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Abstract: 
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Geographical barriers 
China is a country of vast geographical scope. This makes it hard for foreign countries to 
organise cultural activities outside the biggest cities. Therefore, cultural penetration 
throughout China is a major issue for many European Member States. Geographical 
distances also mean that the demand for culture (and for foreign culture in particular) 
varies.  
 

Beyond borders 
 

Sometimes, EU Member States’ promotional activities can reach smaller towns generally 
excluded by the European cultural programmes. It happened with the French festival 
‘Croisements’ involving the town of Kashgar, with 220,000 inhabitants, in the Xinjiang 
Western province. 
Whereas in big cities such as Beijing, Shanghai, Guangzhou or Nanjing, foreign cultural 
activities can find their audience only if they propose the ‘best of’ the national culture, in 
the 2nd tier cities and the smaller cities, audiences are less demanding and easier to please 
because there are fewer cultural opportunities. 
 
 
Administrative barriers 
The first obstacle that foreign organisations meet is the centralised decision-making 
process that characterises China. Chinese arts governance requires every decision to be 
taken at the highest levels of the administration and this usually creates unwanted delays. 
 
Globally, European Member States’ organisations find the procedures cumbersome: many 
different documents are requested from the Chinese authorities to get a licence, and visa 
and customs clearance procedures are difficult and rigid. In the cultural field, practices 
differ: Chinese cultural centres ask for a booking fee for the use of the venue and 
equipment. Some venues even charge for the costs of obtaining the permission from the 
Chinese authorities (around RMB 10,000 /venue). Furthermore, Chinese venues do not 
usually pay artists’ honoraria. 
 
Legal barriers 
Legal impediments arise from the different expectations that Chinese and European have 
about the significance and value of a signed contract. In Europe, a contract is a document 
setting down once and for all the mutual duties and rights of each party; for the Chinese 
however, a contract is never fully closed but remains open to modifications and 
renegotiation. This conflict in perception can sometimes affect transactions. 
 
Linguistic barriers 
Managers in the Chinese venues (especially in the countryside) usually do not speak 
English. The websites of institutions and venues are either only in Chinese languages or 
carry very little information in English. Direct communication is therefore impossible and 
cultural exchanges are dependent on translators and interpreters.  
 
Cultural barriers 
There are two ways to understand cultural barriers: first, as obstacles derived from a 
different culture and history; secondly, as a difference in the practices that prevail in the 
cultural sectors. 
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The first type of cultural barrier comes from the ignorance of each other’s culture. First and 
foremost, Chinese perceptions of Europe are generally confused, with little awareness of 
the distinctions between the different countries and even between Northern and Southern 
Europe. Few European countries stick out from this general perception: Italy, for instance, 
is a country that the Chinese respect for its major cultural heritage. The Cultural Year of 
Greece in China has also boosted the interest of Chinese towards this ancient culture. 
Respect for ancient cultures is an essential component, triggering curiosity and therefore 
demand for information. Nevertheless, China is generally turned inwards, towards its own 
culture. 
 
‘Does ‘more European culture’ mean ‘less Chinese culture’? What kept 1.3 billion people 
together for 5,000 years is their culture: 5,000 years of common history, 3,000 years 
written history, an extremely unique, rich and difficult language, folk customs… Chinese 
culture can be seen as glue that keeps together the Chinese even when they migrate 
abroad. They form their own community, and are reluctant to learn the local language. 
Some Chinese cultural policy makers might fear that once the culture tie got relaxed there 
will be nothing to render unity. Will the Christmas lessen the importance of Lunar New 
Year? Will the global pop-culture totally efface the Kunqu opera?’ 

A member of European diplomacy in China 

 
The lack of a common historical and cultural background makes cultural understanding 
harder. For instance, to what extent can the Chinese audience understand a European 
historical theatre play? Cultural events’ organisation will certainly need to take great care of 
creating the proper context, which generally requires more work: for example, organising a 
tribute to Maria Callas in China is far more difficult than in Europe, where Maria Callas is a 
legend. In China, apart from an inner circle of music lovers, Maria Callas is not a cultural 
reference. 
 
