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                  Executive Summary
Attracting the Asian, especially Chinese investors is becoming more and more important. While reaching the potential Chinese market is getting easier, the intercultural differences might still play a vital role in influencing the effectiveness of mutual communication. It also creates a challenge for the Limburg Development and Investment Company (LIOF) to most effectively communicate with Chinese clients concerning their needs, preferences and worries. 

Research, by means of desk research and interviews, are taken out in order to find out how LIOF should promote itself among its target groups. Observations show that LIOF has taken out different China-related activities such as attending exhibitions, networking with its partners closely for new contacts, setting up a three-year Xiamen plan and designing a new Chinese brochure. However, since the Chinese market is relatively too large and due to limited resources of personnel, budget and network, this paper intends to find out more feasible alternatives for LIOF to execute. 

Establishing more new Chinese contacts and increasing the awareness among potential clients could be set as primary objectives. Meanwhile, keeping good relationships with existing Chinese contacts is also of great importance. However, it is considered to be a relatively long-term procedure of establishing and maintaining Chinese contacts and further persuading and assisting them to locate in the Limburg area. A segmentation of its target groups is made: Chinese companies in the Xiamen area and Chinese companies in general. 

LIOF should take good use of the opportunity provided by the three-year Xiamen plan by promoting the organization and its services by means of organizing events, advertising in local media and networking with its partners and Chinese companies. Furthermore, approaching Chinese companies in general and observing the development trend in the Chinese market are two other aspects that LIOF should focus on. 
Overall, the following actions are suggested to be taken out:

1. Pay attention to the development trends in Chinese market

2. Pay attention to relevant updating governmental policies and regulations in China

3. Keep in touch with its existing Chinese clients, partners and involved parties
4. Use a combination of different communication tools like advertising, website, E-newsletters, events, visits and networking to approach its target groups

5. It is preferable to ask a professional consultancy to take out a market research in order to find out which parts of China are of higher value to target at
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                  Introduction
There are six regional development agencies (RDA) in the Netherlands to help strengthen regional economic structure, including LIOF: Limburg, NOM: Groningen, Friesland & Drenthe, OMFL: Flevoland, WFIA: Zuid-Holland, OOST: Overijssel en Gelderland and BOM: Noord-Brabant. 
Among them, LIOF (Limburg Development and Investment Company) is an independent authority concerned with strengthening the economy of the province of Limburg and promoting its business climate. LIOF provides services and assistance to companies who have interests in investing in Limburg and help them throughout the entire process of setting up their businesses. 
LIOF puts great effort to attract influx and inward investment. Attracting dynamic Asian, especially Chinese companies to come to invest in the region is getting increasingly important. The initial contact with Chinese companies took place in 2005 hence China is a relatively new market for LIOF. 
According to Smith, money, men and minutes are the three crucial factors to be taken into concern in marketing. (Pr smith’s sostac planning model, n.d.) As for LIOF, there is only one person dealing with all Asian projects, which makes it difficult for him to spend too much time and efforts on one single country like China. Lack of financial and workforce support from the government also hinders LIOF from getting involved with too many Chinese companies at the same time. The limited capacity is also relevant to the PR activities taking place at LIOF. Only one person is working in the PR department that he does not have sufficient time and budget to initiate a specific communication plan targeting China and he does not possess much specific knowledge about the Chinese market. 

At present, LIOF only has a Dutch and an English website in use. However, the English website is out-dated and much practical information needs to be altered. Only a brief leaflet in Chinese could be found on the English site. It is only until recently that a new Chinese brochure has been published, introducing the investment environment of the Limburg province. 

Moreover, two main ways for LIOF to get in touch with potential Chinese companies are through visits to exhibitions and recommendations from others. Like other regional development agencies, LIOF relies a lot on getting Chinese companies ‘contacts from NFIA and other partners such as the Jiangsu representative office and BOM, who closely cooperate with LIOF. Regarding the enormous Chinese market, these are relatively limited resources to get new contacts from. LIOF is willing to service all types of Chinese clients
 who have interests in choosing the region as a gateway to Europe but somehow forget that it would be more effective if a clear focus on how to approach its target groups is decided.
Until now, there are no Chinese companies in Limburg although some do show interests in listing Limburg as one of its location candidates. It is important for LIOF to examine how it is communicating with Chinese clients and what would be the most effective way to approach them since LIOF is playing a bridging role between business and government. Hence, I would like to research the following central question as the subject of my thesis:

“How should LIOF promote itself to attract more Chinese companies to come and invest in the region of Limburg?”

I believe this report will be useful for my placement provider LIOF to have a better insight about how to approach Chinese companies and what to offer them. 
The sub-questions

1. What is LIOF?

2. Which communication strategies is LIOF using to promote the organization and its services?

3. What has LIOF done so far in communicating with Chinese companies and relevant stakeholders?

4. What intercultural differences have been noticed in communicating with Chinese companies?

5. What do Chinese clients want to know and how do they prefer to be approached?
Purpose of research

The main purpose of this research is to find out what message and how LIOF should communicate to Chinese companies in order to achieve the objectives:

1. To increase the awareness, understanding and interest of LIOF and its services;

2. To increase the awareness and understandings about the Limburg region as well as the integrated South Netherlands concept;

3. To initiate interests of Chinese companies in investing in the Limburg area
Research Methods  
In order to answer the central and sub-questions, both desk research and qualitative research have been used in this report. The latter consists of interviews with different professionals working at LIOF and BOM. To interview Jacques Mikx, the director of Acquisition Department at LIOF, is to find out about LIOF’s objectives, corporate culture and its organization in-depth. Jacques Mikx was chosen as an interviewee because he is in charge of LIOF’s general affairs and his opinions should reflect the integrated values of LIOF as an organization. With many years of direct communicating experiences with clients as well as all involved parties, he has a better understanding about how LIOF has developed. Thus his opinions could be regarded as practical and useful resources to rely on. Mart Dijk, the deputy director of Foreign Investment Department, who is directly in charge of Asian projects, studied Chinese at Leiden University and has started working at LIOF since 1990. His direct experiences on getting in touch with Chinese companies and rich knowledge about the Asian market could be counted as valuable examples to analyze the current situation. A conversation with the PR manager Frans Ridderbeekx also offers me a clearer view about LIOF’s communication strategies. Another interview with Shaochen Ding was made. She is the project manager at BOM (Noord-Brabant Development Agency), LIOF’s close partner, and she is responsible for all China-related projects. At present, there are approximately twenty Chinese companies located in the province of Noord-Brabant; since Shaochen Ding has much direct communication with these companies, her opinion could be used to understand the needs and opinions of Chinese companies.
Furthermore, I have carefully studied the website of LIOF, its partners like NFIA and BOM and its competitors in order to better understand its organization as well as its services. I have also consulted relevant reports, websites and publications, especially in the field of intercultural, concern and marketing communication as theory references. 

Limitation of research

Due to the fact that there are no Chinese companies located in the province of Limburg, I did not manage to make a survey to find out their perceptions about LIOF and its services. However, I did take out a desk research about Chinese companies in the Netherlands and I interview Shaochen Ding in order to understand the opinions of Chinese companies, from an intercultural perspective. Besides, during my placement at LIOF, I have visited two large-scale exhibitions in Germany: the CeBIT Exhibition in Hannover and the Interpack Exhibition in Dusseldorf. Our purposes visiting these exhibitions were to look for potential Chinese clients and understand their needs. In this way, I got chances to communicate directly with the Chinese companies and to understand their interests and demands. 

Structure of the report

This report follows the steps suggested by the authors of Setting up a strategic communication plan book (Vos, Otte & Linders, 2003) and it has four chapters in total. Situation analysis and communication analysis are evaluated and a marketing communication plan is initiated. Finally recommendations and final conclusion are drawn.
                  Chapter 1 Situation Analysis
It is vital to examine the organization and its environment before a feasible communication plan is set up for an organization. 

1.1 Internal Analysis

The corporate culture, values and objectives of LIOF as well as its position in the target market will be analyzed.
1.1.1 LIOF in a nutshell
At the end of 1965, the Dutch government made a decision on closing all coal mines in the country. (Mining in Limburg, n.d.) Since all the 12 coal mines are located in the south Limburg area, more than 70,000 people, who work directly or indirectly in the industry, lost their jobs. In order to revitalize the regional economy, the government has taken out a series of ‘Economic restructuring policies’ to help to create alternative job opportunities. (Mining in Limburg, n.d.) LIOF was established in 1975; aims at attracting new employment and strengthening provincial economy
.

As shown in the figure 1, LIOF is funded by the Ministry of Economic Affairs, the Province of Limburg, Municipalities and the Chamber of Commerce. 
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 Figure 1 Shareholders of LIOF (Source: LIOF presentation, 2008)
LIOF has two offices, one based in Maastricht and the other in Venlo. In total, there are 54 people working for the organization. LIOF provides assistance, guidance and advice to its clients with the best business solutions for their pan-European operations. Its service is confidential and free of charge. Moreover, LIOF offers ‘after-sale’ services to those companies who choose to locate in Limburg through LIOF with frequent contacts and visits. 

