








will attrect a least 200,000 Chinese tourists
by 2010 and 500,000 by 2020, according to
Sir Michadl Lickiss, chairman of the British
Tourigt Authority.

Diversified destinations

“Southeast Asia is the most popular
destination,” said Li Weimin, Press
Manager with  Shanghai’s  Spring
Internationa Travel Agency. “A majority of
our customerschooseto go there” Li attrib-
uted the boom of Southeest Asian routesto
proximity, relatively low cost, balmy coastal
westher and, in many cases, the availability
of Chinese languageservices. “ Theseroutes
are redly hot, and it seems no matter how
many airline seats we book, we can sl
them to that number of tourists” said Li.

According to a survey released at the
International Forum on Chinese Outbound
Tourism hosted by the Beijing Tourism
Adminigtration in November 2006, most
Chinese outbound tourists travel within
close proximity of China. The survey said
that Asian countries and regions account for
90.4 percent of Chinese outbound travelers
destinations. Eight of the top 10 outbound
degtinations of Chinesetouristis arein Asa

But other continents arestarting to catch
up.

“There are more and more high-income
customers who have been to the Asan des-
tinaions and are willing to see different
places” said Sun Changwei, Genera
Maneger of the Outbound Department of
China Youth Travel Service (CYTS). “The
number of visitorsto rich countries such as
Britain and Audtrdia is on the rise, and |
think thereis till big potentid.”

He added that tours to new destinations
contributed significantly to the 20-30 per-
cent yearly growth in CYTS's outbound

travel business.

However, sometravel professionas say
they are seeing evidence that the nouveau
riche spending image of Chinese tourists is
gradualy changing. “ There are an increas-
ing number of customers who don't like
tours with heavy itineraries, and more and
more are favoring the ones that give them
more free time to see and taste where they
are] sad Liu of the Beijing CITIC Travel.

Shanghai’s Spring International is
among the travel agencies adjusting their
itineraries to changing tastes. It recently
promoted a 10-day tour to France and Italy
in contrast to the traditional European
routes, which may cover seven or eight
countriesin aweek.

“An increassing number of outbound
travelers don’t want to travel for travel’s
sake—they want more leisure and fun,” said

Li of the Spring Internationd. “The ‘nou -

veau riche’ style of travel with heavy sched-
ules and extravagant shopping will be out-
dated some day”

On a spending spree

Coupled with the zeal to go abroad is
the zed to buy abroad. Early in 2005,
Chinese tourists spent the most in the world
when traveling abroad. According to Globa
Refund, an international tax-refund service,
Chinese outbound travelers spent $987 on
average, and the monthly shopping expen-
diture could total $235 million.

The consumption capahility of Chinese
travdlers has largely been improved. “Ten
years ago when we traveled to Europe, we
dared not buy too many things and spend too
much becausewefdt thepricesweretoo high
for us” Ren told Beijing Review. “But now
we fed it's OK, for example, to teke ataxi
which cogs some 10 euros”

GRAND TOUR: Chinese tourists begin to enjoy luxury trips, and more than 40 Chinese
have traveled with Rovos. Here the luxury Rovos train crosses the Zambezi River near

Victoria Falls in Zimbabwe
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“We discovered that many of our cus-
tomers, after paying for the tour package
that accounts for 30-50 percent of their bud-
gets, would spend most of the rest of their
money on shopping, whichis quite different
from Western tourist habits of spending on
accommodations and services,” said Sun.

Travel professionals say there are many
reasons for the Chinese outbound tourist
shopping spree. “If you look a some ordi-
nary products in a foreign shop, you will
probably find a ‘Made in China' teg,” said
Liu Yang, an outbound tour manager with
the Beijing CITIC Travel Co. Ltd. “There
are not many thingsworth buying except for
those top luxury brands”

“To mogt Chinese, the chance to travel
gbroad is rare, so when they get there, they
want to buy something as a memento or
something they can show off to their fami-
lies and friends” said Song Rui, a
researcher on tourism with the Chinese
Academy of Sociad Sciences. “There are
business travelers who have their accommo-
dations paid by others, which givesthem a
bigger budget to buy things, and there are
tourists who have to sdect things for their
friends at home”

More luxury trips

With improved consumption capability,
Chinese tourists are not satisfied with con-
ventional travel and are searching for new
styles of traveling.

Rovos Rail, aluxury train trip operator
in South Africa, started market develop-
ment in China in the second haf of 2005,
aming at the high-end and tailored tourism
market. Up to now, more than 40 Chinese
tourists have traveled via Rovos trains, sad
Jn Xiaoxu, China representative of Rovos
Rail. He sad the package trips, often 10
days long, cost 70,000 yuan per person on
average, with the cheapest costing about
45,000 yuan. Mary of the cusomers are
from high-income families in developed
costal areas such as Jiangsu and
Guangdong, traveling for family gatherings
or for such events as honeymoons.

As opposed to its customers from other
countries who are older, most of Rovos
Chinese customers are in their 40s. In Jn's
opinion, this is because in China the accu-
mulation of weelth has been rapid and the
development of the luxury travel market is
abnormal.

“We have no specific target of growthiin
China, but we do bdlieve the Chinese mar-
ket will expand very rapidly,” Jin told
Beijing Review. He hopes that customers
that have enjoyed Rovostripscan beits best
promoters. In his view, the Chinese market
isworthy of observation and further input.

“It's «till a sowing season for us, not a
harvest one” Jn concluded. .

33



MNIPENYHZ

TO MAKE A FORTUNE: A fund manager with the Guangdong Development Fund introduces a new investment vehicle to potential buyers

Bitter Sweetness
For Fund Managers

An influx of small investors eager to
earn money puts heavy pressure on fund

managers

By TAN WEI

und managers control millions in
capital and call the shots in the
stock market. They can make afor-
tune from a single judgment. The
debut of fund management opera-
tionsin China came in March 1998 when
the China Securities Regulatory
Commission (CSRC) approved two
closed-end funds: Kaiyuan and Jintai.
Since then, the Chinese fund management
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business has gone through eight years of
twists and turns and has become more
prosperous than anyone could have pre-
dicted at the start.

Backed by the buoyant stock market,
fund management companies have
become hot commodities. More and more
investors believe investing in a fund to be
the most important aspect of their wedlth
management.

By the end of thefirst quarter this year,
318 different kinds of funds were available

on Chind's mainland, managing a tota of
822.5 hillion yuan, according to the central
bank’s first quarter monetary policy report.
The report also stated that in that period,
aggregate wealth generated from the 822.5
billion yuan amounted to 1.1216 trillion
yuan.

However, faced with a bullish market
that is continuing to break record highs,
many fund managers cannot fed a ease.
While such a massive amount of capital is
pouring in, there are aso huge risks of sud-
den pullouts. Many retail investors not
familiar with financid market rules could
make the market fickle.

The fund rush

A branch of the Industrial and
Commercia Bank of China (ICBC) on
Gulouwaidgjie Street in Beijing opens a 9
am everyday. By 10:30 am. on May 13,
the number of accounts waiting to be ser-
viced had reached 276. Mogt were there to
buy or redeem funds. Only a few needed
other services.

“I bought afund from CITIC Securities
a the end of 2005,” said Beijing resident
Wang Qiming. “When the yield per share
came out in January thisyear, | found that |
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earned 300,000 yuan, which was an
increase of 80 percent.” Wang later went to
ICBC, adigributor for many fund compa
nies, to see which fund wasworthinvesting
in.

Success dories like Wang Qiming’s
have attracted a wave of new investors to
fund management companies. Standing in
line a banks to buy funds has become a
favorite pastime. The most frequently asked
question on many peopl€ slipsis*haveyou
bought any funds?’

