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Executive Summary
As a recently start-up company, FY Corporation has decided to develop its business in the publishing and media industry. The company is established by five passionate, creative and well-educated graduated university students this year. They have targeted the foreigners who live and travel in Beijing as their customer group and chosen the publication (living and traveling guidebooks) and website as their first project as well as actual products. 

Due to the fact that they are lacking in human resource, in the meantime, the crucial financial limitation, I, therefore, have conducted a comprehensive marketing research in order to examine the feasibility of the new products. The following report includes five parts, and start with analyzing the internal factors of FY Co. and the external factors which may influences the product feasibility. A SWOT matrix is presented afterwards in order to clarify the Strengths, Weaknesses of the company, as well as the opportunities and threats FY Co. may encounter. Recommendations are then, being given based on previous analysis. Taking all the research into account, the report has not only examines the feasibility of its future products, but also gives suggestions in the aspects of design, production, and marketing and sales. I have reached the conclusion that its products are, for sure have great potential in the market, and meet the customers’ needs, especially the living guidebook for long-stay foreign residents in Beijing. Speaking of the publication, content, design, as well as pricing and future promotion have to be considered step by step and carefully, and I suggest to start with solely focusing on the living guidebook, instead of working on living and traveling altogether. And about the website, it has to be coherent with the publication, yet contains much more information. It functioned not only as an information and communication platform for viewers, but also a promotion board for FY’s publications.    

Paul Graham, during a presentation at Harvard Computer Society, once said “one don’t have to know about ‘Business’, it just as simple as build something users love and spend less than you make.” With the right attitude, right products and right people, FY Co. is on the way getting closer to its very first success. 
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1. Introduction
FY Corporation is a recently start-up company, which has set the huge amount of foreigners living in Beijing as its key customer group. It mostly engages in media related business. The company has decided to start its business by publishing living guides and travelling guides for foreigners both living in and visiting Beijing, which includes updated information about Beijing in all aspects, such as dinning, places of interests, accommodation and useful living TIPs, etc. Alone with the publication, it has the plan to establish its official website in which a foreigner online community is included, together with other possible additional services. The company expects to get on the right track with these two projects within its first year. Before they move on collecting information, writing the book, and designing the website, comprehensive market research needs to be done in order to make the most marketable products among all the competitions. This report therefore, is targeted in the central question of ‘How the new products (which are the publications and the website) which are going to be made by FY Corporation be marketable and lead the start-up company to their first success?’ 
The report consists of five parts. In order to reach the answer of the central question, which are examine the prospects of the company’s products, and give recommendations on design, production and marketing strategy. The report starts by analyzing the internal factors of the FY Corporation in terms of its resources and capabilities, such as financial resource, HR, technological support, reputation and brand image, R&D, product design and marketing and sales ability, etc. The external analysis is followed the internal part, where I put the focus on four aspects, which are customer analysis, competitive analysis, market analysis, and environmental analysis. An SWOT Matrix will be shown afterwards in order to visualizing the previous analysis by specifying and concluding the company’s strengths, weaknesses, opportunities and threats. Through the results of the former analysis, I give the recommendations on product design, production, as well as marketing, which I believe will help the company to its first success. A conclusion will be presented in the end. 
2. Internal Analysis
2.1 Company resources
FY Corporation, which is a newly established company in April 2009, is set up by 5 recently graduated university students. They have becoming aware of the fact that the purchasing power of foreigners in Beijing is one of the strongest, and in the meantime the market is rather imperfect. What they want to achieve is to start their business and to base their company on this market. Below is an analysis on the company’s current resources and capabilities. 
2.1.1 Financial resource

Since the company is started by 5 recently graduated university students, there is no big investment. They have registered The FY with a capital amount of 10,000 RMB (about 1,040 Euro). The registrations capital is the only money they can use unless there is extra investment coming in. 
2.1.2 Human resource

Due to the financial limitation, the start-up is not yet able to recruit staff member. There are currently five people working in this company (small-size companies with 3-10 people is quite common in Beijing as a start-up). All of them are graduated from Top 10 universities in China, and hold strong educational backgrounds. Moreover, they have made a clear work division which makes sure that everyone knows their responsibility. One of them is in charge of the whole company; controlling money; and making final decisions while differences of opinions emerge. Two of them are forming the product design group, which is responsible for products content and design. Among the left two, I am personally working with one of them on the market research and market plan development. The last person takes care of the technical part. Small group somewhat shorten the decision-making process, and since the five and I are friends, makes the communication rather easy. More importantly, all members are proficient users of English and used to very close to the foreign community of their university by taking part in cultural exchange programs. 
2.1.3 Technological resource
Although all the staff members are recently graduates, they do have more or less internship or working experiences related to media and publishing industry. The two people, who are in charge of the products design and content, are respectively major in journalism and media design; furthermore, the person, who is responsible for the technical part, has more than 2 years working experience as a network engineer. 
2.1.4 Reputation

FY is a brand new name for everyone, since its establishment of April, 2009; the company has been constantly putting effort into cultivating awareness of the name. They have been using their ‘Guanxi’s (A big part of Chinese business culture, literally means ‘relationships’, which means the network of relationships among various individuals, parties that cooperate together and support one another. Guanxi is the key that makes all the difference in ensuring that business will be successful. It is not only between companies, but also between individuals, Chinese people prefer to do business with friends or people who they trust very much, fostering ‘Guanxi’ or using the right ‘Guanxi’ resources can be one of the most effective ways to develop the start-up company. ‘Guanxi’ can be established on the one hand, through ways such as bringing a little gift, do others a favor, etc, and it often demands on time and money; on the other hands, it comes from parents, relatives, since most of the Chinese has a big family tree, friends and people who are close to. (Lo, 2004)) which has been built up since before, as well as from parents and relatives. Through their contacts of parents and friends, there have already been several publishing houses which are interested in their selected topics, and are expecting more detailed plans from the company. 
2.2 company capabilities
2.2.1 Capability in Research and Development 
Because of the fact that the company is only ran by five people, there are only one person who can fully devote to R&D, along with the my help, we are together researching the market and giving recommendations on the contents and design of both the publications and the website, in order to make the products innovative, attractive and most importantly, useful. Although, the project cannot be considered as big, it still requests lots of time and energy, due to the huge and complicated market and big amount of competitors. 
2.2.2 Capability in Product design 

The two people, who are in charge of the product design, have rich knowledge in media and publishing industry. Yet they may have problem create products which needs to be customer-oriented, since they don’t really know anything about doing business and fulfilling the customer needs. The content and design can be original and creative, but remains the question if it is what the market needs. 
2.2.3 Capability in marketing and sales