Spontaneously, LIOF is cooperating closely with municipalities and provincial government in the region, Chamber of commerce and many local companies as well as national development agencies like NFIA, which belongs to the Ministry of Economic Affairs. Moreover, since Limburg province is located next to the Noord-Brabant province, LIOF cooperates closely with BOM and they create an integrated concept of selling the ‘South Netherlands’ to its target clients when it comes to the Chinese market.
 The reason for doing so is that the Netherlands is a relatively small country that most Chinese clients only know famous Dutch cities like Amsterdam, Rotterdam or The Hague. It is easier to give them a first impression about Limburg and Noord-Brabant as an integrated southern part of the country. In this way, LIOF is acting a bridging role between business needs and governmental activities. LIOF provides its clients with information they require and help them with all kinds of problems they encounter during setting up their businesses in Limburg. Furthermore, LIOF also participates in a joint campaign namely ‘Meuse-Rhine Triangle’ initiated by Belgium, Germany and the Netherlands together to promote the mutual industrial advantages of the three regions, that is, to effectively take advantages of each area’s strengths to make it a competitive investment destination.

Four core activities of LIOF are:

·  Venture capital

·  Development and innovation

·  Investment Promotion and business development

·  Business parks
[image: image3.png]uoljeAouu|
R juswdojanaq

Venture Capital

LB

LIOF
. B

Investment Promotion &
Business Development

Business Parks




Figure 2: Core activities of LIOF
(Source: LIOF presentation, 2008)
This is how LIOF is organized
; this report only focuses on what its inward investment department is doing in the Chinese market. Attracting the Asian, particularly Chinese companies to come and invest is one of the key functions of Inward Investment Department (Foreign Investment Department). 
1.1.2 Mission & Vision
Mission is a precise description of what an organization currently does while a vision states out what the organization intends to become. (Strategic planning, n.d.)

As for LIOF, it is working on strengthening a long-lasting, durable and especially added-value economic structure in Limburg. It also believes in a vision of help promoting an international-oriented and well-balanced economy with proper exposure in the market. 

1.1.3 Objectives

In order to actualize its mission, ‘LIOF has a strategic approach which targets opportunities for long-term economic development.’ (Retrieved from LIOF website) LIOF intends to focus on bringing innovation and added value activities for provincial economic structure by putting industrial and service companies as key target groups. LIOF values innovation and international orientation. For instance, LIOF facilitates a rather unique cooperation model of bringing universities and research institutes together for new product research and development. Particularly, two vital sectors that LIOF pays more attention to are new energy and life-sciences. Creating job opportunities for the local community is another development aspect that LIOF tries to contribute to. 

Concerning its services, LIOF aims to provide its clients with:

· new possibilities for entrepreneurs in Limburg

· cooperation opportunities between universities and research institutes
· cooperation opportunities between companies
1.1.4 Organizational culture and values

Hofstede has used six cultural dimensions to explain the differences between organizational cultures. Concerning LIOF, its corporate culture could be described as result-oriented, open and pragmatic. (Hofstede, 1991, P235-239) With a governmental background and over 30 years of business experiences, LIOF values providing concrete information and efficient services to its clients above all. ‘LIOF is an ambitious professional organization and speaks the language that business understands.’ (Retrieved from LIOF website) LIOF has a result-oriented culture that it considers achieving goals with priority and treats challenges as opportunities to embrace. Being open is what LIOF encourages and each employee is willing to communicate in a direct way, both internally and externally. LIOF is a rather pragmatic organization in handling business and particularly, satisfying needs of clients are to be emphasized above others.
1.2 External Analysis

An organization could not control but to influence various public groups such as consumers, competitors, shareholders, pressure groups and the media. Meanwhile social factors like economy, demography, general environment and culture will certainly influence an organization’s development. While the meso-environment reveals the demands in China as LIOF’s target market, the macro-environment explains the development trends within the society. (Vos et al, 2003, P30-32)
1.2.1Meso-environment
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Figure 3: LIOF’s stakeholders
Five main stakeholders shown above will be analyzed in details about their relevancies to LIOF.
LIOF’s target group: Chinese companies

Among all stakeholders, Chinese companies are of great importance for LIOF to find out their interests, needs and concerns. Since LIOF has put the Chinese market on list for only three years, neither is LIOF being known to most Chinese companies nor a comprehensive research on the target market is taken out. The way how LIOF get Chinese contacts from are mainly through NFIA and other partners’ recommendations, which is more like a ‘lottery system’. In the start-up stage, LIOF welcomes all types of Chinese companies to the region, no matter they plan to set up a Marketing and sales office, to find a warehouse or to seek acquisition of a Dutch company, etc.
 Even though LIOF intends to bring more foreign investors in similar industry that fits in and add value to the business environment of Limburg, it is difficult to decide on companies belongs to which industry sectors are more welcomed. The Chinese market also seems to be too enormous to start penetrating in. However, in cooperation with the Limburg Chamber of Commerce, LIOF did try to initiate a three-year plan in Xiamen, China. Moreover, differences in the language, culture, ways of communication, knowledge about the market as well as business focuses brings opportunities together with challenges to the intercultural communication. 

LIOF’s competitors

LIOF’s competitors are other development agencies providing similar services and especially those who have interests in entering the Chinese market. Except for the city Amsterdam and Rotterdam, who have their own city development corporations, there are five other regional development agencies in the Netherlands. These seven competitors are functioning similarly as LIOF does and a comparison of their official websites is made.
 A comparison about whether they have a Chinese website or other Chinese promotion materials and whether they have taken out any communication activities targeting the Chinese market is made.

Regarding Chinese market, these regional and city development agencies have made certain efforts in providing information in Chinese and they all mention NFIA Shanghai and Guangzhou offices as an intermediary for Chinese companies to reach in China. Four out of seven development agencies have published their Chinese brochures on the websites. Moreover, the city of Amsterdam has also mentioned several examples about Chinese companies located in the area as testimonials. In belief of ‘Seeing is believing’, most Chinese businessmen show great interests in learning about others’ successful business experiences. In addition, both the city of Amsterdam and WFIA (West-Holland Foreign Investment Agency) have set up their own representative offices in Shanghai and Beijing respectively. In addition, take BOM for example, it organized a China Seminar in December 2007 in Eindhoven for the first time. It organized a Taiwan Seminar in 2006 but since 2007, it decided to invite Chinese companies from mainland and from Taiwan to present the event together.
 The seminar intends to inform Chinese companies in the Netherlands about new legislation and opportunities in doing business in the Netherlands and in Europe. 
In a broader sense, LIOF has to face competition from other European countries; especially that Limburg is boarding both Belgium and Germany. As for most Chinese companies, Germany still occupies as their most significant European market, thus choosing Germany as a European location is with comparatively higher priority for them. 

LIOF’s partner: NFIA

NFIA can be described as a cooperation partner of LIOF since they share a common goal of providing assistance to foreign companies interested in choosing the Netherlands as the location to operate their pan-European businesses. NFIA, which belongs to the Dutch Ministry of Economic Affairs, has worldwide branch offices in USA, UK & Ireland, Japan, China, Singapore, Korea, etc. 

NFIA cooperates with all regional development agencies in the Netherlands. Once Chinese companies request advices on best possible location in the country, according to their demands, NFIA inform both companies and relevant agencies for further contact. Information consultancy and fact finding tours can be arranged for the clients by NFIA and regional development agencies. To certain extent, recommendation from NFIA on certain development agencies often gives the clients a positive impression, which will to certain extent influence clients’ decision making. Contacting NFIA regularly and frequently might be useful in giving it a better understanding about the region on what to stress.  

LIOF’s stakeholder:  Chinese Government

Chinese government initiated a policy in 2002 to encourage capable Chinese companies to ‘go-out’ to new markets abroad and to grow gradually into international brand, which will help boosting economic growth at home. The government intends to provide the most promising state-owned enterprises with a series of benefits including ‘information-sharing networks, domestic tax breaks, cheap land and low-interest funding from state-owned banks’. (China spreads its wings, 2005) Keeping an eye on and staying attuned to the government policies helps foreseeing the development trends in China’s changing business environment. LIOF could take these factors into account when it comes to observing potential cooperation opportunities and setting up a specific marketing plan targeting Chinese market. Hence, professional research should be made to observe the development trends and feasible means will be suggested in later chapter of recommendations. 
1.2.2Macro-environment

Economy of China
Accompanied with growth in China’s own domestic market, Chinese companies start looking for opportunities entering overseas market, from a ‘purely export-led strategy toward a model also incorporating outward FDI (Foreign Direct Investment)’. On the other hand, the China’s domestic market is getting more and more crowded with foreign competitors entering. Going global thus becomes the opportunity for Chinese companies getting access to technology and operation at international standard. 

Concerning China’s FDI outflows, Asia remains the top position, with a 54.6% of total outbound investment; Latin America comes the second, which attracts 32% of investment from China. With approximately 3.1% of the FDI from China which worth US＄0.17bn, Europe occupies as the fourth FDI destination for Chinese companies. Russia, UK and Germany are the top European destinations for investment. According to Accenture’s research, ‘China is now set to become an increasingly important driver of growth in the enlarged Europe.’ (China and European Union: Business Issues and Opportunities, June 2005) This ensures LIOF a promising opportunity of attracting Chinese companies who are willing to invest in Europe to come to Limburg to locate.
Chinese culture

Cultural environment has more or less direct influence on the formulation and implementation of the marketing strategy. Intercultural differences in mindsets and values are studied for an insight into the local marketing environment. The Confucian values exercise a great influence on the East Asian culture, a theory of authoritarian pluralism system is developed to illustrate the different values from westerners. Two out of the ten components of the system are relevant to the interest of LIOF. 

