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CEIBS Kai Feng Center for Family Heritage Launch Ceremony
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CEIBS Kaifeng Centre for
Family Heritage Launched

The CEIBS Kaifeng Centre for
Family Heritage (CKCFH) was
launched on December 7, a nod
to the growing interest in, and
importance being attached to, family
businesses in China. It will focus on
three major areas:

Research (50-60% of the Centre’s
activities): not only on the corporate

side of business, but also on family



relationships and succession.
Scholars from other top universities
will contribute to the research.

Education: the goal is to
develop elective courses for CEIBS
MBA, FMBA, EMBA, and Exec Ed
programmes so that the new research
and knowledge can be shared with
the CEIBS community.

Reaching families: the Centre
will facilitate discussions, develop
a family business network, and
organise seminars and roundtable
sessions.

Executive President Prof Zhu
Xiaoming, President Prof Pedro
Nueno, Vice President and Dean
John Quelch, as well as Vice
President and Co-Dean Prof Zhang
Weijiong led the CEIBS team present
at the launch. Also in attendance
were Michelin Chair Professor in
Leadership and HR, Professor of
Management and CKCFH Director
Jean Lee; Professor of Finance and
Accounting and CKCFH Co-Director
Oliver Rui; as well as a number of
other CEIBS faculty and staft.

Representing the Kaifeng
Centre for Family Heritage were
Desmond Shum, Co-founder of
Kaifeng Foundation and Chairman
of Great Ocean Group; and Ellen
Hu, Secretary General of Kaifeng
Foundation and Vice President of
Great Ocean Group.

In making opening remarks,
Prof Zhu highlighted the rise of
family businesses in China and noted
that problems of succession and
governance will become increasingly

important as these businesses
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mature. Solutions that factor in the
long-term are crucial, he added. He
thanked Profs Nueno and Lee for
spearheading the development of the
CKCFH, explaining that the Centre
will encourage social responsibility
both in China and abroad.

Drawing on his research on
family businesses, Prof Nueno
spoke about issues such as the role
that entrepreneurship plays in
helping family businesses succeed
generation after generation. He
also spoke about the role a director
of a family business needs to play:
respect and work with the needs
of the family, rather than simply
focusing on the commercial aspects
of the enterprise. Making the point
that Chinese family businesses need
guidance in balancing the demands
of the enterprise with the demands
of family life, he explained that
knowledge from Europe and America
should be tailored for Chinese
companies. As a bridge between
Eastern and Western management
education, CEIBS should play a key
role in supporting the sustainable
development of family business in

China, Prof Nueno emphasised.
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Beijing Benz Partners with
CEIBS

CEIBS and Beijing Benz
Automotive have signed a strategic
partnership agreement that will
include cooperation on executive
education, case studies, brand
marketing and CSR. In addition
Beijing Benz will sponsor several
annual industry forums including the
China Automobile Industry Forum.

The December 15 signing
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ceremony was attended by CEIBS
Executive President, Zhongtian
Chair in Management Professor
Zhu Xiaoming; and Vice President
of Beijing Automotive Group, BOD
Director, Senior Executive Vice
President & Party Secretary of
Beijing Benz Automotive Cai Suping.

During the signing ceremony,
representatives from both CEIBS and
Beijing Benz acknowledged their
previous successful joint efforts. They
also expressed their wish to deepen
their strategic partnership while also
contributing to the prosperity of the

Chinese business environment.
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Prof Zhu noted: “Benz is one

of the top brands in the world, and
CEIBS is happy to engage in multi-
faceted strategic cooperation with the

Beijing Benz Automobile company.”

AAASARRTRIERSE
Mg & thEX

1878, JO0TKRAINITEIE
REEMEREARK S ER (Irial
Finan ) £ X Er T ZR2EDNS
BRI EARTEA “HBi#%2013—
OO RESREATHOKESR
B BEW, STASZETTOT R

Mercedes-Benz

[k i 4

AFEPETHNEREEE, KRR
EHPREERHEKEER, K5I
71002 &4 MBA. EMBAS £ FI#EL
RI,
SAEFE KRBT 09 RAS
SL126FRMAE, EARTEMA—
X EBBH K200 M HH. HE
500 MAR RN EEASNARH
2, 20094, JOTRATFHET —
MNHEIB #r—F2020F 0, LUK
N E
SEFEERBATIOTRAT
HARRABE N, Mk, SAERE
ms, BPEXHNLZEFERNDAL
FIXB A EBFE207MMT O T RAF]
e eI KYE, B, TOTk



NEHTEURFSERE, FIWASIER
NTFEHKREREREN, FFERME
I ol EERF B AR R B3

2012%F, FJOTRASEFEHE
PWEASHFERATL, BRITOTKRAT
rEPE@MESHkE, WBRITE.
EREHAMURESHIE, BFE
MEMARSKE=KTH, B,
AOTKRASETEECHEEF12001
HENELRIG0008HEAR, E
EREESMFNRBTREENT
BRARSHE, THYKPEHHN
B, ASETEFBHNTHFHLL BT
WEeFET O RABE/NETE KT
KRR INE &,

Coca-Cola’s Irial Finan Speaks
at CEIBS Executive Forum

On January 7 Irial Finan,
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Executive Vice President of the
Coca-Cola Company and President,
Bottling Investments, shared aspects
of his company’s growth strategy
for the Chinese market in a speech
entitled “Beyond 2013 - Coca Cola’s
Strategy Towards Opportunities In
Its Biggest Growth Market”. CEIBS
Professor of Management Zhang Yan
(Anthea) moderated the event, which
was attended by more than 100 people
including CEIBS MBA and EMBA
students, faculty and staff.

Finan began his lecture with a
retrospective of Coca-Cola’s 126-
year history and explained how
it developed into a multinational
company with more than 500
beverage brands sold in more than
200 markets. The company’s long-
term goal, as set out in 2009, is to
double its revenue by 2020, he said.

Emphasizing the future growth

potential for the company Finan

said that in terms of per capita
consumption, developing countries
like China still lag far behind the
world average of 207 servings of
Coca-Cola product per capita. He
explained that the company is also
focused on sustainability, for example
it is working towards developing
global water stewardship and is
creating sustainable packaging.

As of 2012, Coca-Cola had almost
50,000 employees in China. Despite
the challenges posed by the country’s
scale, diversity and fierce competition,
China is now Coca-Cola’s third largest
market. Utilizing its unique brand of
innovation, expansion and execution,
the company is expanding its
presence in the Chinese market where
it currently has 1,200 sales offices and
15,000 sales people. Its sustainability
programmes in China include Coca-
Cola Hope Schools and the Yangtze

Fresh Water Protection Programme.
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