of whom he made 
small trade with and still does, and one especially that he has had a long lasting relationship 
with and even visited a number of times.  

5.2.1 Product Perspective 
When Mr. Lundgren started of he started with basketball caps and bags. All companies in 
the business made their products in either Asia or in Eastern Europe, and the only option 
on surviving was to establish your own contacts there. When asked how the quality of the 
products from China are compared to that of other countries, such as Eastern Europe he 
says that “ You get what you pay for, if you want to cut the price it is possible but a detail 
in the product will probably be exchanged for a cheaper one and so forth. For example, if 
you want to make your order of bags cheaper, you can save some money on making the 
zipper in plastic instead of in steel”. So in other words, it is nothing in the production 
process that would make China a less advantaged country, although the machines are not 
always up to date. What is different now though in regard to the products, it is harder for a 
small company like M R Profil to make small orders from new contacts as the competition 
has increased and producers, if making orders for new companies will not take as small 
orders. Therefore it is important to maintain and cherish the contacts he has. 

5.2.2 Network Perspective 
When discussing the need for external competence in M R Profil’s import process, Mr. 
Lundgren says that not much help has been taken from outside sources. For example, he 
has never needed consultants or experts to guide him. Starting of, he had contact with the 
Taiwanese Trade Council which provided him with a catalogue. On this path he was 
informed of the fair in China that would later provide with the contacts in China. However, 
there are two important actors that he is dependent on while actually trading. First of all it 
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is his bank, which issues letters of credit when needed and also provide essential services 
for payment. When possible, Mr. Lundgren makes the financial transactions via the 
internet, a service provided by his bank, Föreingssparbanken. When this is not possible for 
some reason they help him with the international payments. It may be added that this part 
in the process has never been experienced as complicated or troublesome.  

The other part of the network of external companies used is the logistics side. The freight 
forwarder plays an important role as it is responsible for the transportation of the goods. 
Usually the supplier delivers FOB – Hong Kong, which means Free-On-Board, in other 
words to the harbour in Hong Kong. From here the freight forwarder is responsible for 
purchasing space on a ship, arranging for pick up and customs clearance. Mr. Lundgren 
adds that the customs office has been helpful too, providing him with statistics information 
and other helpful advise when he has been in contact with them. In regard to the freight 
forwarder, Mr. Lundgren has used the same company for many years, with a short break to 
try a cheaper company which did not provide as good service.  

In China, the network is not large and only consists mainly of his old contact which he 
does most business with. As business networks and relationships can sometimes be 
described with the word Guanxi, Mr. Lundgren was asked how it was to work in an 
environment like that. He had never heard of Guanxi though, but said that the relationship 
between him and his producer had developed throughout the years with mutual 
understanding and respect growing. For example, his producer did not require him to pay 
before the goods were delivered etcetera, which can clearly be a sign of strong trust and 
friendship. 

5.2.3 Producer Perspective and Business Culture 
When discussing the ingredients that make up a good supplier it is clear that Mr. Lundgren 
has one supplier in particular in which he does most business with. What made him pick 
this particular supplier was at first the fact that he offered what M R Profil was looking for, 
at good prices, but what now 7 years later characterize the supplier is quick response times 
and excellent service. Mr. Lundgren admits though, that he sometimes uses other suppliers 
for goods that this old friend can not provide. Choosing a supplier the product always 
comes in first place, continued by the trustworthiness of the producer and also the delivery 
times. The business he works is highly dependent on delivery dates, which is a weakness 
with China (will be discussed more below). He mentions though that today it is harder for 
small companies to establish good contacts with new suppliers if the relationship is not 
intended to be long. The orders are generally to small to make them profitable for these 
suppliers in the short run. It is also quite evident that it takes time to build good 
relationships, it does not just happen over night but rather after visits and spending time 
together.  

Here follows the answers to question 4b in our interview with Mr. Lundgren. (See 
appendix 2a for complete list). 

Ranking concerning factors in 
Producer judgement  

(M R Profil AB) 

1. Product quality 

2. Delivery time/reliability of producer 

 29



 Empirical Findings 

3. How they respond to requests 

4. Easy to communicate with 

5. Usage of quality-systems (ISO etc.) 

6. Copyright protection 

7. Meeting ethical requirements 

8. How they look in person 

9. Fulfils standard requirements  

10. How is their credit 

11. Transportation costs 

12. Customs, Taxes and Tariffs 

Table 5.2-1: M R Profil Ranking 

 

Concerning the cultural issues which can be observed Mr. Lundgren has had several 
opportunities to face these in person. Because of his travels to China, when visiting his 
partners, he has been able to view the cultural differences from a foreign perspective. M R 
Profil AB is only doing business with companies situated in the southern part of China so 
Mr. Lundgren does not feel that he has ability to compare the cultural, decision making and 
personality differences between different areas in China. The companies have also been 
privately owned and the aspect of differences with working with a government owned 
company is therefore not discussed in the interview with Mr. Lundgren. When it comes to 
decision making Mr. Lundgren mentioned that when it comes to price issues it is common 
that the decisions are taken higher up in the hierarchy but since he has not worked with the 
largest companies he does not know whether or not the way of deciding is made differently 
in that kind of organisations. The political factors that affect trading with China are 
something that Mr. Lundgren has not found very difficult to cope with. It is still more 
complicated than in Europe but even though he felt that it is relatively simple to handle. 
The fact that China has joined WTO has not given any noticeable effects to the M R Profil 
AB’s businesses. 

The Chinese businessman as a decision maker is described by Mr. Lundgren as more of a 
persistent person than flexible. He was also not very predictable because of the different 
ways of thinking e.g. their perception of time is not the same as ours. Generally he is very 
simple to deal with even though his way of making decisions can be somewhat radical 
because of his tendencies to say “yes, we will fix that” even though he is not sure that he 
will be able to. It is more important to not lose ones face than to tell the truth. Whether or 
not the Chinese decision maker is fast or not depends on. According to Mr. Lundgren, he 
often gives fast answers but is instead a bit slow when it comes to action. 

The general picture of the Chinese businessman is that he is pretty individualistic in his way 
of thinking. At the same time they are subordinated to power and hierarchies. Their way of 
viewing business is generally more of long term commitment than shirt terms and they deal 
with uncertainty in a way as mentioned above that they are likely to say that they will solve 
a problem even though they are not sure that they really can come up with a solution to the 
problem. They think that it is difficult to accept that they can not deliver. Finally when 
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dealing with masculinity vs. femininity Mr. Lundgren can not say whether or not it is an 
equal society between men and women but he has met a lot of business women and have 
not noticed any big differences from Sweden.  

5.2.4 Logistics Perspective  
The logistics for M R Profil AB has been working very smooth and the only thing that is 
risky and where some problems have occurred is the fact of delivery times which is 
something that Mr. Lundgren feels is the factor that is hardest to control. The logistics 
process for the company looks as follows. The freight forwarder gets the necessary 
information (name, address, phone number etc.) Then the delivery goes by air or sea 
depending on what you choose. After this they receive a fax when the departure of the 
goods, it tells M R Profil AB the date of supposed arrival of the goods. After this one 
receive a bill of lading and an invoice. It is the responsibility of the supplier to send this, 
without it one can not collect the cargo. In 99% of the cases this works very well. After this 
you get to the customs, this is often handled by the freight forwarder even though the 
importing company can pay by themselves. Dealing with customs is generally working well 
but it is of course important to have the right papers or else there will be problems. 