1. A ‘national teamwork’ orientation: trade unions, businesses and the government strive more in the same direction than in the West, although conflicts of interests also exists.

2. The press is free, but not a ‘fourth estate’. Asian states believe in the necessity of a free press as a condition of good governance. But press has no absolute right and must blend with the national consensus. (Usunier, Lee, 2005: 171-172)
These two factors should be kept in mind that when LIOF plans to take out promotion activities through media and local organizations with reliable backgrounds. Since most Chinese believe in what media broadcasts and what government claims to strive for the common good.
Based on Hofstede’s five cultural dimension theories, the Accenture consulting company illustrates the Chinese culture in broad aspects, as shown below. 
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States  Kingdom average
Power Distance Index (PDI) 80 40 35 35 55
degree of hierarchy within a society

Individualism (IDV) 20 91 89 67 43
degree to which the society reinforces individual

achievement and interpersonal relationships

Masculinity (MAS) 66 62 66 6 50
focuses on the degree to which the society reinforces the

traditional masculine work role model of male achievement,

control, and power

Uncertainty Avoidance Index (UAI) 40 46 35 65 64
focuses on the level of tolerance for uncertainty and

ambiguity within the society, i.e. unstructured situations

(low ranking indicates a high level of tolerance)

Long-Term Orientation (LTO) 18 29 25 31 45

focuses on the degree to which the society embraces
long-term devotion to traditional, forward thinking
values and attitudes to perseverance




Table 4 (Source: Taming the Dragon -Mastering China's growth dynamics, 2005)
It can be recognized from this table that Chinese value rather high degree of hierarchy within a society and believe in long-term orientation. Meanwhile, Chinese are ranked as having a high level of tolerance. However, Chinese prefer less on individual achievements. A comparatively big gap between Chinese and most westerners could be noticed. In contrast to the Dutch, Chinese are leading a culture with distinctive differences that Dutch might find it hard to notice all aspects. In this way, misunderstandings and even unpleasant intercultural experiences might be raised. Hence, LIOF needs to take into concern about these values when communicating to the Chinese companies about these intercultural patterns of thinking. 

Some of the traditional Chinese values that worth being paid attention to are:
· Value cultivating relationships for long-term mutual benefits

· Act relatively conservative in decision-making

· Value successful experiences from other companies

· Consider references with government background and media propaganda as trustworthy resources

· Take costs as an important and practical factor into consideration

· Respect hierarchy and tend to express one’s own opinion in a polite and indirect way
1.3 SWOT Analysis

SWOT analysis is often used to identify the strengths and weaknesses within an organization and the external opportunities and threats that it is facing. It is useful for an organization to better understand what factors are positively contributing to its objectives pursuing process and what factors need to be paid attention to work on. 


Two tables of LIOF’s internal and external analysis are drawn as followed, in consideration of its strengths, weaknesses, opportunities and threats.
	Internal
	Strengths
	Weaknesses

	
	· Knowledge in the industries and the region

· Capable and experienced personnel

· Strong network with companies and governments

· Multilingual and international-oriented

· Service free of charge and confidential

· Cooperation with BOM with the ‘South Netherlands’ concept
	· Rather new in the Chinese market, so unknown to potential clients

· Contacts provided only by NFIA, Jiangsu province and personal contacts

· Only one person in charge of all Asian projects


Table 5 LIOF’s internal analysis
Within the organization, LIOF has competitive workforces who have strong knowledge about the province of Limburg and its business climate. Moreover, LIOF works hard on strengthening its business network with local companies and governments as well as with its partners.

However, due to the fact that there is a rather limited resource of personnel and financial support, a limited resource of getting Chinese contacts from, LIOF is still unfamiliar to its target group. 
	External
	Opportunities
	Threats

	
	· Growing market in China

· Close to German and Belgian market for mutual benefits

· To bring in added-value businesses to the region


	· Competition by other regional development agencies

· Many potential clients have no idea about Limburg, or even the Netherlands

· Many potential clients have their own preferable European business locations before being informed 


Table 6 LIOF’s external analysis

Still, opportunities for LIOF in penetrating into the Chinese market are quite promising. By making good use of its competitive advantages, LIOF could anticipate a gradual increase in welcoming potential Chinese companies. 

However, LIOF is facing a strong competition with other regional development agencies and LIOF is rather new to its potential clients. 
1.4 Conclusion

LIOF not only services those companies who have requests, but also shows great interest in getting interesting contacts on list. Due to limitations in manpower and finance, LIOF is facing a dilemma of willing to act more actively in the Chinese market but lack of support from the local government. The government of Limburg intends to get involved in attracting more inward investment from China but has no clues on what and how to start with. The government has also consulted LIOF for advices. 
 A professional research on the Chinese market will offer the government a better understanding about the possible opportunities in the market. However, in this report, the main focus is to provide LIOF a practical analysis of the situation and possible solutions. It could also be useful as proof in convincing the government for extra support.  

As one of the regional development agencies, LIOF mainly gets its contacts from NFIA, as all other agencies do. It turns out to be more promising since the NFIA offices in Shanghai and Guangzhou China have more knowledge about the companies and their concrete needs. Still, it would also be interesting for LIOF to take initiatives in finding more direct contacts and opportunities in the market itself. 

                  Chapter 2 Communication Analysis

This chapter explains how LIOF communicates with the diverse public groups. It also describes the Chinese clients’ interests and trends in the European market to identify what could be the potential communication tools the organization could implement in the future.  
2.1 Field of forces
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Figure 7 LIOF and its field of forces (source: Keuning, 1993:1)

Seven relevant parties, both internally and externally, influence LIOF’s actions on promoting itself in the Chinese market. Needs and concerns of the Chinese companies greatly influence LIOF on deciding is communication objectives and tools. To effectively approach them, LIOF needs support from the Limburg provincial government, in means of workforce and finance and support from its close partners NFIA, Chamber of Commerce and Jiangsu representative office. Although BOM is one of LIOF’s competitors at a general level, LIOF cooperates with BOM by implementing the ‘South Netherlands’ concept. In this way, LIOF also requires support from BOM in taking out effective communication with its Chinese clients. Media plays a role as an intermediary between LIOF and its target groups, messages need to transmit through media to reach its receivers, Chinese companies. As receivers, the Chinese companies are selective and possess their own interpretation of it. That is to say, receivers’ ‘information requirements’ need to be fulfilled such as difficulties in languages, differences in opinions and frequent used ways of receiving information. In order to make information that LIOF wants to promote freely accessible, a combination of various active means to approach the Chinese companies have to be distinguished. LIOF has to decide on expressing the message through the mass media, via discussions or by consultations to actualize the communication goal. (Vos et al, 2003, P46-47) Moreover, agreements on ways of getting accesses to the Chinese market need to be reached within LIOF, between personnel and its shareholders. Regarding its competitors, their activities taken out in the Chinese market will also influence LIOF to certain extent 

2.2 The role of Communication

Enforcement, Engineering support and Education are the three main instruments used to create policies. (Vos et al, 2003, P48) In reality, a combination of these three instruments is often used in marketing communication since communication alone could not facilitate sufficiently the ‘sale’ of services. Regarding LIOF’s situation, it intends to attract more Chinese companies, with a focus on attracting Chinese companies in the Xiamen area within three years to come to invest in Limburg. The Chinese market is still a new market to LIOF and furthermore, due to budget and personnel restraints, in the near future, it is unable to manage servicing too many Chinese companies at a same time. Thus, to handle this situation, LIOF has to obtain support from its shareholders in order to take further step after entering the Chinese market. By doing so, it is necessary for LIOF to persuade its shareholders on the potential growth of Chinese companies to come and invest. Hence, communication is the main means in approaching its target groups as well as lobbying its shareholders for further support. 

2.3 Communication at LIOF

In order to better understand what the current communication situation at LIOF is, generally and specifically targeting at Chinese companies, an analysis is made. 

2.3.1 Communication in General

Within LIOF, there is a PR department to work on communication related activities in general. Concerning internal and external communication, LIOF concentrates on reporting facts, offering information and providing general press communication.

Regarding reporting facts, LIOF publishes a quarter magazine named Meer Ondernemen met LIOF, which means ‘Expand your business with LIOF’ in English. News about new developments of companies located in Limburg, quarter statistics and promotion on upcoming events are the main issues covered in this 16-page magazine. Another important publication produced by LIOF is the Jaarverslag, the annual report. 

LIOF organizes events, press-meetings and a traditional corporate event: ‘end-of-year party’ for maintaining good relationships with companies established in the whole province and creating them an opportunity to network. 

Meanwhile, official website in Dutch is developed by LIOF to keep its stakeholders informed about the organization and the development trends in the region. LIOF also develops an English website, intending to provide its non-Dutch clients with practical information. Newsletters and annual reports are sent to existing clients and also available online to download. Advertisements are put in regional and national newspapers and magazines to increase LIOF’s awareness. Cross-border cooperation such as the ‘Meuse Rhine Triangle’ project creates LIOF a chance of receiving wide publicity. Link put on NFIA’s website is another way to increase website hits. 
Internally, LIOF uses intranet and emails to keep each employee informed about the current issues taking place at LIOF. 