Sensing this fund mania, the CSRC has
issued reguletions that new funds must reg-
ister the amount of the transaction in order
to track abnormd transactions.

While the fund market may be flourish-
ing, banks are seeing less and less depodits.
The People’'s Bank of China reported that
household deposits in April decreased
sharply by 167.4 billion yuan, compared
with an increase of 60.6 hillion yuan at the
same time last year. Meanwhile, household
loans went up 123.6 billion yuan in April, a
year-onyear increase of 63 hillion yuan,
according to the bank.

“The depodits at many of our branches
have been shrinking by millions of yuan,
and we have fdt the pressure of the deposit
grinkege” said We Yi, an employee with
Agricultural Bank of China. “However,
people are putting more money into funds”

Under pressure

“The bullish market lagt year has great-
ly spurred the fund investment rush, bring-
ing in hugeincome for fund operators,” said
Wang Changjiang, a headhunter with
Beijing Topjobway. He said that the sdary
of a prominent fund manager is now
increasing 50-200 percent compared with
previous years.

“Incomeis proportiond with pressure”
said Wang Jian, a 40-year-old fund manag-
er with China Asset Management Co. Ltd.
“The average age of Chinese fund man-
agersisabout 35, and | am already an elder
citizen in thisfield. For afund manager, the
biggest strength is actual fund operating
experience. The longer the experience is,
the better solution he will be able to come
up with.”

From the perspective of Li Xuli, a 30-
year-old fund manager with Huayin Fund
Management, the overdl qudity of afund
manager isthe key, including research abil-
ity, critical point of view and internationa
vision.

“Research is the basis,” said Li.
“Investment is al about research.” He said
that actual fund management experienceis
not that important, but a fund manager
should know the intricacies of changes
within the macroeconomic and industrial
structure.
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Investors al buy funds in the hope of
earning money from them. Whatever it is,
bear market or bull market, the ultimate
god for afund manager isto reach the idedl
profitability of investors.

“l even dream of the K curve at
nights,” Li said. Li noted that amost all
investors judge company performances
before they buy afund. “When people are
buying stocks, they don’t care which
stock market they are into. Essentialy, a
good company will perform well any-
where. For instance, if Microsoft were
listed in the New Y ork stock exchangg, it
would be as successful as it is in the
NASDAQ”

Wang Jian said that the high yields of
funds last year have spurred the interest of
many retail investors who believe they will
make a fortune. “If they think the stock
market is about to restructure, the first
thought of these investors could be to
redeem ther funds’ sad Wang. “Apart
from these speculators, many senior citi-
zens are known to spend dl their life sav-
ings on funds with the mistaken bdief that
afund is akind of deposit with high inter-
est returns.

“These people lack the ability to resist
risks—the only thing they want is to get
more money. Since the current social secu-
rity system is not perfect, the huge influx of
this kind of money will probably have neg-
aive affects on the stock market and socia
stability.”

The Harvest Strategic Growth Fund once
had 50 billion yuan in assets under manage-
ment, but its holdingswere reduced to 30 bil-
lion yuan dueto asdl-of by fund holdersdis-
content with low returns. The portfolio vaue
of thefund wasonly 1.11 yuanin early April,
far behind that of other funds

The company is optimistic about the
fund’s future, but investors aren't buying
into such optimism. Many of them have
redeemed their funds, saying they bought
Harvest Strategic Growth because of the
outstanding performance of another Harvest
family fund, Harvest Growth. “Since the
new fund didn’'t meet our expectations, we
|eft” an investor said.

“The issuance of new funds provides
more capital and aso breeds lots of poten-
tial speculators” Li said, “Although many
companies are overva ued, some fund man-
agerswill till buy their stocks, because they
are afraid of leaving behind abooming peri-
od of that stock.”

Li said investors are very shortsight-
ed. They keep a close eye on the yield
rating and they will pullout if afund has
not performed well and don’t care about
the long-term development trend of the
fund. Yet Li’s concern cannot change the
fund buyers' decision. .
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BUSINESS FINANCE

Profit Prospects
For E-Magazines

Electronic magazines are looking for a
successful profitability model

By GAO YULEI

he past two years have been agold-

en time for Web 2.0 concept com-

panies. Of all the venture capital

invested in China last year—total-

ing $1.64 billion—about $100 mil-
lion poured in electronic magazines,
according to Yu Gan, CEO of Xplus, the
first emagazine websitein China

Acer, Lenovo Invesment and China
Merchants Group collectively invested $4.5
million in Xplus; IDG invested about $20
million in POCO, one of the largest eemag-
azine vendors in Ching; and Carlyle invest-
ed $10 million in ZCOM, the largest e-mag-
azine operating platform in China

An e-magazine can survive with just
50,000 readers, sad Li Xiguang, professor
of the School of Journaism and
Communication a Tsinghua Universty.
“Without the difficulties of securing publi-
cation license numbers and free from
expenses for paper, printing and distribu-
tion, e-magazines usudly operate at a very
low cogt,” explained Li. “Thisis undoubted-
ly the main reason for the sudden, explosive
growth of emagazinesin China”

Partly dueto thislow threshold, Chinese
netizenscan currently choosefrom apool of
more than 200 emagazine websites.
However, the Internet is an industry where
winners are glorified and losers ignored—
nobody remembers the pioneer e-maga:
zines at their embryonic stage during the
first Internet peak in 2000.

According to a recent study by
Anaysys Internationa, an Internet-based
bus ness information service provider, there
are bubbles in the current e-magazine mar-
ket in China Many operators falsify their
revenue, readership and publication volume
to attract advertisers and investors.
According to Anaysys Internationd, the e-
magazine industry in China is experiencing
its peak of irrationa expectations, and
adjustment and integration are just around
the corner.

At the China Internet Conference
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2006, Li Yanhong, CEO of Chinese search
engine Baidu, warned, “The biggest chal-
lengewith Web 2.0isthelack of abusiness
model.”

TOM Online CEO Wang Leile was
even blunter. “Is there a Web 2.0 website
with venture capital saying for sure it will
exceed any of the currently U.S-listed
China concept stocks in revenue in two to

three years?” Wang said. “None.
Therefore, there must be bubbles in this
industry.”

How to identify a profitability modd
that will get high recognition from cus
tomerswhil e boosting the company’sdevel-
opment? How to survive in an industry
where content is king? How to provide bet-
ter services and win more loyal readers to
the e-magazines? These are burning issues
for emagazine websites.

RUDDERLESS: Will e-magazines,

or the digital presentation of traditional
printed content online, ever discover a
successful business model?

IONEN 4 HIHM X

Finding successful models

Xplus CEO Yu had an exciting Spring
Fegtival lagt year. Jugt prior to the holiday,
Xplus beat the Founder Group and signed
an electronic newspaper agreement with the
Liaoning Newspaper Group. Three newspa-
pers of the Liaoning Newspaper Group,
Liaoning Daily, Liaoning Morning Post and
Peninsular Morning Post, started offering
electronic versions of their newspapers on
the Xplus online platform to readers free of
charge, adopting the single-click corversion
software provided by Xplus. This was a
new attempt for Xplus.

“We do dectronic versons for maga-
zines for free at a cost of approximately
6,000-8,000 yuan per magazine” said
Xplus Generd Manager Xia Hong. “That
means we need at least 200,000 yuan per
month for atotal of 300 magazines now on
our platform.” The high cost, together with
an advertising mode that failed to be recog-
nized as a successful one, have become
obstacles to the company’s prafitability.

“Venture capitalists want us to become
profitable in a short time and we have to
change the business model,” said Yu,
explaining the reason for putting e-newspa-
pers on Xplus.

