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Online WeChat

CEIBS 25th Anniversary Celebration is well underway! But there is still a lot 
more to come….

In this issue’s Cover Story we lift the curtain to provide a tiny glimpse of 
what’s ahead as we celebrate our quarter century with activities and events in 11 
cities on four continents. We also bring you highlights from the celebration so 
far: inspirational speeches, bridge-building overseas forums, thought-provoking 
discussions inside China, special videos and webpages, and so much more!

This issue is also jam-packed with stories that showcase so many of the things 
that make CEIBS unique. Alumni stories, interviews with staff from our Accra 
and Shenzhen campuses, and a solid segment on the changing face of HR are just 
some of the features we have prepared for you. There is also a look back at the 
great job done by MBA Student Committees over the years as well as an update on 
the work being done by the very innovative Nanjing Alumni Association Chapter. 

We hope you enjoy this issue, whether you’re flipping through the pages 
of a print copy, reading our WeChat or LinkedIn versions or checking out the 
magazine from the CEIBS website. 

As always, we look forward to your feedback, along with story ideas for future 
issues. Just drop us a line at alumnimagazine@ceibs.edu.  

Anywhere, anytime.

Charmaine N. Clarke
Editor-in-chief
Deputy Director, CEIBS Marcom

Snow Zhou
Editor-in-chief
Assistant President, CEIBS
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With a spectacular China launch — held 
simultaneously in Shanghai and Beijing — closely 
following the international launch in Ghana, CEIBS 
25th Anniversary Celebration is well underway! Here 
are a few highlights:
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Upcoming events

L
aunched in April, the eight-month-long celebration will showcase the school's culture of Five 

Campuses, One CEIBS. There was an international launch in Accra on April 9, followed by China 

celebrations on April 13. Our overseas forums got underway with the US Forum in Boston on May 

15 and the Europe Forum in Zurich on May 17. Here are some of the events and activities you can 

look forward to in the months ahead.

Related videos:

Spectacular China Launch Ceremony Our Quarter Century Global Significance

	 Shanghai: When China Meets Africa Forum

	 June 8, 2019

	 Munich: Europe Forum

	 July 5, 2019

	 Brussels: Europe Forum

	 July 12, 2019

	 London: Europe Forum

	 October 2, 2019

	 Paris: Europe Forum

	 October 4, 2019

	 Paris: Europe Alumni Reunion

	 October 5, 2019

	 Zurich: Campus Launch

	 October 7, 2019

	 Shenzhen: Closing Ceremony

	 November 8, 2019

	 Beijing: Closing Ceremony

	 November 10, 2019

	 Shanghai: Closing Ceremony

	 November 15, 2019
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Overseas Forums Get Underway 

in Boston & Zurich 

T
wo of the five major overseas 

forums planned as part  of 

C E I B S  2 5 t h  An n ive r s a r y 

Celebration were successfully held in 

May.

On the 15th, about  80 high-

level Chinese business executives and 

entrepreneurs joined scholars from 

the U.S. and China in Boston for a 

discussion on how both sides can work 

together to break new ground in today’s 

digital economy. They gathered as 

part of a wider audience of about 200 

people for a half-day event co-hosted 

by CEIBS and Z-Park Innovation 

Center. 

“The enthusiasm and openness 

with which participants shared their 

v iews dur ing today’s  event is  an 

indicator of how important it is for us 

to keep engaging with each other. There 

is still a very strong interest in doing 

business with, and in, each other’s 

markets. This is why we were able to 

bring with us a team of high-level 

Chinese business executives who are 

eager to engage with the local business 

community in Boston,” CEIBS Assistant 

President Dr Snow Zhou said on the 

sidelines of the forum. “We hosted 

today’s event to provide a platform for 

knowledge exchange on both sides, 

which we hope will be useful as we 

move forward.”

Two days later, on May 17, a 

comparison of  Switzerland’s long 

history of  innovation and China’s 

emerging global recognition as a major 

player in innovative processes and 

products provided the framework for 

spirited discussions during the Zurich 

leg of  CEIBS Insights 5th Europe 

Forum 2019. The event, which also 

explored ways in which both countries 

can work together, was co-organised 

by CEIBS and Credit Suisse. It brought 

together thought leaders, innovators, 

and business minds from Europe and 

China to look at China’s evolution from 

copycat culture to leading innovator 

a s  w e l l  a s  h ow  Sw i t z e r l a n d  h a s 

developed its own unique ecosystem for 

innovation. During the event, speakers 

and panellists explored a range of real 

life examples from areas such as AI, 

drones, automotive, hospitality and 

healthcare, and offered ways in which 

China and Europe can collaborate 

to  deve lop new high tech f ie lds , 

innovations, and business models. 
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CEIBS President Li Mingjun: 

Our Quarter Century

“I 
am delighted to join you here at the Launch Ceremony for CEIBS’ 

25th Anniversary Celebration. Throughout the rest of this year, we 

will be hosting a series of inspiring forums across Asia, the US, and 

Europe. These will offer our global staff and alumni a platform to 

spark discussion, share insights, celebrate CEIBS’ hard-won achievements, and help 

us prepare for the long road ahead.
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in 1994, CEIBS has viewed China’s 

integration into the global economy as 

inevitable, believing that this process 

can benefit people around the world. 

Generations of CEIBS leaders, faculty, 

and staff have held true to this vision, 

steering the school to success beyond 

their wildest dreams. In the 1980s and 

1990s, we turned out China’s first cohort 

of entrepreneurs and executives familiar 

with modern Western management 

theories and practices. Over the decades, 

we’ve cultivated a world-class team that 

offers China depth and global breadth; 

developed an excellent repository 

of China business case studies; and 

pioneered our patented Real Situation 

Learning Method, which marries theory 

with practice. Our courses are taught 

on campuses across Asia, Europe, and 

Africa, enabling Chinese companies 

to go global, while helping the rest of 

the world to better understand China. 

We also boast the largest and most 

influential alumni network among 

Chinese business schools. CEIBS owes 

much of its success to the leadership’s 

strategic vision and commitment to 

innovation.

Over the past quarter of a century, 

CEIBS has brought China and the 

rest of the world closer together, while 

refining its own brand. Our school’s 

history is replete with stirring anecdotes 

about past leaders, who are united by 

their keen sense of responsibility and 

duty, their innovation and dedication. 

Six European members of the CEIBS 

leadership have received the prestigious 

Magnolia Silver Award for major 

contributions to Shanghai, while many 

members of our foreign faculty and staff 

have rendered invaluable service to the 

school. We are prouder still of the close 

integration between our five campuses 

on three continents, and our supportive 

ne twor k  o f  over  22 ,000  a lumni 

dispersed across the globe. Our school 

emblem is based on the shape of the 

Chinese character 合 (Hé, which means 

“mutual understanding”), because we 

embrace the values of “collaboration on 

the basis of mutual respect for common 

development”. Going forward, it is our 

responsibility to write an exciting new 

chapter in the story of the CEIBS brand.

Over the past quarter of a century, we 

have constantly honed the school’s 

operations to ensure its long-term 

success. By benchmarking ourselves 

against other world-class business 

schools, we have successively launched 

MBA, EMBA, Executive Education, 

Finance MBA, Hospitality EMBA, and 

Entrepreneurial Leadership Camp 

programmes. While pursuing our 

own development, CEIBS has also 

contributed to China’s economy and 

national talent strategy, promoted the 

Belt and Road Initiative, and spurred 

innovation and entrepreneurship. 

CEIBS also fosters economic and 

cultural exchange between China and 

the rest of the world, hosting forums in 

important European cities every year, 

inviting Chinese diplomats to expound 

on China’s strategies, and providing 

networking opportunities for Chinese 

and foreign entrepreneurs. We may now 

be bigger and our administration more 

complex, but we still apply the same 

rigorous academic standards and quality 

T h e  y e a r  2 0 1 9  m a r k s  t h e  7 0 t h 

anniversary of the founding of the 

People’s Republic of China and the 

25th anniversary of CEIBS. The year 

got off to a great start with news that 

both of our flagship MBA and EMBA 

programmes climbed to #5 in the 

Financial Times’ global ranking, a feat 

never before achieved by an Asian 

business school. Some have remarked 

about the serendipity of this dual top-

five ranking. After all, five times five 

equals 25! Whether coincidence or not, 

such an achievement would not have 

been possible without the confidence we 

place in the path we have chosen.

In recent decades, China’s growing 

global influence and integration into the 

global economy have tilted the focus of 

global management education toward 

China. It is within this context that 

CEIBS, together with the support of the 

Chinese government and the European 

Union, has developed a range of world-

class business programmes rooted in 

China, but with a global scope. Our top-

five global ranking gives us every reason 

to believe that CEIBS will continue to 

play an important role in the future. 

Today, I would like to begin by reflecting 

on the path we travelled to get to this 

point so that we might preserve our fine 

traditions.

Over the past quarter of a century, 

CEIBS has delivered on its long-term 

mission and vision with unwavering 

com m i t m en t .  T h e  m a n a g e m e n t 

education cooperation project between 

China and the European Union began in 

1984, and since its inception in Shanghai 

Launch highlights
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requirements to our courses. Our goal 

is to build a genuine learning platform 

that delivers lifelong learning to the 

world’s business elite.

Over the past 25 years, CEIBS has built 

a close-knit community of alumni, 

students, faculty and staff. Most of our 

early graduates are now retired, and a 

growing number of students are now 

children of our alumni. Therefore, 

we take it upon ourselves to offer a 

community where older members feel 

at home, where friends can trust one 

another, and where we can nurture 

the next generation. By creating such 

a community, we can ensure that 

the CEIBS spirit is passed on from 

generation to generation.

What is the CEIBS spirit?

Firstly, CEIBS community members 

have global vision, and are dedicated to 

their country. The CEIBS community is 

incredibly diverse. The school maintains 

e xc h a n g e  p ro g r a m m e s  w i t h  3 7 

renowned business schools around the 

world, while overseas students account 

for nearly 40% of the intake in both 

the MBA and GEMBA programmes. 

CEIBS brings together a world-class 

line-up of faculty from 16 different 

geographies, including former ICBC 

Chairman Jiang Jianqing, Shanghai 

Municipal Government counselor 

Sheng Songcheng, former Italian Prime 

Minister Romano Prodi, former French 

Prime Ministers Jean-Pierre Raffarin 

and Dominique de Villepin, former 

WTO head Pascal Lamy, and eminent 

professors chosen from the annual 

“Most Cited Chinese Researchers” list. 

At the same time, CEIBS believes that 

people should learn from each other 

on an equal footing. As a traditional 

Chinese saying goes, “No distinction 

should be made between the noble and 

the humble or the young and the old. 

Where lies the truth, there is a teacher.” 

CEIBS Professor Wu Jinglian once said, 

“CEIBS is credited with propelling 

China’s economic development and 

improving management practices in 

Chinese companies.” What CEIBS 

upholds and practices speaks volumes 

about the school’s determination to 

advance China’s national rejuvenation.

cover story
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Secondly, the CEIBS community strives 

for excellence and believes in learning 

by doing. Our goal is not only to outdo 

competitors, but also to outdo ourselves. 

Nietzsche once wrote, “He who has a 

‘why’ to live can bear almost any ‘how’.” 

An organization or an individual with a 

clear mission can move forward against 

all odds. I hope that each of you can 

find meaning in your lives and achieve 

worldly success, while making the world 

a better place in the process.

F i n a l l y,  t h e  C E I B S  co m m u n i t y 

is  v ir tuous and ful ly assumes its 

responsibilities. There is an ancient 

Chinese saying that goes, “A man of 

virtue should care for all people and all 

things.” While creating knowledge and 

value for the world, we also need to sow 

seeds of faith and virtue. We have made 

business ethics a compulsory course 

since the inauguration of our MBA 

and EMBA classes. Generation after 

generation, we have seen it as our social 

responsibility to contribute to people’s 

well-being. There is an ancient Chinese 

saying that, “It is no use keeping oneself 

morally impeccable without a sense of 

responsibility to help others.” We do not 

seek to cultivate egotists. Instead, it is 

our aim to educate individuals who will 

instigate change; thinkers who return 

to education after experiencing the 

working world; leaders who are caring 

and grounded in life; and creators who 

are willing to spend a lifetime in pursuit 

of the essence of entrepreneurship.

CEIBS will do everything within its 

means to achieve its mission and live up 

to the expectations of this new era. I am 

certain that our lofty ideals, our solemn 

promises, our unremitting efforts, and 

our captivating stories will be written 

into the history of CEIBS. Dear alumni 

and friends, in the years to come, let 

us work together to elevate CEIBS — a 

name and brand dear to us all — to an 

even higher level!”

“In recent decades, China’s growing global influence and integration 
into the global economy have tilted the focus of global management 
education toward China.”

Launch highlights
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CEIBS President (European) Dipak Jain 
Our New Journey 

“T
he first and foremost duty or responsibility of a business school is 

to focus on academic excellence. Academic knowledge, by itself, is 

not enough. We need to relate that to businesses. Because if you 

don't have the relevance, people will just ignore the theory. 

cover story
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Mov ing  for ward , I  th ink  a  ver y 

important part of any business school 

should also be a  focus on social 

significance: how we make a difference 

in the lives of people who come in 

contact with us, in the lives of people 

who live in the communities we belong 

to, and in the society that we represent. 

A good business school should have all 

three dimensions. And I will share with 

you how we are going to do that.

What are our priorities as we move 

forward? We have achieved a very high 

level of recognition but now we need to 

make sure that our international reach 

increases. We would not like to be seen 

as a business school [that is] just in 

China. We are truly a business school 

that will educate our students about 

what's happening in the world, so we 

need to increase our international 

visibility. And I will be more specific on 

that [later].

We also need to increase our presence 

in the U.S. The economic gravity is 

moving to Asia but we still have lots 

of the great minds, the great business 

schools in the U.S. We should, as 

President Li mentioned, have the right 

partners, which would also help us 

increase our international visibility. We 

would like to do more with schools and 

companies in the U.S. and [later] I will 

share with you what our plans are. 

The third element is how we strengthen 

our European and African initiatives. A 

lot of Chinese companies are investing 

in Africa. But we are the only business 

school in the world that is investing in 

the future talent of Africa. President 

Li used a very important word, he 

said there has to be a purpose before 

performance. That purpose has to be 

how we create the leaders of the future.

[Going forward] our focus should still 

be China knowledge. This is our major 

differentiation from other business 

schools of the world. That's why [the 

words] ‘China essence’ are a part of 

the new theme. It is like when you 

squeeze a lemon and the juice comes 

out. The juice has to be China and 

China knowledge, the Chinese way of 

doing business, because that will attract 

people to come and be a part of this 

excitement.

Now let me go in depth with respect to 

all three priorities [mentioned above].

What are our plans for international 

visibility? We are creating something 

called CGI, CEIBS Global Initiatives. 

Our most successful programme is 

the EMBA in Chinese, [the largest in 

the world]. We want every student 

and every executive in the EMBA 

programme to have global exposure. 

We are  going  to  create  overseas 

modules for EMBA, and I have been 

given the responsibility to create these 

modules in the U.S. This September, 

we will start the first module with 

Northwestern University, where I spent 

25 years: 12 years as a professor and 13 

years in the Dean's office.

Our plan is that we will target major 

cities in the U.S. and then link with 

business schools in those cities, so that 

our students get exposure not only to 

the academic side but also to business 

institutions. So next year, our plan is to 

do something in Washington D.C., to 

do something in Los Angeles and, over 

time, Miami. [We will be in] all the big 

cities which are globally connected.

The second element is, we also need 

to build global partnerships. Lots of 

business schools today are looking for 

a way to do something in China. But 

for any institution to set up their own 

base, it is going to be quite demanding. 

We can offer them a home at CEIBS, 

so it would be a nice marriage: we 

give them a home, they bring their 

expertise. So not only will we have 

programmes where our students go 

out, but we would get lots of people 

from different institutions around the 

world bringing their classes here. If 

they mix with our students, it would be 

a very enriching experience. So that's 

on the international side.

On the U.S. side, on May 15 we will 

have a forum in Boston. While we are 

there, we will be visiting Harvard and 

MIT, the two leading institutions there. 

And our purpose is, first, to increase 

our visibility. When you look at any 

business school, it has three parts to 

it. One is input, attracting students 

from all over the world. Second is 

throughput, which is the curriculum 

and faculty. We would like faculty 

from different parts of the world to be 

associated with this institution. And 

the third is output, we want the global 

corporations of the world to come to 

CEIBS to recruit.
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In order to do that, we need to start 

doing different forums. We [regularly] 

do forums in Europe. We have done 

forums in Asia, in different countries. 

We did a U.S. forum three or four years 

ago. We want to make it a regular event 

where we target major cities with major 

institutions. And we want U.S. business 

schools to create a China module 

in their curriculum. People need to 

experience [China] and that experience 

is something that we would be willing 

to give, not only by our students going 

[overseas] but also by bringing the top 

institutions here. 

[Now let us discuss] strengthening 

[ o u r  p r e s e n c e  i n  E u r o p e ] .  O n 

October 7, we are going to have an 

off icial  inauguration of  the new 

Zurich Campus. This is a very good 

location for us to [welcome] people 

from different parts of the world to 

experience Europe. We already have our 

GEMBA programme modules there 

but now we have invested in building 

a new space. For business schools all 

over the world, if they want to have a 

China module, they can come here. If 

they want to have a European module, 

we can be their partner in Europe. 

This way we can spread our wings 

everywhere that we would like to be.

The other [component] is Africa. I 

think Africa is a part of our social 

significance. This is [our way of] giving 

back to countries where they may not 

have the resources to go for a world-

class MBA or a world-class Executive 

MBA prog ramme. [We prov ide] 

opportunities for people who may not 

have such opportunities in their own 

country. So, moving forward, China 

will still be the essence. But [there is 

also the aspect of] global significance, 

making a difference in the lives of 

people. And this will  be the next 

chapter of CEIBS’ [journey].

Moving forward, we don't just want 

campuses all over the world; these 

campuses need to be integrated. We 

want to create a one-CEIBS culture, 
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which means we have a unified team 

and a unified mission to accomplish. 

All the rankings have shown us that we 

have achieved a certain level of respect 

in the minds of business institutions 

and executives all over the world. 

Moving forward [there] is a much 

bigger journey [which will involve] 

making a difference in various parts of 

the world.

Before I conclude, I want to share a 

personal story which I think should 

also be the culture of CEIBS. On the 

morning of December 26, 2004, my 

wife, three children and I were on the 

beach in Thailand when a tsunami 

struck. The waves came towards us like 

the Niagara Falls [but not] one drop of 

water touched us. Lots of people died.