5.3 Törestorps Tråd AB 
The authors talked to Håkan Törefors, CEO of Törestorps Tråd AB to hear about their 
experiences with China and what brought them there. They first traded with China 
indirectly, via a company based in the United States. This company had contacts in China, 
and a list of products from which Törestorps Tråd bought ready made products. Five years 
ago, in 1999/2000, two managers from the American company quit and together with 
Törestorps Tråd and previous contacts in China set up their own facilities in Ning Vo, 
south of Shang Hai. At this time Törestorps Tråd came with their own product designs and 
ideas to be made in the factory, shipped directly to their warehouse in Sweden.  

The line of industry in which this company works in, it is not a choice where the products 
are to be produced. The sizes of production and the time aspects make China one of the 
only places where these types of products can be made. Törestorps Tråd never had to 
make any preparations before importing and manufacturing in China, since the competence 
was already there through their American contacts.  

5.3.1 Product Perspective 
Törestorps Tråd AB first bought products from the American company mentioned above. 
When this company’s development stagnated they started coming with their own ideas. As 
told, when the opportunity to have their own production became apparent they took it, 
having fully control over the design and development of their products. Mr. Törefors 
describes thought that there is no difference between the competence of the labour making 
their products in China and other parts of the world as the products in questions are quite 
low in technology and simple to produce. The quality is very good, at least as good as 
product made anywhere else in the world. In China they get the advantages of price, scale 
and time too. The company works mutually with the factory to constantly develop the 
production and products, thus as experience increase their products and production 
knowledge increase. 
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5.3.2 Network Perspective 
When asked if any external competences have been taken in to help out in the import 
process, the answer is a rigid no. Never has there been any involvement of consultants or 
trade councils. Instead Mr. Törefors describes their relationships and contacts as a way of 
doing business. “Through contacts you gain information and create new contacts, this 
build on constantly and that is what makes our business progress”, Mr. Törefors describes. 
Most contacts are created by coincidence and one has to wonder if they are useful or not, 
thus deciding whether to build upon the relationship or not.  

In China this network consists of the factory and some suppliers to the factory. Some 
products are outsourced from the factory to local entrepreneurs in the Ning Vo area.  Mr. 
Törefors also says that there are a lot of people there make out to be large trade companies, 
offering loads of products, but in fact have no production themselves, working more as 
gateway on the internet between customers and the factories although not really admitting 
it. He warns a little for making real business with these as they are an extra and unnecessary 
step in the cost chain. However, Törestorp Tråd has contacts with some similar 
businessmen, using them as backup and checking out the market surroundings.  

More formally the only the transport firm is the hired company that does not deal with the 
business or industry directly. They are very dependent on this company to make their 
process work fluently. 

When asked about Guanxi, Mr. Törefors has not really heard of the term and only by far 
can connect to its concept. Instead he has a basic philosophy which is general for all 
relations he makes. He says, “Every business deal is made between two people and it 
requires you to have some background information of this person, but every relation is 
based on the same basic principles”. In other words he makes no difference between the 
relations he has with Chinese business men and women with those from other parts of the 
world, and he has contacts with businessmen in many countries. 

Some important things that Mr. Törefors believe has helped them get good relations in 
China is that they have always acted extremely politely and cautiously, everything to ensure 
that their counterparts are satisfied as well. In situations where reclamations or prices have 
been an issue, Törestorp Tråd has never pushed the Chinese partner into any awkward 
situation. Never have they bargained either because it is healthier and better if both parties 
are satisfied and happy. 

5.3.3 Producer Perspective and Business Culture 
As mentioned Törestorp Tråd never went out on a hunt to find a producer in China, but 
instead much by coincidence and ceasing of opportunity ended up here. Therefore it is 
hard to single out criteria with this. However, the factory they own out sources some 
production to other factories around the area. Among these the quality is of course 
essential together with the price and delivery time they offer. The ranking list of factors 
that are important in a producer was never answered by Mr. Törefors as the interview was 
conducted by telephone and not face to face, which meant the puzzling of putting the 
factors in order could not be done.  

When asked about the political aspects of doing business in China, Mr. Törefors explains 
that politics are never discussed, and if brought up just joked with. In Ning Vo, which is a 
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bustling town also called “the Gnosjö” of China, solutions to get away from the 
bureaucracy constantly evolves between companies and neighbours.  

When it comes to culture Mr. Törefors has experienced the Chinese as easy to do business 
with. Answering to the statements we put in our interview guide, he describes the Chinese 
business man as flexible, predictable, simple, showing braveness in decision making and 
fast. Continuing he chooses to describe Chinese business men as individualistic with their 
businesses in the sense that they look to provide themselves with advantages and wealth 
and competition is high. On the other hand, as there are often many employees involved 
and everyone plays an important role in making the business work, it could be seen as a 
collectivistic society. Mr. Törefors also describes the hierarchies to be like Sweden was 20 
years ago, with high respect for superior mangers and few decisions being taken on ‘lower 
levels’ in the firm. In this regard they can also be seen as a masculine society, where power 
and control is seen as status, together with materialistic things rather than soft values ruling. 
He also believes that the Chinese businessmen rather tend to focus on the short run figures 
than long run development. 

5.3.4 Logistics Perspective 
Logistics is essential for Törestorp Tråd AB to function properly. Every week they have 
one load going by air to Sweden and once every month they have a shipment by boat. 
What Mr. Törefors says though is that they have not singled out problems with logistics 
that could be blamed on China. In other words, the mishaps that they have faced could just 
as well have happened in any other nation. For example, recently they had a delayed 
shipment which was due to the factory moving to new facilities, which meant they could 
not work at full capacity. Always they have also been informed prior to these kind of 
events, so there are very few surprises. There are no other risks that they feel exposed to 
either as the have such good information and control throughout the entire process. 

5.4 Quickmatch Trading AB 
Quickmatch Trading AB is a newly started small trading company which only business so 
far is to import Scooters home to Sweden and sell them through internet to the Swedish 
consumer market. The idea of the company started when Erik Ydrén heard about how 
cheap scooters were and the premonition of a potential boost in the Swedish market for 
scooters. Mr. Ydrén determined that the current market could be explored in a much better 
way. The homepages were all out of date and it seemed as no one was selling and marketed 
the scooters serious but more like a side business to their main activity. Fortunately Mr. 
Ydrén’s partner was at the time studying in Hong Kong, and so all the conditions were 
there. The two started Quickmatch Trading AB, with the idea to start importing scooters, 
and to get more familiar with the importing business and china market.  

Mr. Ydrén started to do research about the scooters, how many complaints that occurred, 
how service and repairs were made. Mr. Ydrén’s partner checked up the Chinese 
regulations and tried to get advice from people in Hong Kong that had experience.  

We met Mr. Ydrén to ask him how hard it is to take the step, doing something that many 
talk about but fem follow through doing.  
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5.4.1 Product Perspective 
Quickmatch are only a trader, they don’t produce any good by themselves. Further, they 
didn’t have any activity before they entered the Chinese market. Because of these things, 
they perceive themselves as purely initiating on the idea instead of the product. And they 
are in a long term view not bound to one product. It is more the opportunity that controls 
the decisions. If any product is made available and they can bring it home to Sweden and 
make profit, they go for it.  