“To launch the e-newspaper business
we acquired Shanghai Sunbird IT Co. Ltd.,
because they had the technology we use
today,” said Yu. The zero-threshold solution
offered by Xplus to printed newspapers
includes “single-click publishing” software
caled NPMAKER. The software seamless-
ly connects the newspaper digitdization
process with the origind newspaper type-
setting process. Thisunifiesall dataformats
and alows sharing in different departments
of the newspaper, preventing from the over-
lapping of work.

“This is very significant to the imple-
mentation of our parallel strategies in
developing e-newspapers and e-maga-
zines,” said Yu.

With the launch of e-newspapers, a new
busness model was born. From the fourth
quarter of 2006 to the Spring Fetiva of 2007
(February 18), Xplus hed Sgned agreements
with 15 newspaper groups across the country.

However, just as Xplus discovered a
workable business modd, Founder Group,
the long-standing e-newspaper leader, shot
back. “ Founder’s sol ution used to be priced
at 500,000-600,000 yuan when ours was
around 100,000 yuan,” said Yu. “Very
quickly, Founder dropped its price to
300,000 yuan, and we began to provide our
software for free!” Reluctantly, Xplus aban-
doned its software sales.

“The poditioning of Xplusis clear,” Xia
said. “We are a publishing platform and not
a software vendor, so we never fed pity for
the loss of this part of our profit margin.”
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Trying and trying again

Between March and June 2006, 23 peri-
odicas, including Movie World, New
Finance and Economics, Global People,
Civilization and Digital Business Times,
joined ZCOM. In the second hdf of 2006,
ZCOM secured the dectronic publishing
rightsof many leading publicationsinthelT,
fashion and travel sectors. On July 7, domes:
tic veteran IT media Computer World joined
ZCOM. Three electronic magazines—
Fashion, Beauty and Deco—of the Ray-li
Group sgned up on August 7. Authoritative
travel magazine Chinese National
Geography joined on September 1.

ZCOM soon
found that increases
in content do not
mean increases in
income.

ZCOM
Huang Mingming
once stated that
advertisng wasthe
most stable prof-
itability model
for e-maga-
zines. Despite
his words, his
advertising
model was not
acceptable  to
most advertising
agencies.

“The number of
e-magazine readersis
not small, but stability is
not there because the read-
ers are mostly young people,”
commented a leading advertising
agent. “We don’'t have faith in this model
snceit is not easy to identify and cultivate
stable consumer groups.”

“Today, vulgar and disoriented con-
tent is used even on large e-magazines to
attract subscribers,” Professor Li Xiguang
said. “How much commercial value will
these subscribers bring? Click rates do
not equal reading rates—most of thetime
the subscriber only reads two pages of the
downloaded magazine and abandons the
rest.

“A high reading rate does not equd to
great impact either,” Li added. “How much
influence will vulgar content have on read-
erswith true consumption potentia ?’

Nevertheless, thanks to the Web 2.0
frenzy, ZCOM waked away with the title
“Enterprise with the Most Investment
Vaue' in the 2006 Zero2lPO-China
Venture 50. “The e-magazine business can
settle into a profitable model and grow
healthily given sufficient funding and exten-
sive user support,” said Huang.

Today, ZCOM'’s challenge is not to

President
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Chinese E-magazine
Market Revenue, 2006

spend money on frantic expansion, but to
gan the recognition of the audience and
advertising agencies.

Tightening market focus

Beijing-based Gogosun, with an initid
investment from Sun Medialnvestment, isa
recently developed aternative e-magazine
operation company.

Gogosun has been focusing on the
enterprise market sinceinception. Itsbusi-
ness moddl is very simple: Using multi-
media digital technologies, Gogosun cre-
ates presentations based on publicity
materials—such as product information

and the brand
image—provided
by the enterprise.
The transaction
is completed when
they deliver their multi-
media product. “We
don't care if the
enterprise puts it
on their website
for others to
download or
burns it onto a

CD or DVD

54.0 % for their cus
Production/ tomers,” said
Technical Service Gogosun CEO
Income Cheng Hong.
“This is their

business. Gogosun
never participatesin
the marketing activi-

ties of its clients”
Gogosun targets enter-
prises in sectors that require mul-
timedia presentation, for example, in the
automobile, real estate, consumer el ectron-
ics, furniture and tourism. By nature, what
Gogosun does is not much different from
e-magazine production, but Cheng would
rather podition his company as a service
provider of multimediadigitd presentation
technologies. This kind of business-to-
business (B2B) company is certainly dif-
ferent from the look-alike e-magazine
business that has yet to find a profitability

model.

“The problem with Gogosun is whether
this kind of business has a sugtainable
potential,” said a venture capitdist after
investigating the Gogosun modd. “How
big can thisgrow?’ Faced with competition
from other sectors, the development course
for Gogosun—uwith its limited number of
potential enterprise customers—is not an
easy one. Neverthdess, for e-magazine
providers without a successful profitability
model, the enterprise market is certainly a
possibility. .

(Xinhua Finance)
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Central Bank Resolute

MARKET WAICH

TO THE POINT: The substantial rise in foreign direct
investment (FDI)— 10 percent— and fixed assets invest-
ment—25 percent—was the last straw that prompted
the Chinese Government to take action by instituting a
package of policies aimed at taming the overheating
economy and excessive liguidity. The Chinese central
bank raised lending and deposit interest rates for the
second time this year, and the reserve requirement
ratio was raised for the fifth time this year. They also
allowed the daily yuan exchange rate to float within 0.5
percent from the previous mark of 0.3 percent. Such a
monetary policy package is unprecedented and demon-
strates the central bank's determination to let air out
of the hot markets. In April, foreign trade rebounded
and the trade surplus hit $16.68 billion, $10 hillion
more than what it was in March. Howeven, as a
research report revealed, some of the trade surplus
was actually driven by fake trade, through which
international speculative money flowed to the Chinese
mainiand. The rising trade surplus contributed to
increasing foreign exchange (forex) reserves. The
Chinese Government has decided to invest $3 hillion of
its forex reserves into U.S. private equity firm
Blackstone Group LP, demonstrating that the country is
finding alternatives for its mounting forex reserves
instead of just buying U.S. treasury honds. The second
round of the China-U.S. strategic economic dialogue has
achieved positive results. In the financial sector, China
agreed to increase the guota QFlls can invest in the

Chinese capital market from $10 hillion to $30 hillion.
By LIU YUNYUN

stock market.
It again restricted banks' lending
ability by raising the reserve require-

The People's Bank of China, the

central bank, isvery determined.

On May 18, the centra bank
announced a package of policies,
demonstrating its strength and desire to
cool down excessive enthusaam for the
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ment ratio to 11.5 percent—the fifth
raise so far this year—altogether freez-
ing 800 billion yuan in liquidity.

It aso raised the benchmark one-

year interest rate by 0.27 percent to
2.79 percent. One noticeabl e occur-
rence is that the one-year lending inter-
est rate is only up 0.18 percent.

The asymmetry of deposit and lend-
ing interest rate hikes shows that the
central bank actualy encourages con-
sumption-driven loans and won’t be too
hard on consumers. At the sametime,
raising the reserve requirement demon-
drates the bank’s determination to trim
excessive investment.

Tao Dong, chief economist with
Credit Suisse First Boston, said this
round of interest rate hikes would not
be effective enough, and Chinais ill
in aperiod of negative interest rates. He
said the raise wouldn’t damage the
banks profitability, as theinterest rate
for current accounts, which accounts
for 46 percent of al deposits, remained
unchecked.

The primary goa of the first two
policies can be seen as an effort to
tame the white-hot stock market.
However, like the last few efforts by
the central bank, thisround did little to
cool the market in the following days.
The benchmark Shanghai Composite
Index soared 3.56 percent to 4173
points on May 23 compared to what it
was on the day the policies were
announced.