But not a single animal died, though 

[there are usually] lots of  animals 

running around the beach. I asked 

myself, why did this happen? [It’s] 

because animals have their feet on the 

ground, they could sense [the change 

in the terrain]. So they all moved 

away from the seashore towards the 

mountain.

The reason I bring up this story is, at 

CEIBS we need to practice humility. 

[We need to] keep our feet on the 

ground and not be too egoistical about 

what we do. We should be silently 

making a difference and let the world 

speak about us, rather than talking 

about ourselves a lot. I am a big believer 

in practicing humanity, humility, and 

integrity. And I want to thank all of you 

for giving me this chance to be a part 

of this exciting journey. After having 

spent time in many great institutions, 

this is my journey from success to 

significance. 

Dipak means light. Let's work together 

to bring light to many institutions all 

over the world and create a CEIBS that 

will always be growing with peace and 

prosperity.”
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CEIBS Honorary Professor Wu Jinglian
My Story with CEIBS

“M
y CEIBS story can be summed 

up in one phrase: ‘growing 

up together’. After returning 

from an academic visit to 

Yale University in 1984, I taught at CEMI (China-EC 

Management Institute), CEIBS’ predecessor, and later sat 

on its academic committee. In those early days, CEMI’s 

primary mission was to introduce Western management 

practices to China.

In 1978, delegations from China’s State Council visited 

Japan and other Western countries. Upon returning to 

China, they shared their observations about Western 

management practices with Chinese entrepreneurs, 

leaving a profound impression. However, in those days, 

most Chinese entrepreneurs only had a superficial 

understanding of Western companies; those with a firm 

grasp of modern management practices were few and 

far between. Therefore, CEMI’s mission of providing 

cover story
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education was of great importance, and 

the institute also had a great impact on 

my personal development.

Before I joined CEMI, I had very 

limited knowledge of how Western 

companies operated. However, in 

1988, a company called Sitong Group, 

a  former smal l  town enterpr ise , 

commissioned CEMI to conduct 

research into modern enterpr ise 

management. This spurred me to fill in 

some gaps in my knowledge, including 

information about the organisational 

structure and operating mechanisms of 

modern enterprises. I learned a great 

deal from lectures given by foreign 

colleagues at CEMI, which proved to be 

an invaluable resource. With this basic 

understanding of the ways in which 

modern companies operated, I was able 

to complete the research project.

However, as China’s economic needs 

continued to evolve, the promotion of 

Western management practices alone 

was no longer enough. This became 

even more apparent in 1994, during 

the foundation of CEIBS in Shanghai. 

In 1993, the Third Plenary Session 

of the 14th CPC Central Committee 

passed a resolution on pushing forward 

economic reform and establishing a 

socialist market economy. The slate of 

reforms that ensued, which included 

enterprise reform, left China grappling 

with an assortment of problems. It 

became apparent that the teaching and 

research conducted at CEIBS should be 

geared to the practical needs of China’s 

business community. Indeed, this 

approach later became the inspiration 

for the CEIBS mission, which calls for 

the cultivation of ‘China Depth, Global 

Breadth’.

During the 1990s, I was asked by CEIBS 

to offer a compulsory course entitled 

China’s Economy. To prepare, I carried 

out thorough research into China’s 

reform process and the challenges 

encountered along the way. I later 

converted the substance of this series of 

lectures into a book, Understanding and 

Interpreting Chinese Economic Reform, 

which is still available in print today.

On a separate note, my teaching 

experience at CEIBS has offered me 

deeper insights into enterprise reform 

and how capital markets work, and 

my colleagues and students have also 

offered me considerable intellectual 

inspiration; the school has been a major 

influence on my academic journey.

Since the turn of  the century, as 

China’s  economic  re for ms  have 

gathered momentum, the country 

has faced increasingly complex issues. 

I believe that it is the responsibility 

of  entrepreneurs, professors, and 

scholars alike to propose solutions to 

these. One issue that is particularly 

dear to CEIBS professors is corporate 

socia l  responsibi l i t y. CEIBS has 

long attached great importance to 

entrepreneurial behaviour. Indeed, as 

early as 1995, CEIBS made business 

ethics a compulsory course for the 

first MBA class. As China’s reforms 

have progressed, it has become ever 

more apparent that businesses should 

not only generate profits for their 

shareholders, but also fulfil their social 

responsibility. That means working 

w i t h  t h e  gover n m en t  a n d  n on -

governmental organisations to tackle 

increasingly complex social problems.

This observation was reflected in an 

update to CEIBS’ mission statement, 

which now calls for a ‘keen sense of 

social responsibility’ in addition to its 

original goal of cultivating business 

leaders with ‘China Depth, Global 

Breadth’. 

Today, I view the fundamental nature 

and mission of companies in a new 

light. In the 1980s, the corporate 

theories that we studied stressed that 

a company’s responsibility was to 

maximise profits for shareholders, 

although this viewpoint was challenged 

by management scholars in the late 

1990s.

Since 2018, some scholars have pointed 

out  that  companies  should hold 

themselves accountable not only to 

their leadership, but also to their other 

stakeholders, including employees, 

communities, and society as a whole. 

Therefore, we need to fully reconsider 

an entire framework of theories on 

corporate governance. I have personally 

been revising and updating my own 

theories in line with colleagues at CEIBS.

To conclude, although I may not have 

as much energy as I used to, I’m still 

ready to work towards further progress 

in this field alongside my colleagues 

and students at CEIBS.”

Launch highlights

17

theLINK  Volume 2, 2019



President of CEIBS Alumni Association and 
Chairman of Landsea Group, Tian Ming 
CEIBS and Its Alumni

“I
’m a member of the EMBA Class of 2007, graduating from the 

Beijing campus. It’s a great honour to attend the opening ceremony 

for CEIBS 25th Anniversary Celebration, to share in the joy of 

reflecting on the school’s history and achievements with all of you. 

It was especially encouraging to hear the speeches delivered by President Li and 

President Jain. I guess I was chosen to speak here for a couple of reasons. 
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First, I have been a great fan of CEIBS. 

The business knowledge I received 

during my EMBA has influenced the 

way I run and develop my business. 

I also recommended nearly 30 of 

my executives to attend the school’s 

programmes. Currently, my wife is 

studying for a degree at CEIBS, too. 

Professor Xu Xiaonian and Dean Ding 

Yuan serve as independent directors 

of my company. So you see, CEIBS 

has become an indispensable part of 

my life. Indeed, it has left an indelible 

imprint on every aspect of my life. 

Second, it  might have something 

to do with the modest support I 

have been providing to the school, 

including supporting the renovation 

of  the Shenzhen campus and the 

establishment of internship centres 

for EMBA students through the Wu 

Jinglian Education Fund and CEIBS 

Education Foundation, as well as 

helping conduct case studies and 

research into hot-button issues at home 

and abroad. 

Third, I was very happy to spend a 

bit of my time and effort to support 

the  CEIBS Alumni Associat ion’s 

work, to allow it to be able to better 

serve our alumni. I firmly believe 

that we alumni and the school are a 

community with a shared future. I 

held this belief while I was a member 

of the Nanjing group that eventually 

helped establish our Chapter, and 

this belief remains unchanged today. 

Since the day we enrolled, we have 

been part of this community, and we 

are ambassadors for the school as we 

enter and explore the business world. 

The school’s development is relevant 

to all of us. We the alumni are drawing 

on best practices from the world’s 

top business schools in order to make 

our association one of the best in the 

world, so that we can better serve 

our members and better give back to 

society. We will build better businesses, 

and play our required role in the 

promotion of social development. 

Let us stay true to the purpose and 

mission that led us to this school in the 

first place, pursue our goals through 

solid and relentless effort, and make 

CEIBS proud of us.”

“Let us stay true to the purpose and mission that led us to this school 
in the first place, pursue our goals through solid and relentless effort, 
and make CEIBS proud of us.”
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Winning Over Internal 
Stakeholders To Make 
External Startup 
Engagement Work

R
ecently, there has been a surge in interest 

among large corporations looking to engage 

with startups. Yet, owing to a lack of actual 

meaningful collaboration, startup initiatives 

are often met with skepticism and dismissed as mere PR 

exercises or “innovation theatre”. The problem behind 

this may well lie not so much on the outside, in terms of 

dealings with startups per se, but rather on the inside: an 

easily overlooked challenge is winning hearts and minds 

inside the organizations with which startups are hoping to 

engage.

An inability to have these organizations’ team members 

buy into, and embrace, the idea of engaging with startups 

is problematic for three reasons. First, it will make it 

difficult for internal audiences to perceive a coherent link 

between the startup and the corporation’s overall strategic 

priorities. Second, meaningful collaborative opportunities 

between the corporation and startup may not materialize 

as there is no great urge to push for implementation. Third, 

corporations’ employees are generally unaware of its startup 

initiatives; external perceptions could be harmed if (even 

casual) queries are met with ignorance.

Shameen Prashantham  is  Associate 

Professor of International Business and 

Strategy at China Europe International 

Business School. His research primarily 

focuses on what he calls “dancing with 

gorillas” — partnering between large 

corporations and startups.

Sheelpa Patel is Managing Director of 

Mavens & Mavericks Ltd, a marketing 

and business development consultancy, 

s p e c i a l i z i n g  i n  c o r p o r a t e / s t a r t u p 

collaborations and innovation programs.

 	 By Associate Professor of International Business and Strategy Shameen Prashantham and 
	 Managing Director of Mavens & Mavericks Ltd. Sheelpa Patel
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Here we combine insights from extensive academic 

re s e a rch  w i t h  i n - d e p t h  p r a c t i c a l  ex p e r i en ce  to 

suggest a three-pronged antidote to these challenges: 

(1) cultivating internal champions, (2) persuading 

opportunity generators, and (3) enthusing roving 

ambassadors. One of us — Sheelpa Patel — is the creator 

and former head of INFINITI LAB, the first automotive 

corporate accelerator in Asia established by INFINITI 

Motor Company, the premium brand owned by the 

Renault/Nissan/Mitsubishi Alliance. Established in 2015 

primarily to achieve a brand objective, it evolved over 

time to become the driver for business and cultural 

transformation across the entire organisation globally. 

Patel’s experiences illustrate these three strategies.

Cultivating internal champions. To redress the lack 

of clarity regarding how a startup initiative relates to 

the corporation’s overall strategy, it is important to gain 

support from senior executives who explicitly endorse 

the startup partnering initiative, thereby signaling its 

legitimacy. Such buy-in is important to connect the dots 

and provide the bigger picture of where the corporation 

is going. Patel vigorously promoted INFINITI LAB 

— a three-month global accelerator programme at 

INFINITI’s HQ in Hong Kong — to the CEO and global 

executive team, convincing them to make it a priority 

and engage in the process. She sought their input on 

accelerator themes and problems to solve, participation 

in the startup selection process, mentoring throughout 

the programme and presence at the final demo day to 

make decisions around which startups should proceed 

to POC (proof of concept). From a practical standpoint, 

this  meant  proact ive ly  secur ing s lots  on var ious 

executive team meeting agendas to pitch the Lab and 

present a story for the executives to “buy into”. This was 

followed up with 1:1 engagement meetings and regular 

presentations.

Persuading opportunity generators. To deal with 

the crucial difficulty of a lack of genuine collaborative 

opportunities, it is imperative to get business unit leaders 

engaged so that they provide meaningful projects that 

startups can work on. This means persuading them about 

the potential benefits of collaborating with startups, as 

well as aligning startup engagement outcomes with their 

KPIs. Business unit leaders’ enthusiastic involvement 
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can lead to a virtuous cycle vis-à-vis showcasing success 

stories to convey what is possible. For Patel, it was critical 

to engage key leaders across the broader Renault/Nissan/

Mitsubishi Alliance — for example, Connected Car team 

leaders — through regular presentations and pitches 

to the internal Alliance Innovation steering committee. 

As opportunities emerged for startups in Infiniti Lab 

to work on POCs, time was allocated from the existing 

business transformation team to support POCs. Within 

two years of the programme’s inception, a dedicated 

team was put in place to enable accelerator alumni to 

progress within the business, without their idea and 

entrepreneurial spirit “being killed”.

Enthusing roving ambassadors. It is vital to mitigate 

the lack of awareness about startup engagement among 

the corporation’s employees, to reduce the odds that 

informal queries posed to employees, including junior 

and middle managers, are not met with ignorance. 

Better still, it would be useful to have some of them 

become active informal supporters of  the initiative. 

At INFINITI LAB, Patel paid attention to internal 

employee communication by featuring stories within 

existing internal newsletters. Additionally, the company 

President’s regular presentations at employee town 

halls ensured every employee was given a baseline of 

information about the initiative, including its objectives 

and success stories. Importantly, many employees were 

invited to join the INFINITI LAB as mentors by staging a 

“speed dating” session at the launch of each programme 

where mentors were matched to appropriate startups. 

Some of them also took part in a one-off Intrapreneur 

programme, under the INFINITI LAB umbrella.

To conclude, as  corporations are increasingly 

opening up their innovation activity to engage with a 

variety of ecosystem partners — including startups — 

they must recognize that the enormous effort that goes 

into creating external interfaces with startups is, in some 

sense, just the tip of the iceberg. As much, if not more, 

effort needs to happen inside the organization, effort 

which is often invisible to the external world.

The article first appeared in the Economist Intelligence 

Unit (EIU).

It is vital to mitigate the lack of 

awareness about startup engagement 

among the corporation’s employees.
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Crossing the Last Mile
How one company empowers rural China by 
bringing banks to villages 
By Lilly Zhang

W
a n g  Ju b i n g  ( E M B A 2 0 1 8 ) , 

founder and CEO of Yinong 

Technology, rarely makes public 

appearances. Although the rural 

service provider he founded was valued at US$200 

million in 2015, Wang would rather devote his 

time to villages than promotional events or media 

exposure. In the past 11 years, he has visited over 

1,200 villages in China, and he likes to go by his 

nickname: Village Mayor Wang.

In 2008, Wang left the financial institution he 

had worked with for several years and started 

his own business, Xianglin Centre. To date, his 

comprehensive rural service network has opened 

in 20,000 villages in 16 Chinese provinces and 

autonomous regions, bringing services like rural 

finance and e-commerce to farmers, building 

them paths to wealth. The English translation of 

the company’s name is Village Neighbour, an apt 

description of how it builds on relationships and 

brings people together. 

A pragmatist who likes to keep a low profile, Wang is 

committed to making villages a better place. “Since 

I started my rural entrepreneurship, I’ve never 

thought about quitting, as this project not only 

allows me to realize my professional dreams, but 

also helps me fulfil my sense of personal honour and 

responsibility,” the 49-year-old tells TheLink.
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Rural experiment

Wang was born in a nondescript village 

in Hebei Province in North China. Like 

many rural teenagers who went to study 

in urban areas, he lived and worked in 

the city after graduation. Nevertheless, 

he has continued to maintain his deep 

roots in rural China. “My affection for 

Chinese villages is bone-deep. While I 

enjoyed the benefits of China’s rapid 

urban development, I have a clear 

understanding of the gaps between its 

urban and rural areas,” he says.

Among these gaps, Wang was most 

struck by the limited access to banking 

available in rural areas. In many parts 

of China, villagers often had to travel 

dozens of kilometres to counties that 

had banks, and when they arrived these 

banks were often closed. In addition, 

due to the lack of credit data, most 

banks wouldn’t give loans to farmers. 

To make matters even worse, the lack 

of legal financial institutions gave rise 

to illicit ones which sometimes fleeced 

farmers of their savings.

“China’s rural  areas were almost 

devoid  of  modern ser v ices . Not 

o n l y  w e r e  b a n k s  l a c k i n g ,  e v e n 

Rural Credit Cooperatives, which 

position themselves as rural financial 

institutions, could only penetrate into 

counties and towns, not villages. A 

lot of farmers couldn’t access basic 

financial services like saving and 

withdrawing money,” Wang says.

Howe ve r  h e  d i d n’t  j u s t  s e e  t h e 

challenges, but also opportunities. He 

wanted to use modern technology to 

bring banks to rural areas. 

“I’ve always believed that business is 

the most powerful force in today’s age. 

So I thought about a sustainable way, 

using the power of business, to solve 

rural issues,” he explains.

He began by testing the waters. In the 

first stage of his entrepreneurship, 

he launched what he called “rural 

experiments” in Hebei and Shandong 

provinces. By partnering with banks, he 

issued debit cards to every household in 

pilot villages where passbooks, obsolete 

in Chinese cities, still prevailed. At the 

same time, by leveraging IT services, 

villagers were able to withdraw, save 

and check their balances using POS 

(point of sale) machines located in each 

village, saving them trips to banks.

The experiment turned out to be a 

success and also won the approval 

of banks. But promoting this model 

required the support of China’s financial 

authorities. Wang was encouraged, in 

2011, when China’s central bank issued a 

notice on the nationwide establishment 

of bank card service points in rural 

areas. This document provided policy 

support for his rural experiment. In the 

following years, the State Council and 

the Banking Regulatory Commission 

issued documents that further paved the 

way for inclusive finance in rural areas.

From “one to N”

Having solved the “zero to one” 

problem, Wang’s next challenge was 

to take this business model to more 

areas. In 2013, he established Yinong 

Technology and started to focus on 

the establishment and promotion of 

Xianglin Centres across China, at the 

same time introducing more products 

and services.

As a rural service point authorized 

by the central  bank and through 

cooperation with 20 commercial banks 

(including Bank of  China, China 

Construction Bank, Industrial and 

Commercial Bank of China, Ping An 

Bank, Huaxia Bank, Minsheng Bank, 

Huishang Bank and Zhongyuan Bank) 

Xianglin Centres — which operate 

like a franchise — allow villagers to 

withdraw funds and do transactions 

without having to leave their villages. It 

also provides assistance to villagers who 

can’t shop online, acts as a logistics 

hub for online shopping, and offers 

services such as bill payment. The 

managers of each centre take on many 

roles including Yinong’s ambassador, 

representative and business partner, 

and their source of  income comes 

mainly from commission.

With so many roles rolled into one, the 

centres’ choice of venues and managers 

became critical in Yinong’s quest 

to conquer the rural market. In the 

beginning, Wang naturally thought of 

using village stores as venues, and their 

owners as managers, as each village 

has a store that could be a central hub 

for people, information and logistics. 