The company understands that although there are countless publications and websites exist in the market, there has not been one dominant the market, or going popular, especially the publication market. It suggests that there has no single one products are entirely meets customer needs, either price, (and) or content, (and) or design. The company clearly realizes the potential of the market. Moreover, as I mentioned early in the report, ‘Guanxi’ is the key for a start-up company. As to promote the company and its future products, possible networks can lead the company to a quicker short-cut. Two of the people have quite strong networks of relationship, which can be good advantage to promote the products and eventually make sales, if the final products are good enough. 
3. External analysis

3.1 Customer analysis
FY Corporation has been putting its focus on media and publishing industry. It has chosen the foreigners as the key customer group and has been developing the products which FY Corporation believes that satisfy the unmet needs of the target group. There initial two products are publications and website, which makes different customer segments. 
· Customer group of the publications
Since FY Co. is going to make the travel and living guidebook of Beijing as their beginning, the main customers will be the amount of foreigners who lives in Beijing for studying, doing business etc, and those of foreigners who visit Beijing as tourists and stay for short-time. According to the figures published by the Exit & Entry Administration Bureau of Beijing, there are over 64,000 foreigners in Beijing for long-stay (usually at least for a year) until the year of 2006 (“The number of foreign residents in Beijing has been rising in these years,” 2008), and the number is still rising year after year. Most of them are students, business people, foreign journalists and staff members of foreign resident representative offices or foreign embassies etc. 
· Customer group of the website
As the website is more or less a community together with a platform of information, and in the meantime a stage to propagandize FY’s future products, it earns money mainly through advertisements spaces in the beginning. Therefore it makes the click rate vitally important. Different from the target group of the publication, the website targets a much wider group with no boundary. So long as people have internet access and interested in or curious about China in any aspect, s/he could be a potential customer.
3.1.1 Questionnaire analysis

With the purpose of learning what exactly the customer needs of foreigners living in Beijing and what they mostly expect from publications and website; I have created a questionnaire. I have handed out in total of 30 questionnaires among foreigners who live in Beijing either for short-time or long-time randomly. The results which I have collected are shown as below:

Question 1 – What is your nationality? (Open question)
	The United States
	3
	Italian
	9
	British
	2

	Indonesian
	1
	Korean
	6
	Russian
	3

	Canadian
	1
	Kazakhstan
	1
	Thai
	1

	Japanese
	3
	
	
	
	


Question 2 – What is your Profession? 

	Student
	27

	Business people 
	0

	Other professions
	3


(By other professions, here refer to lawyer and teacher)
Question 3 – How long have you been staying in Beijing? 

	Less than a year
	23

	1 year to 3 years
	3

	More than 3 years
	4


Question 4 – Have you ever bought publications (books or magazines) in order to get information of Beijing after your first arrival? 

	Yes (please name the publication and go directly to question 6)
	13

	No
	17


(Among the 13 ‘Yes’ answers, 6 people wrote down <The Beijinger> (a monthly English magazine which includes updated news, information, etc of Beijing); 2 people gave me <That’s Beijing> and other answers includes <City Beijing>, <Lonely Planet>, <The Explorer> and <北京晚报>(Beijing Daily, which is the biggest daily local newspaper in Beijing))

Question 5 – Why didn’t you buy any of the publication? (Please go directly to question 8 after answering this question)

(This question is answered only by the 17 persons who gave the choice ‘No’ in the previous question)

	The content is unattractive and useless and it is always information for foreigners. I want to know the real Beijing and place where the locals go
	3

	I can get all the information on internet, there’s no need to buy books or magazines
	11

	The price of English publications is much higher than normal Chinese publications
	0

	Other reasons (please indicate)
	3


(People, who chose other reasons, explained as either they brought guidebook from their homeland, don’t have time, or don’t know where to buy)

Question 6 – Where did you buy those publications? (You may choose more than 1 option) 

(This question is answered only by the 13 people who gave the choice ‘Yes’ in question 4)

	Bookstores of universities in Beijing
	6

	Bookstores in the street
	3

	Airport or train station
	1

	Books and newspaper stands
	6

	Publication area in Big supermarket (e.g. Wal-mart, Carrefour, HuaLian, Wu-mart, Huapu, etc)
	2


(People also mentioned internet was their channel to buy the publications, for example via E-bay or Taobao (the most popular and biggest online shopping mall in China, it’s only for Chinese reader, since it only has the Chinese version website))
Question 7 – To what extend do you think those publications are useful? 

(This question is answered only by the 13 persons who gave the choice ‘Yes’ in question 4)

	Very useful, I got all information I wanted from the publication
	4

	Barely satisfactory, some of the information are useful to me
	7

	Not so useful, I hardly got any up-to-date information
	2

	Not useful at all
	0


Question 8 – Speaking of the content of those publications, what is your least satisfied? 

	Some of them are out-of-date, e.g. numbers, addresses, etc
	13

	It is all boring information of scenic spots and historical sites, hotels, etc, as I live in Beijing, I would like to know more about the local life, for instance, where the locals go for fun, what do the locals eat or how the locals spend their leisure time. 
	14

	Others (please indicate)
	3


(People who chose ‘others’ said some of the publications don’t contain directions or how to go to certain places, and one person pointed out that most of the time they have addresses only in English, it would be better if they’re also given in PinYin)
Question 9 – Please rank the following factors from 1-4 (1 means the most influential factor and 4 means the least) that influence your decision on purchasing guidebooks? 
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(Publication design includes cover page design, in full color, typesetting, etc; and size means if it’s convenient to carry with)

Majority of people thought that content is the key factor that influence their decision on the purchasing process and they consider size the least influential. 
Question 10 – What kind of information is you looking for from a living in Beijing guidebook? (You may choose more than 1 option)

	Basic information (demography, geography, history, etc)
	10

	Scenic spots and historical sites
	16

	Food and drinks 
	17

	Traditional culture (Beijing opera, manners and taboos, etc)
	12

	Living information (transportation system, rental information, shopping area, etc)
	15

	Surviving Chinese language
	9

	The real local life, e.g. places where Beijingers go for fun, go shopping at and eating at
	13

	Others (please indicate)
	0


Question 11 – What do you think is a fair price for a living in Beijing guidebook (in full color)? 


[image: image3.png]Price

More than 50RMB Less than 30RMB
10% 17%





Over 73% (22 persons) chose 30-50RMB as the fair and acceptable price for guidebooks. 

Question 12 – Have you ever searching for information of China through internet? 

	Yes
	27

	No (please go directly to question 16)
	3


Question 13 – What kind of information did you search for? (You may choose more than 1 option) 

	Daily news
	15

	Living information (Transportation, maps of the cities, shopping locations, job information, rental information, etc)
	15

	Basic information (e.g. geography, history, politics, etc)
	12

	Place of interests, famous historical sites and must-go places of different cities
	14

	Chinese food and drinks 
	9

	Chinese traditional culture (e.g. chinese opera, embroidery, manners and taboos, etc)
	8

	Chinese language
	13

	Others (please indicate)
	2


(People who chose others specified they searched for nightlife)
Question 14 – Is there a particular website that you always visit when you looking for information? 