Confronted with theincreasing
awareness of the stock market by ordi-
nary dtizens these measures are help-
less. Thelast three times interest rates
were raised, stocks boomed instead of
busted.

In another move, the centra bank
dlowed the yuan exchange rete to float
a awider range—plus or minus 0.5
percent each day—from its previous
range of 0.3 percent. Thismoveis
believed to be catering to U.S. critics
who allege that the U.S. trade deficit
with Chinaisdue to an undervalued
Chinese currency. Meanwhile, the
strategic economic dialogue between
Chinaand the United States held in
Washington may have contributed to
this round of policy changes.

Theyuan's daily permitted trading
range had remained at 0.3 percent for
two years. To avoid dragtic currency
gppreciation and potential financia
risks, it isamust that the central bank
take moderate steps to revalue the
yuan. Drawing from the lessons learned
from the Asian financid crisisin 1997,
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an emerging economy should not heed-
lesdy openitsfinancid market fully
beforeit isready to absorb the risks.
Anyhow, loosening on theyuanis
an important step forward and lays a
0lid foundation for the currency’s full
convertibility.
Blackstone’s Lucky Draw

Blackstone Group LP doesn't have
much to worry about for its June initial
public offering (1PO), because China
will invest $3 billion in this alternative
investment company.

Blackstone originally planned to
rase $4 hillioninits IPO. Adding
China's $3 hillion, Blackstone enlarged
its IPO scale to $7 billion. China has
agreed to hold Blackstone shares for at
least four years without voting rights.

A huge trade surplus and the
increasing FDI pushed China's forex
reserves to aworld leading $1.2 trillion
by the end of March. That money is
mostly invested in U.S. treasury bonds,
less risky but with low yield. In order
to find better ways to invest this money,
the Chinese Government has dedided to
form a state forex reserve investment
company, which is due to be estab-
lished at the end of this year.

Lou Jiwei, head of the reserve
investment company working group,
sad, “We are very pleased to be ableto
make the forex reserve investment
company’s very firgt investment in such
awell-respected firm as Blackstone”

The government’s participation will
d so boost Blackston€e's performance in
the Chinese market, whereit is compet-
ing hard with rivd Carlyle Group. In
January, Blackstone hired Antony
Leung Kamchung, former Financia
Secretary of the Hong Kong Specid
Adminigtrative Region, to operate its
business on the Chinese mainland, as
well asin Hong Kong and Taiwan. The
remarkable political background of
Leung gives the company an edgein
doing business throughout China,

Foreign Trade Rebound

After the drastic export drop in
March of around $83.4 hillion, China's
exports rebounded in April to $97.4
billion. The trade surplus jumped to
$16.88 hillion in April from ameadly
$6.87 hillionin March.

Judging by firg-quarter figures, the
EU maintained its position as China's
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leading trade partner. Bilateral trade
relations with the EU are growing
dronger, with the totd trade volume
reaching $103.6 billion, up 29.5 per-
cent from ayear earlier. The United
States and Jgpan followed in second
and third, increasing lessthan 20 per-
cent. The ASEAN wasfourth on the
ligt.

The research ingtitute under the
Chinese Ministry of Commerce pub-
lished areport on May 18, predicting
that total imports and exports this year
would exceed $2.1 trillion, up 20 per-
cent compared with 2006. Experts fear
the rebounding surplus will generate
another wave of trade friction with
major trading countries.

But “fake trade’ or problems with
false, mideading, or doctored financia
information rel eased by exporters,
could be the real culprit. A report by
the Academy of Macroeconomic
Research under the National
Development and Reform Commission
said that fake trade has jacked up the
trade volume, thus assigting alarge
influx of speculative capitd. The report
said that under current conditions,
while the yuan is not fully convertible,
international hot
money has tended
to dip in through
fake trade and fake
FDI, making afor-
tune in the booming
stock and property
markets.

The State
Administration of
Foreign Exchange = T
announced in early . -
April that it has
launched gtricter
checks on forex
inflow in 10 coastd
cities. The watch-
dog is determined
to crack down on
underground illega
“banks’ which are
supported by specu-
lative money.

FDI & FAI
Increase Steadily
Statistics from
the Minigtry of
Commerce show
that paid-in FDI

increased by 10.17 percent inthe first
four months to $20.36 hillion.
However, the number of newly estab-
lished foreign-invested enterprises
dropped 2.29 percent to 12,349.

From January to April, urban fixed
assets investment (FAI) surged to
2.2594 trillion yuan, up 25.5 percent
from ayear earlier period.

Statigtics from the Nationa Bureau
of Statistics (NBS) show that invest-
ment growth iniron and stedl, power
and railway construction has d owed
down significantly. Therapid FAI
growth was mainly driven by agricul-
ture, red estate and coal industries.

Investment in real estate was as hot
as ever. It jumped 27.4 percent from a
year earlier to 526.5 hillion yuanin the
first four months of this year, defying
the government’s measures to cool it
down.

The NBS added amid record invest-
ment by real estate developers, domes-
tic bank loans rose by 26.8 percent year
on year, while foreign investment in the
property market aso soared 91.7 per-
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Qatar Airways

Carrier’s Privilege Club wins unprecedented number of
accolades at 19th annual Freddie Award

Airline presented with Stateside honors weeks ahead of
U.S.A. launch

As Qatar Airways prepares for its historic launch of sched-
uled flights to the United States this summer, the airline’s
Privilege Club frequent flyer program has been honored by
scooping an unprecedented eight accolades at the annual
Freddie Awards in America.

More than 450,000 frequent flyers cast their votes in numer-
ous categories covering the airline, hotel and car rental indus-
try. Named after the late airline industry veteran Sir Freddie

AIRLINE INFORMATION

Laker, who pioneered
low-cost travel across
the Atlantic, the
awards represent
excellence in fre-
quent travel pro-
grams.

Qatar Airways’ honors included the highlight of the evening,
being voted for having the Loyalty Program of the Year in the
Europe, Middle East and Africa region. The awards were held
at the Crystal Gateway Marriott in Arlington, Virginia, with more
than 300 guests present, including travel industry personnel
and frequent flyers.

United Airlines

Hong Kong-Los Angeles passenger and cargo service
begins October 2007

United Airlines, the world’s
largest transpacific passenger car-
rier, announced that it will
increase the number of flights it
operates from Hong Kong with the
launch of a new daily passenger
and cargo flight between Hong
Kong and Los Angeles. The new
service will commence on October 29, 2007.

“The Hong Kong-Los Angeles route expands United’s breadth
of service for Asia, and there will be three nonstop direct flights
flying from Hong Kong to the United States every day. The new
route provides United customers in south China with a second
gateway to California, and also provides them with convenience

in traveling to Ho Chi Minh City, Vietnam,” said Mark Schwab,
Vice President Pacific, United Airlines. “The Hong Kong-Los
Angeles service also creates significant new revenue opportuni-
ties for the airline”

“Los Angeles is a popular destination among business and
leisure travelers from Hong Kong and south China, and | am
glad that United is able to begin this new service in response
to their needs,” said Sidney Kwok, General Manager of United
China. “We recognize that the majority of our south Chinese
passengers wish to travel nonstop across the Pacific and |
believe this daily service to our Los Angeles hub will help
achieve this goal.”

United’s Los Angeles hub offers 243 daily domestic flights
on United, Ted (United’s low-fare service) and United Express
to many popular U.S. cities including New York, Las Vegas,
Seattle and Boston in addition to international destinations in
Canada, Mexico, Central and South America.