But he soon realized that a successful 

manager has to be a capable individual 

who is willing to try new things and 

ceo talk

25

theLINK  Volume 2, 2019



dedicate himself to providing a certain 

level of service. Village stores weren’t the 

best choice.

“Villages are ‘a society of acquaintances’ 

where families and heritage play a vital 

role. It’s a different society from the 

cities and if you do business in rural 

China using urban logic, it won’t work 

out,” he explains.

Once he realised this, Wang changed 

his strategy. As villagers are the heart 

of each village, he opened Xianglin 

Centres in their homes. Whenever 

he enters a village, Yinong interviews 

villagers who wish to join the franchise 

and select those who have a high school 

education, a good reputation and a 

passion to join his team. To improve 

their skills, Yinong established its 

own training department, Expedition 

College, which provides training 

through video calls or village lectures, 

empowering participants to be capable 

of serving their village.

“Our goal  is  to ‘br ing change to 

a person, wealth to a family, and 

prosperity to a village’. In every village 

we go, we teach a farmer to serve his 

village by himself, rather than by us or 

our partners,” Wang says.

Over time, the success rate of recruiting 

managers skyrocketed from 20 percent to 

over 90 percent. Now the average annual 

income of managers who have been with 

the team for over a year is RMB38,000, 

with a 50 percent increase each year. 

“We’ve basically achieved our goal of 

bringing wealth to a family. The most 

difficult thing is bringing prosperity to 

villages, which is a long journey,” he adds.

No b e l  p e a c e  p r i z e  w i n n e r  a n d 

Bang ladeshi  social  entrepreneur 

Muhammad Yunus once said that 

women in rural areas are the most 

motivated to change their current status. 

Interestingly, among Xianglin’s more 

successful managers, over 65 percent are 

women. “In rural areas, there’s a saying 

that one good wife will bring prosperity 

to three generations of her offspring. 

Women are the heart of a family and are 

especially important in Chinese villages. 

They are good service providers and 

have very high risk awareness. Therefore 

we recruited large numbers of female 

managers and people joke that I’m a 

role model for middle-aged and senior 

women,” he laughs.

From Liaoning in Northeast China to 

Guangdong in South China, Yinong has 

spread its tentacles to 20,000 villages in 

16 Chinese provinces and autonomous 

regions and brought services to over 10 

million households, making it a grass-

root force in China’s rural revitalization. 

The company has profited for six 

consecutive years.

With the support of  these centres, 

Yinong started to provide credit scoring 

for farmers. “Rural China is a ‘society 

of acquaintances’ with a high level of 

transparency, where each household’s 

info such as family members and main 

source of income is no secret,” he says. 

Xianglin Centres paint credit portraits of 

           I thought about a sustainable 

way, using the power of business, to 

solve rural issues,” he explains.
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each household and whenever a farmer 

needs a loan, the centre will provide this 

data to banks as a reference. In the past 

three years, Xianglin has facilitated a 

total of RMB80 million in small loans, 

providing support for villagers who 

want to start their own businesses.

In recent years, Yinong has introduced 

l a b o u r  r e c r u i t m e n t  a n d  l a n d 

management services to the centres, 

and developed an app that empowers 

rural China by providing easy access to 

various services. 

Serving rural markets

In 2015, when internet giants like Alibaba, 

JD and a handful of finance companies 

just started to enter the rural e-commerce 

and finance market, Yinong Technology 

— which had already been in the market 

for seven years — raised RMB200 million 

in series A funding from Vision Knight 

Capital and other institutions.

Looking back, Wang says, “There’s no 

shortcut in conquering China’s rural 

market, nor have we taken any. Every 

centre we opened was built brick by 

brick. For each centre’s opening, we need 

to visit a village more than 20 times, and 

each month after that we visit twice. The 

mileage on our staff members’ cars is 

close to that of taxis.”

As China’s urban market becomes 

saturated, lower-tier cities and rural 

areas are becoming a hot market 

for businesses. Wang admits that 

competition is rising, but he is open 

to it. “With the advancement of the 

internet and other technologies, it is 

inevitable that villages will become more 

prosperous. But this prosperity will 

require hundreds of companies entering 

the market rather than one company 

alone. There is still room for more 

competition,” he says.

As a frontrunner in the rural market, 

Wang is constantly thinking about how 

to make Yinong a better company. This 

reminds him of CEIBS, his alma mater. 

Six years ago, Wang joined a small club 

of seven entrepreneurs, among which 

five are CEIBS alumni. In 2017, he met 

Xu Xiaonian, now Honorary Professor at 

CEIBS, who follows rural development 

closely and has visited Yinong twice.

As he interacted with CEIBS alumni and 

Professor Xu, Wang felt an emotional 

connection. This bond, coupled with 

the fact that he had more management 

questions as his company expanded, 

led him to enrol in CEIBS EMBA 

programme in 2018, hoping to find 

solutions and help his company grow.

At  CEIBS , Wang  ne twor ks  w i th 

c lassmates  who are  a l l  industr y 

professionals with updated knowledge 

on business management. But what’s 

even more important, he says, is the 

chance to hone his own independent 

thinking. “The others might give you 

inspiration, but you will receive more 

fruitful outcome if you think more,” he 

says.
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A Path Not Taken by Most
By Kate Jiang

I
n an exclusive interview with TheLINK, Lee Yanshu (Yan Lee), Chief 

Product Officer and Head of International Business at iClick Interactive 

Asia Limited, talks about the company’s growth — it’s been publicly listed 

on Nasdaq since 2017 — and the future of digital marketing in China. Lee 

is a CEIBS MBA 2007 alumnus. Back in 2013, he shared the story of his start-up, 

Buzzinate, then China’s largest information sharing service provider in terms of 

network coverage. A year later, the company was acquired by iClick, which not 

only maintained Buzzinate’s data-driven and analytic approach but also applied 

its methodology to multiple products and services. Today, iClick is arguably 

China’s largest independent online marketing technology platform that connects 

companies across the world with audiences in China. In this update on his career 

progress, Lee reveals the story of how the forward-looking company is blazing a 

trail in the field of digital marketing. He also shares his insights into the sector, 

which is so much a part of our daily lives.
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TheLINK: Tell us a bit about iClick 

and its growth over the years. 

Lee: iClick is one of China’s largest 

independent marketing and data 

technology platforms. It has amassed 

an enormous database that contains the 

data of Chinese consumers and their 

online shopping habits. In terms of 

market share, data volume, and global 

coverage, iClick is one of the top leaders 

in China’s digital marketing landscape. 

It houses about 825 million anonymous 

profiles of consumers, which our clients 

may access for their campaigns. These 

profiles include real-time data on users’ 

real-life characteristics and ranges 

from categories such as social media 

subscriptions and food preferences, to 

basic background information such as 

birthdays. Equipped with this mound 

of data, our clients can navigate and 

promote a broad range of products 

and services to millions of potential 

consumers in China.

Towards the end of  2008, iCl ick 

was among a handful of companies 

spearheading an investment in data 

when others barely recognized its 

significance. In hindsight, it was a tough 

path to take. The high initial costs kept 

most players out of the game. But there 

were huge rewards for first-comers. By 

mining and analysing the data, rather 

than simply relying on what was on 

the surface, iClick built up an enviable 

data network and partnerships to cover 

about 114,000 mobile apps and 2.1 

million websites as of the end of 2018. 

TheLINK: What is iClick’s competitive 

advantage? What is unique about your 

way of doing business?

Lee: Our advantage is our comprehensive 

understanding of the Chinese market. 

We have engaged in data analytics 

for over 10 years, and cover 98% of 

internet users in China through our 

partnerships with BAT and millions 

of other websites. From this we can 

identify the best potential customers 

for companies, and help them reach 

customers on whatever device they are 

using.

We are also very strong when it comes 

to building a reputation for brands 

around the globe, not just in China, 

who are interested in expanding their 

           We are also very strong when 

it comes to building a reputation for 

brands around the globe, not just in 

China, who are interested in expanding 

their business in China. 
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           Our strategy is to make ourselves 

a multi-channel marketing technology 

company. 
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business in China. By empowering both 

international and domestic brands 

in their effort to reach their target 

audiences in China through data-driven 

targeted marketing, iClick has developed 

a reputation for helping companies like 

Estee Lauder, Audi and Ctrip to crack 

the Chinese market and solidify their 

local presence.

TheLINK: In your view, what’s ahead 

for digital marketing in China? What 

challenges are you facing in this rapidly 

changing sector?

Lee: China was the largest mobile 

market in the world with nearly 1.2 

billion mobile subscribers at the end of 

2018. Compared to those in the US and 

Europe who are still desktop-oriented, 

Chinese consumers are more active on 

mobile phones. China remains one of the 

heaviest users of smart phones.

Given its vast geographic expanse and 

the rapid growth in its infrastructure, 

China managed to leapfrog many 

o t h e r  c o u n t r i e s  i n  t h e  a r e a  o f 

telecommunications and undergo a 

relatively brief period of transition from 

2G to 3G and 4G. As the country’s digital 

economy becomes more complex, the 

market becomes saturated and evolves, 

and continues to throw new challenges 

into the realm of digital marketing. As a 

major player in the field, iClick’s biggest 

challenge is to hold onto customers 

who are often overwhelmed by other 

distractions. China is seeing an ebb in 

the dividends it gets from internet traffic. 

Our priority is how to retain and activate 

users. We are pushing new frontiers.

TheLink: What does the future hold for 

iClick? 

Lee: Our strategy is to make ourselves 

a multi-channel marketing technology 

company. We are looking into various 

channels to explore ways in which we can 

engage with our current and potential 

users. There is a lot of untapped potential 

on social media platforms such as WeChat 

mini programmes. Other stronger 

vertical channels such as influencers, 

KOLs and self-media are also effective 

avenues through which we can build 

and strengthen our relationship with 

customers. Xiaohongshu (also known as 

RED) and Toutiao are prime examples of 

retail on social media, and a hub of data 

that illuminates consumer behaviour and 

market trends.

TheLINK: What’s your vision for the 

wider digital marketing industry?

Lee: We may have to change the 

p e r c e p t i o n  a n d  p a r a d i g m s  o f 

consumption and retail. As the use of 

data in business matures, one sector that 

will obviously benefit is new retail, which 

has attracted attention with its soaring 

revenue growth and an increasingly 

complicated picture of the market. The 

value of retail is no longer measured in 

terms of revenue per square meter as so 

much retail activity is now done online. 

And leading players have the opportunity 

to move up the value chain beyond pure 

marketing campaign delivery. In a ‘fast 

food’ economy, speed eclipses physical 

size in claiming market share, increasing 

revenue, and growing customer base. The 

line between online and offline businesses 

is also disappearing. Take Amazon and 

Walmart for example: the two giants have 

blurred old boundaries to create a hybrid 

shopping experience out of the insights 

they have gained from mining customer 

data. There’s still a lot of space to explore 

in order to reinvent the shopping 

experience. Nike, for example, seamlessly 

interacts with customers both online and 

offline. In-store customers can unlock 

more tailored services by engaging with 

the brand on its social media platforms, 

and Nike members are able to pre-

book services in the store through Nike’s 

WeChat mini programme. This is a new 

way of incorporating online and offline 

retail and content. 
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Going Global with a Chinese Brand
By Michael Thede

W
hen vivo Senior Director for Brand Strategy and CEIBS 

alumnus Seon Hwang moved to Shanghai from his native 

Korea to do an MBA in 2010, he did so with his mid-to-long 

term sights set on developing his career in China by helping a 

Chinese company go global. Two years later, however, as he and the rest of his class 

were graduating, the types of roles Seon had envisioned himself filling in China 

still didn’t really exist in any great number.

“At the time, there weren’t many opportunities for foreigners to work for a 

globalising Chinese company. Instead, I got several offers, all from non-Chinese 

companies, including three from Korea,” Seon recalls. “They were good positions, 

but I rejected most of them because there was no reason for me to go back to 

Korea or work for a Korean company. In the end, I chose to take a position with 

BMW Group China.”
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D ur ing  h i s  t ime  a t  BMW, S e on 

developed his real-world knowledge 

of the Chinese market and established 

a proven track record in sales and 

marketing. But, he also continued to 

hold onto his aspiration of going global 

with a Chinese company. Looking back 

now, he says he realises that he was really 

just ahead of the curve – if only just.

The period that followed proved to 

be a major watershed for Chinese 

brands going global, with names such 

as Alibaba, Huawei, Lenovo, and DJI 

all staking out spots on the world map. 

Nevertheless, it wasn’t until 2017 that 

Seon finally received his first serious 

recruiting call from a Chinese company, 

in the form of  Guangdong-based 

smartphone manufacturer vivo. “vivo’s 

ambition to become an even bigger 

smartphone player in China and the 

world is growing and they were looking 

for someone with sufficient experience 

and understanding of branding and 

strategy who was also equipped with 

knowledge of both Chinese and global 

business and culture,” he explains. 

“Their HR department contacted me 

directly and asked me if I’d consider 

working for them. I'm quite a big fan of 

smartphones and other gadgets. So, in 

the end, they were able to convince me 

to join them.”

Since joining vivo, Seon says he has 

found a good fit with the organization’s 

culture and he now leads a team 

responsible for, among other things, 

the company’s overall brand strategy, 

product positioning, and corporate 

identity. As such, he plays a pivotal role 

for a brand which has established itself 

as China’s number two smartphone 

company by appealing primarily to 

younger customers. Despite vivo’s 

s u cce s s ,  h e  s ay s  t h e  co m p a ny ’s 

leadership still looks to him to continue 

upgrading and improving the way 

things are done.

“As a foreigner working at a Chinese 

company, what the company needs 

from me is  systematic  thinking , 

logic, and processes,” he states. “So, 

I  contr ibute  a  lo t  w i th  product 

positioning, brand strategy, and setting 

the rules we apply when we promote 

our products, in order to ensure we 

grow our influence. These are things 

they want to learn.”

To put things into perspective, when 

Seon arrived at CEIBS, vivo was only 

one year old. And, while its parent 

company, BuBuGao Electronics , 

was established in 1995, by Western 

s t a n d a r d s  i t s  h i s t o r y  s p a n s  a 

comparatively short period of time. On 

the upside, Seon says that being on the 

leading edge of a young organisation’s 

global aspirations has put him in a 

position where he is closer to many of 

the company’s biggest decision-makers.

“The distance to top management is 

really small and I often report directly 

to the CEO and the company’s board 

members,” Seon says. “At the same 

time, relative to other industries, the 

Chinese tech and communications 

industries are quite new. So companies 

like vivo are very open-minded, very 

straightforward, and very fast-moving.”

            As a foreigner working at a 

Chinese company, what the company 

needs from me is systematic thinking, 

logic, and processes.
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Seon’s time at vivo has taken him into 

some pretty exciting territory, including 

helping the company tap into more 

overseas markets and negotiating major 

sponsorship deals with organisations 

such as FIFA and the NBA. And, while 

it is clear he made the right decision in 

joining vivo, he admits that when he 

was first approached by the company, 

he st i l l  had to overcome cer tain 

apprehensions about finally going to 

work for a Chinese employer.

“A lot of foreigners, when they get a job 

offer from a Chinese company, worry 

about the corporate culture, that the 

company may be very conservative, 

or that only Chinese employees can 

survive there,” he says. “But, it's really 

case-by-case and every company has a 

different culture and different values. 

Also, for non-Chinese students, it’s 

really important that they learn the 

language here, as it’s the best way to 

understand Chinese history, culture, 

and ideas.”

Whether intentionally or not, Seon and 

his team are now playing an important 

role in educating others about what it 

is like working with Chinese companies 

by creating opportunities to welcome 

students into their workplace to see 

first-hand how the company operates 

— something nearly 50 CEIBS MBA 

students did as part of their China 

module in Shenzhen earlier this year. 

“We invite them to our vivo Innovation 

Lab concept store, for example, and 

introduce them to our brand, the 

products, the experience, and the 

brand culture,” Seon explains. “They 

might want to come and work with us 

in the future, but they don't have any 

connections here or they didn't really 

have an understanding of vivo — so 

this is kind of the first step.”

In 2018, Seon led a v ivo campus 

recruitment event at CEIBS aimed at 

hiring global talent and, to date, he has 

already hired five CEIBS graduates for 

his team. He also recently represented 

v ivo  a t  I N N OVAT E Ch i n a  2 0 1 9 , 

serving as a judge for the CEIBS MBA 

student-organised business proposal 

competition. And while he agrees that 

initiatives like these do a lot to close 

the gap between potential employers 

and up-and-coming talent, he strongly 

suggests that MBAs who truly want 

to work with Chinese companies do 

everything they can to leverage the 

school’s alumni network.

“When I was a student, I was always 

looking for alumni. I’d send them 

emails and say, ‘I would like to have a 

chat, let’s have coffee’, because I really 

wanted to work in China,” he says. “If 

you're looking for an opportunity with 

a Chinese company, contact alumni 

and do research. If students want to 

come to vivo, they can call me and 

have a brief chat and ask me about the 

culture and life here.”

Ultimately, Seon says he sees some 

important parallels between CEIBS 

and vivo and that he hopes to see more 

opportunities for both brands to grow 

together in the future.

“CEIBS is a global top-tier school and it’s 

doing very well, but the school's brand 

recognition is still somewhat limited in 

many countries, so the situation is quite 

similar to vivo’s,” he concludes. “The 

school is also trying to go global, and I 

hope that in the future more people will 

learn about CEIBS. This is something 

that I really want to see.” 

            Companies like vivo are very 

open-minded, very straightforward, 

and very fast-moving.
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Working for a Sustainable Future
By Michael Thede

O
riginally from Denmark, social entrepreneur and mentor Nikolaj 

Moesgaard left his homeland roughly 20 years ago in search of new 

opportunities. After moving first to the UK and then to the US, 

he finally arrived in China in 2006. In 2011, he got his first taste of 

CEIBS, completing an executive course on leadership and change management, 

and knew immediately that he wanted to come back for more. He enrolled in the 

20-month CEIBS GEMBA programme in 2015.

“After 20 years of a corporate career, I’d come here to get an academic brush up, 

but it was so much more than that,” Nikolaj recalls during an interview with 

TheLINK at the school’s Shanghai campus. “Once you're here — engaging with 

your classmates, being around people from all industries, functional roles, and 

many different countries — it opens up so much knowledge and makes for a really 

great experience. Most of all, it reignited my curiosity to learn and grow.”
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This attitude of learning has led Nikolaj 

to develop his passion for the United 

Nations Sustainability Development 

Goals (SDGs). Expanding on the 

Millennium Developments Goals 

(MDGs) put forth by the UN in 2000, 

the SDGs are comprised of 17 goals 

— ranging from the elimination of 

poverty and hunger and reducing 

inequality to taking action on climate 

change and ensuring access to clean 

water and affordable clean energy — all 

aimed at creating a better future.