2.3.2 Communication to China

For the time being, there is a Chinese leaflet on the English website of LIOF. Recently a new Chinese brochure is designed with elaborated introduction about the advantages of choosing the Netherlands, and especially choosing Limburg to locate. This brochure will be put on the English website in the coming two months. Besides, since LIOF and BOM cooperate closely together in the Chinese market, a PowerPoint presentation about all aspects of doing business in the South Netherlands is made, both in English and Chinese. This PowerPoint is used when LIOF and BOM visit Chinese companies or seminars together for presentation purpose. This Power Point only provides its readers a general overview about the business climate and life in South Netherlands. 
Paying visits to China is also part of LIOF’s communication strategies. LIOF cooperates with the Limburg Chamber of Commerce and they have set up a three-year plan on choosing Xiamen city in China as their primary target market, which is situated in the Pearl River Delta area. This plan has started since 2007, and in October 2008, they plan to visit Xiamen together to get in touch with local government and interested parties by organizing an informative seminar. At the same time, a local trade and business organization CCPIT and NFIA branch offices in China will provide assistances in holding the seminar. 
Visiting Exhibitions in Europe and in China is another important means of communication being used. For instance, LIOF paid a visit to the CeBIT Exhibition in Hannover and the Interpack Exhibition in Dusseldorf this year, looking for potential Chinese companies to establish contacts with. LIOF also plans to visit the Hi-Tech Fair to be held in Shenzhen, China in the coming October. 

2.3.3 Limitations in Communication to China

Use of languages plays a vital role in communication. LIOF uses English to communicate with Chinese companies while it mainly uses Dutch to communicate with other publics groups. The communication tools and materials in use are rather limited since they are all in Dutch. 

LIOF’s website is used as one of the most important communication tools. This official website explains about LIOF and its business and corporate news are updated regularly. This website is in Dutch, it does have a link to its English website, but the English website is rather out-dated and there is not much information about LIOF or about companies in Limburg. The information on the English website is in different house style as the Dutch one and no consistent and regular updates are available as how it is explained in Dutch. Nevertheless, a new layout and content design of the English website is in process and will be finished by the end of June. More importantly, to keep the newly designed English website up-to-date is required.
The quarter magazine and annual reports produced by LIOF are in Dutch only. Other PR materials such as brochures, leaflets, and invitation letters to an event are only in Dutch as well. In addition, detailed communication plan in line with the three-year Xiamen plan is yet to be accomplished. 

2.4 Concern in intercultural communication

Different patterns of thinking have great influences on international contacts and it is not obvious to notice. (Vos & Schoemaker, 2005, P231) Cultural differences are shown in the form of communicative expressions. Chinese clients express their opinions generally in an indirect way while the Dutch are more direct-oriented, which might lead to misunderstandings in between. According to Shaochen Ding, Chinese clients tend to change their plans very easily and they value short-term instant interests other than long-term development. This statement is different from what Hofstede mentions in his cultural dimension theory that Chinese scores high in long-term orientation. The main reason for this phenomenon is that in the process of entering international market, Chinese companies are still in its infancy and they do not possess a strong knowledge about the European market. Although the economy in China is spreading fast, most Chinese companies are still in the starting phase of expanding businesses to a foreign market. Thus, they adjust their developing plans more frequently and learn as they grow. Chinese companies values strict relationship between superior and subordinates. What a boss says is an absolute order and should not be argued and refused by employees. While in the Dutch culture, everyone is equal and every issue could be discussed easily and openly.
 

Bearing differences in mind, LIOF should assist in explaining Chinese companies about the Dutch culture as well as informing their Dutch partners about Chinese clients’ patterns of thinking. Significantly, the way how LIOF should communicate with Chinese companies needs to be taken into concern. LIOF needs to communicate with Chinese companies in an open but polite way. In respect of the fact that they value long-term friendly relationships, LIOF should consider the communication process of informing and persuading its Chinese companies to come to invest in Limburg to be a gradual and lasting procedure. 
Furthermore, cultural differences usually occur in the process of message sending process, which means, in the process of ‘encoding’, ‘choosing certain media channels’ and ‘decoding’, problems might occur based on different cultures. (Vos & Schoemaker, 2005, P236) The message should be encoded in a way how Chinese companies are used to understand. Moreover, certain media types play a more important role in certain countries. As for China, mass media such as Newspapers, TV and radios are more widely used than internets for general public. In respect of different target groups, different types of medias should be chosen to make the communication more effective. Decoding of a message depends on different cultures but the intentions to prevent unnecessary negative perceptions should be paid attention to such as the meaning of different colours, words and images. 
2.5 Conclusion

At present, LIOF is using communication tools like advertisements, quarter magazines, annual reports, brochures and organizing events and meetings. Still, these tools are not specifically aiming at attracting Chinese companies’ interests. In other words, the organization’s external communication is not acting effective enough to draw attention from its target group. It would be useful to keep the website in English up-to-date and preferably to initiate a website in Chinese to provide Chinese clients with a comprehensive overview about LIOF’s services and the business opportunities in Europe by locating in Limburg. It is also important to choose the proper media to achieve the best communication effects. 
                  Chapter 3 Marketing Communication Plan

This chapter examines and divides its target groups into specific groups in order to approach them precisely. Objectives are formulated and feasible means to achieve these goals are suggested. 
3.1 Target group and segmentation 

In order to make a marketing plan to be executed successfully, it is important to have clear ideas about the target groups. Specific communication means should be chosen to approach different target groups. Accordingly, these groups should be measurable, substantial, accessible and relevant. (Smith & Taylor, 2004) For a target group to be measurable, the people in this target group should be identifiable. To make it substantial means that the number of people in this group should be big enough so it would be profitable to invest in this group. For a target group to be accessible, the people in this group should be separated from other non-targeted groups. To make it relevant, to profile the target group is requested as well. (Smith & Taylor, 2004) 

For LIOF, the primary target group is Chinese companies and it can be segmented more precisely into two groups: Chinese companies in Xiamen area and Chinese companies in general. For the time being, Chinese companies in general here refer to the Chinese contacts recommended by NFIA, Jiangsu office and other personal contacts. It also includes those potential Chinese contacts to be established by visiting Exhibitions and participating events. 
The target group is measurable, because this group of people is identified by the three-year Xiamen Plan and other reliable resources. They are considered to have high potential interests in ‘using’ LIOF’s services. The target group is also substantial. As is made clear from the desk research, the number of Chinese companies willing to ‘go-out’ to expand their businesses is increasing fast. The target group can be separated from other non-targeted groups since the Chinese market is relatively too large to cover it all at the same time. Thus, a concentration on informing Chinese companies in the Xiamen area as well as contacts coming through reliable resources is necessary and makes the target group accessible. 
3.2 Objectives

According to Peter Drucker, setting SMART objectives is playing a crucial role in drawing a successful marketing communication plan. In brief, SMART objectives stands for objectives those are specific, measurable, achievable, realistic and time-bound. (Drucker, 1954) The reason for using SMART objective model is that it helps an organization to set up more concrete and feasible objectives and make it easy to evaluate in the later phase.
Moreover, under general situations, consumers move through a process gradually as followed:

Unawareness (Awareness (Beliefs/Knowledge( Attitude ( Purchase Intention ( Purchase (Marketing-promotion et al. n.d.)
It is important to take it into concern in order to set up concrete and feasible objectives. 

To increase the awareness of LIOF and its services among the Chinese companies who have interests in expanding their businesses to Europe could be described as the general communication goal. Though, more specific communication goals have to be formed in respect of knowledge, attitude and behavioural intentions. (Vos et al, 2003:121-122) 
Knowledge (Awareness):

· To consider LIOF as a professional independent organization offering free services to all types of Chinese companies interested in the European market. 

· To consider the province of Limburg as an ideal location for pan-European operations.
Attitude:

· To perceive LIOF as a reliable resource providing assistance to companies from a start-up phase to a growing phase.

· To associate Limburg with its key industries and in particular the advantages of its proximity to Belgium and Germany. 
Behavior: 

· To have the intention to consult the LIOF English website and download the Chinese brochures from it.

· To get in touch with LIOF and maintain regular contacts.

· To generate an interest of learning more about Limburg and willing to pay a visit there, as for Chinese companies in general.

· To attract Chinese companies from the Xiamen area to come and invest in Limburg in next two years.  
3.3 Key message

	Introduction of LIOF and its services

	Target group
	Message

	Chinese companies in general
	· Get acquainted with LIOF and its services

	Chinese companies in Xiamen area 
	· Details of how LIOF offers assistance

· Details on business environment and relevant information of Limburg and the Netherlands


Table 8 Key message for LIOF to promote

The key message is to communicate LIOF and its services to the target group. In order to attract their interests in establishing contacts with LIOF and further consider Limburg and even South Netherlands as one of their choices of investment location in Europe. At the moment, LIOF is using the slogan: Expand your business with LIOF in all of its communication materials. 
 It is very easy to remember but it would be more interesting to have a slogan stressing out the distinctiveness of LIOF’s services. A suggested slogan could be: LIOF offers you one-stop services between business and government. It points out the role of LIOF as an intermediary offering advices and assistances to its clients whenever needed through their networks with involved governmental and business organizations. This proposition could be turned into a creative concept to be used in advertisements and other promotion means. 
3.4 Strategies

As for LIOF, it is trying to penetrate into an already existing market, with an already existing service, but LIOF is rather new to its audiences. To package these communication activities a concept which is the creative translation of the selected strategy is needed. (Vos & Schoenmaker, 2005, P75) A combination of two concepts is chosen, namely the effect concept and the explanation concept. In the effect concept the communication indicated the positive effects of using LIOF’s service. It also includes the positive social effects that come along with using the service. The explanation concept explains the characteristics of LIOF and its service. As a result the messages being sent out are both informative as well as transformative. This means that the messages that will be transmitted through the marketing communication contain information about the company and service and will evoke positive emotions and capture the attention of the clients. (Vos &Schoenmaker, 2005)
                  Chapter 4 Recommendations
In order to achieve the objectives set in the marketing communication plan in the previous chapter, several communication tools are suggested to make it actualize, in consideration of the needs and concerns of Chinese companies. 
4.1 Communication tools
Following marketing tools are recommendable to achieve the best communication results:
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Figure 9 Recommended communication tools (Yellow ones are existing tools and blue ones are suggested tools to be used)
Since LIOF is rather new to the target groups, a combination of advertising and PR tactics would be more effective and recommendable. 