Asiana Airlines

Establishment of a partner-
ship between Asiana Airlines
and Kempinski Hotels in
China

Added benefits to loyal
customers of both companies

Asiana Airlines, represented
by Kim Hyoung Gyun, President
of the firm’s regional headquar-
ters in China and Kempinski
Hotels, represented by René
Schmitt, Senior Vice President
for China, held a signing ceremony at the Kempinski Hotel
Beijing Lufthansa Center to begin collaboration in China.
Effective May 1, 2007, Asiana Airlines passengers who stay at
one of the eight participating Kempinski Hotels in China will be
able to earn 500 miles per stay.

Cooperation between the two companies, both with a repu-
tation of offering attentive, high quality service, is expected to
create synergies that will result in greater customer satisfaction
and improved profitability. Asiana Airlines, which has been
actively promoting its mileage program in recent years due to
customers’ growing interest and participation in mileage pro-
grams, has been building customer loyalty by offering greater
opportunities for members to accumulate miles. Similarly,
Kempinski Hotels is hoping to tap into the lucrative Korea-
China business travel market by participating in Asiana’s
mileage program.

Asiana Airlines has been the market leader in air travel
between Korea and China since beginning service to China. It
began flying to China in 1994, and currently operates 161
flights weekly on 26 routes to 20 cities throughout the country,
servicing 1.95 million passengers per year. The Airline has 20
offices in China and its coverage extends from China’s major
cities to mid-sized and small cities throughout the country.

Finnair golden shopping on long haul flights

Finnair's tax-free advance sales will gradually be extended

to cover all intercontinental scheduled flights, excluding return
flights from Shanghai to Helsinki.

Tax-free products can be ordered for all Finnair outbound
and inbound flights, excluding the Shanghai return leg, at the
latest five days before the departure of the flight in question.
An order can be made on the Internet at the address
www.finnairshop.com or using an order form in a brochure that
can be found in seat pockets on board aircraft.

The form is completed on the flight and the products are
delivered on the return flight directly to the passenger’s seat.
Products are packed in a sealed plastic bag that can be taken
onto a connecting flight departing from an EU country.
Restrictions on liquids carried in hand baggage are in force in
an increasing number of countries outside the EU, for example
on flights departing from India, Japan, Hong Kong and the
United States.

The range of products that can be purchased in advance
includes gift items, jewellery, alcohol, cosmetics, sweets and
toys. In mid-May the product range will expand significantly,
when fine Finnish design and additional world-class brands are
included.

A tax-free advance order can be now made for all long-haul
flights departing from Helsinki as well as for return flights from
Delhi, Guangzhou, Nagoya, New York, Osaka, Beijing and
Tokyo.

The service will be extended to return flights from Bangkok
and Hong Kong on May
17. An advance order will
also be possible on the
Mumbai route that opens
on June 26. In Europe,
advance orders can be
made for return flights
from Zirich. A corre-
sponding service has
already been available on
leisure flights for many
years.
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4 HOTEL INFORMATION

Minzu Hotel

We have launched the latest issue of our hotel journa The
Landscape of Business. The management of our hotel has
taken the initiative to redesign the entire magazine to divide
the directory into four themes under each season. Moreover, a
new column “ Green Minzu” has been introduced to publicize
Minzu Hotel’s efforts to create an environment-friendly hotel.

grand sports event.

The updated version dso introduces a new section carrying
discussion on hot issues and another section for interviews
with Minzu Hotd’s VIP guests. Since Minzu Hotd is a part-
nership hotel for the 2008 Beijing Olympics, The Landscape
of Business continues to carry the hotd’s warm-up for the

The Landscape of Businessis ill targeted & being the
bridge of communication between hotel and guests.
For more information, please call 86-10-66014466 or e-

mail us at sale@minzuhotel.cn. Our website is www.minzuho-

te.cn.

Loong Palace Hotel & Resort

Choue Chung Won (center), President
of the World Taekwondo Federation, and
Cui Dalin (right), Deputy Director of
Generd Administration of Sport of Ching,
are welcomed by Peter D. Gibbons,
Managing Director of Loong Pdace Hotel
& Resort on May 14 during the 2007
Taekwondo World Tournament held in
Beijing. Over 150 internationd judges and
governors stayed at the hotdl.

Holiday Inn Downtown

On May 12, Holiday Inn Downtown
took part in a gports event named “One
Dream, One Team” held by
InterContinental Hotels Group in Beijing
to wel come the 2008 Olympics and
increase the employees’ cohesion. The
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hotel team pulled together and got the sec-
ond group score, with the lead of General
Manager Henry Chan (center). They
showed mativation to “am higher and
work better together,” in the spirit of
InterContinental Hotel Group, together
with other cluster hotels.

The Radisson SAS Hotel Beijing
The Radisson SAS Hotel Beijing

recently wel comed well-known Danish
Band Dodo and the Dodos. As afavorite
‘home away from home’ for Scandinavian
visitors during their stay in Beijing, the
Radisson SAS Hotel has aso been playing
an active role in promoting Scandinavian
cultural and art activities.

Pictured are the hotd’s general manag-
er Mac Karlsson (center) and the band
members.

“Earth Guest Day” Tree Planting
Action

April 22 was Earth Day, and Accor
employees across al its businesses, brands
and divisions took advantage of the week
leading up to the event to showcase their
commitment to the principles of sustain-
able development. The culmination of
campaigns pursued by employees through-
out the year, the day—called Earth Guest

day at Accor—highlighted the Earth Guest
program introduced by the group in 2006
to federate its socid and environmental
respong bility initiatives.

All of thefive Accor hotels in Beijing,
Novotel Xingiao Beijing, Novotel Peace
Beijing, Sofitel Wanda Beijing, Grand
Mercure Xidan Beijing and Novotel
Beijing West took part in tree planting in
Yanging. All together 100 employeesfrom
the five hotd s planted 350 trees.

Radisson Plaza Xing Guo Hotel
Shanghai

Chen Genrong (right), Genera
Manager of Radisson Plaza Xing Guo
Hotel Shanghai, warmly greeted Ms. Dora
Bakoyiannis, the Foreign Affairs Minister
of Greece, a Villa 8 Conference Center
upon her arrival at the hotel.
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Red Wine Over Ghina

The color red dominates Chinese life

and now growing interest in red wine
maintains that trend and ushers in a new
fashionable addition to local culture

By ZAN JIFANG

here was a time when trying to find

agood red wine in Chinawas a dif-

ficult affair. But aswith dl therapid

changes in this advancing country,

that is no longer the case. The nec-
tar of the godsis today an integral part of
Chind's trendy social world. In lounges,
nightclubs, discotheques, upscale restau-
rants and officia banquets, corks are pop-
ping and glasses are being filled with
Cabernet sauvignon. Fashionable youth,
nouveau riche and even one time skeptica
folks who clung to their old drinking habits
of hard liquor and rice wine, are now sip-
ping reds either as a symbol of status and
good taste or for health reasons.

In vino veritas

Despite rice wine being the most popu-
lar dcoholic drink for Chinese throughout
history, itsred grape cousin ismusding into
gtake aclam on the paates of deep-pocket-
ed locals.

“It is very popular in business circles to
serve vintage French wine as a prelude to
negotiations,” said Liu Xin, who worksin a
financia company in Beijing.

And thereis no shortage of ads espous-
ing the virtues of wine. Zhou Ning, a mar-
keting manager of ared estate company in
Beijing, said there are often billboard ads of
a couple enjoying wine, or an eegant
woman holding aglass of wineon the sides
of Western-style gpartment buildings.
Adding wine into house ads is intended to
tell potentiad homeowners that people who
live in the gpartment community are cul-
tured, upper class, he said.