5.4.2 Network Perspective 
Mr. Ydrén believes that there may be a need for external competence in the company but 
reminds us that Quickmatch Trading is a small company with limited funds. Therefore, 
they don’t use consultants, and they had any experience of consultants, probably because 
the consultants also know that Quickmatch Trading isn’t big enough to be a prospect for 
them. This implies that Quickmatch have to find there own solutions on their problems. 
With this said, they still have to make the most out there partners, such as there 
transportation company and bank.  

The internet has been a big resource for Quickmatch, it contributed to give a fast picture of 
different price levels as well as a helpful tool in the selection process of suppliers. The 
market research in Sweden was however the final reason for the chosen manufacturer. The 
Swedish Road Administration had given registration certificates too a lot of scooters from 
the chosen importer, which made this an easier choice.  

During the importing process, Quickmatch has also been in contact with various network 
organisations such as Swedish state owned Swedish Trade Council and Swedish Chamber 
of Commerce in China, Hong Kong and Sweden. Generally, the Swedish Trade Council 
should only work with exporting Swedish companies, but they are normally willing to help 
both exporting and importing companies. But Quickmatch Trading has also had the good 
fortune to use informal contacts over in China. Mr. Ydrén partner met a lot of different 
expatriates, who had various management jobs in china. They provided a helpful assistance 
to Mr. Ydrén and his partner when deciding on different things. Mr. Ydrén believes that 
the network is always an asset, but not necessarily more important in china than in other 
places.  

The different actors in Quickmatch importing process are first of all the manufacturer. 
Quickmatch normally have a lot of discussions and negotiations with them before bringing 
home an order. The negotiation can be divided into various parts, where in the first part, 
they discuss what has happened in the recent order, and what can be approved. When any 
possible problems have been cleared, the next order is negotiated. The negotiation have 
taken a lot of time, and Mr. Ydrén says that most times, negotiating for one more penny 
can be uneconomically, since this delays the order, and costs valuable time for Quickmatch. 
It can also affect the relationship, since this hunt for lower prices can put the Chinese in a 
defensive position, creating a situation that is bad for both parts. Other parts in the process 
are of course the bank. The bank plays a central role in the import process for Quickmatch 
since they arrange the L/C, Letter of Credit. The L/C works as a kind of guarantee for the 
shipment. Before each shipment, the goods are inspected by an associate of Quickmatch 
and signed. Without this sign, the factory won’t get paid. So it keeps both the buyer and the 
seller tied to their agreement. The third important partner in the import process is the 
transportation company. They have helped Quickmatch a lot with planning the shipment 
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but they also take care of customs in both China and Sweden. So a lot of things are taking 
care of by the bank and the transport company.  

When asked if Quickmatch network is a competitive advantage compared to Quickmatch 
competitors, Mr. Ydrén answers that they have had the biggest advantage in his partner 
studying in Hong Kong. He could then stay there for a whole 4 months, something that 
would be very costly for other competitors. The network at hand for Quickmatch should 
however not be seen as competitive in so many ways. The kind of networks that can give a 
Swedish company competitive advantages are connections into the local government or 
other big influencing persons. Quickmatch has neither of these connections. So talking 
about networks, Mr. Ydrén believes that it is more important who you know in China, but 
the network itself is not more important here than in Europe. Guanxi is further something 
that Mr. Ydrén’s partner knew about but the actual use of it has been modest. The partner 
had used it sometimes in the initiating mail correspondences, but not any more after this. 
Mr. Ydrén has understood that Guanxi is the same result as getting another persons respect 
and confidence. And this is not generally, Mr. Ydrén believes, achieved differently in China 
than it is in Sweden. The actual knowledge of Guanxi could also be more important when 
you’re a seller in the Chinese market. The concept of “when in Rome, do as the Romans” 
then becomes more dominant. The importance of Guanxi could of course be there if you 
are able to use it in the correct way, and at the right time. But in most cases its all about 
commons sense and treating your next as you self wanted to be treated. It is not something 
that you can read about in a book and execute. The possibility of a negative effect can be 
predominating if you are trying to play a role, since most Chinese can see through this. 

5.4.3 Producer Perspective and Business Culture 
The primary search tool for Quickmatch Trading is the internet. This is here they do their 
first selective researches. It is hard to find a producer who doesn’t have a webpage. Most 
manufacturers in China have in some way. When deciding on search method in the scooter 
business, the first checkpoint is the EEC conglomerate. All scooters have to have this, 
since the scooters cannot be certified without this. The next steps are consisting in any 
possible reputation that the brand has in Sweden. It is in a way a process where 
Quickmatch is trying to find the demand before going after the supply. The factor of price 
is very important to Quickmatch, especially in the goods that has high competition on the 
Swedish market. But another way of looking at it is that everything is cheap in China, and 
therefore, the price is not predominating. Factors like quality, security of delivery and so on 
are factors of higher importance relatively. Below follows the ranking of the factors Mr. 
Ydén saw as the most important in regard to a producer (see appendix 2a for complete list 
of factors): 

Ranking concerning factors in 
Producer judgement  

(Quickmatch Trading AB) 

1. Fulfils standard requirements  

2. Product quality  

3. Transportation costs 

4. Usage of quality-systems (ISO etc.) 
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5. Delivery time/reliability of producer  

6. Customs, Taxes and Tariffs  

Table 5.4-1: Quickmatch Trading Ranking 

 

The culture of the Chinese is first of all very different than ours. One thing that is shared 
with entrepreneurial Swedish businessmen is the will of making business. At least in the 
southern part of China. Mr. Ydrén’s partner has experience of the differences between 
Chinese with different geographical background. The rumour says that the businessmen 
looking for fast deals are more easily found in this region, while in the northern parts 
around Peking people have a closer connection with the Chinese government. It further 
seems like the Chinese are drawn not to talk about their political background or opinions. 
Mr. Ydrén thinks that this is mainly due to the strict political climate, which hasn’t exactly 
let freedom of speech be free, but he also thinks that the Chinese deliberately are reducing 
the topic, to avoid discussion with their business customers from west, who usually could 
be considered as capitalists. 

When we ask Mr. Ydrén of his opinion on the Chinese mentality, he describes his 
experience with the Chinese as being inflexible. This could however have a lot to do with 
their smallness. Being a small buyer means that you are seldom prioritized by the seller, 
compared to his other, bigger customers. Because of this, Mr. Ydrén has experienced 
inflexibility when trying to change some things in the order, but still believes that this will 
change as they grove more important towards the manufacturer. Generally, Chinese are 
more flexible than western businessmen. On further discussion we find that Mr. Ydrén’s 
opinion on the Chinese is that they are quite simple and fast to do business with. They are 
also rather predictable since Quickmatch has only made business with the sales department 
and not directly with the CEO of the company, they have only experienced pretty stabile 
and predictable decisions. Finally he describes their business thinking as rather short term, 
but explains this with the fact that Quickmatch themselves are working very short term.  