	Yes (Please indicate the name of the website and how often you visit it)
	8

	No (Please go directly to question 16)
	22


(Among the 8 people who chose ‘Yes’ as their answer, they indicated specific website as ‘Google.com’, ‘roughguide.com’, ‘sohu.com’, ‘thebeijinger.com’, ‘bjbus.com.cn’, ‘baidu.com’. and the majority said that they visit the website very often, weekly, once every 2 or 3 days or whenever they need)
Question 15 – What do you like the most about the website? 

(This question is answered only by the 8 people who gave the choice ‘Yes’ in question 14)

	Abundant and useful information
	5

	Active forum and online community
	2

	Free membership registration
	1

	Design
	0

	Others (please indicate)
	0


Question 16 – What do you expect from a website for foreigners? (You may choose more than 1 option) 

	An active online community or forum with place where people can share information, exchange experience of living in and visiting china, and make friends
	17

	Abundant information of China that are updated regularly
	22

	Free registration
	9

	Nice web-design
	5

	Others (please indicate)
	1


(The one person who chose ‘Others’ indicated that the website should be easy to use and understood)
Question 17 – Please check any of the following website if you know? (You may choose more than 1 option)

	Thebeijinger.com
	17

	Weliveinbeijing.com
	6

	Laonei.com
	2

	China.com
	7

	Chinadaily.com
	16

	Echinacities.com
	0

	Hellochina.com
	2

	Hereischina.com
	0

	China-guide.com
	5

	Chinaguide.org
	3


Conclusion
After analyzing the data that have been collected so far, several conclusions can be reached. First of all, there is still certain amount of people who are willing to get information via publications, which they got most of the time from bookstores in Universities or books and newspaper stands in the street. In the meantime, those people who do not choose their information channel as publication are more rely on the internet. It suggests, in the first place, there is, indeed market for useful publications with information that meets the customers’ need. In the next place, internet is the biggest threatens to the publications. As to compete that, the publications have to contain things which are either difficult to find on internet, or hardly can be found in English (lot’s of information is in Chinese only, it somehow makes foreigners barely understand.). 
Secondly, majority of people feel, to some extent, unsatisfied with the publications they have ever spent money on. They have pointed out that information which are provided from those publications are out-of-date, and moreover, what they have gotten was only repetitive boring information of scenic spots, historical sites, hotels, etc. They emphasized that what really appeals to them is the real local life of the Beijingers, they would like to know where the locals go for fun, what and where the locals like to eat the most, etc. Therefore, to make a successful guidebook, both for tourists and long-stay foreigners, the publications has to include not only the relevant and updated information which foreigners need, but also a comprehensive manual to guide the foreigners into the real local’s life. Content, according to the questionnaire result, is the key factor that influences customers’ purchasing decision. Design and size of the publication are rather least influential factors, and a cost of 30RMB to 50RMB for a publication is most reasonable for most of the people. 
Speaking of the development of the website, based on the results I have collected, it shows that a nice English website is one of the most efficient platforms for foreigners to get access to information. People search for almost everything online, and they intend to stick to one particular website if it meets their needs. In terms of content of the website, abundant and useful information well-translated in English is crucial. Furthermore, people spend their time on active forum and online community in order to get useful information, for instance, house rental and job information. In addition, free membership is important and makes people feel more comfortable, as they do not think that the website is offering them information in exchange of money. Last but not least, an attractive web-design can be a real plus to a website’s success. There are few strong competitors exist, of which a big amount of people approve and recognize. Thebeijinger.com and Chinadaily.com are the most popular among all given options. They are well-designed with rich and updated information, and more importantly, they include an active forum or community where foreigners can give their opinions on Chinese domestic issues and share information about everything. An adequate competitor analysis needs to be done before FY carry on with its own design of official website.
3.2 Competitor analysis

3.2.1 Competitors of publications
Based on the results I have analyzed from the abovementioned questionnaires, few popular publications come into notice; majority of foreigners either recognize or ever bought those publications. Among them, ‘Thebeijinger’ and ‘That’s Beijing’ are the most well-known and popular ones. In order to get clearer images of both magazines, there, therefore, is a table (shown below) to analyze the two magazines. 
	
	TheBeijinger
	That’s Beijing

	Content
	Including several columns from economy, dining, to art, culture and nightlife in Beijing. It provides the correct information of the most popular restaurants, clubs, art shows, concerts and sport events at present. In the meantime, the magazine has particular space to publish articles from foreign contributors, who contributes articles of their experiences in Beijing and is willing to share their experiences with others. 

In addition, there is a section called ‘City Scene – Beijing by foot’, which gives the readers a direction of certain area of Beijing every issue. 
	Comprising contents such as dining, nightlife, style and body, art; music and cinema, travel, as well as community events. It, compares to ‘thebeijinger’ is more specific, for example, one can not only find where are the nicest restaurants in Beijing, but also get the recipes from the chef of that restaurants of certain easy-to-cook Chinese style dishes. Moreover, each issue, there will be detailed information of community events (there are several communities in Beijing where most of the residents are foreigners). 

	Mode of issuance
	Monthly magazine
	Monthly magazine

	Price
	Free
	Free

	Where to get
	Popular bars and restaurants (where western styled foods are served) at areas of high consumption
	Airports, Consulates, five-star hotels, clubs, bars and restaurants at areas of high consumption

	Target customers group
	People who are curious about Beijing and expect to explore Beijing, for instance, backpackers, tourists, students or business man, and interested in dining out, music, sports and other leisure activities.
	People who have relatively high-income, good educational background and are willing to accept new and exciting things. At the same time, interested in traveling, dining out, shopping and other leisure activities. 

	Language 
	English
	English

	Others 
	E-magazines are available
	E-magazines are available 


It is apparent that these two magazines offer information which foreigners need the most, as people who do not live in homelands, they intend to curious about the city they visit or live at present, and have much more leisure time, since most of them do not have family around. The extensive information of dining, sports, music, arts, leisure events and traveling are fit for the customers’ needs. 
However, there are some limitations existed. Firstly, those two magazines are being sold, neither in bookstores, nor in newspapers and book stands. It is rather difficult for customers to get one unless they go to certain places (restaurants, hotels, airports, etc). Although there are electronic versions published on their websites, there still are many disadvantages of reading e-magazines. For example, one has to download the e-magazine if s/he wants to read it without internet access, and most of the time, require a specified player to open it. Therefore, unless one enjoys turning virtual pages online with IE browser, s/he has to download, install the player before open e-magazines and moreover, has to master how to use the player to view the magazine (turning on/off the music, playing videos inside etc.). It not only consumes time, but also demands a bit of technique, not to mention, most of the cyber citizens are not professionals. In addition, a Chinese business economist Fang Jun did his research on viewers of e-magazines; he indicates that the circulation numbers of e-magazines have been grossly exaggerated (Fang, 2007). In consequence, it is not convenient to get access to those magazines. Secondly, the contents of those magazines are rather limited to certain group of people. Not necessarily every foreigner in Beijing likes to hangout, dine out or go to clubs. It’s lacking of cultural and traditional side of Beijing, as well as what the real local life looks like. 