In many circumstances, price itself has
now become part of the glamor of wine.
Most wine consumers in Beljing are brand
conscious, and drinking wineis a way they
can show off their newly found wedth. For
this younger crowd, it's al about the mood
and atmosphere that surrounds the red lig-
uid that W. C. Fields once called “bottled
poetry” According to Alex Remy, Manager
of the Beijing office of Sopexa, an associa
tion aimed a promoting French food and
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agricultural products, many peoplein China
buy wineto show their status. It makeswine
consumers feel important and those who
receive wine as agift feel respected, hesaid.

The number of Chinese middle classis
growing. Althoughiit is hard to get an accu-
rate number, experts estimate that the mid-
dle class numbers at least 100 million in
Chinaand israpidly rising, according to an
aticle on 21foodcn.com, a professiond
food website and the largest online food
market in China. The enlargement of the
city bourgeoisie has stimulated sales of lux-
ury goods in Ching, including wine.

Don S. Fare, S, Presdent of ASC
Fine Wines, the largest wine import and sale
company in China, said the growing wine
consumption is part of atrendy luxury goods
phenomenon. “The wine trend started in the
newly emerged middle classbut it will grad-
ualy affect the upper class, ” he added.

And asthe taste for wine grows, people

NOT JUST A DRINK: A wine judge
teaches the Chinese audience how

to appreciate French wine at a fashion
show held in southwest China’s
Chonggqging City

NED N

in Beijing are beginning to learn how to
savor that taste. “I used to like drinking
wines with a pure, pleasing taste” said Liu,
the company worker who is dso an avid
wine drinker. “But now, | begin to favor
thosewines with alagting aftertaste and var-
ious taste layers and | know now that wine
is part of Western food and drink culture”

In 2002, when Zhao Fan, awine judge,
held a private wine appreciation party, only
seven people attended. Now, he hasto limit
the number of people who want to attend.
“But not all people coming to my parties
know much about wine” he sad. “Some
people do not even know how to hold a
wine glass correctly, but they are clearly
eager to learn about wine culture.”

Zhao is teaching a course a the China
Agricultura Universty on wine apprecia-
tion, whichisvery popular among students.

In an interesting pin-off, even the rise
in automobile sales has impacted the wine
industry. As more and more Chinese can
afford a private car and go on weekend out-
ings, wineis now the main drink for picnic
paties. Miss Wu, an office worker in
Beijing who prefers wines with a fresh
fruity flavor, recently spent over $2,000 for
a dozen bottles of Bordeaux wine, which
she hopes to enjoy with her friend on her
next country outing.

Some Chinese are d<o instadling wine
racks in their living rooms to display their
collections. Senior managers of big compa-
nies in Beijing are even taking the plunge
and building private wine cellars to store
their liquid assets.

And in abid to make it as corvenient as
possible to get wine to consumers, Changyu
Wine Company, Chind's largest winemaker,
now offersa buy-and-deposit service. Clients
can order a certain barre of Changyu Castel
wine, which will be stored by the company
and then bottled on demand.

In degant and upscale restaurants in
Beijing, like Tian Di Yi Ja outdde the
famous Pdace Museum, various fine wines
gtored in oaken casksare available for diners.
Robert Cho, owner of Tian Di Yi Ja, will
aso recommend to his clients what kind of
wine will compliment the dishes on offer.

“Half of my dlients don't know much
about wine” Cho said. “They know French
wines like Chateau L&fite and Chateau
Margaux, but know almost nothing about
wine from Cdifornia or Audtrdia. Others
who have studied abroad have a better
understanding of the role wines play in
Western food culture”

However, as many imported goods to
China, a degree of Chinese characteristics
inevitably creeps into the process. By mix-
ing red wine with Sprite and ice, Beijingers
have come up with their own trendy way of
customizing their after work drink.
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And asthe 2008 Olympic Gamesdravs
near, and more luxury hotds grace the
Beijing skyline, there is no doubt sales of
wine will flow in ever increasng amounts,
in whatever way its drunk.

Foreign winemakers scramble

Aswineisincreasingly popular in cities
like Beijing (population 15 million) and
Shangha (population 18 million), it is not
surprising that overseas winemakers are
anticipating strong revenue growth from the
market in China

According to the Canadian Embassy in
China, Beijing and Shanghai have the
largest markets for Western food while their
major hotels and restaurants prominently
feature wine.

Wine ses (grgpe and non-grape) in
China jumped 42 percent between 2001 and
2006, from 1.5 billion liters to 2.18 hillion
liters. And per-capita consumption of winein
China saw an increase of 55 percent from
2000 to 2006, according to the U.S
Department of Agriculture Trade Office,
Shanghal, making Chinaone of thesix biggest
wine-consuming countries in the world.

In Asia, China's wine consumption vol-
ume has now shot to first place, higher than
that of Jgpan. But China's wine market still
has vast potential for growth. The average
annua wine consumption per capita in
China is currently 1.5 kilolitres, while in
Franceit isaround 55 kilolitres.

Since joining the World Trade
Organization in December 2001, China has
lowered tariffs on wine imports from 64
percent to 14 percent. Statistics show that
wine imports to Beijing in 2006 increased
50 percent compared with the previousyear.
The exports of wine from France to China
reached some 5.3 million kilolitersin 2006,
an increase of 30,000 kilolitersyear onyesr.

Today, most Chinese ill believe that
French wine is the best. According to
Alexandre Remy, the export volume of
French wine to China almost doubled in
2005 and 2006. But France till lags behind
Australia, which is the biggest wine
exporter to China

More than 100 varieties of French
local table wine were shown at the Eighth
China International Food and Beverage
Exhibition held in Beijing on May 10-12,
indicating French winemakers' ambitions
totake abigger sharein the Chinese market.
They not only hope to seize the top grade
wine market in China, but also want to enter
the low-end wine market here.

It is said that wine makes daily living
easer, less hurried, with fewer tensons and
moretolerance. If that isthecase, in China's
quest for a harmonious society, wine could
have abig roleto play. .
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Gallery Information

798 Photo Gallery

Exhibition: “Chinese Interior”—The
Photography of Robert van der Hilst
Add: Deshanzi Art District, 2
Juxiangiaolu, Chaoyang District, Bajing
Opening Ceremony: 3:00 p.m. June 2
Date: June 2-June 22

Tel: 86-10-64381784/64375284

E-mail: 798@798photogallery.cn
Website: www.798photogallery.cn
Bitang Gallery

Exhibition: “The Thinker"— Solo
Exhibition of Wang Qingsong

Add: No.7 Building, Ego Space
Community, 16A Baiziwanlu, Chaoyang
Digtrict, Beijing

Opening Ceremony: 4 p.m. April 27
Date: April 27-June 6

Tel: 86-10-87746332

Fax: 86-10-87746339

Website: www.chinabluegallery.com
E-mail: info@chinabluegallery.com

Pata Gallery Beijing

Exhibition: “New Space’—Li Xiagjing's
Solo Exhibition

Date: May 12-June 1

Opening Reception: 3 p.m.-6 p.m. May 12
Add: No.5 of 3818 Warehouse, 2
Juxiangiaolu, Chaoyang District, Beijing
Opening Hours: 12:00-18:30 (except
Monday)

Linda Art Museum

R

“Reminiscing at Janglou”—An Exhibition
of 12 Chinese Contemporary Artists
Opening: 3 p.m. April 28

Date: April 28-May 30

Add: N0.35-37 Guanyintang Art Avenue, 2
Wangsiying, Chaoyang Didtrict, Beijing
Opening Hours: 10:00-18:00

Tel: 86-10-87390839

Red Gate Gallery

“Bird's Nest Project”—Photography
Exhibition of Zhou Jun
Preview Date: 3-5 p.m. May 19

o
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Exhibition Dates: May 19-Jdune 17
Opening Hours: 10 am.-5 p.m.
(everyday)