Since both Mr. Ydrén and his partner are students, he is familiar with Hofstede’s research. 
Mr. Ydrén has seen Chinese in both an individualistic and collectivistic way. He believes 
that everyone has both of it in them, with a certain inclination towards the collectivistic, in 
the experiences that he has made. Further, the hierarchical seems to be very present when 
they are in the factory with a clear distinction between the worker, sales officer and CEO. 
The salespeople are further the only places where you find women, something that Mr. 
Ydrén believes is a result of the fact that many of the customers are men rather than for 
gender quotation reasons. In this sense, Mr. Ydrén would say that the Chinese are closer to 
masculinity than femininity, according to Hofstede’s definition. 

5.4.4 Logistics Perspective 
Quickmatch is using a Swedish – American freight forwarder. When selecting partner, they 
had both large and smaller companies to choose from. Quickmatch chose the smaller 
company in the tier, much due to the belief that a smaller company will be easier to access 
and talk to. The freight forwarder was here very much used as a consulting body when 
going thru the different logistic complications that were identified. This were quite many 
since Quickmatch had no former experience with shipping goods from china to Sweden, 
but it turned out that most question marks was fast answered by the freight forwarder. Mr. 
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Ydrén perceives the whole logistic process as rather painless and uncomplicated. He also 
believes that this is due to the extent of questions asked and honesty. “It is easy to avoid 
questions, trying to give a professional impression, but we have learned that it is better to 
ask about something twice and get an understanding than to take a chance and hope that 
we have understood the processes”. Quickmatch is buying their products FOB China, and 
their freight forwarder handles the shipment from manufacturer’s factory in up river China 
to Hong Kong where the shipment is re-routed to a big carrier which sails from Hong 
Kong to Hamburg. In Hamburg, the shipment is then transferred on to a smaller carrier, 
taking the shipment to its final sea destination, Gothenburg. The freight forwarder receives 
the shipment in Gothenburg, clears it through customs and transports it by road to 
Quickmatch warehouse in Jönköping.  

 37



 Analysis 

6 Analysis 
The analysis is where the empirical findings are linked with theory to match and compare, validate 
information or disregard it. Here the results from the interviews will be matched and analysed against each 
other under the four perspectives.  

6.1 Product Perspective 
When choosing to import from China a company can either have an idea of a product that 
they find and import, or already have a product, which they want made in China because of 
the advantages carried with it. In this study, two companies present the side where there 
was an existing product before going to China. Hestra Handsken made gloves in Sweden, 
and later found producers for gloves in China and Törestorps Tråd bought and dealt with 
industrial appliances long before they ceased their China opportunity. This meant the 
reason for going to China was solely cost saving and their business could improve from 
this change. In the case of M R Profil and Quickmatch Trading, they both had an idea 
which led them to find producers in China. Thus, they built their business on the trade 
with China. This shows us it is not required to be a manufacturer of products in the home 
country in order to make successful affairs with China. Opportunity can arise from an idea. 

To be able to find products to import there are several ways to go ahead. In the case of 
Hestra Handsken, they already had a product (gloves) which they wanted to keep 
producing and the Chinese producers were found when Mr. Magnusson went to the 
Canton fair, a marketplace which today has led to high productivity and high quality from 
Hestra’s products. As in the M R Profil AB’s case Mr. Lundgren used almost the same 
approach. After getting the idea when working as an employee in a similar firm without 
importing he decided to contact the Taiwanese Chamber of commerce, they hand out big 
brochures containing of a great deal of products. From here he later on went to visit the 
trade fair in Guang Xo and the gift fair in Hong Kong. Törestorp Tråd had a somewhat 
different way to handle things since they came from buying their products from a company 
in USA, this company got the products from China. Through the contacts with the 
American company they started to trade directly with China. This made it pretty easy for 
Törestorp Tråd and not much effort was needed to start the manufacturing of the product 
in China instead. Quickmatch is our fourth example, they fund their current product 
through some personal experiences by Mr. Ydrén. He saw that there were a lot of 
improvements that could be made in the scooter market today. This made him do some 
internet research. Because of Mr. Ydrén having his partner in China at the time they could 
also get contacts there. Quickmatch also differs from the other companies as they are not 
focusing on just one product, instead they are looking for business opportunities in many 
different areas. They are as they say not bound by a single product. 

Generally the companies in our research have been somewhat insecure about the quality of 
the products from China but seem to have been reacting positively to the solution they 
have brought to them. Mainly one can say that the strategies used by the SME’s in our 
research has not been to import products with a brand, instead it has been to be able to get 
high quantity at a good price. The quality is an important factor as well but it is not known 
from the beginning of the process.  

As mentioned in the theory part the amount of capital one can put in is important. In some 
cases as in the one of M R Profil AB it can be hard to be able to import smaller quantities 
and because of that you should be able to invest a larger amount of money to be able to 
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bring home as much products as needed. As Törestorp they already know what product 
they had, instead they had to make the Chinese producers able to create their product. 
They did not have a big difference in financial risk since they just moved their production. 
Hestra Handsken had a business that had some financial stability and the decision was 
more of strategic importance, this does not say that it was not any risk involved. But the 
fact that they had what we believe a solid financial ground to stand on the discussion of 
how large quantity to import was not the issue instead they have to keep the quantity from 
before to be able to supply as much as when the production was not situated in China. 
Quickmatch differs some from the other companies, Mr. Ydrén and his partner had no 
experience what so ever from trading. The capital investment is fairly high when dealing 
with the scooter product and this causes a greater financial risk. The quantity that is to be 
imported must be accurate so that if the demand is to low you will have unsold product 
and the flipside, if you import to small quantity you miss out on revenues.   

6.2 Network Perspective 
The use of external partners is consistently low for all the respondents in the study, or at 
least the use of professional consultants and agents. It seems as if the processes in the 
import is not using help in this way, but is more relevant when you are exporting, wanting 
to understand the Chinese market. 

Mr. Törefors is not using any consultants, instead, he is putting a lot of focus on his 
network, and through this; making the company expand and develop. “One established 
contact often creates new contacts and new information which in a long term perspective 
affects the fundamentals as well as the expansion for our business”. He further explains 
that these contacts also have created the coincidences that have led the company to China. 
It seems like all the respondents are having few external partners but with these few, 
making the most of their cooperation.  Törestorps is using small Chinese entrepreneurs, 
often representing themselves as traders, to scan the market for new opportunities. While 
we can see that the usage of consultants is low, two other external partners are dominant 
among all the respondents, the bank and the freight forwarder. Where the bank can 
provide useful knowledge and security in transactions and the transport company is more 
of a natural part in the logistics. The bank is often involved with the letter of credit but can 
also be used for more things. One example is when Mr. Magnusson let his bank, 
Götabanken, do follow up on invoices and contracts. This was however in the 80’s and the 
situation but also the role of the bank has most likely changed today. History also shows 
change on the logistics side. In the beginning, all orders were made CIP, which made the 
manufacturer take care of the freight, leaving not much for the Swedish importer to handle. 
We also see tendencies towards less bank involvement as in Mr. Lundgren’s case, where 
building trust between him and his supplier has led to Mr. Lundgren receiving a credit. He 
doesn’t have to pay for the goods before they reach Swedish harbour. This is a strong 
example of where the relationship building, call it Guanxi, has affected business in a very 
concrete manner. The freight forwarder is instead a helpful partner when it comes to 
customs in both china and Sweden. It seems as if the service is high valued. Mr. Lundgren 
tried to change freight forwarder for a cheaper one, but ended up switching back, when he 
realized all the service which was lost in the switch. He is for instance receiving statistics 
and other helpful advice from the freight forwarder. 