“Coming from Denmark — a little 

countr y in the nor th of  Europe, 

very green, surrounded by water — 

I grew up in nature and have a big 

appreciation for the environment,” 

Nikolaj says. “I have seen, traveling 

around the world, how in some places 

people are not able to, or don't care to, 

take care of our planet. So, I think the 

UN, with their framework of the SDGs, 

are making things clearer for people to 

understand what should be done and 

why.”

Nikolaj believes China is making good 

progress towards achieving the SDGs. 

He points to the fact that China is today 

number one globally when it comes 

to wind and solar energy, and that the 

country has made major strides in 

mapping out and understanding the 

importance of the SDGs.

“I think China is in a very good place, 

actually. When you look at the stories 

in the Western media, unfortunately, 

somet imes  you see  some horror 

stories,” he admits. “But when you're 

living here, and especially when you 

are involved in sustainability, you see a 

lot of commitment from the very top 

levels of government, from industries 

as well as from individuals and young 

people that actually care. They want to 

have clean air, they want to have pure 

water, and all these things matter.”

One way Nikolaj is helping support the 

SDGs is through his role as an advisor 

with the IFU, a Danish sovereign wealth 

fund that provides risk capital and 

advice to companies wanting to engage 

in business related to energy efficiency, 

clean energy, farming, and other 

industries. In 2018, the IFU launched 

an RMB5 billion fund earmarked for 

the sole purpose of investing in projects 

that make an impact on the SDGs. 

“ Eve n  b e f o re  t h e  S D G s ,  o r  t h e 

Millennium Goals from the UN that 

came before, were decided upon 

and  made  publ ic , the  IFU we re 

ac tua l ly  suppor t ing  pro jec t s  in 

emerging markets,” he notes. “From a 

           After 20 years of a corporate 

career, I’d come here to get an 

academic brush up, but it was so much 

more than that.
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sustainability mind-set and the green 

agendas we have in Denmark, even 

though we’re a small country, some of 

the things we have done can be applied 

in other parts of the world. And we 

have been very happy to share those.”

At the same time, Nikolaj also serves as 

an awareness partner for UNLEASH, 

a not-for-profit initiative seeking to 

create the world’s largest innovation 

lab  for  SDGs throug h divers i t y, 

entrepreneurship, and partnerships. 

Originating in 2017, the organization 

gathers young people from around 

the world for a one-week programme 

to work on new solutions for global 

issues.

“Basically, the idea was, how do you get 

young people with an interest in SDGs 

together, support them, and catapult 

some of the ideas they have to make 

an impact,” Nikolaj explains. “And the 

programme gives them the opportunity 

to collaborate and work through 

some of their ideas and to present 

their projects to very strong panels of 

industry people.”

As he points out, UNLEASH is unique 

as a talent development initiative in 

the scale of its ambition and extent 

of its global reach alone. And, with 

UNLEASH Lab 2019 set to take place 

in Shenzhen later this year, Nikolaj says 

there is a lot to look forward to.

“The event has strong support from 

the Chinese government and from the 

local government in Shenzhen. There 

will be 1,000 participants and I think 

the target is to have 150 of them from 

China,” he says. “In addition, there will 

be consulting companies, mentors, and 

investors there to support and help 

structure and ignite all of these ideas.”

Nikolaj has also been active within the 

CEIBS community where, among other 

things, he was recently appointed as 

the Sustainability Officer for the CEIBS 

Alumni International Chapter (CAIC). 

In the role, he says he hopes to engage 

with the school, other alumni groups, 

and current students to help establish 

and promote a practical sustainability 

agenda.

“This is something which is extremely 

important, because a top business 

school like CEIBS will educate the 

leaders of  the future, people who 

will have significant influence on 

economic, social, and environmental 

decisions,” he states. “If these leaders 

truly understand the importance and 

urgency of conducting business in a 

responsible and sustainable manner, it 

will spread through their organizations 

and then we will really see the impact.”

As part of his mandate with the CAIC, 

Nikolaj has already helped establish a 

sustainability task force and he says it 

is something in which he believes there 

is already a great deal of interest. The 

group hopes to leverage this interest 

to generate initiatives, host different 

events, arrange company visits, and 

invite experts to speak in an effort to 

raise awareness of the UN SDGs within 

the broader school community.

“If everybody at CEIBS — including 

students, faculty, and alumni — know 

what the SDGs are about and why they 

matter, then I really think we will have 

achieved something,” he says. “A lot will 

come from people caring, wanting to 

be involved, and contributing in their 

own way. With increased awareness 

comes increased action and hopefully 

we can create a ripple effect — it would 

be great.”

            With increased awareness 

comes increased action.
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    By Lü Zongshu and Lilly Zhang

T
he first time she meets all 63 CEIBS students, who 

have joined her class from many different cities 

across the country, she can accurately address each 

of them by name (a special skill all CEIBS class 

coordinators have to master).

She’s so familiar with CEIBS professors that when 

introducing them to students, she can effortlessly provide all 

their information: names, alma mater, past experience, research 

areas, where their key papers were published, what positions 

they concurrently hold in the business world and companies to 

which they have provided consulting services.

Born in Chongqing, she is a graduate of Renmin 

Ren Yan: 
In the company 
of outstanding 
people

University. She has never been a teacher, but has won respect 

and affection from dozens of students who are at least 10 years 

her senior. 

Her nickname is Daodao, which literally means knife. 

And though the moniker may bring to mind images of a fierce 

character from a Chinese martial arts novel, once you get to 

know her you will find a soft-spoken and humble lady. 
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She is Ren Yan, the coordinator for 

CEIBS EMBA 2017 Shenzhen Class Two.

Joining CEIBS

Although she had years of work 

experience before joining CEIBS 

Shenzhen campus in June 2017, Ren 

humbly describes herself as just a ‘rookie’ 

at CEIBS. Indeed, she is relatively new 

compared to some class coordinators 

who have spent over 10 years with 

the school. She is grateful for CEIBS’ 

systematic talent training model that 

helped her to quickly familiarize herself 

with the workflow when she came on 

board, and integrate with the rest of 

school.

Ren is equally impressed by the level 

of preparation done to welcome new 

students. By the time she got around to 

face-to-face meetings with the members 

of EMBA 2017 Shenzhen Class Two, three 

rehearsals ensured that all the venues 

and participants were ready, so that 

everything could go smoothly for their 

first day. If she had questions, she could 

contact her mentor at any time. “CEIBS 

has mature and systematic standards in 

talent training and daily operations, and 

through new employee training provided 

by senior employees, the information in 

the staff handbook, rehearsals of critical 

events and other methods, new hires can 

be trained to become qualified employees 

within a short period of time,” she 

explains. 

With such standards in place, new 

staff can quickly know their benchmarks 

and how they can improve. “You can 

know where the lines for being merely 

qualified and being excellent are. Even 

if you can’t reach the highest standard, 

you still have clear goals in mind. This is 

probably an implementation of CEIBS’ 

motto of Conscientiousness, Innovation, 

and Excellence,” she adds.

CEIBS class coordinators have a skill 

dubbed ‘face recognition’, an epitome of 

the high professional standards to which 

class coordinators are held. It isn’t easy 

to memorize all the students’ names 

and faces in advance, using only photos 

provided at the time of application, 

especially when some of these photos 

were taken a long time ago. It requires a 

lot of work from each class coordinator 

before school starts. “Even though it’s a 

small detail, we believe that a good first 

impression can give students a smooth 

start in their life and study at CEIBS,” 

explains Ren.

This personal touch has received 

positive feedback from students. Many 

later recall the warmth they felt — and 

surprise — when class coordinators 

greeted them by name at their first 

meeting. Their sense of being in a strange 

new environment disappeared, replaced 

by a sense of belonging… to CEIBS.

The same approach was taken in 

committing to memory vital information 

about faculty. To facilitate memorization, 

Re n  wo u l d  re c l a s s i f y  p ro f e s s o r 

profiles according to their educational 

background, teaching experience or 

research results.

But that’s just one small part of her 

job as a class coordinator. Ren believes 

that, just as the word ‘coordinator’ 

suggests, the most important qualities 

of the job — such as communication 

skills, empathy and comprehension 

and reasoning skills — are all related 

to coordination. At the same time, the 

job demands being detail-oriented 

and responsible, because programme-

related tasks have high requirements for 

attention to detail.

 “We sometimes joke that the class 

coordinator job requires both the traits 

of an extrovert and an introvert. Class 

activities and programme support have 

almost completely different personality 

requirements. So if class coordinators 

take the MBTI [personality] test, many 
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of them will probably receive a medium 

score in the E-I dimension – that is, 

they are somewhere between being an 

extravert and an introvert.”

Plant a phoenix tree to 
attract phoenix

EMBA 2017 Shenzhen Class Two, for 

which Ren is the coordinator, has a poetic 

nickname: Class of Wutong (phoenix 

trees). The name is derived from an old 

Chinese saying, “plant a phoenix tree, 

and phoenix will arrive”. It’s also the first 

class that enrolled after the Shenzhen 

campus relocated to the Wutong 

Industrial Park in 2017. Class of Wutong, 

as the name suggests, is a gathering of 

gallant individuals who, despite years 

of hard work, still have dreams that are 

dear to their hearts. They bring their 

questions about daily management into 

the classrooms, in the hopes of actually 

learning something and improving their 

skills. They are also full of energy whether 

they are engaged in work, study, sports or 

leisure.

Working with students who are 

generally older than she is, Ren thinks 

growth and challenges go hand in hand. 

She often reminds herself to keep an 

open mind while remaining true to 

herself, even as she constantly learns from 

students. If they provide good advice and 

suggestions, she actively thinks of how to 

implement their suggestion in order to 

improve existing procedures. 

She is especially touched by the 

spirit of community and team spirit 

among Wutong Class students. When 

one student’s business unexpectedly ran 

into trouble, his classmates supported 

and cared for him throughout the 

crisis. Students maintain a closely knit 

community by actively organizing and 

participating in major class events such as 

study tours, visits and gala celebrations. 

They have all contributed to the Wutong 

Class fund, which is now up and 

running, ensuring that they have enough 

resources for regular class gatherings after 

graduation.

What Ren likes most about the 

job is that it helps her meet and engage 

with outstanding people. “Students, 

colleagues and professors (at CEIBS) are 

all outstanding people, and there are so 

many things to learn from them. This 

may sound like a cliché, but it’s how I 

really feel,” she says.

Students, colleagues and 
professors (at CEIBS) are all 
outstanding people.
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I
n July 2007, when Celestine Kumahor was offered 

a job to work for the CEIBS Africa project, she 

was sceptical. She had seen other educational 

institutions enter the African market only to fail, 

leaving behind disappointed clients who had nothing to 

show for the money they had spent. She refused to accept 

the job until she could verify that CEIBS was really all 

that its website claimed it to be. “For me, the key question 

was: how different was CEIBS from all the others that had 

come to our country in the past?” she explains during a 

recent interview with TheLINK. She got her answer after 

working on a number of CEIBS info sessions organized 

to introduce the school to the Ghanaian market, and then 

spending two weeks at the school’s flagship Shanghai 

campus in September 2008. She eventually realized that 

CEIBS was all its website promised, and more. Almost 11 

years later, after a series of roles that have evolved with 

the steady growth of what is now CEIBS Accra, one of the 

school’s five campuses across the world, Celestine is still 

convinced she made the right decision to be a part of the 

CEIBS story. 

Celestine: 
With CEIBS Africa from 
the Very Beginning 

    By Charmaine N Clarke
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Why should I work for CEIBS?

CEIBS Honorar y (European) 

President Professor Pedro Nueno was 

the one who first recognized the role 

that Celestine could play at CEIBS 

Africa. As with all foreign institutions 

trying to expand into Ghana, CEIBS 

had to get approval and support from 

the country’s government. They also 

needed on-the-ground support and 

advice on how to successfully navigate 

a new market. A local law firm was 

hired but, with no event marketing 

expertise, it subcontracted some of 

its tasks to a local company — Royal 

Protocol Services — where Celestine 

worked as an Events Manager. As she 

went about her tasks, which ranged 

from a project launch to facilitating 

meetings between CEIBS and the 

then Ghanaian president, Celestine 

sometimes worked alongside Prof 

I realised that 
what CEIBS was 
offering to our 
local market 
was something 
unique.

Nueno. He asked then Executive 

Director of CEIBS Africa, Professor 

Kwaku Atuahene-Gima, to have her 

join the team.

Surprised by the job offer and 

still not exactly clear what CEIBS was, 

Celestine began researching the school. 

She also asked to be involved in all 

future CEIBS activities in Ghana so 

she could get a better understanding 

of  the company and its objectives 

in Africa. She learned a lot while 

organizing info sessions to introduce 

CEIBS to the local market.

“During these sessions, I realised 

that what CEIBS was offering to our 

local market was something unique. 

Learning about CEIBS’ vision and 

miss ion , how i t  he lped  nur ture 

Chinese business leaders, and its role 

in the transformation of the Chinese 

economy, I felt it would be great for 

me to be a part of it,” she explains. 

“And with CEIBS being new in Ghana, 

I thought it was a great opportunity 

to challenge myself  by joining this 

noble institution and to be a part of 

its history.”

It took her three weeks to decide 

she may be interested. But she needed 

h a rd  e v i den ce  b e fore  m a k i n g  a 

commitment. “I wanted to see for 

myself if what I saw on the internet 

really did exist,” she says. “And if I 

was going to be a CEIBS Marketing 

Execut ive  I  needed to  know the 

product in order to sell it.” Within a 

month after she was first approached, 

the school provided her with an 

invitation letter to apply for a visa to 

China. That visit convinced her to 
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officially joined CEIBS on September 

15, 2008. 

Growing with CEIBS

Over the last decade, her role 

at CEIBS has matched the school’s 

development in Africa. She initially 

began as a Programme Marketing 

Execut ive  which  meant  she  was 

responsible for enrolling students in 

the EMBA and other programmes 

being offered by CEIBS in Africa. 

It also meant formulating effective 

promotional sales initiatives in not 

just Ghana but other locations across 

the  cont inent . On the  log is t ica l 

side, she was also responsible for 

booking teaching venues and making 

arrangements for faculty flights and 

accommodations. In 2011, she was 

promoted to Admissions & Events 

Manager. This meant that in addition 

to driving sales in Africa she also 

finally sign the employment contract.  

“Seeing the Shanghai campus 

really changed my entire view about 

CEIBS,” she recalls. “I had loved what 

I saw on the internet. But seeing the 

actual structures, meeting all the great 

people that I met and being able to 

understand in-depth what CEIBS 

was about was what moved me to 

fully accept the offer and be part of 

what CEIBS was doing in Africa.” She 

Celestine’s CEIBS Wish List: 

A.	
I hope that the CEIBS Africa Alumni Chapter 

will become more integrated with the school’s 

other chapters around the world. I especially 

want to see more interaction between the other 

members of the school’s 22,000-member alumni 

network and all the CEIBS Africa EMBA cohorts.    B.

Even though here in Africa we 

have a limited target group for 

our programmes, I hope the CEIBS 

brand will become a household 

name in the near future. To do this, 

we need to continue to improve in 

everything we do: how we sell our 

programmes, how we communicate 

with our students, and how we 

deliver our programmes. 

Seeing the Shanghai campus 
really changed my entire view 
about CEIBS.



theLINK  Volume 2, 2019

47
Staff Interview

worked closely with key corporate 

clients, provided support to applicants 

during the admission process and 

kept in contact throughout their 

studies to handle any problems they 

had, supervised class coordinators 

to ensure consistent course quality, 

and had overall responsibility for all 

graduation ceremonies and events 

in and outside of  Ghana. In 2016 

she was promoted to her current 

role, Head of Programmes & Events/

Facility, managing a team of  nine 

including six external vendors. She 

has the weighty task of ensuring that 

goals are met for all the programmes 

n o w  o f f e r e d  b y  C E I B S  A f r i c a : 

Global Executive MBA (GEMBA), 

Advanced Management Programme 

(AMP), Women Entrepreneurship 

& Leadership for Africa (WELA), 

Owner Director Programme (ODP), 

Com p a ny  S p e c i f i c  Pro g r a m m e s 

(CSPs) and other Executive Education 

programmes. Among these goals is 

ensuring that students are satisfied or, 

as Celestine puts it, making sure they 

“are given a world-class experience at 

all times”. A big part of this is ensuring 

her team is motivated so they can 

provide consistently high-quality 

services as they execute CEIBS’ vision 

and mission. Their hard work has paid 

off. Over the past three years, students’ 

evaluation scores have been between 4 

and 4.3 out of 5. 

Read on for excerpts from an 

exclusive interview with Celestine.

How did you react when Prof Kwaku 

Atuahene-Gima approached you, 

back in  2007, ab out  a  job w ith 

CEIBS?

I was busy working at a CEIBS 

event and I didn’t know who he 

was. So when he approached me I said, 

‘Sorry, sir, I'm busy at the moment. 

If you want to talk to me, it has to 

be after I have finished my work.’ He 

insisted that he needed to speak with 

me, so I gave him my business card 

and asked him to contact me if it was 

something important.

R i g h t  a f t e r  t h e  p r o g r a m m e 

ended that evening, he called and 

introduced himself as the Executive 

Director of the company that I had 

just helped with its launch, with 

meeting the President of Ghana, and 

also with organizing visits with some 

key personnel in the country. So we 

started from there. I wasn't looking 

for a job so I asked him what made his 

offer so different from the job that I 

I also want every member of the CEIBS Africa team to fully 

be a part of the bigger picture. They need to experience 

what it is that we have on our main campus and all the 

other campuses. I have had the opportunity and it really 

transformed me; I was able to feel and understand what it 

is that I am being employed to do. So if we can have that 

opportunity given to staff that are recruited, have them 

visit the main campus for a few days and interact with their 

colleagues, I think that could help enhance how we present 

the CEIBS brand here in Africa. 
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was already doing.  

How was your initial CEIBS role as 

a Programme Marketing Executive 

different from being an Events 

Manager at Royal Protocol Services?

As an Events Manager my job 

was local, and we worked a lot with 

the  gover nment . I  a l so  had  the 

opportunity to organize a lot of 

international events, meet a lot of 

great people, travel. But it wasn't the 

same as working with an educational 

institution that would have, as I 

later realized, such impact. That was 

something that  made the CEIBS 

opportunity unique for me, as well 

as the fact that it was a multinational 

institution. Of  course, I was also 

exc i ted  about  being  par t  of  the 

pioneering CEIBS Africa group! 