Add: Dongbianmen watchtower,
Chongwenmen District, Beijing
Tel: 86-10-65251005

Fax: 86-10- 64322624

E-mail: redgategallery@aer.net.cn
Website: www.redgategallery.com

Chinese Contemporary Beijing

Exhibition: “Texts arethe Legacy of Great
Thought”—Huang Rui’s Project

Opening: 11 am.-6 p.m.
May 19

Add: 4 Jiuxiangiaolu, i
Chaoyang District, Beijing
Tel: 86-10-84562421
Mobile: 13521492101
E-mail: beijing@chinesec-
ontemporary.com

Soka Art Center

Exhibition: “Weaving"—Tu Hongtao's
Painting Exhibition

Date: June 2—Jduly 1

Opening Reception: 4 p.m. June 2
Add: Room 101-103, Tianhai Building,
Tower B, Dongsi Beidgie, Dongcheng
District, Beijing

Tel: 86-10-84012377 86-10-84015810
Fax: 86-10-84015813

Website: www.soka-art.com

Book Information

China Lofts brings together houses from within culture-rich
China and exemplifies the wonderfully practical conversion of
current uses as well asthe immense cresativity that emerges
from these confines.

If you want to get more informetion about contemporary
Chinese publications, please visit our website:

www.oriental books.info.

-

CULTURE
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Does the Long Arm
Of the Law Need the
Community’s Hand?

ost people would agree

that police are responsi-

ble for ensuring that rob-

bers and other criminas

are kept off the streets
and apprehended when they cross the line.
But what happens when theft casesincrease
to such an extent that police cannot cope
with? Enter community policing, focusing
their effortson anti-theft initiatives thet have
achieved credible resaults across China
However, dueto the rdlated social problems
stemming from this form of crime fighting,
in some partsof the country thispractice has
been banned. The problemsvary from com-
munity organization members abusing
caught robbers to cases of vigilantes and
their families being injured when cornering
dangerous robbers.

In Haikou, the capital city of south
China's Hainan Province, however, the
locd police openly recruited civilian anti-
crime volunteers in April. Today, these vol-
unteers have become members of the anti-
theft volunteer team administered by the
city’straffic and patrol police.

According to a survey on Chinas
sina.com website, 88.62 percent of respon-
dents support what the Haikou police have
done and believethat to officialy recognize
civilian anti-theft volunteers will help to
more efficiently reduce robberies. Only
9.46 percent believe that catching robbersis
solely the police sbusinessand that it'sdan-
gerousfor civilian organizationsto carry out
this work.

Despite the high support rate, there are
still those who believe that it's improper to
gandardize these civilian organizations by
incorporating them into the police force
They are cdling for anti-crime community
volunteer organizations to have their own
legd status and exist asan independent enti-
ty, not subject to the police.

Let civilians get involved

Jun  Qiu (www.gxnews.com.cn):
Thereisabig demand for an effective anti-
theft force, but from whichever perspective
one looks & it, to catch robbers is the
police's business. Thus, no matter how
many people support the Haikou police's
action to incorporate the civilian anti-theft
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volunteer organizations, it is suspected that
the police are ddiberately shirking their
responsibilities. After all, the police are the
designated guardians of our security and the
onus of preventing crime should not be
placed on civilians. In order to better protect
the public's property, what is more effec-
tive? Is it better to strengthen the police
force or to recruit more volunteers?

It's true that civilian organizations can
help to catch robbers too, but isn't it better
for the palice to act more effectively than to
recruit anti-theft volunteers? If the police
are permitted to transfer the right of law
enforcement to volunteers, then such gov-
ernment departments asindustriad and com-
mercial bureaus and taxation bureauscan al
do the same. Under these
circumstances, why dowe
then need to keep these
ingtitutions?

Shu Shengxiang
(Dahe Daily): China has
an understaffed police
force, and volunteers
prove to be an unlimited
human resource bank.
Indeed, by incorporating
volunteers, the police can
legdize civilian organiza-
tions, which will assist the
work of both parties.

Many people therefore
applauded the initiative.
However, | think they are
over optimigtic. As we al
know, to catch robbers is
the respongbility of the
police and it is because
people want a safe living
environment that they
depend on the police to do
this work. There is a pre-
requisite, however. The
right to enforce the law is
not to be abused. If they
officidly incorporate anti-
theft volunteers, the police
are acting without a legd
basis. Since excessve
authority will lead to
pover abuse it's danger-
ous to grant law enforce-

ment rights to agroup of civilians.

In essence, civilian anti-theft organiza-
tions are trying to strengthen socid justice,
but after being incorporated into the police,
they will become a tool to help police
reduce the costs of law enforcement.
Gradudlly the police may become reluctant
to carry out their duties, and instead would
transfer the burden to the volunteers.
Eventualy these volunteers will be the
major force against robbers, while the
police will sit idly by. If this happens, it will
bring socid justice into disrepute.

If civilians are incorporated into the
police, their initial desire of being a volun-
teer is replaced by the semi-professonal
practice of operating within apolice system.
The question must then be asked: Will they
continueto fight for justicein the same way
after incorporation?

Gao Yongfeng (Youth Daily): Thesg-
nificance of civilian anti-theft organizations
liesinits nongovernmenta nature, whichis
different from the government’'s work style
and reflects the Chinese peopl€'s rising
sense of citizenship. It is a natural desire of
citizens will to safeguard socia justice.

By incorporating civilian organizations
into the police force, the government is actu-
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dly reclaiming the right of civilians to fight
crime. In daily life many people do not have
the courage to confront robbers and may
choose to be indifferent and flee the scene.

Againg this background, it's unwise to
announce that the fight againgt criminals
“has nothing to do” with the public, whenin
fact we should do more to encourage every-
body to protect socia judtice.

Civilian anti-theft organizations are
based on citizens sense of jugtice. Its being
incorporated into the police force reveds
the lack of a tolerant environment for the
existence of nongovernmental organiza
tionsin China The Haikou police spractice
is only one of the ways to standardize this
type of civilian group, and it's not right to
impose such afate on all such groups. In
order to encourage more people to maintain
socid order, it's necessary to find better
ways to hep them to act more effectively
while remaining citizens groups.

Need to work with police

Ma Bi (Changjiang Times): Civilian
anti-theft organizations act on mora disci-
plines. Having deterred thieves, they are

dso auseful supplement to the understaffed
policeforce. Thisisareflection of the ordi-
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nary people's will to safeguard social jus-
tice. More importantly, it showsthat people
are more actively engaged in social gover-
nance and take a hand in running their own
society.

However, as community organizations
are set up on the basis of

result, volunteers involved in operation
were taken into custody and may face crim-
inal charges. This case shows the impor-
tance of standardizing and guiding civilian
anti-theft organizations.

Having been incorporated into the

social mordlity, ther
code of conduct is
mora standards and not
laws. Besides, due to
thelack of legd protec-
tion, volunteers and
their families are often
threatened and attacked
by criminals. On the
other hand, there is no
lack of cases that show
the volunteers violate
laws when going about
their business. Thus,
these groups are dip-
ping into an embarrass-
ing dituation. While
they are trying to pro-
tect and promote socid
mora sandards, there
are no explicit laws to
validate their actions.
By incorporat-

org.cn

comments.

Dear Readers,

“Forum” is a column that
provides a space for varying
perspectives on contempo-
rary Chinese society. In each
issue, “Forum” will announce
the topic for an upcoming
issue. We invite you to submit
personal viewpoints (in either
English or Chinese).

Upcoming Topic: Are lux-
ury housing advertisements a
cause of social pains?

E-mail us at byao@cipg.