1. Advertising

Advertising is rather expensive that only a limited use of it is suggested. This tool is specially designed for promoting LIOF to the Chinese companies in the Xiamen area. Regarding the three-year Xiamen plan, it started from 2007 and an informative session was organized in the same year. LIOF cooperated with the Chamber of Commerce in Limburg, with NFIA and CCPIT, which is a local business and trade organization to hold this event together. LIOF presented the investment and business climates of Limburg and the south Netherlands to its participants. 

This year, in October, another match-making session will be organized again in Xiamen. The purpose is to introduce Chinese companies with business opportunities in Europe and to use the Netherlands as a European base. It is important to inform more Chinese companies in Xiamen about this upcoming event and invite interested companies to participate. The best possible way to approach them is through mass media. Firstly, advertising in newspapers and magazines would be a priority choice. Since the session will take place in October, advertisements should be published at least once per month in the next four months. Running an advertisement once will not necessarily create the interests of the target group and lead to their actual actions.
The advertisements should be published in local daily newspapers with economic and business focuses, which have large circulation. To put advertisements in local magazines read by most business people is also of great importance.  Still, a research on which newspapers and magazines are mostly read by the target group should be done beforehand. LIOF could do this by requesting a media kit from the newspaper or magazine, which includes circulation statistics, profiles of subscribers and prices. To make the advertisement more attractive and sound to the readers, it is preferable to make it more like an editorial news story.  Secondly, putting banners on the websites that most Chinese companies frequently visit would be another option. By clicking the banner, clients could be linked directly to the official website of LIOF. Invitations and registration forms for attending the session could be found on the website. In this way, LIOF could also gather useful background information of its potential clients and put it into database.
2. Networking (Word-of-mouth) 

Clients are playing an important role in the process of networking. If clients are satisfied with LIOF, they will recommend it to other potential clients, which would certainly increase the reputation of LIOF’s services. 

In the meantime, it is important to keep in good contact with LIOF’s partner NFIA, the Chamber of Commerce and all other existing and future organizations. As for LIOF, networks here refer to contacts from NFIA, especially from the NFIA branch offices in China. Besides, LIOF is cooperating with BOM in ‘selling’ the south Netherlands to the Chinese market while Jiangsu representative office also provides LIOF with many useful contacts. To maintain regular contacts with other involved partners and Chinese companies is also of vital importance in extending LIOF’s own network. The following table explains how LIOF should network with these relevant organizations.

	Networking target groups
	Communication means

	NFIA offices
	· Frequent contacts by emails, phone calls and mutual visits
· Intranet
· Cooperation on organizing events together

	BOM and Jiangsu representative office
	· Frequent contacts by emails, phone calls and mutual visits

· Cooperation on organizing events together

	Other relevant partners (Chamber of Commerce, municipal and provincial governments)
	· Frequent contacts by emails, phone calls and mutual visits

· Cooperation on organizing events together

	Existing Chinese contacts (Chinese companies, Chinese governmental and business organizations)
	· Frequent contacts by emails, phone calls and mutual visits

· Invitations to attend relevant events

	Future potential Chinese contacts
	· Frequent contacts by emails, phone calls and mutual visits

· Invitations to attend relevant events


Table 10 Communication means for LIOF to execute when networking

With their networks and recommendations, LIOF’s reputation as a professional service organization will be promoted and potential contacts might come to LIOF. 

3. Website

Website is certainly another significant and effective communication tool to be used. LIOF should have an integrated house style on both of its Dutch and English websites. Updating the English website is necessary since clients who cannot understand Dutch would rely on it as a reference. A Chinese website is also important since LIOF’s communication to China is increasing. The Chinese website should at least contain the key information about LIOF and the business environment of Limburg. Frequent updates are favourable but not a must, only important announcements on activities related to China should put on the website. Information of visitors to the website would be gathered and stored in database for future references. 

4. E- newsletters

Accompanied with the growth of Chinese companies showing interests in investing in Limburg and finally locating in the region in the near future, it would be interesting for them to know about the integrated business environment of the region. It would be useful to briefly translate the Dutch quarterly magazine into English to keep the same style but in the form of E-newsletters. Visitors could subscribe to the quarterly English E-newsletters by filling out a simple request form on the website of LIOF. Key information about business development in Limburg as well as announcements on upcoming events would be stressed in the E-newsletters to keep readers informed.

5. Events

Paying visits to big-scale international exhibitions in Europe and in China could be a useful way to establish new contacts. LIOF is already using this tactic on a regular base. In addition, LIOF could cooperate with BOM to organize an informative seminar for Chinese companies in the Netherlands and invites their friends to participate as well. Once again, LIOF, together with BOM could cooperate with NIFA offices in China, to organize an event with the concept of introducing the south Netherlands. NFIA offices could send out invitations to their contacts, advertising could be placed in local newspapers and magazines to invite potential interested companies to attend.
From a long-term point of view, when more Chinese companies set up their businesses in Limburg, it would be beneficial for these companies to extend their networks. LIOF regularly organizes events such as Investors’ Day and in the future, Chinese companies should also be invited to participate. 
6. Visits 

LIOF and BOM visit China twice a year and they also visit Chinese companies from their own contacts as well as from NFIA’s resources. It is a useful way to build up and maintain a long-term relationship with these companies. It usually takes long time for Chinese companies to make a final decision to actually move to a foreign market. 
 

Apart from visits to companies, LIOF could also try to set up appointments with local governmental departments such as Chamber of Commerce, Department of Foreign Affairs, Department of Economic Affairs, etc., at municipal and provincial level. They might have more concrete plans on the development of local companies and recommend LIOF promising contacts. Last but not least, LIOF could also invite Chinese delegations together with companies that have potential interests in the European market to come to visit Limburg. It would help informing them with an understanding about the region and its industries.
4.2 Time plan

An overview of the communication mix with time plan is drawn as followed.

	Introduction of LIOF and its services

	Target group
	Means
	Time
	Frequency

	Chinese companies in general
	· Website 

· Emails and phone calls
· Visits
· Invitations
	(applied to all means)

Beginning July 2008

August 2008

September 2008

October 2008
	· Continuous

· Continuous

· 2  x (per year)

· 1  x (per year)

	Chinese companies in Xiamen area
	· Advertisements in local newspapers and business magazines
· Website banners
· Invitation to the Chinese seminar
	(applied to all means)

Mid July 2008

Mid August 2008

Mid September 2008

Beginning October 2008
	· 4  x (once per month)
· Continuous

· 1  x (per year)


Table 11 Time plan of introducing LIOF and its services to its target groups
4.3 Evaluations

It is necessary to examine the effectiveness of this marketing campaign. Advertising is probably not very easy to check, the outcomes would be a gradual process of Chinese contacts increasing. As for the website and E-newsletters, a system such as E-tracker could be used to gather all the information of visitors, the daily/weekly/monthly visiting numbers, the origins of the visitors, the average time they spend on the website and the number of subscriptions of the English E-newsletters. For the events and visits tools, LIOF could note down the number of visitors and how many of them have contacted LIOF for further information afterward.

4.4 Conclusion and General Recommendations
In order to keep a close eye on the development trend in Chinese market, which will exert influence on LIOF’s decision making, three main ways are suggested as followed. The reason for choosing these main means is that these information resources are more reliable and professional market research is also recommended for LIOF to better position itself in the competitive market:
1. Visiting official websites of Chinese national, provincial and regional governmental websites regularly, which are reliable resources. Latest statistics and newly executed policies will be published on the websites. Important information could be gathered for LIOF as references in decision-making processes. At present, gathering information in Xiamen area, Fujian province should be of great interest for LIOF.

2. Paying attention on economic, financial and business news in the Chinese market would be another practical tool in recognizing the development. At a national level, China has a CCTV 9 TV channel and a newspaper named China Daily, which highlights the most important current issues taking place in China. 

3. Hiring professional consultancies to make market research in China is crucial and necessary in deciding which parts of China would be of relatively higher interests to target at. 
In addition, several general recommendations are listed for LIOF to take into consideration:
6. Stay informed on the development trends in Chinese market

7. Stay informed on relevant new governmental policies and regulations in China

8. Keep in touch with its clients, partners and involved parties

9. Keep the website up to date

10. To make the Chinese website more attractive for visitors by putting pictures, testimonials of the companies located in Limburg and useful links on the website as well. 
                  Conclusion

General conclusion

The aim of this report is to provide LIOF with an insight into what could be done to attract more Chinese companies to consider Limburg as a competitive destination for investment. Since the decision-making process on choosing a location to invest is relatively longer than choosing other products or services, it might not be able for LIOF to gain a fruitful result in a short time. It is rather a long-term development and above all, to increase the awareness among potential Chinese clients and establish new contacts from China could be set as priority. 