As far as project management practices are concerned, expectations are different in 
planning and timescales as well as in working conditions for artists (e.g. rest days, health 
and safety). The way to conduct business meetings also differs and can bring about 
misunderstandings. For instance, Italian companies (small and medium ones, in particular) 
have to face an approach to business demanding patience, assiduity, trust, respect for 
codes very far from their own business habits and culture.  
 
Barriers in access to information 
One of the main needs of cultural companies wishing to deal with Chinese partners is 
information. Due to the aforementioned barriers (linguistic, cultural and administrative, in 
particular) and to political ones (see hereafter) access to information can be difficult. Large-
scale organisations often need the latest on-the-ground intelligence on contemporary 
trends and innovations, opinion formers and rising stars, potential sponsors, etc. Small and 
medium-size organisations need more basic information (about the sectors themselves, 
how the sector is managed as well as who the key players are). Information on 
opportunities outside of the main centres is also sought by some European companies. As a 
result, one of the most appreciated types of services proposed by European Embassies 
and/or national cultural centres in China is information on networking opportunities, 
assistance with brokering relationships, promotional support and professional development 
opportunities. 
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Political barriers  
 
Political barriers are embodied in censorship, copyright infringement issues and quotas.  
 
Censorship makes the procedures slower and prevents some artists considered 
‘controversial’ from obtaining a visa. Censorship is also one of the first hurdles all foreign 
films need to clear before they can get approval to be distributed in China.  
 
Copyright infringement is a main issue for many cultural enterprises wishing to deal with 
China. The music and film sectors are among the most affected by the widespread piracy. 
French music publishers, for instance, have postponed establishing themselves in the 
country due to piracy (web distribution as well as physical copies such as CDs). Pirated 
copies accounted for around 93 % of all film and video products sold in China in 2005, 
according to the MPA163. In 2007, the lack of IPR enforcement led to diplomatic tensions 
with Europe as well as the United States. 
 
Quotas regulate the import of foreign films. Only 50 foreign films per year can be imported: 
25 on a flat fee agreement, and 25 on a revenue-sharing basis. The China Film Group is the 
only agency allowed to import foreign films and generally the annual quota is mostly 
covered by US films. 
 

2.2.3.4. Promotional events  

EU Member States promote their culture in China in different ways and through different 
institutions (cf. 3.1). 
 
Events  
 
One of the most widespread forms of promotion consists in the organisation of events: film 
festivals, exhibitions, theatre plays, concerts, dance performances. These events can be 
promoted within a wider event such as a ‘Cultural Year’ (see above) or they can be stand-
alone affairs. Sometimes European countries prefer promoting a specific cultural sector by 
joining an already existing Chinese event. This is the case with film promotion: France, 
Germany and Italy all participate in the Shanghai International Film Festival even though 
France also organises an independent event called ‘Panorama of French Cinema’. European 
countries also find it effective to participate in Chinese trade fairs for cultural products (the 
Book Fair or the Architecture Biennale in Beijing for example). Generally, events take place 
in the main cities but in a few cases, long running cultural programmes include activities in 
2nd tier cities. It is the case of Germany, for instance, and it forms part of the plans for the 
future activities of the Italian Institute for Culture. 

                                                 
163  CMM Intelligence, China Media Yearbook & Directory 2008, 2008, p.91. 
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The case of film festivals: 

Creation of a national festival versus participation in a Chinese festival 
 

• Joining a Chinese Festival: the Italian choice 
Since the birth of Filmitalia in 1999, the promotion of Italian cinema in China has been 
systematically pursued. From the beginning, the decision was taken to concentrate the 
efforts on the Shanghai International Film Festival (SIFF), due to its ability to attract a big 
audience as well as film industry professionals. Over the past 5 years, Filmitalia has 
presented an annual selection of Italian films in Shanghai. Since 2006, a special ‘Focus 
Italy’ has been included in the programme of the SIFF. A delegation of Italian filmmakers 
and actors accompanies the films. Filmitalia also secures the Italian presence at the film 
market. Filmitalia’s initiatives in China are supported by the Italian Institute for Foreign 
Trade and by the Italian Ministry for Foreign Affairs since 2005. 