 We see that the use of consultants and external professional help is not as used as one 
might think. The respondents are however not discouraged to find help through the 
trading councils and chambers of commerce. It was through one of these networking 
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organizations that Mr. Magnusson went to China the first time in 1965. It was also the start 
for Mr. Lundgren’s business, as the Taiwanese Trade Council helped him finding the first 
contacts and introducing him to the fair in China. Quickmatch is the only company in the 
survey group who initiated contact by using the internet, they were also using the network 
organizations and went to fairs. The importance of formal contacts and consultants seems 
to be of rather low importance, the importance of contacts is however larger. All 
companies value this as one of the main factors for the success of their businesses. Mr. 
Törefors does not divide them into formal and informal contacts, but rather good or bad, 
he also, as stated above, regards these contacts as one of the fundamentals of his business. 
Quickmatch is the company with the least experience, and also the smallest Chinese 
network, but they still consider their contact person in Hong Kong as a competitive 
advantage, not shared by many of the competitors in Sweden. Could all this mean that the 
import process is pretty easy to grasp, or that it is at least possible to pull most of it off by 
yourself, if you only have contact with a bank and freight forwarder? 

The attitude of all respondents seems to be that using the network is important, but they 
identify the network differently and very much so between theory and empery. This is most 
obvious in the Hestra case. The CEO, Mr. Magnusson, did not recognize the word guanxi. 
And this is a person who has done business with China since the 1960’s. The academic 
viewpoint is further of small importance for Mr. Magnusson. He reminds us that you 
cannot learn how to act properly; it is something that must come natural and honest from 
your own person. Mr. Magnusson did stress the importance of being natural and avoid 
portraying himself as someone special. By acting in this way he has gained the Chinese trust 
and is considered as an “Old Friend”. The fact is that Guanxi, when looked at in this way, 
becomes a word for trust and personal respect as well as relation. Mr. Magnusson also 
thinks that the informal network is not as important as the mix of different competences in 
his network.  

How important is the knowledge of Chinese culture? Is it something that one should 
prepare for before going in to a new venture or is “learning by doing” the best alternative? 
Few of the respondents have taken greater notice in Guanxi. The term seems allocated as 
an academic word, not relevant to the real business life, this at least, if we judge from them 
respondents reactions when we talk about it. One of the main scepticism that we have 
noticed is that it seems to be wrong to talk about behaviour as something that could be 
learned in school. Mr. Törefors concludes it shortly with “Every business deal is made by 
two persons. This fact is the same wherever you are in the world, and it is hard to put too 
much theoretical analysis on it”. Törestorp’s strategy is to let the supplier make money and 
take pleasure in the business. Neither Hestra nor Törestorp have ever bargained about the 
price, but instead believes that through earning trust and creating a good relationship, they 
gain more than trying to save a few dollars on a lower price.  

Quickmatch is of the perception that Guanxi and importance of Chinese culture is not as 
important when you are doing business as a buyer. In a way, your culture is then the more 
important one, since you are the customer. One interesting point that we can see from this 
is questioning and mapping the differences between a Swedish importers compared with a 
Swedish exporter in china. Guanxi can, according to our results, be placed on level with 
common sense and treating you next as you would like to be treated yourself. 
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6.3 Producer Perspective and Business Culture 
The main focus that is affecting all companies search for producers in our report is the 
quality of the supplier, of course the price is important but as have been quoted by both 
Mr. Ydrén at Quickmatch and Mr. Magnusson at Hestra Handsken “everything is cheap in 
China”. This tells us that price is not a competitive advantage for the suppliers it is a 
requirement. If the price was not an issue then it would maybe be no use for moving the 
production to China. Another factor that seems to be important is the delivery time. If it is 
good or not differs but the Chinese businessmen seem to have another perception of time 
than we do. Mr. Lundgren at M R Profil AB mentions that this is something that has been 
the most risky factor because it is something that is very hard to control. This factor of 
delivery times is concerning the time for finishing the product in the factory, the case of 
problems in the shipping and transportation process is dealt with in the part of the logistics 
perspective. After these three factors there are some things that differ between the actors in 
our report. One example of this is the importance for Quickmatch Trading that the scooter 
producers have got an EEC conglomerate for the actual model of the scooters. This is a 
requirement that must be fulfilled for the scooters to be allowed to be driven on Swedish 
roads. Mr. Lundgren describes in a good way what we think can be a general statement 
when finding and selecting the producer, the product always comes in first place. This is 
good because most often it is the product that has to be good in order to get new 
customers and retain old ones. This creates revenues and in the end this is of course what 
most businesses strive for.    

To find the producer we can see that there is more than one way to do this. The Internet is 
something that is used more and more even in the importing business as well as in any 
other business today. Mr. Ydrén used this to distinguish the most interesting producers so 
that his colleague had fewer to choose from when visiting them in China. One factor that 
also played a big role in Quickmatch Trading’s case as they wanted the factory to situated 
near Hong Kong since this was were Mr. Ydrén’s colleague studied. They ceased the 
opportunity when they saw it and that is quite the same way as Törestorp Tråd did, as they 
neither did search for a specific producer. Hestra Handsken and M R Profil AB instead had 
to find this type of producers to be able to keep their product in the markets where they 
are currently competing. 

When looking more at the psychological factors involved in the Chinese businessman’s 
person, we find the highest results on the political factors. All the respondents have 
experienced low involvement of politics in their business. But they explain it in different 
ways. Mr. Törefors believes that the Chinese simply are not interested in it while Mr. Ydrén 
from Quickmatch explains their attitude as a way of not causing turbulence for the visiting 
western capitalists. The political background of not expressing your opinion freely can also 
have an effect on the Chinese according to Mr. Ydrén. Mr Magnusson has on the other 
hand always been very open with his political orientation, something that has been 
appreciated by the Chinese, seemingly enjoying that they know where they have him. Mr. 
Magnusson is also the only respondent who has had an opinion on the ownership structure 
of Chinese companies, much do to his long experience in China. He talks about a shift 
from state owned to private owned aligned with the political reforms made by Deng Xiao 
Peng which started in the end of the 1970’s. We further discuss the Chinese personality and 
find that here the respondent are divided. If we look at the differences at these four 
companies, we find that the two bigger companies experience the Chinese as flexible.  Mr. 
Magnusson and Mr. Törefors regards the Chinese as very flexible, while Mr. Lundgren and 
Mr. Ydrén perceives them as inflexible. The two bigger companies are often in contact with 
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the CEO, while the two smaller companies are in contact with sales staff, who often are 
heavily controlled by their CEO, thus very inflexible to make own decisions. We more or 
less get the same results when looking at the Chinese as radical decision makers. The 
respondents are also divided on the topic of predictability. All perceives the Chinese 
businessman as predictable except Mr. Lundgren who feels that the Chinese perception of 
time is different than ours, thus makes him unpredictable. All the respondents feel that the 
Chinese businessman is fast and easy to do business with.  