From LIOF’s perspective, although it has intention in getting more Chinese contacts, the tight capacity of finance and manpower limits its action. On one hand, LIOF would need more backup from the local government to take further step; on the other hand, LIOF would need more Chinese companies coming or showing interests in coming to the region as proof to convince the government for actual support. 

In this report, I focus on what LIOF could do to establish more new Chinese contacts and to keep good relationships with existing contacts. I have segmented the Chinese companies into two groups: the clients in Xiamen area, where the three-year plan is developed and Chinese companies in general. Six communication tools are suggested: advertising to introduce LIOF to the Chinese companies in broad sense; networking to share contact resources with its partners and to increase its reputation among its existing clients to their contacts; website could be used not only to inform but to collect clients’ information as database; E-newsletters provides visitors with updating facts on the actual business environment in Limburg; participating, organizing events and mutual visits are also practical tools to implement, which also enlarges both LIOF and its clients’ networks. These communication tools should be taken out according to the time plan provided and they would help increasing the awareness of LIOF and its services among its target groups. 
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Appendix 1 Interview Transcript with Jacques Mikx, Director of Acquisition Department at LIOF May 14th 2008

1. How would you describe LIOF’s mission and vision?

Our mission is to develop a long-lasting and durable economy in the region; especially we are interested in added-value business.

Our vision is to have proper exposure, to be international-oriented, to take initiatives and we value a well-balanced economy.

2. What kind of corporate culture/ image is LIOF trying to create and promote?

The image that we are trying to create and promote is that LIOF is open to all types of enterprises, in all fields of services, we offer free of charge and confidential services. We are playing a role of intermediary between enterprises and government.
3. What kind of business did LIOF start with when it was first established in 1975? How did LIOF expand gradually?

In 1970s, there was a terror of coal mines in South Limburg and all these 12 mines were close down. Originally they hired more than 70,000persons. Huge unemployment was made by this issue. Form 1970s to 1990s, the provincial government of Limburg set up a series of governmental policies to solve this problem and to revitalize the regional economy. LIOF was set up in order to help with this procedure. Among others, three very important activities that LIOF is doing is venture capital, to attract direct investment, and to support local companies with innovation within existing industries. The main focus of our services is to help creating jobs for local community.

Throughout LIOF’s development, we provide start-up companies with assistances, particularly in finance; later, we help creating easy-in and easy-out buildings for companies to locate. Then we start helping with building industrial and business states. Furthermore, we encourage innovative activities for long-term development. For example, we helped setting up new buildings for research institutes in the field of life-sciences.

4. What does LIOF wants to achieve within 2 years, 5 years and 10 years? Any short-term or long-term objectives?

Two vital sectors of our province are new energy and life-sciences. Especially, in the field of life-sciences, we create a unique way of encouraging cooperation between universities and research institutes. In a longer term, we intend to help creating effective cooperation between universities, research institutes and innovative companies. 

      For instance, we plan to cooperate with BOM in a long-term view, in field like cure and care system; these medical treatments are generally too expensive to put in hospitals. Only by cooperation could we increase the utilization rate and lower the operation costs.
5. What are the strengths of LIOF that would be attractive to address to its potential clients?

Strengths that we have are:

1. Knowledge of companies, the industries here and the integrated business environment in Limburg and the Netherlands

2. We have capable talents

3. We have enough money and we are prepared to invest and assist those promising start-ups

4. We have lots of experiences that working with us is a guarantee of success with a very high possibility

5. We are located very close to the German market, we have strong educational institutions and universities as backup

6. We speak multi languages

7. We have a focus on materials, life-sciences, solar chain industries as Limburg province
6. How does LIOF distinguish itself from other similar organizations?

           We are not trying to distinguish ourselves solely as an organization but we are trying to promote, to sell as the Limburg provinces with its unique advantages. We have quite a few important and well-developed industries such as new energy, life-sciences and we have well-established infrastructure system as well as logistics opportunities. We also have talents working and living in the area and they are international-oriented. As LIOF, we try to provide our clients with requested information and we try to persuade them on choosing Limburg area to locate. 
7. What’s your impression about Chinese companies? How are they different from western clients like Americans and Europeans?
          From what I have noticed, Chinese branch companies always have close relation with their parent companies; they could not take out important decisions at a local level. Meanwhile, they prefer to exchange personnel in management regularly because they believe this would be good to train their employees and offer them valuable working experiences under different situations. However, I think this is not always true. Building up network is also a quite important factor in doing businesses and it takes longer time to establish a strong network. Frequent shift of personnel is not very helpful for building up networks. Another impression I have about Chinese companies is that they are not very open compare to Americans or Europeans. They think cost-saving a very important factor in decision-making. However, they should be more open, to embrace potential new opportunities, to be more creative and innovative. 
Appendix 2 Interview Transcript with Mart Dijk, Deputy Director of Foreign Investment Department at LIOF May 13th 2008 

1. How long have you been working at LIOF and since when did you start to have initial contacts with Chinese companies? 

I’ve been working for LIOF since 1990, so that’s 18 years already. And in the beginning, we have more Japanese contacts because Japan was coming up, and China was a little bit closing down. Well, not really closing down, but the interest for Chinese companies, and that’s what we’re here for, was not really starting. So the initial contact with Chinese companies we had about 3 years ago, so 2005.

Mainly because the NFIA office opened up in Shanghai, and became operational in 2005. As I’m the only person in charge of Far East, Asia, I have to rely on NFIA quite a lot, and on contacts. And I have been to China before, in 92 already and 95, but the marketing was not promising at that time, for influx and inward investment from mainland China. 
2. For what reason did you get in touch with these Chinese companies and what were your first impression about them?

The reason is as I said, NFIA opened up an office and it became operational in 2005, together with Brabant, BOM and LIOF had a visit in 2005, 2006, and we laid a foundation for the first contact, we present ourselves. And the reason is next to the other responsibilities, Japan, Taiwan, Korea, Singapore, Malaysia, China could also be  very promising because they manufactured a lot. They exported a lot, as a result, also to Europe. We expected a marketing/sales office, in particular EDC’s, European Distribution Centre.  So that was the reason to start establishing contacts which we might expect and that might take sometime Chinese investments.

And the first impression, that they are not very well organized, and they don’t have clue of what is Europe all about. Of course that I’m only in charge of a very small small part of Europe, the South Netherlands. But the first impression is that they still need a lot of education, of what is Europe is about. 
3. How does LIOF get all these contacts from? 

It’s NFIA, is very important for us. That’s why last year I worked two months in NFIA office in Guangzhou. Also to inform my Chinese colleagues there about Limburg and the south Netherlands. The Chamber of Commerce in Limburg is also acting very actively in matchmaking between Dutch and Chinese companies. They also give us some useful contacts. As you know, we closely cooperate with BOM, from Noord-Brabant province, we promote our two provinces as ‘South Netherlands’ when we visit Chinese companies. There is a Jiangsu province representative office located in Tilburg, in BOM’s building. They also give us some contacts from Jiangsu province as well.

4. How does LIOF approach these potential Chinese companies in general? Does it turn out to be effective? 

Jiangsu province from China has set up their representative office in Noord-Brabant province .We keep regular contact with them and for example in October 2006; we attended a seminar in Nanjing and gave an informative presentation about the South Netherlands. In this way, we provided the clients with general information about us. We also welcome company visits to our province; NFIA and Jiangsu representative office recommend us many useful contacts. 
5. What kind of services is LIOF providing these companies with?

Since we are a semi-governmental organization, we inform our clients with investment possibilities, such as land, offices. And we also network of tax, labor, residential experts and agencies that we have contacts with, we could help these companies with all kinds of problems they might have. If we are not able to help them out, we can also find contacts to help them out. 

6. From your point of view, what are the comparatively important concerns of these Chinese clients? What aspects do they care more about? 

I think they care about the price a lot. The costs, in general, they think about costs quite often. Logistics issue is another aspect they value and they always relate logistics to the city of Rotterdam. And tax-related issues is also quite important from their perspectives. 
7. Compared with other Asian clients who come from Japan, Korea or Taiwan area, what distinguish Chinese clients from them? What similarities and differences do you see between them?

I would say companies from Japan and Taiwan are more internationally experienced. They know the management, knowledge of the industry and master the language of English quite well. In comparison, Chinese companies are still in the very start phase, they are still searching for their ways. They don’t have fixed goals so they easily change their goals and plans from time to time. 

8. What are the challenges in communicating with Chinese clients?

Two very big challenges I have noticed in working and communicating with Chinese companies are they change opinions easily and they don’t say what they really mean. They always ask many questions and at all the time, they ask for quick and immediate feedback, which makes it somehow difficult to cooperate. Another thing is that you have to listen to what they really mean, they can now use English to communicate quite well but the way they express their opinions are rather indirect. 

9. What are the strengths of LIOF that might be attractive to address to Chinese companies?

Our location is quite nice, boarding Belgium and Germany. We have a professional attitude and always willing to help. We have quite strong network with local and national governments as well as various well-established companies. We speak languages more than Dutch and English, most of us speak German and French, which would be quite useful for our clients to expand their markets. And very importantly, the competitive Dutch tax policies and lower labor and land costs in Limburg are also attractive factors to promote to the Chinese companies.