• Creating a national festival: the French choice 
The ‘Panorama of French Cinema’ was created in 2004 and implemented by Unifrance and 
the French Embassy in China. The festival is co-financed by the French Government, the 
Chinese partners and private companies. Each edition presents around 12 recent films, 
which are subsequently released in cinemas in 4 big cities. This event is organised in order 
to raise public attention to the French cinema and eventually to spread the French film 
culture throughout China. In an international film festival as large-scale as the SIFF, the 
risk is for national films to be drawn into a programme that is just too vast for these films 
to stand out. At the same time, only a Chinese event already benefiting from governmental 
support (such as the SIFF) can ensure a greater visibility. 
 
 
When part of a bigger event, each initiative is designed to be a piece in a mosaic trying to 
present a foreign culture in all its different aspects. In this case, the question sometimes 
arises as to whether to present the best of the traditions of each culture or its new, 
contemporary trends. The case of Italy is a good example of this dialectical tension 
between the present and the past. In principle it is not hard to promote Italian culture in 
China since Italy is known for its ancient culture, which the Chinese respect and wish to 
know better. At the same time, the challenge of an institution such as the I.C.E. – Italian 
Institute for Foreign Trade, is to change the image of the country, gradually evolving from 
the idea of ‘made in Italy’ to the more dynamic one of ‘Italy made now’. This is the reason 
why the I.C.E. has tried to promote new trends in Italian architecture and design through 
various activities. 
 
In other cases, European countries try to stress commonalities between their culture and 
the Chinese one. When planning their Cultural Year in China, Greek institutions engaged in 
a reflection on how to attract the interest of the Chinese community towards Greece. One 
of the directions taken by the organisers was to underline the common characteristics 
between the two cultures. This resulted in the organisation of conferences discussing 
Socrates and Confucius comparatively or the Acropolis and the Great Wall of China. An 
exhibition was also organised presenting costumes and masks of Greek tragedy and 
Chinese opera. 
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Student exchange programmes 
 
Many European countries implement scholarship programmes at University level. 
Sometimes they are linked to the Department of Foreign Languages of Chinese Universities 
(Chinese students learning a European language and wishing to improve their knowledge 
abroad); sometimes they are related to subjects other than foreign languages (e.g. Chinese 
students going to the Netherlands to study agriculture or water management). Scholarship 
exchanges are an essential tool to develop mutual knowledge and cultural dialogue as well 
as offering the basis for establishing international networks. 
 
Workshops, seminars and visits 
 
Some EU Members States’ institutions organise visits to their country either for Chinese 
professionals already working in the cultural sectors or for Chinese journalists. The aim is to 
raise awareness of the foreign cultural sector and to facilitate the dissemination of 
information (through the journalists’ invitation). 
 
Several European countries have organised workshops in China in the cultural sectors. In 
some cases, the workshops bring together groups of practitioners and policy makers to 
discuss topics of common interest and share their knowledge. It is one of the activities of 
the British ‘UK-China. Connections through Culture’ programme. 
 
The German ‘SKI - Stadtkultur International ev’, together with the Heinrich Boell Stiftung, 
have developed ongoing cooperation with the Architectural Society of China (ASC), 
organising German-Chinese symposiums and workshops on architecture and urban 
development.  
 
Advice 
 
Information provision and advice is one of the support activities implemented by European 
countries’ institutions, either via their Embassies, their cultural centres or associations. 
 
The United Kingdom ‘Connections through Culture’ programme offers this service to British 
companies wishing to find a Chinese partner or to develop their activities in China. The 
German association ‘SKI’ (see above), together with the API (Asien-Pazifik-Institut for 
Management GmbH) supports and advises architects and planners working in China and 
organises specialized programmes within the areas of architecture, civil engineering and 
management, for Chinese delegations. 

Mapping cultural institutions in China: a Dutch project 

The mapping project is a Dutch research conducted in 2007 by 3 teams working in Beijing, 
Shanghai and Guangzhou, each one with local experts in the fields of performing arts, 
visual arts, architecture and design.   

The aim was to map cultural institutions and people who could be interesting for - and 
interested in - cultural exchange with the Netherlands. Three reports have come out of this 
survey and they have been made available to the cultural sector institutes and foundations. 
The reports are intended for international cultural managers: they provide information on 
the curricula of cultural education in China, the Government policy framework, censorship, 
the evolution of each sector in the last 15 years (underground scene vs. official culture).  