When we ask the respondents about Hofstede’s dimension, it is clear that many of the 
respondents don’t really understand what we are asking about, or show certain scepticism 
towards the relevance of our questions. This makes some of the answers hard to analyse, 
one example of this is the individualistic or collectivistic orientation of the Chinese. Most 
of the respondents think that the Chinese are both. Mr. Lundgren leans towards 
individualism while Mr. Ydrén perceives them as a bit more collectivistic. Mr. Magnusson 
feels that they have gone from being collectivistic towards individualism, during the years 
of economical reforms. All respondents agree that the Chinese are very hierarchical 
oriented and that this is very clearly shown in the factories, with clear distinctions between 
the different titles. Mr Magnusson and Mr. Lundgren perceive the Chinese as feminine, 
while the others perceive them as masculine. We may be drawn to believe that this 
difference in opinion is due to the different industries the companies are belonging too. 
Maybe the industrial appliance and the motorcycle business have more masculinity than the 
glove industries? Another common experience from our respondents seems to be that 
promises often are made regardless whether they are likely to be kept. This is explained by 
Mr. Magnusson by the phenomenon “not loosing face” referring to that the Chinese 
businessman would rather say yes than no. The last part of Hofstede that illustrates long 
term and short term views separates the respondent’s ones more. Mr Magnusson and Mr. 
Lundgren perceive the Chinese as long term, while the others think the opposite.  

We can not find any relationship with the respondent’s answers and their size, industry or 
culture. It seems as if all Hofstede’s cross cultural dimension are hard to compare, most 
due to the fact that the respondents find both dimension in their experiences wit the 
Chinese businessman.  

6.4 Logistics Perspective 
Although no major focus has been put on the logistics process in this report, it can be seen 
that functioning logistics is essential for bringing back goods in a reasonable amount of 
time. The logistics process also involves what happens to products when they do arrive in 
the home company, but this will not be looked at here.  

Perhaps it is so that the companies in our selection are too small for investing in advanced 
logistics systems connected with the supply chain, which could be automated orders of 
goods when warehouses are emptying out etcetera. However, Törestorp Tråd AB has 
airfreight coming in each week, and a monthly shipment of goods as well. For this to be 
efficient it is important that their orders maintain constant so that not too much will end 
up in the warehouse. Hestra Handsken is similar, yet not completely the same. Their 
products are very dependent on the time of the year which regulates how much they order 
at certain times.  

M R Profil orders when he gets an order for products from a company, which means he 
needs quick logistics to make his work easy and attractive for the customer. Quickmatch 

 42



 Analysis 

Trading on the other hand places their orders when their stock is running low and they also 
work with pre-orders, to minimize the risk of having big financial investments without risk 
coverage. All companies in question have taken a decision in regard to the opportunity cost 
approach though, meaning they have come to the conclusion that the trade off from 
buying from China is greater to that of Sweden or other places.  

The external factors effecting logistics decisions seem to be of minor importance, or at 
least not a subject of worry for the companies asked. In the case of Hestra Handsken and 
Törestorps Tråd, they design their own products and also have a picture of the demand of 
these products so that they order the right amounts, thus not having to worry about the 
constant innovation of new products. In the case of Quickmatch Trading, their stock 
circulation is during short time periods, which makes it easy for them to keep up with the 
latest models etcetera. M R Profil orders when he gets an order from a company and never 
keeps a stock of goods, effectively ensuring he always have the latest products available to 
the company. In regard to the transportation improvements, there have become more 
options for the companies to choose from. M R Profil left his freight forwarder to try a 
new cheaper one in 2004, but went back to his other in 2005 due to the better service 
offered.  

As the steps in the logistics process are identical between all interviewed firms, meaning 
they all follow the five steps involved in this process. Differences may be found in the first 
step, which is the contact with the supplier and order of products. As all of the companies 
have different relations with their suppliers, Hestra Handsken and Törestorps Tråd are 
owners or part owners of the factories they order from and Quickmatch and M R Profil are 
just regular customers. After the deal is sealed, it is usually so that the freight forwarder 
arranges for a container to the factory for the factory to pack and send to the harbour (or 
airport as in the case of Törestorps Tråd), also known as FOB (free on board). From this 
point the freight forwarder is responsible for delivering the goods to the importers in 
Sweden.  

Very few problems have been experienced with the logistics process as a lot is automated 
and handled by the contracted freight forwarder. Hestra Handsken had experienced ruined 
shipments due to the rough weather conditions on the route between China and Sweden. 
The insurance part was tricky and did not cover this sort of damage so there was 
economical loss due to this. However, since then the company has been more careful 
choosing their insurance to make sure damage due to weather is covered. Further more, 
Hestra Handsken had experienced delays in the logistics due to paperwork in the harbour 
being badly handled. This is not common though, and was experience from many years 
ago. As we can see among those companies that have dealt with China for much shorter, 
the logistics is usually not a factor of fear or cause of delay.  

When the goods arrive in Sweden it is cleared in the customs. Mr. Lundgren mentioned 
though that it was easy to deal with the Swedish customs and they are helpful when a 
company has questions and needs information. The tax and tariffs depend on the products 
imported and is easily available from Tullverket.  

Regarding regulations, customs and tariffs there seem to be little knowledge in the 
companies interviewed. They have never experienced these things as problems and have 
not though much about them either, which clearly indicates that it rarely effects the 
business in ways that can be seen as harmful.  
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7 Conclusion 
Looking at our purpose the authors intended to explore the experiences by small and 
medium sized companies importing from China. Using four companies as our sample, we 
found some interesting points to answer our problem. 

Starting with the product, there was two situations. In the first two companies had a 
product that was either manufactured in Sweden or bought from elsewhere, and then 
moved to trade with China. The other situation was companies who ceased the 
opportunities of buy products from China, the authors call these the gold diggers. 
However, in the first situation the import decision were reflected on the need to rationalise 
and make savings, a pure question of long term survival. In the other situation the 
opportunities in China was matched with an idea of filling a hole in the Swedish market 
where competition is high and there is a demand for products to a lower price. As a final 
remark to this, and the lesson learned from it is that any company, no matter what situation 
they are in (if they have a product or just an idea) will be able to shift their attention to 
China, thus making savings on cost and productivity. 

Generally the authors have seen some different ways of finding the right product and 
producer in China. Two of the firms have used trade fairs as their main source for finding 
producers and have successfully made contacts and built relations upon this. Meeting the 
representatives has its advantages but has not proven to be necessary. Quickmatch made 
their contacts through email and telephone before visiting the factory, using the internet as 
a source to locate the right product and producer. Törestorps Tråd ceased an opportunity 
given to them through previous contacts, not using any of the common entrance ways to 
China. What was surprising to the authors though, was the small extent to which trade 
promotion organisations were used. Only M R Profil had at the beginning of his operations 
contacted the Taiwanese Trade Council, and through this found his way to mainland 
China. Perhaps it could be just this sample that does not choose these ways, after all the 
pre study provides the perspective of these organisations and it seems many companies still 
use them. 

A stereotype picture of Chinese products and what was a concern among the interviewed 
companies is that they are of low quality. This has proven to be wrong as the Chinese 
products are of good quality and none of the importers have experienced any problems 
with this. It could be said though, to quote Mr. Lundgren from M R Profil AB that “you 
get what you pay for”. In other words, bargaining may result in one part of the product 
being changed for a cheaper component to meet demands on lower price. However, the 
price is already relatively looking at it much lower than in Sweden and thus this would only 
be seen as acting foolishly. 