Please provide your name,
telephone number, zip code
and address along with your

Editor: Yao Bin

unteers in Haikou have
a legal identity, which
will help them to face
up to criminals with
more confidence.
Making them more
aware of legad knowl-
edge dso means they
can act legaly without
jeopardizing others
legitimate rights. The
tragedy in Wuhan
should not be repeated.
In addition, volunteers
aso need to be taught
effective  anti-crime
techniques, which will
aso be of great help in
the carrying out of their
duties.
Li Jian (Dazhong
Daily): The public
J regards thieves as a

police force, now, vol-

ing civilian anti-

theft organizations, while providing the
groups with lega and technicd aid, the
police are now trying to have volunteers
insured, which will protect them in the
case of injury or loss.

It is a fact that there is a lack of
policein China and thieves are rampant
in certain aress, 0 it's an urgent task to
standardize and make use of civilian
organizations to cope with these crimi-
nals. Civilian anti-theft organizations
are necessary, but in order for this sys-
tem to progress, they have to act in
accordance with the law and this
requires the dtate to work out more
explicit and practica laws and regula-
tions to help them.

Sun Ruizhuo (chinacourt.org):
It's true that Chinese laws encourage
citizens to fight against criminas and,
gpart fromjudicid and law enforcement
departments, ordinary citizens are also
entitted to act against criminals.
Currently, China's limited police force
is incgpable of coping with the level of
robberies and this means anti-theft
organizationswill beahuge help in pro-
tecting peopl€'s property.

However, how to standardize these
organizations and how to protect their
rights poses a big problem. In
September 2006, a thief unexpectedly
died after he was caught by vigilantesin
centra China's Wuhan City, and as a
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nuisance. Thieves fre-
quently move from place to place, so to
catch athief isnot an easy job for the police.
In this scenario, civilian anti-theft organiza-
tions are helpful. However, not every rea
sonable action conformsto the law.

Law enforcement is a“privilege’ grant-
ed to law enforcement ingtitutions and no
other organizeations or individuas are
allowed to share this right. From the lega
perspective, anti-theft volunteers do not
have the lav enforcement right.

To catch thieves is a kind of law
enforcement activity and an obligation
entrusted on the police by the law. It isalso
a business that requires a high degree of
technical expertise. Without special train-
ing, volunteers tend to neglect important
procedures and evidence to prove thieves
are guilty. This may make it more difficult
for the police to deal with the conse-
quences. Besides, to catch thievesisarisky
job. Policemen use weapons to protect
themselves against criminds, but in most
cases, volunteers do not have such
weapons and stand the risk of being
injured.

Therefore, it's necessary to give guid-
ance to anti-theft organizations and bring
them under control. Either they should be
banned, or incorporated into the govern-
ment’s formal ingtitutions, where they can
receive specid training and aso certain law
enforcement rights. Haikou's police are
therefore doing the right thing. .
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EXPAT’S EYE

By VALERIE SARTOR

ast month cabin fever
overwhdmed me. | des-
perately needed a break:
from my palite but wily
students, from my unsatisfactory
yet demanding lover, and from my
overpopulated and mundane
Chinese city. But going abroad
took too much time, money and
planning. Suddenly, in a flash of
insight | recaled Kashi, the
Chinese Silk Road city 400 km
from the Afghan border. “It's a
fabulous forgotten world,” a chub-
by Italian photojournalist had
gushed to me over noodles.
“They're Musims who irrigate
their desert fidds with the karez,
an ancient underground irrigation
sysem. And the food: meons,
amonds, figs you'd think you
were in Iran. The aroma of roast
lamb and flat bread wafts every-
where” He kissed his fingers
appreciatively. “The Internet has
arrived but the city ill livesin a
Biblical era Mosques call people
to prayer. Plus Kashi has the
largest Sunday market in China”

“Is it safe for a lone woman
traveler?’ | queried.

“Safer than going to Rome,
my dear,” he replied, winking
lecheroudy.

No further persuasion was necessary.
I booked my flight. A few hours later
strolling through the Kashi Airport, avery
friendly and very wiry Uygur man
grinned at me, exposing two flashy gold
teeth. “Busto town?’ he asked cheerfully.
| nodded.

He dropped me off at the Seman Hotd,
once the Russian consulate. A pretty young
maid in national dress led meto my room.
“Cheap but suitable for a concubine” |
thought smugly, noting the ornate plastered
walls, soft bed and lace curtains. “No won-
der the Russians hated to leave thisjoint”
And in fact, throughout history many
nations, particularly China, have fought for
control of Kashi and its environs. Although
this remote city is closer to either Moscow
or New Déhi than to Beijing, itslocationis
drategic, for the city sts at the foot of the
enormous Pamir Mountains. From Kashi
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SHOPPERS DELIGHT: A child vendor in one of Kashi’s
eclectic markets, where anything goes

Magic

Carpet Ride

traders and warriors once staggered across
them and then through the treacherous
Taklimakan Shamo Desert, following the
Silk Road highway from Chinainto Central
Asda, Indiaand Persa

This desert oasistown connected Rome
and China over 2,000 years ago. |, too,
made a desert crossing in abusto Hotan, a
city famousfor rugs and jade. But the eight-
hour journey dehydrated and exhausted me.
“How did they feel on camédsand ponies?’
I grimly wondered. In their bazaar a griz-
Zled rug dedler sternly advised, “ Go back to
Kashi. We send our best stuff there”
Wesrily | boarded the musty old bus again,
my skin itching from searing heat and dry
ar.

For centuries the Chinese controlled
Kashi. Then, between the 10th and 12th
centuries the Turks arrived. Thus, Idam,
rather than Buddhism, became the domi-
nant religion. These nomadic Turkish tribes
understood the city’s gtrategic location for

trade. Although the Mongols
sacked Kashi in the 1300s, Idam
and the Turkish people remained.

Later, inthe 1800s thismesmer-
izing Mudim city became impor-
tant again. Russans, Chinese and
the British struggled for control of
Central Asia and they all wanted
Kashi. Again the Chinese won out,
dlowing tourists like me to peace-
fully deep in defunct Russian con-
sulates.

Back inthe hotel, | met up with
a young bilingual Uygur guide
named Omar. Together we biked
around the city, exploring sreets
and aleyways. Kashi bugtled in a
very un-Chinese fashion. Drums
pounded, advertising shops.
Vendors hawked blood-red pome-
granate juice and glistening melon
dices. Sultry women swayed by in
sequined dresses and col orful head-
scarves while large-eyed bearded
men in pae caftans watched them
intently. Few spoke Chinese. Over
90 percent of the city’s 300,000 res-
idents are Turkic—Uygurs, Tajiks
or Kazakhs.

I marveled as Turkish artisans
worked on the street making copper
pots, wooden spoons and steel
knives, but soon | tugged & Omar’'s
ragged T-shirt, and confessed,
“Rugs, | want to see red carpet”
Patiently he led me to his friends' shops.
Findly the legendary Hotan carpetswereat
my fingertips, as well as kilims carried in
by dusty dark-eyed traders from Iran,
Afghanistan and Turkmenistan. We sat on
piles of precious carpet, haggling in dow
motion, like poker players. Bargaining here
is not only acceptable, but expected.
Findly, after hours negotiating and drink-
ing tea, | lugged out a beautiful camd’s hair
rug from Afghanistan.

“You did well for aforeign lady,” com-
mented Omar. “And you certainly do not
look your age” He glanced at my swesaty
bosom. Pleased and somewhat flattered by
his attention | wondered, “Is he seeking a
tipor afling?’

“Hah,” | smirked internaly. “If he were
10 years older hed get both, for these
swarthy Uygur men are sexy, indeed”

But outwardly | demurely replied,
“Certainly, areturntrip is necessary to look
around for more treasures in your extraor-

dinary city.” .
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