The reports also give examples of effective and non-effective international cultural 
collaboration in order to explain why some actions failed while others were successful. 
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Financial support for translations 
 
European countries have sometimes implemented specific actions to support the translation 
of their national literature into Chinese. Publishing appears to be one of the sectors where 
European countries have focused their attention, due to the increased purchasing power of 
the Chinese in the past few years and the buoyant market for foreign literature in general.  

2.2.3.5. Promotional activities - effectiveness and impact 

As described in the previous sections, the typology of promotional initiatives in the cultural 
sectors is varied and reflects different specific objectives. In particular, a main distinction 
has to be made between the activities organised by cultural institutions (Embassies, 
centres for culture, foundations etc.) or by trade institutions (Ministries for Trade, etc.). 
The former have cultural objectives whereas the latter can use culture to bolster economic 
objectives. Raising awareness of foreign culture is the priority objective for cultural 
institutions, whereas, the economic ones see such awareness-raising rather as an 
additional marketing tool to develop economic exchanges164. 
 
The indicators of effectiveness vary according to which objectives are being pursued,. 
In the case of activities organised with the aim of promoting the awareness of - and 
interest in - a culture, the initiatives can be judged effective if they bring together a 
consistent number of participants/visitors/spectators and if a feedback is given in return, in 
the form of an increased interest in learning the language, travelling in the foreign country, 
looking for further opportunities to be in contact with the foreign culture.  
 
In the case studies’ countries, official assessments of these initiatives are rare and 
therefore figures concerning the Chinese participation are scarce. Cultural programmes’ 
managers usually talk about successful events gathering millions of visitors. As for the 
feedback, several cultural managers state that their Cultural Year has boosted interest for 
their culture (more interest in the country, in the possibilities to travel for study or tourism 
purposes, etc.). A further indicator of effectiveness is the number of art productions and 
companies the Chinese partners invite back on a business basis after the organisation of 
events financed by the European country. Some of the events organised proved effective 
from this point of view. 
 
In the case of activities organised for economic purposes, indicators of effectiveness are 
variable: if the European Member State’s brand was not at all known in China prior to the 
initiative, the first indicator of success is awareness created through the promotional 
activity. It happened for Italian know-how in the field of restoration, after Chinese visits to 
Italy in order to exchange on the topic of restoration techniques; it also happened in the 
Greek context, where the Greeks displayed their restoration techniques as part of the 
conference focusing on the Acropolis/Great Wall during their cultural year in 2007-2008. By 
contrast, in sectors where the preliminary work of promotion has already been done, 
effectiveness can be measured in terms of business generated (partnerships, contracts, 
etc.). When a brand is well established in China, results can be seen through other 
elements as well. For instance, in the field of architecture and design Italy can boast the 
existence of three Chinese editions of leading Italian architecture magazines Domus, 
Abitare and Area. 
 
 
 

                                                 
164  Cf. Introduction to the Study for more details on this issue. 



The Potential for Cultural Exchanges between the EU and Third Countries: the Case of China 

 105

 
Even though specific objectives can be different, there is no contradiction between 
initiatives organised by cultural and trade institutions. In general, for both political and 
economic decision-makers, European cultural programmes can be considered as a kind of 
‘soft diplomacy’ that paves the way for future partnerships and bilateral agreements. For 
example, in November 2007, just at the end of the ‘France-China’ years, both Chinese and 
French presidents signed 20 strategic agreements in the field of industry. 
 
For private partners and sponsors, cultural events can be an opportunity to demonstrate 
their skills in different sectors such as gastronomy, tourism, design, fashion etc. For 
instance, several private sponsors were associated to the ‘Germany and China – Moving 
Ahead Together’ programme: the Asia-Pacific Committee of the German Industry 
Federation (APA) as well as six official partners: Allianz, BASF, Daimler, Deutsche Bank, 
Deutsche Post World Net and Siemens. The German programme focusing on very populated 
but less known Chinese regions, it helped German investors to explore new areas for 
investment and cultural cooperation (e.g. Chongqing). 
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PART THREE. CONCLUSIONS AND RECOMMENDATIONS 

3.1. Conclusions  
The research results presented in the previous chapters and based on a variety of tools 
(interviews, data collection, case studies, analysis and conclusions) offer the opportunity to 
consider the potential for EU-China cultural exchanges in strategic terms. To this effect, a SWOT 
analysis is presented in this section. 
 