Although not all companies stated it clearly, the opportunity makes cost savings by buying 
products or shifting production to China it is clear that the price is essential. However, 
everything in China is much cheaper than in Sweden in relative terms, so when looking at 
the products the most important factor when choosing the supplier was the quality of the 
product. Being satisfied with the product provides a good basis for a working relationship 
between buyer and seller, which has in all of the cases looked at stable and trust filled 
business relationships. Other factors are also important when looking at the producer, but 
the product always has to come in first hand.  

When looking at the relationship with the producer, this kind of relationship is in theory 
described with the Chinese word guanxi. What the authors have found in regard to this is 
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that relationships have been created and built up on pure bases of acting in friendly 
manners when respect and trust for each other. None of the interviewed had ever heard of 
guanxi, which is a sign that some situations solve themselves by acting in the same way as 
one would act in any other similar situation. What can be learned from this is that it is not 
necessary to make theory of events that just requires common sense and ethically correct 
behaviour to come through. Just being you creates the happiness and harmony required 
when dealing with partners in China. Learning how to act by reading theory may not prove 
to be the right way as it has been described by our interviewed companies. To state an 
example, the companies with the most experience from China, Hestra Handsken and 
Törestorp’s Tråd does never bargain for their prices. They know that their producers are 
already cheap just by being in China and instead they want them to be happy leading to a 
better relationship and hopefully better products. Quickmatch spent a lot of time on 
bargaining in the beginning, which afterwards have showed to be more time consuming 
and harmful to relationships than just excepting the price that is and putting time where it 
is more needed. M R Profil has built a very strong relationship by visiting his partner in 
China and in that way building a trustworthy relationship. The proof of the success of this 
is that this producer gives him credit so M R Profil can wait until he gets his goods before 
he pays if he wants to. This is very uncommon for Chinese businesses to do and it requires 
great trust.  

When it comes to the formal networks used by the interviewed companies to make their 
import process work they all seem to have used surprisingly little external help. Except for 
M R Profil, none had been in contact with trade promotion organisations and none used 
their help regularly. None of the companies had ever taken help from consultants or 
experts. What they defined as being important external helping companies was only the 
banks and freight forwarders that were of much importance for their process. The banks, 
handling the payments and issuing letters of credit, when needed and the freight forwarders 
transporting the goods and helping out with customs clearance. Naturally the partner in 
China is included in the formal network, and has partners of its own, but it never affects 
the import process. 

The informal networks, seen as the relationships between people that result in new 
contacts and business opportunities are important for Hestra Handsken and Törestorps 
Tråd. When setting up their factories it was much a result of contacts they had created 
doing business earlier in history. While Törestorps Tråd defines the way of creating 
business by relationships almost as a business philosophy it proves it works in some 
business fields. On the other hand it is not essential for making business in China. 
Quickmatch have made their contacts strictly by formal means and succeeded despite of 
this. 

When it comes to the cultural aspects of dealing with Chinese businessmen the authors can 
draw similarities between this and the concept of Guanxi. There is no certain business 
culture that singles the Chinese out from the rest of the world and forces to preparation. It 
could even be said that common perceptions such as that China would be closed and hard 
to deal with is wrong. The businessmen working with foreign importers make it easy. They 
are simple to deal with, respond quickly and know what they have the ability to do. Politics 
and bureaucracy is nothing the international businessman will notice much of and it is not 
discussed either. 

The logistics process is the last thing taken up and looked and it is not experienced as a 
problematic area. Instead, in most cases it is handled without any problems what so ever 
and is handled with great professionalism from the freight forwarders and customs. In 
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some cases goods have been stuck in customs creating delays, and one company had 
experienced problems with damaged goods due to weather. The logistics process looks 
very similar between the firms and works like it is described in theory.  

The greatest concerns dealing with China is unanimously the time perspective. Sometimes 
there are time delays, of various reasons, which is harmful for the businesses. Even if they 
are often informed of the delay it creates problems as their customers are expecting 
products on time. This problem is diminishing with time though as the Chinese partners as 
constant learning and knowledge about each other makes relationships closer and 
processes running more smoothly. 

To make a final statement, there are many ways of reaching China, and as it looks it is a 
world of opportunity. For each day that passes there is learning going on and gates opening 
up. As competition rises in the world, China is one of the options for many firms to 
survive and it is an option for ideas to be realized. 

7.1 Final thoughts and Reflections 
During the thesis work, a lot of information has been processed. Secondary data together 
with a mini study helped the authors create a base for the report, but as the empirical data 
collection progressed new information and questions appeared. As one can tell, the 
answers are not always in according to theory and a lot of the hype around learning about a 
country before going there falls apart listening to the stories of our four SMEs.  

Although many alternatives have been explored when it comes to different ways of 
reaching China, there are probably many more out there. These four cases may provide 
help to some, and hopefully could work as inspiration or information sources for those 
interested in importing from China.  

For those interested in learning more about China, whether it is in regard to business 
culture or possibilities for entrepreneurs there are plenty of publications on this. The 
Library at Jönköping University offers a small selection of books and publications on the 
Chinese business environment and some studies have been made in regard to the business 
culture. Further, internet sites such as www.alibaba.com and www.made-in-china.com 
offers information on manufacturers of an endless array of products.  

The authors begun this thesis with a belief that China is a land of opportunity, and 
although this report may not have been the best way of showing the possibilities of China 
they still believe this is still so.  
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Appendix 1a: Pre-study internet survey (english) 
We investigate the networks and the possibilities for small and medium sized companies, 
with limited resources to find producers/partners in China. The results from this short 
survey will help us to focus on the areas in the trading process which will be our main 
focus in our bachelor thesis. Thank you for your help!  
 
Regards, 
Johan Formgren, Andreas Gustafsson and Nils Thunberg; International Business School in 
Jönköping. 

 
Name:  
 
Business/Organization: 
 
E-mail address:  
 
Question 1. Within what areas do companies mainly seek counselling (what are 
their main concerns?) Please mark with an X what you think needs to be processed 
in a statement of imports from China (all alternatives can be marked) 
- Find producer/partner 

- Logistics 

- Laws and regulations  

- Customs and Taxes  

- Culture and business climate  

- Ethical aspects  

- Risk- taking and finance  

- Others write below (max 100 signs)  
 
Question 2. In what part of the search do the companies generally contact you?  
- Before contact with the producer/partner is established  
- During the establishing phase  
- After the establishing phase  
 
Question 3. How do the companies most often come into contact with you? 
 
Question 4. Within what business is the one asking for help generally situated in?  
 
Question 5. What sizes do these companies have?  
- Very small companies: 0 - 9 employees  
- Small companies: 10 - 49 employees  
- Medium sized companies: 50 - 249 employees  
- Large companies: 250 + employees  
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Appendix 1b: Pre-study internet survey (swedish) 
Vi undersöker nätverken och möjligheterna för små och medelstora företag, med 
begränsade resurser att hitta producenter/partners I Kina. Resultaten av denna korta enkät 
kommer att hjälpa oss ringa in de områden I handelsprocessen som vi kommer att fokusera 
på I vår kandidatuppsats. Tack för din hjälp!  
 
Med vänliga hälsningar, 
Johan Formgren, Andreas Gustafsson och Nils Thunberg; Internationella Handelshögskolan  i 
Jönköping. 