My expectation was that I was 

going to grow, as an individual, 

and build a career that was 

different from what I had been 

doing before I was asked to 

join CEIBS. I also hoped 

that I would be able to, 

with the little experience 

I  had acquired at  the 

time, contribute to this 

new institution that 

had come to Africa. 

I was expecting to learn from all of 

CEIBS’ great faculty who had expertise 

in various fields. And, also, to be able 

to meet and work with great people 

from across different cultures, cultures 

that could also contribute positively 

to my life and my job. These were the 

things I was expecting. And, to be 

honest, over the last 10 years I have 

experienced most of them.  

What were the expectations that 

were not met?

In the early stages I did expect 

that [as CEIBS had already been 

successfully operating in China for 

many years] we would have the right 

strategies in place. But we really had 

to do everything ourselves. Though I 

had a great network, my background 

was in accounting and events; I did 

not have a marketing background. I 

had expected that the resources and 

structure would be there to help me 

get my work done smoothly. But that 

was something that was missing at 

the time. You had to just get it done 

yourself, and you had to find the right 

way of  getting it done. It was one 

of  my biggest challenges at CEIBS 

because, in addition to our limited 

resources, our target market was a very 

small percentage of the total African 

market . But  i t  was  a lso exci t ing 

because I was able to grow, I was able 

to learn and become better. 

I remember, in 2010, being told 

to lead a team of four to develop a 
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strategy for the marketing of  our 

programmes in  three  countr ies : 

Ghana, Nigeria, and the Ivory Coast. 

Ivory Coast is a French-speaking 

country and I  had absolutely no 

knowledge of French or the market. 

And I had targets to meet! Luckily, 

when I visited the Shanghai campus 

in 2008, a number of  the school’s 

faculty took me through some of 

CEIBS’ unique selling points that we 

could use in branding and selling the 

programme. So even though we had 

a very lean budget, I was able to come 

up with a strategy. Our target was to 

recruit 30 EMBA students. We had 200 

potential applicants and in the end 

41 enrolled. I was very proud of our 

team. 

What are some of the other proud 

moments of your career with CEIBS?

I always say that one day when 

the history of CEIBS Africa is written, 

I am sure my name will be part of it. 

My proudest moment was being able 

to penetrate the local market in 2009, 

with our limited resources, and exceed 

our targets. These students were 

very senior executives, people that 

had more than a decade-and-a-half 

experience on the job. And to have 45 

of them enrolled [five later dropped 

out for various reasons such as moving 

to another country or company] made 

me feel that I had a lot more than I 

originally thought I could offer my 

country and my continent. That makes 

me feel so proud. 

Even today some of  these first 

students, as well as those from cohorts 

enrolled between 2010 and 2013, 

will say I was the reason they did the 

programme. They say they have never 

regretted the decision because it has 

made them a better leader, or the 

China element has opened so many 

doors for them. For me, this is heart-

warming; I’m happy any time I hear 

the stories from these alumni.

I  w a s  v e r y  p r o u d  w h e n  w e 

managed to exceed our targets for 

CEIBS Africa’s first ever class, those 

who enrol led as  the EMBA 2009 

cohort. Within six months we had 26 

students signed up, more than 50% of 

our target. My network helped a lot in 

meeting my goals. When I arrived in 

Ghana on September 17, 2008, after 

my trip to see the Shanghai campus, I 

already had my first student, Samuel 

Okyeret. He met me at the airport 

with his application form. After the 

CEIBS faculty’s marketing advice I had 

started working immediately while I 

was still in Shanghai.     

What is one of the biggest lessons 

you have learned during your past 

10 years with CEIBS?

You need the right people to help 

you achieve your goals, especially 

when resources are limited. Good 

people are hard to find, but working at 

CEIBS I would say they have come to 

me. Our students and alumni would 

even recruit other students for me! 

They would call me up on the weekend 

and tell me about someone I should 

meet. And before I would even start 

talking to these potential students, 

the person who had recommended 

them would have already done more 

than 50% of the ‘selling’ for me; I 

just needed to ‘close the deal’. This 

was because CEIBS presented a very 

unique programme that was practical, 

that was transformational. This was a 

programme that was able to teach our 

clients how to be creative leaders, how 

to be confident in everything they do; 

how to look at things in an innovative 

way and do them differently. Because 

of this, they also believed in CEIBS 

and they were happy to help us find 

suitable students. 

These are just a few examples of 

why my career at CEIBS has been such 

an amazing one!

My proudest moment was being 
able to penetrate the local market 
in 2009.



Employees as Partners
New trends in HR management

With rising uncertainty in the job market, how can employees improve 

their competitive edge? With generations Y and Z becoming the lifeblood 

of the workforce, how will enterprises manage this new talent pool?

On May 8, CEIBS Career Development Centre (CDC) hosted the 2019 

Connect with Chinese Enterprises forum at its Shanghai campus. Business 

and HR executives from 13 leading Chinese companies gathered and 

exchanged insights with alumni and students. During the event, TheLink 

spoke with five experts who shared their views on HR management and 

the wider industry. They are:

TheLINK: What’s the ideal relationship between employees 

and the company?

Willis Jiao: The relationship between employees and 

companies is no longer one of ‘life-long service’, but one that 

is more flexible. It may take the form of full-time, part-time, 

and mutual collaboration. But companies and employees are 

still complementary and interdependent. Thus, employees 

need to be mentally mature, they need to know which stage of 

cooperation and interdependence they and their company are 

at, so that they can make the right career choices.

Grace Fang: Every employee is our partner, in a sense. 

We hope that our employees and the company share the 

same long-term interest and core values. With such a vision, 

the relationship between employees and the company is no 

longer one bound by the contract but a handshake in different 

Willis JIAO, Jahwa Chief HR Officer, EMBA 2007

Grace FANG, Foson HR Executive Director

Bonnie SHI, China Renaissance Human Resource Business Partner

WENG Jiejing, Sequoia PR Director, Ceibs CHO Programme alumni

Olivia XUE, Juss Intellisports General Manager, MBA 2001

Willis Jiao

Grace Fang

Employees need to be mentally mature.

Every employee is our partner, in a 
sense.
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dimensions, a handshake that will create value and share values 

through mutual progress.

Bonnie Shi: I think an enterprise is a place for individuals 

to work together as a team and complete something far beyond 

their individual capability. That is the essence of an enterprise 

or a group. The company gives you an identity, and you 

contribute your part to the company. That’s a relationship of 

mutual growth.

TheLINK: How can different types of employees realize 

their value in the workplace? 

Willis Jiao: As a practitioner of Longboard Theory, I 

believe the company’s performance management should 

serve its strategy. A business leader must have a clear vision 

of where the company is going, one that provides a roadmap 

that will let employees do their best within the organization. 

Meanwhile, each one should have a tailored guideline for work 

coupled with an effective performance management system. 

As an employee, it’s important to know yourself and your 

expectations for a career, and this is actually a process of self-

awakening.

Bonnie Shi

Weng Jiejing

Olivia Xue

The company gives you an identity.

[We have] standards for selecting 
talented individuals.

Enterprises should empower young 
employees.
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Grace Fang: I have a metaphor for employees working together: a 

football club. Whether a player can or cannot go on the field depends less on 

age than on his ability, such as whether he can score a goal, create value or 

realize and maximize his potential. We shouldn’t just categorize an employee 

by age but also by his value, etc.

Weng Jiejing: Our standards for selecting talented individuals are: 

professionalism, pursuit of higher quality, strong sense of responsibility, and 

perseverance in the face of challenges.

TheLINK: A new generation of employees who were born after the 

1990s and 2000s are entering the workforce. What advice do you have 

for companies on how to best engage with this new generation of talent?

Willis Jiao: There’s a popular catchphrase that goes, “The reason why 

the world is going forward is because later generations don’t buy what 

earlier generations say.” I think business leaders should have more respect 

for young employees.

Grace Fang: Those born after the 1990s are the pillars of the internet 

age, big data, and AI. Their ways and capacities for consumption, thinking 

and creation influence how we do business and live.

Olivia Xue: Enterprises should empower young employees to combine 

their abilities and interests with work. We should give them enough leeway 

to grow and to motivate themselves to be better.

TheLINK : What do you think is the biggest challenge in HR 

management? 

Willis Jiao: As the employee-and-company relationship becomes more 

diversified, HR management is facing more and more challenges. One is 

how to construct a system to orchestrate different ways of cooperation and 

teamwork. I believe new labour relations will emerge in the next three to five 

years. We have to be proactive and act before that.

Olivia Xue: The ever-evolving workplace and working environment 

call for new ways to organize and motivate. We have a relatively advanced 

system where employees can take stock of their company. This greatly 

encourages them to work hard by instilling in them a sense of ownership 

and responsibility. Many of our key employees, especially those investing in 

the company’s stock, are actually more like partners than employees.

The origins of HR management

A company’s HR practices starts from 

its brand positioning. Although often 

overlooked, this relationship has a decisive 

impact on the rise and fall of businesses; the 

way a company positions itself determines 

its philosophy, including its organizational 

principles and structure.

Howe ver, the  p os i t ion ing  o f  a 

company is not set in stone. When Chinese 

companies go global or foreign firms enter 

China, they must clearly define their long-

term positioning, while constantly making 

adjustments to match real life. By the same 

token, their HR practices must also evolve 

to ensure that they are keeping up with the 

times.

In today's increasingly globalised world 

HR Management 
Trends in a 
Globalised World

   	By Joan Zhou
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of business, the evolution of companies 

can typically be divided into three stages. 

During the first stage, companies focus 

on R&D and product development; 

one example of such a company would 

be the EV manufacturer Tesla. During 

the second stage, companies strive to 

use their presence in different market 

segments to achieve economies of 

scale; the tech giant Apple falls within 

this bracket. During the third stage, 

companies diversify their business by 

integrating resources across a range 

of industries; the Alibaba Group is a 

case in point. The transition from one 

stage to the next is not a step-by-step 

progression, and there are no clear-

cut boundaries. To become an industry 

leader, companies must focus on one 

or more of these stages, depending on 

their own positioning, and develop an 

appropriate talent management model.

S o c i a l  r e c r u i t i n g : A  n e w 
approach to hiring

In the West, companies often use 

local head-hunters to recruit talent 

across regions. However, the traditional 

h e a d - hu n t i n g  m o d e l  i s  l a g g i n g 

behind due to increasing cross-sector 

collaboration and a growing demand 

for talent. Social recruiting has recently 

emerged as a new method for identifying 

talent, and it is now being used both 

intentionally and unintentionally by 

many businesses outside China. Social 

recruiting takes the forms of cross-

departmental and cross-industry 

workshops, corporate cocktailing events, 

industry forums, etc. to create a hub 

of information and idea exchange. For 

example, CEIBS, where I am now doing 

an EMBA, provides quality networking 

opportunities for Chinese and overseas 

entrepreneurs across the supply chain.

The devil is in the details

Proper talent management is 

essential for a company to develop a 

market presence. One of the challenges 

for Chinese companies venturing abroad 

is finding a way to retain and optimize 

their human resources. If they try to 

replicate a tried-and-true HR model 

from overseas, it's important that this is 

followed to the letter. In the past, several 

Chinese businesses have overlooked 

important aspects of the models they 

base themselves on, often resulting in 

failure. Meanwhile, HR practices need 

to take into account cross-regional 

culture maps, with communication 

and management based on respect for 

others.

A recent McKinsey survey pointed 

to  new t rends  in  cor p or a te  HR 

management that are set to change the 

way businesses operate. For example, a 

high employee turnover rate — which 

affects some industries and professions 

more than others — is now becoming 

the norm. Entrepreneurs need to keep 

abreast of these changes and adapt their 

HR management model accordingly. 

For example, they need to retain top 

performers rather than try to reduce the 

overall turnover rate, which is now being 

used as a yardstick for HR assessment 

in some foreign companies. This gives a 

more granular reading on the value of 

corporate HR.

Entrepreneurs  are  of ten  too 

idealistic about the type of talent they 

are seeking. In an ever-changing market, 

they cannot afford to be short-sighted 

or complacent, but must instead remain 

up-to-speed with the latest HR trends 

and best practices. Thankfully, the 

CEIBS platform can help overcome 

this: by interacting with the school’s 

professors  and their  c lassmates , 

entrepreneurs not only expand their 

social networks, but are able to access 

wel l-grounded, forward-looking 

business insights that will provide them 

with a new perspective on effective 

HR practices that can be a catalyst for 

corporate growth and innovation.

In his writings, Chinese philosopher 

Mencius stresses the importance of 

people by saying, “the weather is not as 

good as the land, and the land is not as 

good as the people”. And in his Art of War 

military strategist Sun Bin (said to be 

related to Sun Tzu) writes: “If the times, 

geographical location and people are 

not allowed to win, there will be disaster 

even in victory.” It is my hope that, going 

forward, Chinese enterprises will have a 

solid understanding of the importance of 

employees, and leverage HR management 

trends in today’s globalized world to go 

from strength to strength.

Joan  Zhou has  prac t i c ed  and 

conducted research on corporate structure 

and HR management during roles 

at Shanghai Corporate Development 

Research Centre, Huawei, and Walmart. 

She is currently China HR director of an 

international fashion brand and a CEIBS 

EMBA 2017 student. 
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A
re some people just born 

entrepreneurs or is it a 

skill that has to be learnt? 

When is the best time to 

start a business? How does one go about 

choosing the right project, one that is 

more likely to succeed than others? What 

is the best way to build an efficient team 

and optimize resources within that team? 

Chances are, these are some of 

the questions that will keep you up at 

night when you’re thinking of starting a 

business. After all, today’s world is one 

of volatility, uncertainty, complexity and 

ambiguity (VUCA), one where VUCA 

has become a buzzword. It is difficult 

to keep pace with the dazzling rate of 

industry changes and rapid emergence 

of new business models; today’s proven 

success might become tomorrow’s 

fiasco. These external factors make 

entrepreneurship increasingly more 

entrepreneurship process into three 

stages.

The first stage is the exploration of 

business models, or the “zero to one” 

stage. Cases of startups that succeeded 

in this stage include electric car sharing 

platform EVCARD, online grocer 

FreshFresh and tech startup eMeet. The 

second stage, called “one to N,” refers to 

the stage when a business model evolves 

and scales, with examples including fruit 

retail brand Xianfeng Fruit and fresh 

food e-commerce platform Wochu.cn. 

The final stage, “N to N+1”, refers to the 

stage when a mature company shifts to a 

new business model, such as the stories 

of Daimler, car rental platform eHi and 

Chinese heat pump supplier PHNIX.

The book points out that different 

capabilities are required of a startup at 

different stages. At the “zero to one” stage, 

 Book Review

unpredictable. The question is, is there a 

universal logic behind entrepreneurship, 

a roadmap that can be clearly followed?

Lean Venture , a collaboration 

between CEIBS Professor of Management 

Practice Gong Yan and the CEIBS 

Case Center, tackles this question by 

drawing on past experiences and finding 

commonalities through case studies of 

startups. To reveal the underlying logic 

behind entrepreneurship, the book, 

the latest addition to the CEIBS Case 

Collection Series, examines the two 

hottest industries for entrepreneurs 

in China today — car sharing and 

fresh food grocery — and picks eight 

representative startups for analysis. 

The cases also include comments from 

company executives.

By analysing and observing these 

eight startups, the book divides the 

Lean Venture: 
Selected Cases on 
Entrepreneurial 
Practices



Feature

55

theLINK  Volume 2, 2019

a company needs the ability to quickly 

recover from its mistakes and adjust. At 

the “one to N” stage, companies need 

to scale up and standardise. At the “N 

to N+1” stage, the ability to crossover, 

transform and start new entrepreneurial 

ventures within the company is needed.  

Many startups had problems because 

they didn’t have a clear understanding 

of what stages they were in, and so they 

took the wrong approaches. For example, 

if a startup still at the “zero to one” stage 

tries to do things required of “one to N” 

stage companies, it won’t grow fast. If 

a company at the “one to N” stage tries 

to follow the pattern of a “zero to one” 

stage company, it will be stuck in trial 

and error and unable to transform from 

a startup to a profitable enterprise. And if 

a company at the “one to N” stage doesn’t 

focus on scaling up its business model, 

but on shifting to new business models, 

as is required of an “N to N+1” company, 

it will suffer from low efficiency.   

The story of EVCARD is a good 

example of “doing the right thing at the 

right time”. As an electric car sharing 

startup, it was established at the early 

stage of China’s new energy vehicle 

industry, which means there were then 

no predecessors in China from which it 

could learn. By benchmarking against 

Autolib, an electric car sharing service 

inaugurated in Paris, France, EVCARD 

initiated the idea of car-sharing-by-the-

hour in China, and started feasibility 

trials in a limited number of locations 

using the lean startup approach. After 

repeated adjustments, it finalised its 

operations and fee model, and then 

expanded its network and upgraded 

its management. In just a few years, 

EVCARD carved out its own niche in 

the market and completed its “zero to 

one” exploration. By the end of 2017, 

EVCARD had entered 60 cities with a 

fleet of 27,000 vehicles, making it a leader 

in China’s electric car rental industry. 

After  analys ing a  number  of 

startups, the book points out three 

main aspects of the underlying logic 

behind entrepreneurship.

F i r s t ,  v a l u e  i n n ov a t i o n  i s  a 

combination of the pursuit of lower 

cost, higher efficiency and better user 

experience.

Second, rather than betting on 

perfect plans or perfect execution, 

startups should take a trial and error 

approach and find the right direction 

by learning from failures.

Third, in many cases, it is not 

profitability, but a company’s profit 

model , i t s  p lace  in  the  business 

ecosystem and its redefinition of value 

that helps it increase its valuation.