The SWOT analysis (Strengths - Weaknesses - Opportunities - Threats) is a strategy analysis 
tool. In this instance, it combines the study of the strengths and weaknesses of the EU-China 
cultural relationships with the study of the opportunities and threats to their environment. 
 

3.1.1. Rationale of SWOT analysis  
 
 Positive aspect Negative aspect 
Internal Factors Strengths Weaknesses 
External Factors Opportunities Threats 
 
 
Study of the strengths  
Strengths are positive internal factors characterizing the EU-Chinese cultural relationships, and 
which provide foundations for the future.  
 
Study of the weaknesses  
In contrast to the strengths, weaknesses are negative internal elements characterizing the EU-
Chinese cultural relationships, and for which key improvements can be made.  
 
Study of the opportunities  
Opportunities are the external positive possibilities which can be taken advantage of in the 
context of contemporary strengths and weaknesses. They are often beyond the influence of 
Chinese and EU policies individually considered (for example, the evolution of Chinese 
consumers' taste, the improvement of the Chinese economy, the increase of Internet trade).  
 
Study of the threats  
Threats are difficulties, impediments, or external limitations which can prevent or impede the 
development of the EU-China cultural relationships. Threats are often beyond the influence of 
Chinese and EU policies individually considered (for example, consumers avoiding EU cultural 
goods, evolution of the global international policies). 
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3.1.2. SWOT Analysis 

 
Strengths 

 

Culture as an economic tool is integrated in major Chinese 
policies   

Growth of EU MS public investments in cultural 
programmes in China and of EU private sponsors to 
support bilateral cultural actions 

Bilateral will to elaborate a common legislative framework, 
based on the existing cultural cooperation agreements 
between EU Member States and China 

The EC delegation to China and the Chinese authorities 
participated actively with EU MS to organise ambitious 
cultural events in the last years 

EU programmes dedicated to Third countries (Media 2007, 
Media International, Media Mundus) and/or specifically to 
China (Culture Programme) 

A complete and renewed Chinese IPR legislation 

China has joined important International Organisations 
(UNESCO, WTO) and is the second economic partner for 
EU after USA 

Chinese local and regional administrations as a new 
opportunity for developing cultural projects  

 

Weaknesses 

 

Lack of cultural contents, lack of innovation, poor overall 
quality  

Chinese cultural managers’ lack of production and 
management expertise. 

Strong protectionism in certain fields of culture (e.g. TV 
animation) 

China’s huge geographical distances and the scarce 
presence of the EU cultural institutes across the Chinese 
territory (except Beijing, Shanghai and Guangzhou) 

The cultural dialogue with the EU is not very advanced and 
is confined to mere statements without the implementation 
of any initiatives as yet 

The constitutional impossibility of reciprocity with the EU 
as an institution (culture is not an exclusive competence of 
the EU and remains in the Member States hands) 

Chinese red tape affects efficiency in the organisation of 
any cultural event 

Non-respect of contracts and weak and variable 
implementation of agreements and international treaties 

Lack of enforcement of IPR legislation discourages EU 
companies to operate and deal with China 

Heavy censorship and import quotas limit Chinese people’s 
access to EU cultural goods 

A lack of studies regarding the Chinese public’s 
expectations in terms of cultural choices and their cultural 
goods consumption patterns 

Ignorance of foreign languages (in particular English) by 
Chinese cultural managers 

Low Chinese public level of investment in cultural 
programmes with EU 

 

Opportunities 

 

Cultural legislative framework and practices in 
development: opportunity for EU to influence those 

The Chinese middle class’ great appetite for Western and 
EU cultural patterns and brands  

Recognition of ‘European know-how’ in the management of 
cultural events 

Chinese Authorities’ will to spread their cultural network 
in Europe on a reciprocity basis 

Increasing number of European SMEs of the cultural and 
creative sector operating in China and more European 
sponsors investing in the Chinese cultural and creative 
industries 

A real cultural dialogue between EU and China  

Future international events able to promote EU Culture 
(such as the 2010 Shanghai Fair) 

International organisations and funds ready to support 
artistic co-production projects between Europe and China 

 

Threats 

 

Difficulties to predict China’s reaction regarding sensitive 
political events (cancellation of December 2008 EU –China 
Summit because of President Sarkozy’s meeting with the 
Dalai Lama, 2008 European Parliament Sakharov Prize for 
Hu Jia, etc.) with attendant impact on cultural exchanges 

Difficulties to coordinate EU Member States in order to 
promote a vision of Europe as a single integrated entity: 
too many EU Member States’ cultural offers at the same 
time and in the same cities. 

