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Foreword

How to enter the Chinese market? Where to locate a branch office? And how to 
hire local staff? German companies interested in developing business with China 
face countless challenges and have to deal with a broad spectrum of issues.

When our organization, the Mannheim Business School, aimed to launch a 
new executive education program with focus on China, we were happy to find a 
strong local partner. Together with Tongji University in Shanghai, we kicked-off 
a joint double-degree MBA program for executives both from Europe and Asia in 
2011. Since then we successfully developed the program and had to take many 
decisions. In this development process, it was always helpful to exchange views 
with fellow professionals who already made comparable experiences or faced 
similar challenges. Intuitively, many professionals look out for informal networks. 
For example, a number of manufacturing companies chose the city of Taicang for 
their production sites. The “Sino-German Business Corporation City” has already 
attracted more than 180 companies from Germany. As a result, there is a lively 
exchange among the German expats living in the city, which is also just 50 km 
away from the pulsing center of the world city Shanghai.

In addition to informal networks, there are quite a number of formally organ-
ized networks available. Their activities and services range from the organiza-
tion of events and the publication of magazines to market research and consulting 
services. This book, which is largely based on research conducted within our 
Mannheim and Tongji Executive MBA, gives an introduction to this important 
topic. More importantly, it provides for the first time a comprehensive overview 
of German-Sino business networks. As a result, interested readers can more easily 
identify which networks might be useful for them.

As is widely known and I can confirm from my own experience, Guanxi is a 
central concept of the Chinese society and, thus, crucial for doing business there. 
The term describes networks of influence and in general usage refers in particular 
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to the benefits one can gain due to personal connections. So let us take up this 
general idea and have a closer look at and a deeper understanding of German-Sino 
business networks.

Prof. Dr. Alexander Mädche
Full Professor and Academic Director  

Mannheim and Tongji Executive MBA  
Mannheim Business School
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