Other than magazines, there are books introducing Beijing in the market. In order to get an overall idea of FY’s competitions in book market, I have conducted an interview (transcript of the interview is presented in Appendix Ⅱ) with the owner of the bookstore for international students at the Capital Normal University (CNU, which currently has more than 1800 foreign students on campus) in Beijing. According to her words, there are lots of guidebooks-like in the market nevertheless, there is still market potential. Students, especially, those new-arrival students need guidebooks. It seems like that books with specific focuses are more likely to be sold. Ms. Li, the owner of the bookstore says that the general guidebooks are not including information that foreigners really looking for. Books with specific topics are more useful and closer to daily life. Particularly, for students who at least would spend months in Beijing, need to know the real local life, where the locals go have dinner at, go shopping at, and have fun at. They don’t really need to know the historical sites, or scenic spots, which can be easily found through internet. Locals’ life has not yet been summarized in one book. What foreigners really need is a guidebook to tell and help them adapt into Beijing life, and even be like a real Beijinger. 
Additionally, although the price of books in foreign languages is overall higher, it is still acceptable to the customers, as long as it is not over 100RMB with an attractive design and useful information. All of the guidebooks from that store are priced over 40RMB. It implies that if FY could offer a high-quality guidebook with more competitive price, it could actually have a foothold on the market. The Intercontinental Press and Ren Kou Press are the biggest publishing houses to make books in foreign languages with high quality. They both concentrate on guidebooks with specific topics. Rather than competing with big presses, FY is better to put its focus on making general guidebooks, not to mention the fact that there is not any dominant one in the market. What FY needs to consider is how to make the general guidebook useful and stand out.
3.2.2 Competitors of website

There are lots of websites on the internet which target to foreigners who are interested in China. On the basis of what I have analyzed from the questionnaire, ‘thebeijinger.com’ and ‘Chinadaily.com.cn’ are the most famous and popular ones among foreigners in Beijing. In consequence, it will be really helpful to analyze the successes of these two websites. 
Chinadaily.com.cn
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Chinadaily.com.cn is one of China's top nine news portals at state level, boasts a loyal elite readership worldwide and serves as a cyber bridge connecting China and the world since its initial launch in 1995. The website consists of, after a large-scale 2006 face-lift, three major sections: English Portal, World Online, and English Study, and includes more than 50 sub-sites and over 300 columns. (“About Chinadaily.com.cn,” n.d.) 
· Target visitor:

The website has set its target visitors on the one hand, as people from all over the world who are interested in China in any aspects, particularly those who are currently staying in China or planning to go to China in a very short time. In the meantime, on the other hand, Chinese who wants to learn or improve English language, interested in International affairs, or are active on English community are also part of its target. The website has been trying to make itself becoming a platform for visitors and guide them into China and the world. 
· Content:

It provides all big events at home and abroad, which are enriched by editorial and news analysis from unique viewpoints. It also includes Culture, City life, Forum, Olympic, Entertainment and Lifestyle sections. In Addition, visitors can find reports of international affairs in a timely and professional manner and analyzes world news in-depth with exclusive columnists, opinions and editorials. Not to mention other comprehensive sub-sites, such as Weekly Focus, China Central, World Report, Opinion, World Headline, Defense News and Voice. Furthermore, there is one active online community where people can discuss and give their opinions about news they are interested in, as well as find information about current event in different cities and living TIPs of rental, employment, etc. All the information provided are clear, concise and coherent, since Chinadaily is famous for its highly professional regiment of journalists and editors. All the articles look well-organized and edited, there’s rarely grammar or spelling mistakes. Contact information are well-presented and easy to find. 
· Appearance and web-design:
Firstly, the Russian blue as the dominant hue makes visitors feel safe and comfortable, and most importantly, it appears to be professional. Whereas it also makes me feel boring and serious if I stare at the pages for more than 30 minutes. Secondly, all the texts are easy-to-read and well structured. However, some pages are stuffed up with too many texts; it somehow makes people confused and hard to locate what they are looking for. Thirdly, the composition of graphics in all pages is clear and graphics themselves are in good quality. Moreover, even though it suggests users to browse the website with a browser with 1024*768 or higher resolution. It works properly with the lowest-common-denominator browser. Last but not least, there are no advertisement popped up when visitors open both the homepage and sub-pages. Layout of all the ads is ordered, yet visible. At the same time, I found the website design somewhat boring to me, there is no exaggerated color or layout, and everything seems a bit too serious if the visitors browse the website for relaxation, and information. The community and bulletin board pages are full of texts and new topics, and it appears to be excessive. Visitors can hardly identify where the hottest topices are. 
· Technical functions:
The website, first of all, loads quickly. It won’t take you much time to visit sub-pages, videos, flashes, etc. Second of all, it’s rather easy to navigate, all the buttons are clearly presented and visitors are able to find information they need, most of the time, in less than 3 clicks. The FY team has visited the websites all the time, there has no broken links or cannot be displayed images been found. The website can be easily used by both computer novices and high-tech professionals, since it is convenient to use. 
Thebeijinger.com
[image: image5.jpg]Thg@a’)é’\n@&ﬁcom




Thebeijinger.com, unlike Chinadaily.com, is a community website, at the same time, the online counterpart to ‘theBeijinger’ magazine which is a leading monthly print English language publication in Beijing (which I have mentioned during the previous part). It is built around free classifieds which are a user-driven section of the website. Until now, there are 68,458 users has registered to this website and over 2.5 million page views every month. (Jaydub, 2009)
· Target visitor:

Thebeijinger.com is targeted at English-speaking expats in Beijing, China, most of the time, are students, business people, either for short- or long-term. Those people who need updated information of living in and traveling in Beijing in every aspects. 
· Content:

Thebeijinger.com is, as I mentioned above, built around free classifieds, together with other user created content, for example, forums and events, as well as contents provided by the editorial staff of the Beijinger.com as blogs. Other fun parts includes photo gallery, etc. Information provided here is much closer to everyday life in Beijing, visitors are able to do things such as, finding language partners, making friends, finding rooms to rent, searching for available internships or employments, trading staff on online flea market, and looking for the hottest spot to hang-out at in Beijing. It is a virtual platform for foreigners in Beijing and helps them to adjust their life in Beijing easier and faster. 
· Appearance and web-design:

Thebeijinger chose red when they designed since the very beginning; I personally like the color, since it well represents China and it reflects the energy and passion about living in such a dynamic city like Beijing. It is powerful and attention-getting. However, it may make people feel anxious if looking for long time, since red is such a strong color. Speaking of texts, the website seems to put too much information in every page. Although the usefulness of the information is somewhat covering up the excessive texts and lacking of graphics, it can be difficult for users to locate what they look for. 
· Technical functions:

Because of the fact that this website is mainly user created, the login and ad-posting system are considered vitally important. It is rather easy to manage users’ own activity, such as posting ads, posting events, receiving responds from ads, etc. To use the forum is very simple as well. 
Conclusion: 

The two websites I have mentioned respectively are both very successful. The amounts of registered users, active users and page views can fully prove their successes. Here I have reached to several points which I believe have been key factors to success. First, the content and information provided on the website has to exactly meet what the target visitors’ need. Two websites consist of extensive reliable information which have been updating regularly for their respective target visitors, even though they both have problem of filling up too many info in one single page. It indicates useful, concise and dependable information help hiding the layout problems, yet certainly insignificant ones. The forums and community of both websites are far more active compare to other English-language websites in China. Especially, thebeijinger one, it suggests that not only the community has to be organized by moderators, but also has to be full of updated info and interesting topics published by moderators. In terms of web design, it is important to be clean, clear and relatively good fit in different browser windows. In the meantime, it is also crucial on background design and dominant hue choosing. The main color will define the mood and emotions of visitors, the duration that visitor viewing the page, as well as represent the image of the website itself. Speaking of technical function, a good website has no broken links or cannot open images, as well as it loads quickly. It is very important to avoid possible programming errors and make sure that every visitor, no matter is a novice or high-tech professional, can easily use the website. Furthermore, it has to be easy to navigate, it is better if users can find what they look for within 3 clicks. Additionally, some other things also need to be avoided, for example, unnecessary pop-ups of ads, most people find annoying when it comes out too much; and looping sound effect or music which cannot be turned on and off by the visitors (unless there is a obvious instruction on the page showing visitors how to turn on and off.). 
All in all, they are strong competitors in the market, thebeijinger is more specific than Chinadaily and more like a direct rival to what FY is going to do in the future. However, the market hasn’t saturated yet. There is definitely room for good websites to develop as long as they offer something new and useful to the target group. 
3.3 Market analysis

3.3.1 Overall size and growth
For the publications, according to the figures published by the Exit & Entry Administration Bureau of Beijing, there are over 64,000 foreigners in Beijing for long-stay (usually at least for a year) until the year of 2006 (“The number of foreign residents in Beijing has been rising in these years,” 2008) and the number is still rising year after year. Most of them are students, business people, foreign journalists and staff members of foreign resident representative offices or foreign embassies etc. In addition, based on the statistics published by Beijing Tourism Department, until July 2009, the number of inbound tourists is 2.21 million; including more than 1.82 million foreigners have chosen Beijing as their travel destination. A 3% increase from the same period last year. (“Numbers of inbound tourists to Beijing during July 2009,” 2009)
Most of the people do research in any way before they leave to another country. Websites of destinations are, currently most popular and easiest ways to reach information. Guidebooks are as normal in next importance. Customers always expect updated information on all the latest food, lodging, popular places, etc, even though they understand no single guidebook can keep current on everything (normally reprint updated edition every year). However, a comprehensive guidebook provides exclusive information about must-go places, cannot miss food, and hint to get a good deal in particular shopping area. The habit of collecting information before departure is the main driving force behind potential sales. 
3.3.2 Profitability

Competition are intense yet there has no clear dominance existed in the market. All the publications are basically have the same contents, which are historical sites and scenic spots, food and drinks, hotels and transportation, shopping, culture. Moreover, most of the publications have the shortcomings: firstly, they more or less consist of inaccurate information (addresses, contact numbers, etc) due to irregular update; secondly, provided information is far away from local life, places mentioned in the book are tailor-made for tourists. There is so far no real living guidebook for long-stay group in the market. Compare to travel guidebook, the one target to the long-stay group of people, although target segment is rather small, is more profitable, and easier to stand out in the market, as well as convenient for the company to propagandize, since it will be ‘the very FIRST’ in the market. On the other hand, the website is going to be a long-term project. The competition is far more intense than the publication market. Furthermore, market leaders such as TheBeijinger.com, Weliveinbeijing.com are well-known among target customer group. 
3.3.3 Key success factors
In the first place, a professional editor team is necessary, since content is the most influential factor for both publications and website. Information-collecting as the foremost step of making the content, is the most important task for the editor team. Due to the fact that FY is a start-up company, and cannot afford extra human resources, people who in charge of content have to be sharp-sighted and precise in the newest information in Beijing. 
In the next place, design is another key factor to success. As the publications and website both theme at the city of Beijing, the overall design has to be representative, and have the effect of reminding people of Beijing. Color, composing, and image-choosing are all important factors. 

Other than the abovementioned, distribution channels are vital to FY Corporation, in particular, publications. This can be changed due to the product quality and pricing. 

3.4 Environmental analysis

3.4.1 Economic 

The persisting economic downturn since last year have taken its toll on inbound tourism, especially the numbers of tourists from America and European countries has been heaving and dipping by time. Many people have delayed their plan of visiting China. In addition, some tourists also have found difficulties in obtaining visas since they must form a group of more than five (“Beijing sees 20% drop in inbound tourists in Jan,” 2009). In addition, among more than 64,000 foreigners in Beijing for long-stay, a big amount is from Asian countries, especially from Korea and Japan. Since last year, due to the depreciation of the Korean Won and most of the Asian currencies, lots of Asian international students have chosen to leave China (most of the Asian students receive money from their parents in order to continue study abroad). However, with the economy gradually recovering lately, number of return has been rising. Moreover, people start to care about price of guidebooks and take more time to compare. 
3.4.2 Technological

There is not yet any prominent technology coming up at present in publication market. However, new technologies have been developed in order to prevent website from intentionally attack. Besides, more advanced programming language can help with the design of the website. 
3.4.3 Government

There are particular rules of book publishing in China according to General Administration of Press and Publication of China. The Regulations on Publication Administration prescribes the ways and means, approaches precautions, etc making a publication from scattered paper materials into finished product. However, making a book requires the cooperation with publishing company, where author can get ISBN number for the book. In the meantime, the publishing company will be responsible for the publication and ensure it go through the procedure of national publication examination and approval. Author (here it refers to FY Corporation) can contact the publishing company and hand over the writing as a contribution, the publishing company will then take charge of everything from offering ISBN, editing, printing, and sales, at the same time, author benefit from 4%-8% copyright royalty, plus possible reprint income and other related product, for instance, related audio or visual products. Although this may take time, as publishing companies need time to evaluate market potential and vendibility of the writing, this, in the meanwhile save the pre-investment, since the publishing company invest money to selected works. Making publication via publishing company is currently the only way. In terms of e-book, e-magazine, and web installation there has no related regulation being published yet as long as the content is allowed by law. 
3.4.4 Sociocultural

As I mentioned in the above section, most people do research before they leave to another country, despite of either for short-term travel or long-term stay. It shows, as well, in the questionnaire I have conducted among foreigners in Beijing, that foreigners use websites and publications, such as guidebooks as their information sources. 