10. For LIOF, what kind of Chinese companies would be interesting to get in touch with? For example, in which industries?

This is more like a lottery system; in general, we welcome all kinds of Chinese companies. To be precise, we would like companies to take out their logistics operations together with marketing offices here, or to assemble their products here, we prefer logistics-related together with added value activities. 
11. Has LIOF made any research on the Chinese market in order to find interesting potential contacts?

For the time being, we basically rely on NFIA on getting these Chinese contacts from and through their offices in China, they have more direct communication with these companies. After their initial contacts with these Chinese companies, we then provide more detailed information about our region requested from them. 
12. Does LIOF have an objective and plan in targeting the Chinese market? What’s that?

Together with Chamber of Commerce, we have set up a 3-year plan starting from 2007 to 2009. We cooperated with CCPIT, which is an intermediate organization, we try to have matchmaking activities and trade between us, acquisitions is also one of our focuses. We chose Xiamen, because we have very similar industries like automotive, machinery and chemical, so there will be lots of cooperation opportunities. 

13. How do LIOF cooperate with other stakeholders such as Chamber of Commerce, city and provincial government, NFIA in providing services and help to Chinese companies?

We cooperate with Chamber of Commerce and NFIA a lot. Together with Chamber of Commerce, we set up a three-year plan in aiming Xiamen area as our main target market in China, from 2007 to 2009. The reason why we choose Xiamen is because the rapid development in South China and Xiamen also has many similar industries as we do. In 2007, we organized a seminar in Xiamen, we cooperated with a local trade and business organization, CCPIT, and with NFIA in China, and we invited Chinese companies to participate. We gave a presentation introducing the opportunities of doing business in Limburg. We think it is important to keep organizing seminars more than once, to make more people aware of it. So this year, again, in October 2008, we plan to visit Xiamen and hold a seminar there. We also plan to visit the annual Hi-tech Fair in Shenzhen to establish new Chinese contacts.

14. What opportunities do you see in the Chinese market?

Although most Chinese companies are still in the start-up phase but the future is quite promising. It takes time for them to get more international oriented and we have to be patient and assist them in this procedure. The quality of Chinese companies in doing business is increasing gradually and more and more Chinese companies are willing and preparing to expand to the market abroad. We certainly should make good use of this increasing opportunity. 

15. What do you expect from Chinese clients? In which way do you think the mutual communication could be improved? 
I think it is very important for them to develop a long-term objective and don’t put too much focus on the short-term profits. They also need to have more concrete plans on what they want to achieve and how. I expect them also to make some research about the market that they are interested in.
Appendix 3 Interview Transcript with Frans Ridderbeekx, PR Manager at LIOF, May 14th 2008
1. Could you describe how LIOF organizes its internal and external communication?
Internally, we have 54 people working for the organization, we use intranets to communicate, and also organize meetings and contact each other by sending emails. 

Externally, we use different communication means to promote LIOF and its services to its target clients.

2. Which means of medias have been used by LIOF to promote itself?
We have an official website and we update it with latest development and business-related news in the area. We also have an English website, main facts about the key industries in Limburg could be found on the website, together with several simple leaflets in Chinese and Japanese could also be downloaded from it. We organize events for our clients to participate and we sponsor two football clubs and theatres by buying seats from them. We also put advertisements in regional magazines and newspapers to promote LIOF. 

3. What communication activities have LIOF taken out so far?
Reporting, offering information and general press communication are the three main functions of our communication department at LIOF. We publish four quarter magazines and an annual report each year and they are later sent to our clients. We illustrate the new development within the region in order to provide our clients with an idea about things happening around. We also organize meetings and events from time to time. For example, we organized an Innovation Day earlier this year and we invited more than two hundred companies to come and participate. It is a beneficial opportunity for people to network and meet someone. We also plan to organize an end-of-year party this year to gather all companies in the region to meet and exchange opinions. We keep frequent contacts with NFIA and our other partners by press contacts.

4. Does LIOF have a separate communication plan targeting Asian market and American market?

LIOF does have a communication plan in general to promote the organization itself. We put advertisements in local magazines and newspapers; we participate in cooperation project with neighboring states. However, these activities are more at a local level, we don’t have separate communication plan especially for Asian or American market.
Appendix 4 Interview Transcript with Shaochen Ding, Project Manager at BOM May 10th 2008
1. What have you noticed in communicating with Chinese companies? What differences do you see in Chinese companies, in comparison with the Dutch culture?
The differences between two cultures can be noticed but not very easy to understand. For instance, Chinese companies are more indirect while the Dutch are quite direct in expressing their own opinions. Chinese companies could easily change their opinions and actions without notices. Regard to hierarchy is valued by most Chinese companies; boss could be very strict to its employees and expects his workers to be working hard under all conditions. However, for most Dutch people, they can discuss with their colleagues and bosses about their own opinions and express their disagreements, which is quite normal and not considered to be insulting. Besides, since China is developing very fast and most Chinese companies are not well prepared to perform in the world market. They are not leading a long-term development plan and instead they care about rather instant benefits. Also, the Dutch system is more complicated and completed, so it takes time for Chinese companies to understand these differences and adapt to them. 

2. How do you perceive such differences?
Because we understand about these differences, we try to explain both sides about them as a bridge of communication. BOM helps Chinese companies to understand the differences in doing businesses in the Netherlands and in Europe and helps them solving all practical issues to the best we could be. 
3. When did BOM start focusing and exploring the Chinese market? How does BOM promote itself?
Since 2005, Chinese companies started showing interests in the Noord-Brabant province and we had our Chinese website designed in the same year. Since 2006, BOM has formally started getting in touch Chinese companies by our network of NFIA, local governments and attending exhibitions.
4. Which activities related to China have been taken out by BOM? Why?
In 2006, we organized a China Seminar for most Taiwan companies in the province. In 2007, we organized another China Seminar at the High-Tech Campus in Eindhoven and we invited companies from Taiwan as well as from mainland China to participate together. It is intended for introducing them with potential opportunities of doing businesses in the Netherlands and in Europe, we also informed about the latest development trends and policies in the Netherlands in doing businesses. It was quite successful experience and most participants are willing to attend a similar event in November 2008 again. Moreover, we also organize investment day for all companies in the region and Chinese companies are also invited to it.
5. Are there any Chinese companies coming to locate in the Noord-Brabant province?
Yes, at the moment, there are about 20 Chinese companies coming from mainland China to locate in the province. There are no clear classifications between what industries they are in. Still, most Chinese companies doing electronic business are located in Eindhoven area while chemistry-related companies choose to establish in Breda. 
6. What are the concerns of these Chinese companies and what do they usually ask BOM about?
About 80% to 90% of our Chinese companies are from NFIA offices, they first have initial contact with these companies and help them with general inquires such as taxes and general process of setting up businesses in the Netherlands. Later, when a company has more precise question like where to locate, how to register at the local Chamber of Commerce and how to hire local employees and etc., we would try to help them at a local level. They are generally caring about overall costs issues. 
7. How does BOM communicate with these Chinese companies?
For the companies located in our province, we have plans of visiting them at least once or twice a year. For other clients of us, we also keep regular contacts by phoning and emailing. Since we closely cooperate with NFIA, we have a mutual intranet that we share the contact details with these Chinese companies, in order to avoid unnecessary repeated contacts. 

8. When did BOM start to visit exhibitions and what are the effects of attending exhibitions?
BOM started visiting exhibitions since about six years ago, in Japan and in America. We find visiting exhibitions a very useful and effective way to find interesting companies to establish contacts with. We can notice that Chinese companies attending exhibitions are willing to communicate with us more and more. They are more and more open in explaining us their development plans and their requests. In this way we can better understand their needs and provide them with more realistic and useful assistances. 

9. How is BOM cooperating with LIOF with the ‘South Netherlands’ concept in the Chinese market? What are the challenges BOM and LIOF have encountered?
BOM and LIOF started cooperating five years ago, in order to explore the Asian market together, especially the Japanese and Chinese market. We also closely cooperate with NFIA for getting reliable contacts from them and to organize events together. We visit China once or twice a year, to attend seminars and to visit our potential Chinese clients recommended by NFIA. We designed a Power Point in particular introducing the business climate and quality of life in South Netherlands. This Power Point is used when we visit companies and give presentations together. 

Concerning the challenges we are facing, Chinese companies are thinking and acting in a more traditional way. Most Chinese companies are still in the initial phase of development, they are not very internationalized so it usually takes much longer time for them to make investment decisions. I think it is a gradual process, which might take another two or three more years for them to become mature in doing businesses abroad.
Appendix 5 LIOF Organization
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Appendix 6 Comparison of LIOF and its competitors ‘websites
	Name
	Strengths of the region
	Notes
	Link

	Limburg Development and Investment Company (LIOF)
	· New energy

· Automotive

· Life sciences

· Boarding Belgium and Germany
	· Website in Dutch and English

· Chinese leaflet

· Chinese brochure to be published online (June/July 2008)
	http://www.liof.nl/


	Flevoland Development Agency


	· Space(airport, forest and recreation areas;

· easy reach to Amsterdam
	Website in Dutch and English


	http://www.omfl.nl/FLEVOLAND

	West-Holland Foreign Investment Agency (WFIA)


	· Near Amsterdam and Rotterdam;

· Home to numerous international companies and governmental organizations
· world leader in scientific research and education(Life sciences, Aerospace & Composites, Oil & Gas and IT & Telecom)
	· Website in Dutch, English and Chinese

· Multilingual brochures available
· Chinese representative office in Beijing
	http://www.wfia.nl/home.php?pageid=1&


	The Development Agency East Netherlands (Oost )


	· Important sectors are: ICT, Logistics, Health & Medical Engineering and Food & Life Sciences.