Many who launch startups go to 

great lengths to challenge themselves 

on their entrepreneurial journey, 

which is full of  uncertainty. Lean 

Venture is a great guide that will help 

relieve their confusion and anxiety 

along the way. 
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Paying it Forward 
Spotlight on CEIBS MBA Student Committee 

S
erving the interests of all members of the student body and giving them a unified voice in engaging with 

the school’s administration is a group of elected MBA students, collectively known as CEIBS MBA Student 

Committee (SC). Each year, these seven to nine SC members draw inspiration from the work of their 

predecessors while setting their own ambitious goals.  They work tirelessly, and often as an invisible force, 

to ensure the smooth running of club activities, social events, career development mixers, and a consistently high 

culture of learning on campus. Along with day-to-day responsibilities to serve their fellow students, each year’s SC 

has left a unique legacy to further improve the student experience for future generations of CEIBS MBAs. We take a 

look back at five memorable SC milestones:

   	By James Kent
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Devon Nixon and MBA 2008 SC Open Student Lounge

When President of MBA 2008’s 

SC Devon Nixon arrived on campus a 

couple of weeks before starting his MBA, 

he had the opportunity to chat with the 

then MBA 2007 SC President “about 

all things CEIBS” as they watched the 

opening ceremony of the 2008 Olympic 

Games together. This is how Devon first 

learned about a five-year-long desire 

for students to have their own space on 

campus and somewhere to hang out 

after class. “In China, nothing is easy 

but anything is possible,” he says. “This 

was evident in the demand for a student 

lounge, but for five years no one could 

get it off the ground!” 

There was a space being used as 

an unofficial dining room for faculty, 

housing nothing more than a stack of 

chairs and an old carpet. With Devon at 

the helm, the SC took a top down and 

bottom up approach to win approval 

from the school. Then they had to 

overcome the next major challenge: 

1No.

Lin worked with international coffee 

chain Coffee Bean and Tea Leaf to 

develop a sales structure that would 

see a percentage of each coffee sale 

pumped back into the student lounge 

to finance future events. Jess Zhang also 

had a big hand in the creation, bringing 

in architects and designers to develop a 

space that both fit in with the campus’ 

aesthetic and also gave students a place 

to call their own.”

Still based in Shanghai, Devon 

takes enormous pleasure in revisiting 

the student  lounge whenever  he 

returns to campus. “We brought it into 

existence, but it is still here because of 

the strong leadership of subsequent 

student committees. In particular, our 

counterparts from MBA 2017 did a 

great job renovating the space,” he says.                 

getting funding. “We were encouraged, 

by the incredibly supportive senior 

administration at CEIBS, to create a 

business to make the student lounge 

sustainable for future generations of 

MBAs. Luckily we had a great SC team 

that was able to mobilize resources to 

get this done,” reflects Devon. “Jeffrey 
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Denise Pu and MBA 2010 SC Launch Class Yearbook 

Denise Pu, who has fond memories 

of her SC presidency, is convinced that 

a large part of her team’s success came 

from their ability to adapt to diverse 

cultures and foster respect — fast! “The 

Student Committee was very diverse, 

which formed the basis for good 

representation of the student body. In 

this group of 8 public servants we had 

two Americans (including one Chinese 

American), four Chinese (including 

one who grew up in Italy), one Chinese 

Dutch and one Korean,” recalls Denise. 

“The commitment needed to bring 

together this kind of group required 

true synergy and trust between the 

SC and the entire class. That synergy 

and trust was strengthened with every 

decision made during our tenure.”  

One of the highlights for Denise 

was establishing a new tradition – 

publishing the MBA Class Yearbook. 

“This project not only involved the SC, 

but it also meant bringing in various 

student volunteers with photography, 

graphic design and publishing skills,” 

she reflects. “It took the entire group 

to put the yearbook together in one 

month. We worked around the clock, 

particularly during times when half of 

the class was studying abroad. Finally 

we ended up with a book of memories 

and a project that has been embraced 

by subsequent years of MBA students.”

2No.
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Kyle Baron and MBA 2016 SC Bring Graduate 
Business Forum to Campus

3No.

Kyle Baron approached his presidency of 

the SC with the motto, ‘Let’s make CEIBS MBA 

a better programme than the one we inherited’. 

He recognised, early on, that ‘accountability’ 

would be a big part of achieving that goal. “We 

catalogued our accomplishments for the student 

body on a matrix board that we hung in the 

student lounge,” Kyle explains.  

One highlight of the 2016 batch was its 

successful bid to host the Graduate Business 

Forum (GBF) at the school’s Shanghai campus. 

The forum, established in 1983, brings together 

current and former student leaders from 

top global MBA programmes for a series of 

workshops, networking opportunities and 

cultural exchange. Hosted by Project Director 

Alex Kern and his CEIBS MBA 2016 classmates, 

the five-day conference on ‘The New Normal: 

China and the World’ started with a treasure 

hunt in Shanghai and proceeded to give 58 

delegates from 31 schools in 15 countries a 

window into China’s economic rise. The event 

earned high praise from GBF. 

Now the Co-founder and Managing Partner 

of Hong Kong-based blockchain consultancy 

BCW, Kyle says his experience as SC president 

left a lasting impression on his management 

style. “My belief about MBA programmes is 

that you gain from them what you put in. So I 

believe the best decision I made during my MBA 

was to run for SC president.   As I began the 

MBA, I wanted to develop improved leadership 

and organizational skills and through the work 

we did as a team in the SC, I came out of the 

experience very well prepared for the post-MBA 

phase of my life,” he said. 	



Feature

60

theLINK  Volume 2, 2019

Richard Higgs and MBA 2018 SC Launch Student-led 
Interpreting Service 

For Vice President of MBA 2018’s 

SC Richard Higgs, the purpose of the 

committee was to create a platform 

for  p o s i t ive  i n te r a c t i o n  a m o n g 

students within the MBA group. “As an 

intermediary among all stakeholders, 

the SC can share ideas, interests and 

concerns with different groups. In 

addition, the SC is integral in school-

wide init iat ives , including areas 

where students believe the school can 

improve,” says Richard. 

One area that he and his peers 

f l a g g e d  f o r  i m p r o v e m e n t  w a s 

the inadequate access to Chinese 

entrepreneurs and executives who 

only felt comfortable sharing their 

experiences in Mandarin. Given the 

frequency of student club events and 

the busy schedule of CEIBS’ Translation 

Department, there weren’t always 

adequate resources available to support 

every event outside the classroom. 

“We set up the framework and spoke 

to numerous stakeholders within the 

school to eventually establish a student-

led real-time interpretation service 

that enables ALL students at CEIBS 

to attend events in both English and 

Mandarin,” explains Richard.

With support from the MBA Office 

and Career Development Centre, 

additional facilities have since been 

upgraded on campus to support real-

time interpretation for student-led 

events. Now about 20 sessions of club 

activities benefit from this initiative 

each academic year.

4No.



With each year bringing something different to the table, it is clear that the undeniable and varied achievements 

of the SC would not be possible without the support of both the school and the student body. Reflecting on his 

own tenure, MBA 2008’s Devon says he noticed his very first grey hairs during the first semester of balancing SC 

responsibilities with a heavy MBA work load. He recommends that future students who are thinking of running 

for the SC do so for the right reasons. “Do it for the good of your school and your classmates,” says Devon, “and 

remember that the best thing about a great student committee is that everyone commits.”    
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Kyle Lin and MBA 2019 SC Secure Self-
service Convenience Store

Picture the scene. It’s late, the canteen is closed and 

you’ve missed your window to order waimai (takeaway) on 

your phone. With hours of group work still ahead of you, 

where do you turn for the fuel needed to give you that last 

push into the early hours of the morning? The answer — if 

only there were a self-service convenience store on campus.

This was the challenge facing SC Campus Affairs 

Director Kyle Lin and his peers. Bringing such a facility 

to campus required multiple rounds of negotiation both 

internally among CEIBS departments and externally to find 

a suitable supplier. “Our promise to the student body was to 

bring convenience on campus,” reflects Kyle. “But given the 

size of the school, no vendor wanted to build a supermarket 

and it was hard to find the perfect location on campus.”  

Eventually, with the support of the school’s Logistics 

Department, the 24-hour unmanned Lohhas convenience 

store was opened near the school’s Jinke Road entrance in 

November 2017, giving students, faculty and staff access to 

refreshments day and night. All they need is a smart phone 

to scan codes for entry and payment. 

5No.





I
t was announced in April that 

Catalyst, the corporate think 

tank of  Mars, Incorporated, 

makers of iconic brands such 

as M&M’s, Dove chocolate, Snickers, 

Royal Canin, Wrigley’s and many others, 

had selected CEIBS as its Asia partner 

for its new business model innovation 

initiative, Economics of  Mutuality 

(EoM). This was great news as it is 

Catalyst’s first partnership with an 

academic institution in Asia and follows 

the completion of a 5-year partnership 

between Catalyst and Oxford University. 

As part of the agreement, CEIBS will 

engage in academic research into the 

practical application of  EoM in a 

Chinese business context. The school 

will also conduct related case studies, 

deliver classroom lectures, and host an 

annual forum.   

As CEIBS Vice President and 

Dean Ding Yuan explained when the 

announcement was made, “EoM is in line 

with CEIBS’ goal of educating socially 

responsible business leaders who seek to 

go beyond financial success to achieve 

global significance.” 

Since its inception in the 1960s, Mars 

Catalyst has worked closely with scholars 

and academic institutions around the 

world but, according to Bruno Roche, 

Chief Economist at Mars and Managing 

Director of Catalyst, they felt the time 

has come to “move East”, taking the EoM 

approach to China and the wider Asia. 

“We selected CEIBS because we need to 

ensure that we are partnering with the 

right academic partner that has a shared 

sense of purpose to transform business 

for the common good,” says Roche. 

But what exactly is EoM and why 

is this partnership important for CEIBS 

and Catalyst? Read on for excerpts 

from interviews with Roche and CEIBS 

Professor of Economics and Finance and 

Associate Dean (Research) Xu Bin who is 

spearheading the project. 

Beyond the Headlines
CEIBS Selected as Asian Partner for Mars Catalyst Project

   	By Charmaine N Clarke
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TheLink: What is EoM?

E o M  i s  a  t r a n s f o r m a t i o n a l 

m a n a g e m e n t  i n n o v a t i o n  t h a t 

empowers  businesses  to  operate 

more efficiently at all levels while 

meaningfully contributing to the 

individual, societal, and environmental 

wellbeing of those they impact through 

their operations, profitably and at 

scale. The first step is ensuring that the 

company does not operate only within 

the boundaries of legal obligations, 

but takes the strategic decision to 

put  purpose  at  the  centre  of  i t s 

business ecosystems, rather than at the 

periphery with profit maximization for 

shareholders at the centre. This means 

that stakeholders’ ‘pain points’ (needs) 

must be identified and the ecosystems 

orchestrated to address the key pain 

points. Step two is that they also make 

a strategic decision that the resources 

they mobilize, manage, and create and/

or leverage are not only financial or 

capital resources but are also human 

and social, as well as natural capital 

resources. All these resources have 

value but, without the right metrics, 

they are  essent ia l ly  squandered. 

These are the two prerequisites for 

EoM to be implemented. So not only 

are companies more responsible in 

terms of their impact on society and 

the environment when they begin 

to implement EoM, but they also 

outperform financially, both in terms 

of top line and bottom line, long and 

short term, those units that focus only 

on maximizing financial profit, often at 

the expense of stakeholders. The third 

element is that it requires a change 

of behaviour and also an evolution 

of company culture whereby the firm 

makes a strategic decision to bring 

everything together into a new business 

model that has mutual profit and a 

mutual bottom line. Only then can it 

be said that a company is operating 

according to the principle of  the 

Economics of Mutuality. 

TheLink: Why partner with CEIBS?

F r o m  t h e  o u t s e t ,  w i t h  t h e 

Economics of Mutuality programme, 

we  a t  Mars  Cata lys t  have  had  a 

strong foundation in the academic 

world. We have worked with Harvard 

Business School, the Paris School 

of  Economics, the Sorbonne, and 

most intensively over the last five 

years with Oxford’s Said Business 

School  in  the  UK. So, f rom the 

ver y  b e g i n n i n g , t h e  E con om i c s 

Bruno Roche: EoM Explained & Why CEIBS

We were very intrigued by 

what CEIBS could offer. 
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of  Mutuality has been developing 

EoM curricula to infuse the new 

approach into the minds and hearts 

of  the next generation of business 

leaders, since learning is often far 

easier than ‘unlearning.’ And this 

approach to academic and practical 

business application has been part 

of the DNA, if you like, of the EoM 

programme from the outset.

When we decided to move East, 

and expand the vision of economic 

opportunity to China, it was obvious 

to us that we wanted to connect and 

partner with academic institutions 

in China. We looked at Tsinghua and 

Peking, but we were very intrigued 

by what CEIBS could offer.  There 

was almost an emotional connection 

between our team and the CEIBS team 

of Professors Lydia Price, Peter Moran, 

and Xu Bin when we first showed up. 

We gave a speech on EoM and felt there 

was a lot of receptivity and energy 

among the faculty and students. There 

was an emotional connection, a human 

connection, between my team at Mars 

Catalyst and the CEIBS team. 

But one element that was critically 

important is the way in which CEIBS 

is organised. It has a very interesting 

story, being a joint venture between the 

Chinese government and the European 

Commission. It’s almost like a bridge 

between the West and the East, and 

we felt CEIBS could really be a bridge 

to connect the Western culture, where 

many of us come from, and the Chinese 

culture, where CEIBS is very present. 

The third element was the fact that 

CEIBS, being a business school, is very 

focused on practical implementation. 

When you speak with the professors, 

you see that they are really interested 

in the business application behind the 

theories. This is critically important. 

At Catalyst we also have a passion 

for implementation; we are staffed 

mostly by PhDs who often co-author 

academic publications with academic 

partners but are also deeply grounded 

in business needs. If an idea is not 

being implemented, for us, it's a bit 

useless. So we always like to ensure 

that there is a dialogue between ideas 

and practice, between the theory and 

practical  implementation — and 

implementation, after all, is our job. 

And, finally, CEIBS has a very 

impressive and extensive alumni 

network. Our vision is to extend the 

Economics of Mutuality beyond Mars, 

and also beyond Oxford. We need to 

ensure that we are partnering with 

the right academic partner with rich 

academic research and education 

purposes, of  course. But also, by 

partnering with CEIBS, we hope that 

this will also open EoM to a network of 

high-powered alumni to speed up the 

spreading of Economics of Mutuality 

in businesses in Asia, and particularly 

in China. 

TheLink: I understand that there are 

three components to this partnership: 

academic research, basic academic 

education and engaging the school’s 

alumni network. Can you provide 

some more details about how it will 

work?

On the research side, there will be 

publications, books, and case studies. 
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Prof Xu Bin: CEIBS’ View of the Partnership

On the education side, we expect that, 

over time, the Economics of Mutuality 

principle and model will be diffused 

among students in the form of electives 

in the MBA programme. We expect also 

to organize an annual China forum.

CEIBS would gain a lot in terms 

of positioning itself  as leading the 

discourse, promoting the new growth 

model of  the 21st century. And in 

return, also continue to nurture, enrich, 

and develop this new economic model 

and management innovation. That's 

what we expect to develop together 

with CEIBS.

O u r  v i s i o n  i s  to  o r g a n i s e  a 

coalition of business schools around 

the world with a bridgehead in each 

continent. We hope that CEIBS will 

be that bridgehead, that head of the 

network, for not only China but also 

for Asia. Over the years, we have 

worked with individual scholars from 

different universities in China, but 

this is the first time that we will have 

an institutional-level partnership with 

Chinese academicians.

TheLink: Why did CEIBS accept 

Mars Catalyst’s invitation to partner 

on the EoM initiative?

When Bruno and his team came 

to visit us about two years ago, the 

timing was perfect because that was 

the time when CEIBS was thinking 

about elevating the CSR concept to 

a very high strategic level. As it says 

in our mission statement, CEIBS is 

educating responsible leaders versed 

in China depth and global breadth. So 

our mission has three pillars: China 

Depth, Global Breadth (the school’s 

tagline) and social responsibility. And 

so it was very natural that with — at 

that time — 20-plus years of CEIBS’ 

development, we had reached a point 

where we wanted to emphasize this. 

Interestingly, it was also at that time 

that the CEIBS Alumni Association 

elected Tian Ming as the new President. 

He is the CEO of Landsea, a growing 

real estate company in Nanjing. The 

association’s leadership team reached a 

consensus to place CSR at the centre of 

CEIBS alumni activities, in particular 

making CSR the theme of their annual 

conference each year. 

I  w a s  a l s o  i nvo l ve d  i n  t h a t 
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discussion at the leadership level with 

the alumni. So I immediately thought 

that this relationship with Mars could 

be part of the school’s wider strategy. 

And I  think without this  sort  of 

strategic importance, we would not 

have pushed that hard to go ahead 

with the relationship with Mars.

TheLink: In addition to the annual 

forum, there is a strong academic 

element to this collaboration. Can 

you provide some details?

For now, we have agreed that 

three professors wil l  do research 

projects: Professor of  Marketing 

Lydia Price, Associate Professor of 

Strategy Peter Moran and Assistant 

Professor of Management Byron Lee. 

Lydia will explore the concept of 

economic mutuality in China. Peter 

and Byron are teaching ethics courses 

for MBAs, so they can inject some 

of these concepts into their classes. 

These are just a few examples to start. 

But I think one of the most valuable 

aspects, for Catalyst, is to work with 

our alumni, business executives. Mars 

Catalyst has a concept and, actually, 

they could go to Africa to do it. But if 

it can be successfully done in, say, one 

or two Chinese companies, that adds a 

lot of credibility to their approach.

For more about EoM visit https://

economicsofmutuality.com/ 

The timing was perfect.
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Wooing China’s       Small-town Youth
   	By Lilly Zhang

A
s the business environment 

in tier one and tier two 

cities in China becomes 

more saturated, the blue 

ocean of China’s internet boom has 

shifted to the country’s smaller cities, 

towns and rural areas. In July 2018, the 

high-profile Nasdaq IPO of three-year-

old e-commerce platform Pinduoduo 

first drew people’s attention to this 

less-tapped market. Two months later, 

mobile content aggregator Qutoutiao, 

which also targets third and fourth tier 

cities, went public in the US, once again 

reminding people of the promise this 

market truly holds.

How big, exactly, is the market 

size of China’s smaller cities and rural 

areas? According to research company 

Analysys International, by the end of 

2017, the total population of China’s 

tier 3 cities and under is 1 billion, twice 

the population of China’s first and 

second tier cities. Among them, nearly 

500 million have access to mobile 

internet, and that number is growing 

at a pace much faster than that of first 

and second tier cities. Many products 

and services, previously out of reach 

to those in remote areas, are now 

accessible to them through mobile 

internet, giving rise to an immense 

market.