Guidebooks, as a matter of fact, all the foreign language books are relatively high in price compare to Chinese publications. For example, a normal guidebook of the city of Beijing for Chinese is priced mostly between 25 to 35RMB, whereas with a language changing, it can be priced around 50 to 70RMB, sometimes even 100RMB with the same quality. This may not affect the decision making process when travelers and tourists purchasing guidebooks, since even 100 RMB (about 10 euro) for a full-color, coated art paper printed publication is rather cheap and fair to most of the foreigners. However, to those foreigners who have been staying in China for over 1 month or longer, as they start to get used to the normal living expense in Beijing, over 70RMB for a book will be much too expensive and unacceptable. This might be a reason to explain why there is no single living guidebook for long-stay foreigners. Not only because they search for information that is different from tourists, therefore brings plenty of extra work to authors and publishers while collecting; but also they expect fair price, yet all authors and publishers want to make big profit out of foreign language publications. 
4. SWOT analysis

	Strengths
· Small group of people with professional knowledge and working experience and they are all recently graduates from Beijing with passion. Easy on management and decision-making.  
· Relatively strong Guanxi (social network, relationships) resources with publishing company and influential individuals.
· Convenience of information collecting. All members are originally from Beijing, therefore, personal knowledge and experience can be used.
· Understanding of foreign community, esp. the student community in Beijing.
	Opportunities
· There has no single living guidebook for long-stay foreigners; the market is wide-open with no competition. 
· Foreign language publications in Beijing are not good enough in terms of content. And the price is high. There has no dominant publication leading the market yet.
· There are big amount of people coming from all over the world to Beijing for traveling, business and other reasons. Market potential has been always existed.  

	Weaknesses
· Shortage of human resources.
· Limited capital
· Relatively lacking of experience
· Brand image is barely recognized by the foreign community and in the industry in Beijing as a start-up company
	Threats
· High recognition and reputation of competitors among target customers. Especially, speaking of the website, the competition is intense with influential websites.
· Publishing company might put the book undergo considerable revision, it may not be published as it supposed to be. 


I have reached few conclusions to summarize the SWOT matrix. Firstly, the fact that 5 members who were born and raised in Beijing and understand the foreign community, esp. the student community in Beijing, have laid a relatively good foundation for making the publication and website. The internal strength of collecting most updated, most useful and most fun information, matched with the external opportunity of wide-open market. Customers need publications that contains information they interested in, need and curious about, yet with a fair price. If FY Co. put brand image cultivating superior to making money as their first project goal, reasonable pricing can be a significant competitive advantage to it. In terms of the website, since the competitors are rather strong and market is nearly saturated by many websites with the same content and functions, FY has to create something new, no matter in design, function or content. Lacking of human resource may extend the time of finishing the products. And limited capital can lead to sacrifice in quality. 
5. Recommendations

5.1 recommendations on the publications

Based on the plentiful research shown in the previous chapters, I have concluded several recommendations. Firstly, with no doubt, the market has potential; even though there are large numbers of foreign language books have been published. Most of the guidebooks on the market contain the same content, with partly old, imprecise and unattractive information, and are sold with a price over 50RMB. Even though there are leading publishing companies launch new books and maps in certain frequency, all their books follow fixed patterns. There is nothing that steps outside of the box and the old pattern of foreign language books. Matter that more noteworthy is that there is no such a publication is tailor-made for long-stay foreign residents in Beijing. They need guidance as well, but than in a higher level. They know the city better than tourists and businessmen on trip. They can be lived here for 15 days, a month, a year or whole life. They may speak not bad Chinese. They expect to explore the city in much deeper sight. They do spend money on information collecting, and an ordinary guidebook for novice tourists then is no longer fulfilling their needs. If FY Co.’s publication has the information they need, there is definitely potential to be profitable. 
Secondly, the content is core for this living guidebook which targets at long-stay foreigners. Compare to visitors, foreign residents put more focus on living than touring. Basic information of sightseeing can be cut and reduce to a small part, since most of them have already been to the most famous. The content should be more concentrate on covering topics related to live a colorful life in Beijing. For example, instead of giving information of the most famous restaurant of Beijing, there should be the most popular restaurants (at present when information is collected) among local beijingers, with reasonable price and goluptious food. Or replace the ‘shopping area for tourists only’ information to exclusive news of cool and prevailing boutiques hidden in the center of the city. Below I have listed the possible topics it should include in the living guidebook:
· Sightseeing review

· Food and drinks 

· Shopping downtown

· Housing (replacing the hotel part of usual guidebook for tourists, it can includes housing agency info, useful website, etc)

· Nightlife 
· Living TIPs (in this part, readers can find information about transportation, medical care, education (Chinese language school, etc), etc)
All the information should be given in text, photos and maps if it’s necessary, so that readers do not need extra reference books. Once readers start to look for a particular advice from the book, they will find it easy among the myriad of quality, easy-to-read information. What this book is trying to achieve is to make Beijing, a fun, comfortable, diverse while adventurous city to live in. This book has to be the definitive and ultimate living guidebook for long-stay foreign residents. FY has to pay attention to all the details. Contact information in guidebook is very important, such as address, phone numbers, opening hours, etc. therefore, it has to be presented precisely in both English and possibly Chinese characters, especially the addresses. So readers can just carry the book, hail a taxi, and embark on an adventure. 
Thirdly, the design has to be stunning from the cover till the last page. Color and composing have to be consistent and at the same time representing the city of Beijing. Below I have designed a sample cover and back for the book.
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I have chosen red as the dominant color since it not only draws attention, but also represents fortune and luck in Chinese culture. The subtle pattern of auspicious clouds in the background makes the color red less aggressive, Moreover, I used the ‘京’ (Jing) character designed for Olympics and a facial mask of Beijing Opera to represents Beijing, as a perfect combination of modern and tradition. 

I suggest the book be named Jing Flavor (‘京味’, Jing is the abbreviated form of Beijing). It can imply different meanings, such as the flavor of Jing-style food, the flavor of Beijing culture, or the flavor of Beijing styled life. It leaves the readers to define what and how exactly the Jing Flavor is after their experience in Beijing with the advice of this book. The Jing Flavor guides readers when, where, what, how to experience the real Beijing and make them live more like Beijingers. 
Last but not least, pricing and marketing. I went to one of the publishing company within FY’s network, and below is a rough budget they have calculated for the publication. 

The approximate cost per book is 10RMB plus the costs from the FY side, which makes around 20RMB per book. As the fact that most of the foreign language book is at least over 50RMB on the market, FY can therefore, price its first publication around 35-40RMB. It is not too low to bring second thought to the readers to doubt about the quality of the book, yet not too expensive to frighten them. 