	· Website in Dutch and English;

· Chinese brochures available
	http://www.oostnv.com/


	Investment and Development Agency for the Northern Netherlands (NOM)


	· Key sectors are: Life science, Chemical industry, IT, Energy, Services, Logistics, Manufacturing industry
	Website in Dutch and English
	http://www.nom.nl/ng01/index.jsp?catid=28332


	N.V. Noord-Brabant Development Agency (BOM)


	· Main aspects are: International connections, High Tech, R&D, Design, Education
	· Website in Dutch, English and Chinese
· China event held each year
	http://www.bom.nl/index.php?p=brabantse_ontwikkelings_maatschappij&m=2


	City of Amsterdam Economic Development Department


	· Important advantages are:

Schiphol Airport area (logistics);Competitive labor market of experienced accountants, financial specialists, lawyers and management consultants;

· One of the best business location in Europe (ECM 2007)
	· Website in Dutch, English and Chinese
· Chinese newsletter

· Chinese representative office in Shanghai
	http://www.ez.amsterdam.nl/ 



	Rotterdam Development Corporation

	· Highlights are:

Rotterdam Port(logistics);

· Over one thousand international companies located in the Rotterdam
	Website in Dutch, German and English
	http://www.rotterdam.com/?Channel=UK



Appendix 7  LIOF’s PR materials

LIOF’s annual report 2006 
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LIOF’s annual report 2007
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LIOF’s logo in Dutch
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LIOF’s logo in English
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LIOF’s official Dutch website 

http:// www.liof.nl/
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LIOF’s English website 
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LIOF’s quarter magazine 
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Appendix 8 Questionnaire for CeBIT Exhibition 
Limburg Development Company Questionnaire                             [image: image16.png](LIOF)





CeBIT 2008

Bottom of Form

Q1: How many times has your company attended CeBIT? 
[image: image17.wmf]First time                 [image: image18.wmf]Twice                         [image: image19.wmf] Three times and more
Q2: What is the purpose of your company attending CeBIT?
[image: image20.wmf]Learn more about relevant industrial information [image: image21.wmf]Seek cooperation    [image: image22.wmf]Promote own products         [image: image23.wmf]Other, please specify  [image: image24.wmf]

                   


Q3: How many times have you visited Europe for business purpose?

[image: image25.wmf]Once                      [image: image26.wmf]Twice                  [image: image27.wmf] Three times                  [image: image28.wmf]More than three times

Impression on Maastricht

Q4: Do you know Maastricht, a city which is located in South Netherlands?

[image: image29.wmf]Yes, please continue                                [image: image30.wmf]No, please skip Q5 and Q6, and continue with Q7 

Q5: How did you know about Maastricht?

[image: image31.wmf]TV        [image: image32.wmf]Newspaper       [image: image33.wmf]Magazine        [image: image34.wmf]Radio            [image: image35.wmf]Internet          [image: image36.wmf]Friends    [image: image37.wmf]Exhibition

[image: image38.wmf]Other, please specify  [image: image39.wmf]

                   


Q6: What is your impression on Maastricht? (You may choose more than one option)

[image: image40.wmf]A historical city                                                      [image: image41.wmf]A boarder city，close to Belgium and Germany

[image: image42.wmf]Superb transport facilities                                     [image: image43.wmf]Well-developed automotive industry

[image: image44.wmf] University Maastricht was established here        [image: image45.wmf]Famous research centre for information technology

[image: image46.wmf]With stimulating atmosphere for life science research        [image: image47.wmf]A recreational and tourist city 

[image: image48.wmf]Other, please specify  [image: image49.wmf]

                   


Q7:  The Treaty of Maastricht forms the basis for European unification; do you have any impression about this?

[image: image50.wmf]Yes                                                                              [image: image51.wmf]No
                                                                                                                         [image: image52.png](LIOF)





Investment and Development in Europe

Q8: Do you have any intention on expanding your business or investing in Europe?

[image: image53.wmf]Yes, please continue                                                     [image: image54.wmf]No, please skip Q9, and continue with Q10  

Q9: Regarding the importance of following development factors for your company, please mark in number 1 to 11, in which 1 means most important and so on. 

[image: image55.wmf]Land costs                                                                         [image: image56.wmf]Labour costs

[image: image57.wmf]Raw material costs                                                            [image: image58.wmf] Transport Access 

[image: image59.wmf]Industrial supply                                                                [image: image60.wmf]Tax policy

[image: image61.wmf]Neighbouring market (Common market)                          [image: image62.wmf]Technical and research environment

[image: image63.wmf]Governmental policy and incentives                                  [image: image64.wmf]Consumptive standard                                                       

[image: image65.wmf]Life quality                                                                          [image: image66.wmf]Other, please specify   [image: image67.wmf]


Q10: In which way do you often get access to relevant industrial and market information?

[image: image68.wmf]TV                         [image: image69.wmf]Newspaper             [image: image70.wmf]Magazines            [image: image71.wmf]Radio        [image: image72.wmf]Internet          [image: image73.wmf]Exhibition             [image: image74.wmf]Forum                     [image: image75.wmf]Recommendations   from others           
[image: image76.wmf]Other, please specify [image: image77.wmf]

                   


Q11: Limburg Development Company LIOF provides up-to-date statistical, economic and financial facts and figures and assists you in all aspects of expanding your business in Limburg. Our services are free of charge. Are you willing to keep in touch with LIOF?  

[image: image78.wmf]Yes                                                                            [image: image79.wmf]No

Q12: Are you willing to learn more about relevant industrial information in Limburg? 

[image: image80.wmf]Yes                                                                            [image: image81.wmf] No
Q13: In which way would you like to be informed about such information?

[image: image82.wmf]Email                                                                     [image: image83.wmf]Letter
[image: image84.wmf]Telephone                                                             [image: image85.wmf]Company visit when possible
 [image: image86.wmf]Other, please specify  [image: image87.wmf]

                   


Thank you for your time!

Please write down your company contact:
Company:
________________________________________________________________
Name (Mr. /Ms.): 
________________________________________________________________

Address:
________________________________________________________________

Postcode:
________________________________________________________________
Phone:
________________________________________________________________
Fax:

________________________________________________________________
Email：
________________________________________________________________
Company website:
________________________________________________________________
Shareholders
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Chinese
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LIOF








� The term Chinese clients will be used in this report to refer to Chinese companies in general.


� See Appendix 1 : Interview with Jacques Mikx, May 14th 2008


� See Appendix 2 Interview with Mart Dijk May 13th 2008


� For more information, please see Appendix 4


� See Appendix 1: Interview with Jacques Mikx, May 14th 2008


� See Appendix 2: Interview with Mart Dijk May 13th 2008 


� See appendix 6: comparison of LIOF and its competitors ‘websites


� See Appendix 4: Interview with Shaochen Ding May 10th 2008


� See Appendix 2: Interview with Mart Dijk


� See Appendix 3: Interview with Frans Ridderbeekx May 14th 2008


� See Appendix 2: Interview with Mart Dijk May 13th 2008


� See Appendix 4: Interview with Shaochen Ding May 10th 2008


� See Appendix 7: LIOF’s PR materials


� See Appendix 2 : Interview with Mart Dijk May 13th 2008





[image: image89.png](LIOF)




_1307174240.unknown

_1307174257.unknown

_1307174266.unknown

_1307174270.unknown

_1307174272.unknown

_1307174273.unknown

_1307174271.unknown

_1307174268.unknown

_1307174269.unknown

_1307174267.unknown

_1307174261.unknown

_1307174263.unknown

_1307174265.unknown

_1307174262.unknown

_1307174259.unknown

_1307174260.unknown

_1307174258.unknown

_1307174249.unknown

_1307174253.unknown

_1307174255.unknown

_1307174256.unknown

_1307174254.unknown

_1307174251.unknown

_1307174252.unknown

_1307174250.unknown

_1307174244.unknown

_1307174246.unknown

_1307174248.unknown

_1307174245.unknown

_1307174242.unknown

_1307174243.unknown

_1307174241.unknown

_1307174223.unknown

_1307174232.unknown

_1307174236.unknown

_1307174238.unknown

_1307174239.unknown

_1307174237.unknown

_1307174234.unknown

_1307174235.unknown

_1307174233.unknown

_1307174227.unknown

_1307174229.unknown

_1307174231.unknown

_1307174228.unknown

_1307174225.unknown

_1307174226.unknown

_1307174224.unknown

_1307174215.unknown

_1307174219.unknown

_1307174221.unknown

_1307174222.unknown

_1307174220.unknown

_1307174217.unknown

_1307174218.unknown

_1307174216.unknown

_1307174210.unknown

_1307174212.unknown

_1307174214.unknown

_1307174211.unknown

_1307174206.unknown

_1307174208.unknown

_1307174209.unknown

_1307174207.unknown

_1307174204.unknown

_1307174205.unknown

_1307174202.unknown

_1307174203.unknown

_1307174201.unknown

_1307174200.unknown