 
Namn:  
 
Företag/Organisation: 
 
E-post adress:  
 
Fråga 1. Inom vilka områden söker företag mest rådgivning (vad funderar de mest 
kring)? Kryssa i de ni anser bör behandlas i en redogörelse av import från Kina (alla 
kan kryssas i) 
- Hitta producent/partner 

- Logistik 

- Lagar och Regler (säkerhetsregulationer etc.)  

- Tullar och skatter  

- Kultur och affärsklimat  

- Etiska aspekter  

- Risktagande och finansiering  

- Övriga, skriv nedan (max 100 ord)  
 
Fråga 2. I vilket moment av sökandet kontaktar oftast företagen er?  
- Innan kontakt med producent/partner är etablerad 
- Under etableringsfasen  
- Efter etableringsfasen  
 
Fråga 3. Hur kommer företagen för det mesta I kontakt med er? 

Fråga 4. Vilken bransch är den som I störst utsträckning vill ha hjälp?  

Fråga 5. Vilken storlek har dessa företag? 

- Mycket små företag: 0 - 9 employees  
- Små företag: 10 - 49 employees  
- Mellanstora företag: 50 - 249 employees  
- Stora företag: 250 + employees 
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Appendix 2a: Interview Guide (english version) 
Part 1: Introduction 

a. What was the most important reason that you chose to start trading with China? 
(when this was done?) 

b. What preparations and research was conducted before this decision?’ 
c. How did you find the producer you first started trading with? 

 

Part 2: Product Perspective 

a. Did you have a product, bought or manufactured elsewhere or did you see 
an opportunity of importing a new but existing product from China? 

b. If you have knowledge from other countries, how is the quality of the 
Chinese products? 

 

Part 3: Network Perspective 

a. How great was/is your need for external help/competence during the 
import process? 

b. If you have used consultants or something similar at any point, how did you 
experience this? 

c. What other channels have you taken advice from (private, governmental, 
newspapers, trade fairs etc.)? 

d. Have informal contacts been of help in your trade with China? 
e. Does your network provide you with a competitive advantage towards 

other competitors? 
f. What is your experience of Gaunxi?  
g. If you have experience of Guanxi, how important do you feel it is? 

 

Part 4: Producer and Cultural Perspective 

a. What features of the producer made you decide on that certain producer? 
b. How would you rank the following criteria when deciding on a producer: 

i. Product quality 
ii. Delivery time and trustworthiness of the  
iii. Transport costs 
iv. Customs documentation and help 
v. Copywright and brand protection 
vi. Fullfillment of standard requirements 
vii. Easy to communicate with 
viii. Meets requirements and questions 
ix. Credit worthiness 
x. Personal impression 
xi. Use of quality systems (ex. ISO 9001) 
xii. Ethical aspects 

 
c. How do the following factors influence the Chinese business man  
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i. His geographical background (north or south) 
ii. Owning structure of the firm (government or private) 
iii. Type of industry 
iv. Political factors in general 

 
d. The Chinese decision maker is: 

1. Flexible or not flexible 
2. Predictable or unpredictable 
3. Simple or complicated 
4. Takes radical decisions or stable decisions 
5. Fast or slow 
 

e. How is the Chinese business man in reflection to the following? 
i. Individualistic or collectivistic 
ii. Strictly follows the rules of hierarchy 
iii. Masculine or femenine 
iv. Deals with risk in a responsive or protective mannor 
v. Looks to the long run or the short run 

 

Part 5: Logistics  

a. What does your logistics process look like (steps and transportation modes)? 
b. What internal factors effect your logistics decisions? 
c. What external factors effect your logistics decisions? 
d. What risks and problems have you encountered during the import process? 

(damage goods, delays etcetera) 
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Appendix 2b: Interview Guide (swedish) 
Del 1: Om företaget 

a. Vad är den viktigaste orsaken till att ni har valt att etablera verksamhet i Kina? (När 
gjorde ni det, vilka egenskaper i produkten) 

b. Vilken typ av undersökningar/förberedelser gjordes inför beslutet? 
c. Hur hittar ni producenten/produkten? 

 

Del 2: Produkt 
a. Vilket upptäckt kommer först i ert fall, produkten eller idén? 
b. Om ni har haft erfarenhet innan, hur har produkterna förändrats i kvalité efter 

outsourcing mot Kina? 
 

Del 3: Networks 
a. Vad är behovet av extern kompetens i importprocessen 
b. Har ni använt er av import konsulter eller liknande någon gång (på vilket sätt, hur 

tyckte ni det fungerade) 
c. Vilka andra kanaler har ni tagit hjälp av (privata, statliga, tidningar, mässor osv.) 
d. Har informella kontakter haft stor betydelse (hur stor betydelse, på vilket sätt) 
e. Är ert nätverk, och er förmåga att nyttja det, en konkurrensfördel i ert företag (på 

vilket sätt) 
f. Har ni upplevt/jobbat med Guanxi? (förklara först vad vi menar med Guanxi) 
g. Om ja, hur viktigt är erhållandet av Guanxi för ett svenskt företags framgång i 

Kina? 
 

Del 4: Producent och affärskultur 
a. Vilka egenskaper hos producenter avgör när ni ska bestämma er? 
b. Hur rankar ni följande faktorer vid bedömning av producenten (Ta med extra 

tillägg som vi fått i tidigare fråga) 
i. Kvalitet på produkt 
ii. Leveranstid/Pålitlighet hos Producent 
iii. Transportkostnader 
iv. Förtullningsaspekter (Tull, Hamnavgifter m.m.) 
v. Ideelt skydd 
vi. Uppfyller standardkrav 
vii. Lätt att kommunicera med 
viii. Tillmötesgår önskemål 
ix. Kreditvärdighet 
x. Personligt intryck 
xi. Användande av kvalitetssytem (ISO m.m.) 
xii. Etiska uppfyllanden 

 

c. Hur spelar följande faktorer in på den kinesiske affärsmannen personlighet och 
affärsmentalitet 

i. Beslutsfattarens geografiska bakgrund (skillnad på nord och syd) 
ii. Ägandestrukturen på företaget (statligt el. utlandsägt) 
iii. Typ av industri 

 54



 Appendices 

iv. Politiska faktorer i Kina i allmänhet 
 

d. Den kinesiska beslutsfattaren är: 
1. Flexibel eller Oflexibel 
2. Förutsägbar eller Oförutsägbar 
3. Enkel eller komplicerad 
4. Radikala beslut eller Stabila beslut 
5. Snabb eller Långsam 
 

e. Hur stämmer följande beskrivningar in på den kinesiske affärsmannen? 
i. Individualistisk vs. Kollektivistisk  
ii. Underordnande av hierarki/makt 
iii. Maskulinitet/Feminitet 
iv. Hanterande av osäkerhet 
v. Långsiktighet och kortsiktighet 

 

Del 5: Logistik 
a. Hur ser er logistikprocess ut? (ta upp stegen, transportsätt) 
b. Vilka interna faktorer påverkar dina logistik beslut? 
c. Vilka externa faktorer påverkar dina logistik beslut  
d. Vilka risker har ni upplevt? (Förseningar, Skadat gods, Valutarisker, Övr. finansiella 

risker, produktkvalité, naturkatastrofer). 
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