Other than the living guidebook idea for the long-stay foreign residents in Beijing, FY also has a plan to do travel guidebook. Considering the fact that competition is more intense in this area. Many big publishing companies have been publishing foreign language travel guidebooks. Even though they are not good enough, and rather repetitive in terms of content, it is hard to stand out among big numbers of choices. It requires more capital to propagandize. Having in mind the current capabilities of FY Co., I propose to concentrate on the living guidebook as a start. Use its high quality and uniqueness of content not only attract readers, but also build brand image and make the Jing Flavor memorable. The travel guidebook can be published as a follow up, and the second in the Jing Flavor series. There can be a third, or a forth one to focus on other aspects of Beijing and target on different group, and in the end to make Jing Flavor a real series, a brand name, not just one single book. 
At the mention of marketing and sales, Guanxi (Social network, relationship) plays an important role. I have been to one of the publishing company to discuss about the budget of the living guidebook, they promised if the content and design of the book up to the standard, they will definitely publish it since the potential market is big, and it meets the customers’ need. Publishing company has its own way to propagandize its products and in the meantime, FY can find a way to cooperate with them, in order to promote its website, possibly by putting a flyer or card in the book package with the website info on it. 

5.2 recommendations on the website

Competitors are doing very well in the market, for example Beijinger.com and Chinadaily.com, as I analyzing in the previous chapter, attracts large numbers of viewers and registered users. Customers know their brand existence and rely on them. However, there isn’t a website with comprehensive information of Beijing in the market yet. Majority of the successful foreign language websites of Beijing are user-driven, and were built on communities, forums, blogs, classifieds. They are look more like a virtual platform for users to exchange and share news, information, and experience. It offers FY an opportunity to make an all-sided website that includes user-driven sections. The website provides viewer a platform where they can not only exchange and share information but also get daily news, general knowledge of Beijing, etc. It’s more or less like a well combination of ‘Beijing daily’ and ‘Thebeijinger’. 

In accordance with the book ‘Jing Flavor’, the website can use the same name and Logo. It can be a good promotion for the publications. The design should be somewhat consistent with the book, as shown below is a sample front page of the website:
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I have chosen neutral colors grey and white to counteract the visual impact of red and make the website more dynamic and professional. The color of white, black, red and the combination of white and black—grey, respectively represents the spirituality, sophistication, energy and maturity of the city. 

In addition, few things need to be avoided. First, all the registration has to be free and easy to process. Making people feel comfortable while viewing the page, once they find information they need, the website will be saved in one of their favorite bookmark lists. Second, no advertisements floating all over the page, or pop up whenever subpage opens. Arrange advertisements in visible place of the website and make the shape and form conform to the web design. Third, avoiding possible cannot open images, cannot play videos, and other errors (for example, spelling errors in articles, composing errors, etc.)

Speaking of the budget, the cost of making a website is highly fluctuating. A website domain is about 300-500RMB and the cost to host the domain can be as cheap as less than 100RMB per year. However, there are much more to consider, such as how much traffic can have per month, speed, website design storage space, mysql (free database) and more. As in FY Co. there are only two people who understand technical knowledge, it can start with a basic website with registration system, user-driven sections which are forum and classifieds. It costs less than 1000 RMB to start. And it can expand its services by the time FY is growing,
FY can promote its website through little events. There are thousands of bars and clubs in Beijing, most of them are located in areas where are full of students, foreigners, the white-collars, etc. they hold regularly live concert or event every month or twice a season. FY can search for cooperation with bars or clubs, located in area where foreigners always go for fun, for instance, Wudaokou, and SanLitun. Even hosting an event for 30 minutes (a part of an event, can be a game related to Beijing culture, a traditional Beijing-style food testing, etc), including 30 seconds of playing a small video about ‘Jing Flavor’ can be really helpful on promotion. 
6. Conclusion

One needs three things to create a successful startup: to start with good people, to make something customers actually want, and to spend as little money as possible. Most startups that fail do it because they fail at one of these. A startup that does all three will probably succeed. (Graham, 2005) 
Five passionate, well-educated and recently graduated university students, although they may relatively lack of experience in the industry, they have the knowledge and determination to be successful. The publication and website are their first project as well as actual products. Considering the analyzing and research I have conducted, the idea of living guidebook is definitely meets the customers’ need, as well as a precedent in the market since no one has ever made one so far. The content has to be at all times focus on living a life in Beijing, and has to cover all the topics needed to long-stay foreign residents. Further research is necessary to make this book definitive. Design is vitally important as well, as packaging gives readers first impression. From cover to the last page, it has to be consistent and stunning. Price is always the key influential factor when it comes to shopping in China, a comparatively low price with good quality can bring FY a strong competitive advantage, as well as cultivate brand awareness among customers. The travel guidebook can wait a while as the second one of the ‘Jing Flavor’ series, since the current competition is intense and the brand awareness is rather low. 
With regards to the website, the content has to be regularly updated, and well-organized. A coherent design along with the publication can efficiently emphasize the brand image. Free and open user-driven sections together with free registration system, such as forum and classifieds, provides users a platform to exchange and share information and experience. Comfortable platform and interesting information can increase the number of registration users and traffic, which may ultimately leads to ads revenue and others incomes. 
Due to the limited capital, the first project does not involve major investment. FY should focus more on brand image building and cultivating among customers then making big profit. It may not make big money in the first year; however products like the living guidebook may benefit from republication, and other matching products, such as DVDs, Maps, etc. And the website may start offering other service in the future. 

When thinking about FY’s project, it is doable. Hard, with only five recently graduates and limited capital, but doable. They should definitely go with their plan. The products have potential to be popular and profitable in the market. A startup is not necessarily something you have to know about ‘business’. It is all about building something customers love and spending less than you make. 
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Appendix Ⅰ 

Questionnaire Ⅰ (sample form)

What do you expect from a living guidebook and a website?

I am Sophia Zhang, final year student of The Hague University in the Netherlands. I am currently working on the marketing research for FY Corporation for my final paper. FY is a newly established company which mainly engages in media and publishing industry. It is going to make its first publication which is the guidebook particularly for foreigners live in Beijing and in the meantime build up an official website with online foreign community, information, etc. 

FY would like you to fill out this questionnaire to help making the products better. It will only takes you 5 minutes, and will be conducted completely anonymous. Please tick the box next to your answer and thank you so much for your cooperation!

1. What is your nationality? ________________

2. What is your profession?

· Students

· Business people

· Other professions ________________

3. How long have you been staying in Beijing?

· Less than a year

· 1 year to 3 years

· More than 3 years

4. Have you ever bought publications (books or magazines) in order to get information of Beijing after your arrival?

· Yes, please name the publication ____________________________  (Go directly to question 6)
· No

5. Why didn’t you buy any of the publication? (Please go directly to question 8 after answering this question)
· The content is unattractive and useless and it is always information for foreigners. I want to know the real Beijing and place where the locals go. 