How to access this market and 
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Wooing China’s       Small-town Youth
win the hearts of small-town youth 

(xiaozhen qingnian), the leading force 

of consumers in this market, is now a 

hot topic. TheLink recently invited Wu 

Yan, founder and CEO of production 

company MSI (CELC Class 2016), and 

Lei Yong, founder and CEO of food 

sales platform Haoshiqi (CELC Class 

2017), to share their understanding of 

this market.

Wu Yan: Tapping into  
Leisure Time 

The year 2015 was a watershed 

for China’s video websites. It was 

when several popular online dramas 

activated people’s willingness to pay 

for online content. Wu, who had been 

working in the online video industry 

for a long time, had a feeling that the 

next five to 10 years would be a period 

of rapid growth for paid online videos. 

It was against this background that he 

founded the production company MSI, 

hoping to tap the paid video market.

The market is huge, but Wu picked 

what was still a niche area: online 

films and dramas targeting small-

town youngsters. He tried to tap into 

their leisure time. Statistics show that 

compared with the fast pace of life of 

people living in first and second tier 

cities, those living in smaller cities have 
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more leisure time, and have a strong 

demand for entertainment such as 

online dramas and online games.

C o m p a r e d  w i t h  t h e  h i g h 

investment and production threshold 

of films shown in theatres, online films 

are known for their smaller investment, 

high yield, and quicker return. It takes 

three to four years, and sometimes 

theLINK  Volumes 2, 2019

Small-town youngster isn’t just a 

geographical term, but more of a 

cultural one.

up to eight years, for a theatre film 

to generate returns. In contrast, the 

shooting of an online film can be done 

within several days, and it takes less 

than 10 months for investors to harvest 

returns, thanks in part to small-town 

youngsters’ high willingness to pay.  

For Wu, “small-town youngster” 

isn’t just a geographical term, but more 

of a cultural one. They could come 

from third and fourth tier cities, but 

may also work in the service industry 

in first-tier cities.

In terms of content, China’s small-

town youth prefer instant gratification. 

“Compared with US television dramas 

that go on for seasons, like Game of 
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Thrones, they prefer entertainment that 

is much more straightforward,” Wu 

said. Another thing that sets them apart 

is related to their viewing habits and 

medium. Small-town youngsters like 

to watch videos in open environments. 

They may watch a video for three 

minutes while having lunch, and then 

20 minutes while taking the bus. This 

means video products need to have 

multiple climaxes within short periods 

of time to hold their attention, which is 

different from films shown in theatres.

“In every four to six minutes of 

a video product, you need to create a 

mini plot consisting of a beginning, 

development, climax and ending, and 

tell a story that may take 90 minutes to 

tell in a conventional film,” Wu said. 

He knows his audience well, and 

he is equally clear about the role his 

company will play in shaping future 

trends of online drama. He believes 

a company’s inherent value is very 

important. “Our company’s vision 

is to spread good content. All of our 

products have a focus on youth spirit, 

on being bold and the fearlessness of 

failure. Only through positive value can 

a company go further,” he said.

Lei Yong: Pricing Products 
Based on  

Remaining Shelf Life

P i n d u o d u o ' s  r a p i d  p a t h  t o 

success wasn’t without controversy. 

The company had a problem with 

counterfeit products and copycat 

brands, which escalated after it went 

pu b l i c .  S om e  th ink  s m a l l - tow n 

youngsters are the target customers of 

these counterfeit products, and even 

see the rise of apps like Pinduoduo 

as a sign of  China’s consumption 

downgrading.

Le i  Yong  doesn’t  ag ree . “No 

one likes counterfeit products or 

copycat brands. The reason they buy 

them is because the products lack 

transparency,” Lei told TheLink. This 

lack of transparency goes way beyond 

the issue of authentic versus counterfeit 

goods. It also affects the overall quality 

of  products being offered, which 

impacts price. 

By  combining  an  innovat ive 

b u s i n e s s  m o d e l  w i t h  i n t e r n e t 

technology, Lei founded Haoshiqi, 

a  food sa les  plat form that  takes 

transparency of product information to 

a new level by pricing food according 

to remaining shelf life. The closer a 

food product is to its expiration date, 

the bigger the discount. For example, 

products that are six months away 
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Our clients are smart, rational 

customers who are looking for 

the best deal.
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from their expiration date are sold at 

40 percent off their original price, and 

those five months away from expiration 

are sold at 50 percent off. Those that 

will expire within a month are taken 

off the website. This means  youths 

in small towns can enjoy authentic 

food products (discounted based on 

impending expiration date, but still 

perfectly safe to eat) for the price they 

once paid for counterfeit products.

Small-town youngsters are not 

the only potential clients of Haoshiqi. 

Lujiazui’s office workers, for example, 

are also among the company’s loyal 

customers. In fact, Lei said his target 

c l ients  aren’t  mere ly  def ined by 

geographic location. “Our clients are 

smart, rational customers who are 

looking for the best deal. As long as 

they fit these characteristics, it doesn’t 

matter whether they’re from third 

to fourth tier cities or from first and 

second tier ones.”

“Consump t ion  u p g r a de  and 

downgrade are both happening in 

China. A more precise way to put it is 

that consumption is becoming more 

and more diversified,” he said, adding 

that Haoshiqi is an entrepreneurial 

venture based on this trend.

I n  2 0 1 6 ,  a n  u n s a t i s f a c t o r y 

shopping experience inspired Lei to 

found Haoshiqi. He bought a pack of 

spaghetti, but when he got home he 

found that it would expire the next 

month. He came up with a business 

model to link a product’s price to its 

remaining shelf life, and price each 

product dynamically. This was how 

Haoshiqi was born.

B e h i n d  t h e  c o m p a n y ’ s 

establishment is a difficult challenge 

facing the food industr y :  waste . 

Although it is legal for shopping 

m a l l s  a n d  s u p er m a r ke t s  to  s e l l  

products that will expire soon, no 

supermarket will accept products 

that have a short remaining shelf life. 

This brings immense pressure to food 

manufacturers and dealers, as they will 

have to spend a lot of effort to sell these 

products through special channels, or 

even pay a fee to destroy them, making 

them negative equity.

“Over RMB100 billion worth of 

food items are destroyed each year 

in China as they come close to their 

best-before dates. I hope that by using 

our innovative business model and 

technology, we can help China’s food 

industry reduce losses by RMB100 

mil l ion a  day, which adds up to 

RMB36.5 billion a year. This is my 

dream,” Lei said.

I hope that by using our innovative business model and 

technology, we can help China’s food industry reduce losses. 
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CEIBS Around the World 
Highlights from our 5 locations 

CEIBS CMO Forum Explores Brand Growth in Digital Era

More than 500 leaders from the field of marketing, including members of CEIBS 

CMO Club, benefitted from industry experts’ insights on branding, consulting, and 

advertising during the first CEIBS CMO Forum. Held at the school’s Shanghai campus 

on March 14, the event explored how data is fuelling brand growth in the digital 

economy era.  

Presenters included CEIBS President (European) Professor Dipak Jain; CEIBS Professor 

of Marketing, Associate Dean and CMO Programme Director Wang Gao; Alibaba 

Group CMO Zhang Wuji; and Alibaba Uni-Marketing Centre GM Gong Yi. The 

forum was co-organized by CEIBS Executive Education Department, CEIBS Alumni 

Association CMO Club, and Alibaba Uni-Marketing Centre.

上海
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北京

BE
IJ

ING CAMPU
S

2019 CEIBS Beijing 
Joint Class Launched 

On April 13, the 2019 CEIBS Beijing Joint Class got underway at the Beijing campus. This year marks the 15th 

anniversary of the Class, a series of inspirational courses on the humanities. In the past decade-and-a-half, over 

30 renowned humanities and social sciences scholars have given lectures during these events. The list includes 

Dr Chen Fong Ching, Honorary Fellow at the Chinese University of Hong Kong, who recently joined CEIBS as 

a Visiting Thought Leader. Dr Chen has taught many Joint Classes over the past few years and also introduced 

many lecturers to the class. The Joint Class has been attended by over 2,000 alumni over the years.

This year’s event saw 10 well-known 

scholars providing a course on the history 

of world civilization. With eight modules 

in total, it gathered the largest number of 

professors and spanned the longest time in 

the history of the programme. Many alumni 

say that the class, with its high academic 

standard, gives them a holistic picture of 

world civilization, and allows them to “observe 

ourselves from a global perspective and understand the present through the lens of the past”.
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深圳

SH
EN

ZHEN CAMPUS

Shenzhen Campus Hosts 
Readers’ Salon 

A special guest showed up at the CEIBS alumni readers’ salon at the Eslite Bookstore in Shenzhen on April 20. Wu 

Danru, renowned Taiwanese writer, TV host, and a graduate of CEIBS EMBA Class of 2016, used her personal life 

stories to show how reading can make the impossible possible.

The honesty and sincerity of Wu’s speech captivated the entire audience. Following her speech, He Wenyi 

(EMBA2015), Wen Liangjuan (EMBA2018) and Zhou Zhichao (EMBA2019) shared their views on three books, and 

engaged in discussions with the audience. 

Later that night, CEIBS Shenzhen campus launched a social media event, in which forum guests were invited to share 

their reading list for 2019 on WeChat. This made everyone an ambassador spreading the passion for reading.

This is the second year the readers' salon has been organized to celebrate World Book Day, and the event has received 

vigorous support from professors, colleagues and students.
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In March, CEIBS Zurich campus 

welcomed MBA Class of 2020 students 

on their Manufacturing Excellence 

overseas module. This is the first year 

the MBA study trip has been organized 

as part of the CEIBS Zurich Excellence 

Exchange Programme (EEP).

EEPs are week-long overseas study 

modules typically designed for senior 

execut ives  of  var ious  industr ies 

from China. Led by a CEIBS faculty 

member, they are a combination of 

academic theory, workshops, case 

studies, company v isits  and idea 

exchange. Programmes can either be 

specifically designed for a company-

exclusive executive education course 

or participants may choose from 

one of five themes offered as part of 

CEIBS EMBA, and now MBA, overseas 

modules. 

The themes covered are Industrial 

E x c e l l e n c e ,  I n n o v a t i o n  a n d 

Entrepreneurship, Branding and 

Design, Service Excellence, Family 

Business and Smart Healthcare. 

L e d  b y  A s s o c i a t e  P r o f e s s o r  o f 

Management Sebastian Schuh, the 

MBA class began the week in Stuttgart, 

Germany, home of Industry 4.0 and 

Hidden Champions. This was followed 

by three days in and around Zurich. 

The  g roup learned about  smar t 

logistics at Bossard, intrapreneurship 

with Google, disruptive automotive 

technologies at Audi and robotic 

advancements with Stäubli. These were 

just a few of the items on their agenda.   

No study trip would be complete 

without integrating into the local 

culture. The students took a deep dive 

into Swiss culture with a trip to the 

Swiss National Museum, gaining an 

understanding of how Switzerland 

has branded itself  in quality and 

craftsmanship. They were welcomed by 

the local CEIBS alumni at an evening 

apéro and of course they sampled the 

local cuisine by enjoying the Major’s 

Sword, a sausage served on a sword, at 

Zurich Campus Welcomes MBAs 
for Overseas Module

苏黎世
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renowned Swiss restaurant Zeughauskellar. 

Each year CEIBS Zurich Campus hosts more than 10 EEPs and 

the number is rapidly increasing. Among the other EEPs planned 

for 2019 are Service Excellence in June with Prof Katherine Xin, 

Innovative Switzerland in September with Prof Zhang Yu and 

Branding Excellence in November with Prof Jane Wang. 

In an effort to empower Nigerian 

w o m e n  t o  b e c o m e  p r o d u c t i v e 

members of their communities, the 

2015 Nigeria class of  the Women 

Entrepreneurship and Leadership 

WELA Nigeria Alumni 
Launch Fund to Support 
Women Entrepreneurs

f o r  Af r i c a  ( W E L A )  p ro g r a m m e 

launched the WELA Angel Investor 

Initiative earlier this year. The project 

provides working capital to women 

entrepreneurs who, as a result of 

阿克拉
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various limitations, are unable to 

receive loans from commercial banks 

or micro-finance institutions. Fifteen 

beneficiaries received interest-free 

one-year loans ranging from N50,000 

(US$138) to N100,000 (US$276). 

There are plans to expand the project, 

which is seen as a tangible sign of 

CEIBS WELA alumni’s commitment 

to social responsibility.

 

“ M a n y  w o m e n  i n  N i g e r i a  a r e 

h a rdwo r k i n g  ye t  m o s t  o f  t h e m 

cannot access the needed capital for 

their businesses in order to make a 

difference for themselves and their 

families,” explained WELA Nigeria 

2 0 1 5  C l a s s  Pre s i den t  O m oyem i 

Chukwurah during the launch. “This 

is also an initiative through which we 

hope to contribute towards nurturing 

a generation of female entrepreneurs 

i n  Ni g e r i a  w h o  a r e  f i n a n c i a l l y 

empowered and, in turn, will empower 

other women entrepreneurs.”

The funds, contributed by WELA 

alumni, will be awarded to selected 

wom en  en t repren eu rs  w h o  w i l l 

then have a year to repay the loan, 

with no interest charged. After a 

year, beneficiaries are encouraged 

to save from their earnings to build 

capital and continue to grow their 

businesses. The repaid loans will then 

be re-distributed to other women 

entrepreneurs.

Loan beneficiaries must be nominated 

by a contributor to the fund — an 

angel  investor — and must have 

a viable business that has been in 

operation for at least five years. Each 

recipient  must  a lso prov ide two 

guarantors and agree to the terms 

and conditions provided in the loan 

repayment contract.

B e f o r e  r e c e i v i n g  t h e  f u n d s , 

beneficiaries are given training on 

how to remodel their existing business 

structures and position themselves 

for growth. The funds are awarded 

through a commercial  or micro-

finance bank and there are procedures 

in place to prevent default. 

Edewo Dickson, one of  the fund’s 

beneficiaries and a firm believer that 

women need to empower each other, 

was upbeat about the opportunity to 

expand her business. “This financial 

assistance will help me expand the 

spices, snail, and plantain business 

I have been running for the past 20 

years. It has always been difficult to 

grow my business because I have been 

unable to access a loan. Now, not only 

have I received an interest-free loan, 

but I have also received the know-

how to turn my business around and 

I plan to share these new ideas with 

my friends, so they can also grow their 

businesses,” she said. 
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W
i t h i n  t h e  f i r s t  f i v e 

months of  the years, 

C E I B S ’  I n n o v a t i o n 

Forum Series had already shared a 

wealth of knowledge with audiences 

in four cities.

The first event, held in Wenzhou 

on March 23, saw CEIBS Professor 

of Economics and Finance Xu Bin, 

who is also Wu Jinglian Chair in 

Economics and CEIBS Associate 

Dean, exchanging ideas with local 

business leaders on how to get China’s 

private businesses out of their current 

dilemma and back on a growth track. 

There was also a welcome speech 

by Deputy Secretary General of 

Wenzhou Municipal Government 

Dai Xuqiang stressed the significant 

Knowledge Packed Innovation 
Forum Series 

role of the CEIBS alumni community 

in promoting China’s economic 

development. 

In his keynote speech, Prof Xu 

analysed China’s domestic and global 

economic climate at the macro level 

and proposed his “3S advantages” 

— scale, scope and speed — for the 

country’s economic growth. He also 

pointed out that China’s previous 

capital-driven model is likely to be 

unsustainable due to a diminishing 

marginal driving force. In order to 

maintain a medium-to-high pace of 

growth, he said, China must improve 

its overall productivity and transition 

to an efficiency-driven economy. 

The second event, held on March 

29 in Chengdu, was a collaboration 

between CEIBS and Chengdu Tianfu 

Soft Park (TFSP). It was TFSP’s 

biggest ever CEO joint conference, 

attracting CEOs and senior executives 

from more than 40 TFSP enterprises 

and dozens from outside the Park 

— many of whom are members of 

CEIBS Alumni Association Sichuan 

Chapter. Participants explored ways to 

maintain the sustainable development 

of companies within the TFSP, against 

the backdrop of economic slowdown 

and Chengdu’s ongoing efforts to 

develop an international business 

environment. Guests at the forum 

included CEIBS Finance Professor 

Huang Ming and Chairman of Maipu 

Communication Technology Co Ltd 

Hua Xin who is also President of 
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CEIBS Alumni Association Sichuan Chapter. 

Wuhan was the venue for the third innovation forum, 

which saw participants discussing how companies can 

drive innovation, navigate the economic cycle, and keep the 

momentum of sustainable development. The event, held on 

April 19, brought together nearly 400 local entrepreneurs and 

executives. Professor Huang Ming was again on hand, this 

time to exchange ideas with guests on how to boost corporate 

innovation and lead companies through the development 

cycle. Wuhan, as an inland industrial powerhouse, boasts a 

complete modern manufacturing industry chain and a wealth 

of high-end equipment manufacturers. Wuhan East Lake High-

Tech Development Zone, for example, has attracted numerous 

high-tech enterprises. Its growth and development has not 

gone unnoticed by CEIBS, which hopes to introduce the latest 

management knowledge to Wuhan and surrounding areas, 

providing companies in Central China with new perspectives 

and solutions for their development and transition.

Then on April 25, the CEIBS Innovation Forum Series hosted 

its Nanjing leg, bringing together over 400 local entrepreneurs 

and executives. During the event, CEIBS Professor of Marketing 

and Co-Director of CEIBS Center on Digital Economy and 

Smart Enterprises, Fang Er, exchanged ideas with local guests 

on how to break growth bottlenecks facing enterprises. Dr Jing 

Wei, Executive Vice President of Suning Technology Group, also 

shared his insights on the retail industry and offered suggestions 

on digital transformation by drawing on business practices. 

The event was sponsored by the CEIBS Alumni Association 

Nanjing Chapter, the Nanjing Chamber for Import and Export 

Companies, and the Nanjing Branch of International Association 

of Business Excellence, with intellectual support from the CEIBS 

Center on Digital Economy and Smart Enterprises. CEIBS 

Innovation Forums have also been planned for Zhengzhou, 

Kunming, Qingdao, and Guangzhou. CEIBS professors and 

renowned local entrepreneurs will be invited to each event to 

discuss new business thinking in the internet era.
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Highlights from MBA 2019 Graduation

A
ccompanied by fr iends, 

family, professors, mentors, 

and CEIBS staff, the MBA 

Class of  2019 joined the school’s 

alumni network of  over 22,000 

professionals on April 13. School 

leaders including CEIBS President 

(European) Professor Dipak Jain, Vice 

President and Co-Dean Professor 

Zhang Weijiong, and Associate Dean 

and MBA Programme Director 

Professor Juan Fernandez led the 

celebrations on a day of reflection and 

new beginnings.