· I can get all the information on internet, there is no need to buy a book or magazine

· The price of English publications is much higher than normal Chinese publications

· Other reason please indicate: __________________________________________

6. Where did you buy those publications? (You can choose more than 1 option)

· Bookstores of universities in Beijing

· Bookstores in the street

· Airport or train station

· Books and newspaper stands

· Publication area in big super market (e.g. Wal-mart, Carrefour, HuaLian, Wu-mart, HuaPu etc.)

7. To what extend do you think those publications are useful?

· Very useful, I got all information I wanted from the publications

· Barely satisfactory, some of the information are useful to me

· Not so useful, I hardly got any up-to-date information

· Not useful at all. 

8. Speaking of the content of those publications, what is your least satisfied?

· Some of them are out-of-date, e.g. numbers, addresses etc.

· It is all boring information of scenic spots and historical sites, hotels etc, as I live in Beijing, I would like to know more about the local life, for instance, where the locals go for fun, what do the locals eat or how the locals spend their leisure time? 

· Other ____________________________________________________________

9. Please rank the following factors from 1-4 (1 means the most influential factor and 4 means the least) that influence your decision on purchasing guidebooks. 

· Content

· Price

· Publication design (e.g. in full color, cover page design, typesetting etc)

· Size (if it is convenient to carry)

10. What kind of information is you looking for from a living in Beijing guidebook? (You can choose more than 1 option)
· Basic information (demography, geography, history etc)

· Scenic spots and historical sites

· Food and drinks 

· Traditional culture (Beijing opera, manners and taboos etc.)

· Living information (transportation system, rental information, shopping area etc)

· Surviving Chinese language

· The real Local life, for example, places where Beijingers go for fun, go shopping at and eating at etc. 

· Others _________________________________________________

11. What do you think is a fair price for a living in Beijing guidebook? (in full color)

· Less than 30 RMB

· 30 to 50 RMB

· More than 50 RMB

12. Have you ever searching for information of China through internet?

· Yes

· No (Please go directly to question 16)
13. What kind of information did you search for? (You can choose more than 1 option)
· Daily news

· Living information (transportation, maps of the city, shopping locations, job information, rental information etc)

· Basic information (e.g. geography, history, politics, etc)

· Place of interests, famous historical sites and must-go places of different cities

· Chinese food and drinks

· Chinese traditional culture (e.g. chinese opera, embroidery, manners and taboos etc.)

· Chinese language

· Others ____________________________________________

14. Is there a particular website that you always visit when you looking for information? 

· Yes, please indicate the name of the website and how often you visit it:

Name: ______________________  How often: ___________

· No (Please go directly to question 16)
15. What do you like the most about the website?

· Abundant and useful information

· Active forum and online community

· Free membership registration

· Design 

· Others ______________________________________________________________

16. What do you expect from a website for foreigners? 

· An active online community or forum with place where people can share information, exchange experiences of living in and visiting china, and make friends. 

· Abundant information of china that are updated regularly

· Free registration

· Nice web-design 

· Others _______________________________________________________________________

17. Please check any of the following website if you know  (You can choose more than 1 option)
· Thebeijinger.com 

· Weliveinbeijing.com

· Laonei.com

· China.com

· Chinadaily.com.cn

· Echinacities.com

· Hellochina.com

· Hereischina.com

· China-guide.com

· Chinaguide.org

Thank you so much for completing this questionnaire!

Appendix Ⅱ 
Transcript of interview with Ms. Li, the owner of bookstore for international students at CNU

Interviewer: Meng Zhang
Interviewee: Ms. Li
Duration: 10 minutes

Date: 10-July-2009
Meng Zhang: Good afternoon, ma’am. Before we get started, I would like to introduce myself first. My name is Zhang Meng, and I am a final year student at The Hague University, the Netherlands. Currently, I am doing my final paper research for FY cooperation on the topic of the book market of foreigners in Beijing. I would like to take you 10 minutes for few questions. 
Ms. Li: Sure, I’d love to help. 
Meng Zhang: What kind of books the bookstore is mainly selling?
Ms. Li: We have been selling books of different kinds, including mainly Chinese-teaching books, because it’s in the university, and guidebooks of Beijing, like best 100 restaurants to go in Beijing, Park tours of Beijing, the official guide of Beijing, etc, as well as books introducing China, such as Chinese culture, music, food recipes. Maps, dictionaries and references, and some English novels are also available here too. As you can see, we’re not a big store, yet we have over 50 kinds of guidebooks or travel manuals, and more than 100 types of Chinese language teaching books on the shelves. Oh, but we only sell books in foreign languages, except the Chinese-teaching, mainly in English.
Meng Zhang: Indeed, I can tell although the store is not big, but it’s full of choices. So, how do the sales go? Is there a best seller book of all the guidebooks selling here? 
Ms. Li: We do not make big money from selling books, they are students, and as you know, books in foreign languages are expensive. However, we have money coming in everyday. There is definitely potential to make big sales, students, especially students on their new arrival need guidebooks, since most of them do not know any Chinese to be their guide. They normally, buy maps in the beginning and, there is one particular book really attractive to them, which is called ‘best 100 restaurants to go in Beijing’, I have sold 20 of them this month. Students seem all keen on trying Chinese food. 
Meng Zhang: What do you think of the ‘100 restaurants’ book then? Are there any particular standards when it comes to stock the bookstore with guidebooks? 
Ms. Li: Choosing the right book is really important to my store. I have to choose what appeals to foreign students. Yes, there’re standards. As for guidebooks, it first, must be in foreigner languages, better in English. Second, it has to be in full color with lots of pictures. Foreigners find boring if a guidebook is fill up with words. And most importantly, the content of the books, it has to be updated with possible contact info. I found out that if one book is focus on specific topic, is better than everything mentions a bit. What I mean is if there is an official guidebook of Beijing, and there’s a dining guidebook, or a nightlife guidebook, or a shopping guidebook, foreigners more likely to buy the specific one. Because the specific one is more detailed and there’s so far, at least, in my opinion, no such a book that includes what foreigners really want in official guidebooks. 
Meng Zhang: What about the price? Does your store ever offer discount?
Ms. Li: No, we sell all books with their published price. And there’s no discount. Even though they are expensive, they have better quality and offer better information. Foreigners feel ok with it. Most of the books are between 40-100RMB. However, if the books cost more than 100 RMB, it’s a bit overpriced for foreigners. 
Meng Zhang: Well, I think I’m start get an idea here. But I still have one more question. 
Ms. Li: No problem, go ahead.
Meng Zhang: How did you purchase those books in your store? I mean where did you purchase them? Do the publishers or companies who make the book come to you?
Ms Li: I have several contracts with few big publishers, for example, the Intercontinental Press, and Ren Kou Press, since they have nice books coming out every month. And some small publishers come to me every now and then as well. They normally bring sample copies of their book to me. 
Meng Zhang: Alright, that’s all my questions. Thank you very much for your time. It really helps a lot with my research.
Ms. Li: Glad to help. Good luck!
Meng Zhang: Thank you!
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