Here are a few memorable quotes:

C E I B S  P r e s i d e n t  ( E u r o p e a n ) 

Professor Dipak Jain:

“Remember, you may have been 

a student here for 18 months, but 

you will be an alumnus for the rest of 

your life.”

 

perspective – that is what will make 

for an even more interesting life 

for everyone. So, if  you ever find 

yourself feeling like the odd one out, 

remember to stay as odd as possible. 

Go out, be different, be bold, and be 

you! ”

MBA Class of 2019 representative, 

Ryan Zhou: 

“If you wonder why I stopped 

my legal career, why I did an MBA, 

and why I came to CEIBS, maybe I 

couldn’t give you an answer two years 

ago. But I can tell you today, studying 

at CEIBS is the best choice I have 

ever made. I have learned a new way 

of interpreting the acronym CEIBS: 

Confidence, Excellence, Intelligence, 

Balance, and Sacrifice.”

Korn Ferry Asia Pacific Chairman 

Charles Tseng, the day’s keynote 

speaker:

“ I  a m  co nv i n c e d  t h e  m o s t 

successful CEOs follow their heart, 

not their brain. They simply do what 

they feel is right for them.”

C E I B S  A s s i s t a n t  P r o f e s s o r  o f 

Management Byron Lee:

 “As we enter this new age of 

innovation and branding, your biggest 

asset is you! It’s not simply your 

credentials, but more importantly it’s 

what belongs to you, which is your 

intellectual property. I encourage you 

to embrace three IPs in the future – 

imagine the possibilities, identify your 

purpose, and illuminate the people.”

MBA Class of 2019 representative, 

Elizabeth Achieng Chweya: 

“ D i f f e ren t  l o o k s ,  d i f f e ren t 

thoughts, different worlds, different 
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I
n line with the school’s continued 

effort to enhance ties between 

C h i n a  a n d  Eu ro p e ,  C E I B S 

welcomed Ambassador and Head of 

Delegation of the European Union to 

China, Nicolas Chapuis, to the school’s 

Shanghai campus on May 10 to 

headline a special Master Class as part 

of the ongoing CEIBS 25th Anniversary 

Celebration. In a presentation liberally 

sprinkled with Chinese phrases, much 

EU Ambassador to China Visits 
Shanghai Campus 

to his audience’s delight, he explored 

the topic of Bringing Europe-China 

Relationship to a New Level: What 

are the New Opportunities for EU 

Businesses in China and Chinese 

Investments in Europe?  

As CEIBS Vice President and 

Dean Professor Ding Yuan noted 

in introducing the Ambassador, 

Mr Chapuis is a highly-respected 

sinologist, a noted lover of Chinese 

history and culture as well as a “long-

standing supporter and friend of 

CEIBS”. His Master Class, exclusively 

for members of the CEIBS community, 

attracted more than 60 students, 

alumni, faculty, and staff, led by CEIBS 

President Professor Li Mingjun. “In the 

25 years since its launch, CEIBS has 

solidified its reputation as a leading 

international school,” Mr. Chapuis 

noted in his prepared text, adding 

that the success of the school “is our 

common achievement of which I am 

very proud.” Responding to a question 

during the Q&A, he told the audience 

that, “CEIBS is a unique school in a 

unique city in a globalised world,” an 

institution that has emerged in just a 

quarter-of-a-century as “a treasure” 

with great promise. He also spoke of 

the role the school, its students and 

alumni, can play in fostering EU-China 

ties in the years ahead.

CEIBS GEMBAs Explore Ghana During 
Overseas Module
Students doing the CEIBS Global EMBA 2018 Double Module Track 
had an opportunity to explore Ghana as part of their first overseas 
module outside China. As part of the dual module on Financial 
Reporting and Economics Analysis for Managers, visits included the 
Ghana Stock Exchange, Cocoa Research Institute and the Bunso 
Arboretum where they were introduced to Ghana’s vast array of flora 
and fauna. Students also had the opportunity to meet with local 
alumni during a cocktail party hosted at the CEIBS Accra Campus.
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I
nnovation is a big deal to the 15-year-old CEIBS Nanjing Alumni Chapter. 

So when its members donated RMB150,000 to the CEIBS Education 

Development Foundation this February, the commemorative plaque on the 

Shanghai campus was inscribed with the words ‘Innovation throughout 

a 15-year journey of spiritual seeking’. That’s the slogan for the Chapter’s 15th 

anniversary celebration, which was officially held in 2018.

The donation was the Chapter’s sixth since it was founded, and it was a fitting 

high-point on which to end its celebration of the last decade-and-a-half. 

Since its launch in 2003, the Chapter has been steadily exploring ways in which 

it can innovatively find new ways to inspire members while strengthening ties 

between them and CEIBS. Currently, more than 450 alumni have registered with 

the Chapter. Through the hard work of previous Alumni Councils, the Chapter 

has organized a wide range of activities to create useful platforms for alumni 

learning, business, general lifestyle needs and public welfare, facilitating a positive 

connection among its members, the school, and the wider society. Many Nanjing 

alumni’s successful careers, maturity of thinking and lifestyle quality have grown in 

tandem with the Chapter’s development.

 Read on for a closer look at the Nanjing Chapter and its efforts to use 

innovative methods to breathe new life into members’ relationship with CEIBS as 

they truly embrace and practice social responsibility.

Q1: CEIBS’ motto is ‘Conscientiousness, Innovation and Excellence’. The 

Nanjing Chapter marked its 15th anniversary last year, under the theme 

‘Innovation throughout a 15-year journey of spiritual seeking’. How do 

Chapter members continue to innovate, in their role as CEIBS alumni?

Chapter:We are a dynamic, organized and cohesive group. We have shared goals 

and values, a sound organizational structure, an efficient service team, and a positive 

team culture and atmosphere. These factors have made it possible for us to make 

innovations in three areas. The first is: building a new framework. We have creatively 

introduced a ‘head of year’ system, encapsulating the Chapter’s DNA into each cohort 

CEIBS Nanjing Alumni Chapter: 
15 Years of Innovation



Foundation News

85

theLINK  Volume 2, 2019

and making the Chapter tight knit, 

dynamic and strong. Also, we have put 

club conveners in place to encourage the 

establishment of interest groups and the 

launch of various activities. The second 

factor is: broadening new horizons. We 

have built learning, business and lifestyle 

platforms to promote holistic exchange 

and integration between alumni and the 

Chapter as well as among the alumni, 

the school and the wider society. Third: 

Opening up a new landscape. We have 

innovatively created the Passion CEIBS 

public welfare project platform to rally 

alumni together and provide more 

options and opportunities for them to 

practice public welfare.

Q2: The school  has long been 

dedicated to cultivating socially 

Celebration of the Nanjing Alumni 

Chapter’s 15th anniversary.
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responsible leaders. Nanjing alumni have also actively 

engaged in public welfare initiatives. How does the 

Chapter help alumni practice social responsibility 

through the public welfare project platform?

Chapter: In our view, a commitment to innovation, 

motivation and social responsibility is at the core of 

entrepreneurship. Many members of the Chapter and their 

companies have long assumed their social responsibility and 

have taken concrete action to practice public welfare. Based 

on vast previous research, we have developed a plan for the 

Passion CEIBS Jinling Project, in the hopes of rallying alumni 

and alumni companies to get behind public welfare activities. 

We have done this by creating a transparent and open 

platform, forming a stable, efficient operational mechanism, 

providing more options and opportunities for alumni to 

practice public welfare, and allowing more individuals to take 

part. After the platform’s completion, many alumni were very 

willing to participate due to their high regard for the Chapter. 

At the end of 2017, the platform launched a public welfare 

programme for migrant children, called Realizing Dreams 

with Drama. The goal is to provide support for these children, 

based on their real needs as they grow, as well as help them 

build self-confidence and develop self-respect. The project 

raised donations from CEIBS alumni, established the CEIBS 

Wutang Primary School drama team, and offered children 

drama rehearsal courses that enabled them to give public 

performances at universities and public welfare theatres in 

Nanjing. Another successful initiative was the construction of 

mobile book corners by having participants donate one book 

in exchange for a ticket. All 50 spots were filled soon after 

subscriptions became available. 

Q3: The Chapter has made six donations to CEIBS 

over the years and many Nanjing alumni have also 

vigorously supported their alma mater in various ways. 

Has investing in CEIBS now become the norm for the 

Chapter? 

CEIBS Education Development 

Foundation Assistant General Secretary 

Sandra Liu (right) awards a certificate 

of donation to Pan Longquan, President 

of the Nanjing Alumni Chapter, during 

Spring Reception 2019.
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Chapter: There would be no alumni or alumni chapters 

without CEIBS. The Chapter’s continued growth is built on the 

development of the school. Even though many of us graduated 

years ago, we still appreciate, care about and love the school. And 

so, support for the development of our alma mater can be seen as 

part of the Chapter’s culture. But this is not just about donating 

money or material items. It’s more about a symbol of unity, and a 

reflection of the alumni’s recognition of the school. We are grateful 

for the school and want to give back by contributing what we can 

to its development.

 

Q4: This year marks the 25th anniversary of CEIBS. Is there 

anything you’d like to say to your alma mater?

Chapter: There have been many challenges and accomplishments 

over the past 25 years. We are proud of CEIBS’ achievements made 

amid all the ups and downs during that time. The message we would 

like to share is: Never forget your roots. We, as alumni, are so deeply 

thankful for our time at the school. Going forward, we will keep 

an eye on our alma mater, as always, making contributions to its 

development. We believe that, inspired and guided by the motto of 

Conscientiousness, Innovation and Excellence, CEIBS will nurture 

more socially responsible business leaders with global vision to 

Pan Longquan, Chapter President
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promote economic and social development. We sincerely 

wish CEIBS will flourish and achieve new prosperity in the 

coming days.

Join the Chapter on a tour of Nanjing!

Q1: Nanjing, the ancient capital of six dynasties, is 

a well-known tourist city. What do you think is the 

most beautiful part of the city?

Pan Longquan (Chapter President, CEO Class of 

2008): The first part of the city that comes to mind is 

Xuanwu Lake. Xuanwu Lake Scenic Spot is a national 

tourist attraction located at the foot of  the Zijin 

Mountain. Lauded as the Pearl of Jinling, it is the largest 

city park in the south of the Yangtze River. It is a scenic 

garden and cultural destination that has been visited 

and written about by many men of letters. Xuanwu Lake, 

which provides Nanjingers with a good place for leisure 

and exercise, is a good choice for running, cycling or 

walking.

Q2: Nanjing’s snacks are well-known throughout 

China. Which Nanjing food would you recommend 

to alumni who are not from the city?

Sun Xiaoqing (Chapter General Secretary, EMBA 

Class of 2010): There are many delicious foods and snacks 

in Nanjing. But number one on the list is Jinling Salted 

Duck. Salted duck is a famous specialty in Nanjing and a 

dish that is often served all year round. It is always on the 

menu during traditional festivals and when we entertain 

guests. Salted Duck made around the Mid-Autumn 

Festival, when the osmanthus (guihua) flowers blossom, 

has the best colour and taste. For this reason, the dish is 

also known as Guihua Duck. We welcome alumni from 

other areas to come for a taste.

Sun Xiaoqing, Chapter General Secretary. 
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中欧战略支持伙伴 Thanks to Our Strategic Partners

中欧教席基金  CEIBS Chair Endowment Fund
巴塞罗那港                        Port of Barcelona
巴塞罗那养老金储蓄银行            la Caixa
拜耳                              Bayer
宝钢                              Baosteel
成为资本                          Chengwei Capital
戴高乐基金会                      Fondation Charles De Gaulle
飞利浦（中国）                    Philips China
荷兰银行                          ABN AMRO
京东                              JD.com
凯辉基金                          Cathay Capital

机构名录更新至 2019 年 5 月 31 日。所使用的机构名称及其标识或商标归其相关所有人所有。

中欧研究基金 CEIBS Research Fund

米其林                            Michelin
鹏瑞集团                          Parkland Group
吴敬琏学术基金                   WU Jinglian Academic Fund
西班牙桑坦德银行                  Banco Santander
依视路                            Essilor
英美烟草                          British American Tobacco
中联重科                          Zoomlion
中天集团                          Zhongtian Group
朱晓明院长基金                    Zhu Xiaoming President’s Fund

KVB 昆仑国际                       KVB Kunlun
阿斯利康                           AstraZeneca
安彩华能源                         Anchenergy
博泽资本                           Boze Asset
财团法人大学医疗保健教育基金会     Universal Foundation for the Education 
 of Medical Service and Health Care
成为资本                           Chengwei Capital
春和集团                           Evergreen Holding Group
大联大                             WPG Holdings
迪安诊断                           Dian Diagnostics
东煤交易                           Ecoal China
东证资管                           Orient Securities Asset Management 
分享投资                           Share Capital        
华安基金                           HuaAn Funds
华信能源                           CEFC China
环迅支付                           IPS
嘉银金科                           Jiayin Fin-Tech
健合集团                           H&H Group
江苏汉联                           Jiangsu Hanlian Investment Group 
 Co., Ltd
金昇集团                           Jinsheng Group
景荣基金                           Prosperity Fund
精锐教育                           One Smart
九阳股份                           Joyoung
凯辉基金                           Cathay Capital
凯洲资本                           Triumph Capital
克莱斯勒（中国）                   Chrysler China
柳工                               Guangxi Liugong 
陆家嘴开发集团                     Shanghai Lujiazui Development (Group) 
 Co., Ltd

玛氏                               Mars. Inc
迈瑞医疗                           Mindray
美年大健康                         Meinian Onehealth Healthcare
民享财富                           Minxiang Wealth Management
摩高投资                           Morgold
默克（中国）                       Merck China
诺亚财富                           Noah Private Wealth Management
磐合家族办公室                     Panhe Family Office
普洛斯                             GLP 
清麦资本                           ChairMan Capital
泉峰集团                           Chervon
融义财富                           Loyal Wealth Management
三态速递                           SFC
四维·约翰逊                       FD-Johnson
上海星动力                         Xingdongli 
上海浦东发展银行                   SPD Bank
上海毅行                           Shanghai Yixing
上海银行                           Bank of Shanghai
苏宁易购                           Suning.com Group
唐彬森校友（创业营五期）           Mr. Tang Binsen (CELC 16)
旭辉集团                           Cifi Group
研祥智能                           EVOC Intelligent Technology
源泉汇理                           ACF Group
中航国际                           AVIC International
中国金融期货交易所                 China Financial Futures Exchange
中科招商集团                       CSC Group
中致远汽车                         Zhongzhiyuan Group
周歆焱校友（EMBA2015 级）          Mr. Zhou Xinyan (EMBA2015) 



The featured sponsoring organisations and their logos were last updated on May 31, 2019. All names, logos, and trademarks are the property of 

the respective sponsors.

ABB                                ABB
BP 中国                            BP China
阿克苏诺贝尔                       AkzoNobel
艾默生                             Emerson
百威英博                           AB InBev
好屋中国                           Haowu China
横店集团                           Hengdian Group
汇添富基金                         China Universal Asset Management 
基石资本                           Co-Stone Capital
极装科技                           Jizhuang Technology
江苏虎甲投资                       Jiangsu Beetle Investment
蓝豹股份                           Lampo 
礼来亚洲                           Eli Lilly Asia, Inc
力盛赛车                           Lisheng Auto
敏华控股                           Man Wah Holdings Limited

佩德罗·雷诺院长专项基金           Pedro Nueno President’s Fund
鹏欣集团                           Pengxin Group
三亚中业南田                       Begonia Blooming
上海虹康房产建设有限公司           Hong Kang Real Estate
陶氏化学                           Dow Chemical
天成医疗                           Tiancheng Medical Group
同策集团                           Tospur 
万事达卡                           Master Card
熙可集团                           CHIC Group
新城地产                           Xincheng Holdings
旭辉集团                           Cifi Group
银城地产                           Yincheng Real Estate Group
赢创工业集团                       Evonik
中航国际                           AVIC International
朱晓明院长专项基金                 Zhu Xiaoming President’s Fund

中欧发展基金 CEIBS Development Fund

PDP China                          PDP China
TCL                                TCL
艾润物联                           iRain
巴可                               Barco
波汇科技                           Bandweaver Technologies
创天昱科技                         CTK
风神集团                           Fengshen Group
恒茂国际贸易（上海）有限公司  Heng Mau International Trading
湖南天然工坊                       Hunan Natural Workshop 
 E-Commerce Co., Ltd
华泰证券                           Huatai Securities
环球资源                           Global Sources
嘉华集团                           K. Wah Group
景林资产                           Greenwoods Asset Management
朗诗绿色集团                       Landsea Group
氯碱化工                           Shanghai Chlor-Alkali Chemical
敏华控股                           Man Wah Holdings Limited
三全食品                           Sanquan Food

中欧校园建设基金  CEIBS Campus Fund
森马服饰                           Semir
上海大众汽车                       Shanghai Volkswagen
上海家化                           Shanghai Jahwa United
上海金桥集团                       Shanghai Jinqiao Group
上海石化                           Sinopec Shanghai Petrochemical Company Limited
施耐德电气                         Schneider Electric
世纪海翔                           Sail Group
彤程集团                           Red Avenue
万得资讯                           Wind Info
沃尔沃                             Volvo
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西班牙政府                         Spanish Government
喜力                               Heineken
新秀国际                           Newcomer Group 
远东控股集团                       Far East Holding Group
柘中股份                           Shanghai Zhezhong Group 
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中欧奖学金基金  CEIBS Scholarship Fund
艾默生                             Emerson
晨兴创投                           Morningside Ventures
东渡国际集团                       DongDU International Group
丰瑞投资集团                       Florin Investment Group
宏盟集团                           Omnicom Group
金蝶集团                           Kingdee Group
景荣基金                           Prosperity Fund
李海翔校友（EMBA2005 级） Mr. Li Haixiang (EMBA 2005)
联储证券                           Lianchu Securities
联众智慧                           Mediinfo 

刘吉管理教育基金助学金             Liu Ji Education Grant
龙旗集团                           Longcheer Group
融义财富                           Loyal Wealth Management
润英联                             Infineum
吴敬琏学术基金                     Wu Jinglian Academic Fund
武汉凡谷                           Wuhan Fingu Electronic Technology Co., Ltd
熙可集团                           CHIC Group
银城集团                           Yincheng Real Estate Group
周宗明校友 (EMBA2004 级 )           Mr. Zhou Zongming (EMBA 2004)
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