Some Member States willing to act on their own rather 
than in multilateral projects and China’s propensity to deal 
with some EU Member States in particular. Predominance 
of the main EU countries’ cultural offer (Germany, UK, and 
France) to the detriment of smaller Member States. 
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3.2. Recommendations 
In order to maximise the potential of strengths and opportunities, while minimising the 
impact of weaknesses and threats described in the SWOT analysis, a series of 
recommendations is provided below. They are grouped into 3 categories which correspond 
to 3 stages of possible EU action towards China:  
 
1- Reinforce EU political and diplomatic action in China. 
2- Help China to identify a ‘European Culture’. 
3- Support EU artists and brands in their efforts to enter the Chinese market. 
 
 
 

1. Reinforce EU political and diplomatic action in China 
 
Engage in a genuine cultural dialogue with China and promote economic benefits 
in terms of growth and investment in cultural exchanges  
 
Implement and build up activities and programmes on the basis of the existing EU legal 
framework: the Joint Declaration between Jan Figel and the Chinese Minister of Culture (cf. 
2.1. key findings). The forthcoming May 2009 Joint event focusing on creative industries in 
Shenzhen could be the first step in a long-term cooperation policy. 
 
Encourage the fight against piracy  
 
The fight against piracy and the dialogue on the necessity to enforce Chinese IPR laws 
should be enhanced and strengthened through the European IPR2 Platform, through 
stepping up training initiatives on IPR and raising Chinese public awareness on IPR 
enforcement, especially for those working with European companies. (cf. 1.11. key 
findings) 
 
Encourage the fight against cultural censorship  
 
The fight against cultural censorship should be encouraged through a continuous diplomatic 
pressure on Chinese authorities (cf. 2.1. key findings and 2.2. key findings). 
 
Encourage the signing of bilateral co-production treaties before opening European 
subsidy programmes to Chinese applicants 
 
Co-production agreements would be very useful to clarify EU-China relations, providing a 
negotiated legal framework for cooperation. Such agreements would facilitate the setting 
up of Chinese-EU partnerships and encourage Chinese authorities to soften certain rules to 
let EU companies work in China (cf. 2.2. key findings). 
 
Develop EU-labelled residencies in Europe for Chinese artists and creative agents 
selected by European cultural operators  
 
The Chinese Government is aware of the lack of professional standards in its cultural 
industries and is willing to improve this sector through collaborations, especially with 
Europe. A great deal of attention is paid to trainings concepts and methods in Western art. 
Art criticism, education and curatorship are areas in which China is already seeking 
European collaboration in order to develop its own skills base. EU-labelled residencies in 
Europe for Chinese artists as well as cultural managers could create opportunities to build 
effective bridges between the EU and China in the cultural field. (cf. 1.5. key findings) 
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Encourage the EU and its Member States to establish common indicators to 
quantify and release reliable data on cultural and creative industries’ exchanges 
with Third countries  
 
There are no existing data on the EU cultural and creative industries’ exchanges with Third 
countries. As a first stage, Member States should agree on a common definition of cultural 
and creative industries as these industries do not include the same sectors in every country 
and can differ considerably from one Member State to another. As a second stage, on the 
basis of a common definition, the EU should develop common indicators in order to quantify 
the existing exchanges with Third countries within these specific industries. (cf. introduction 
and 2.1.4. Eurostat chart). 
 

2. Help China to identify a ‘European Culture’ 
 
Create a Cultural Advisor post in the EC delegation to China 
 
Up until now, there has been no cultural advisor in the EC Delegation to China, with skills in 
understanding the different cultural sectors (contrary to what happens in Member States’ 
Embassies). This deficiency has two main consequences: first, the delegation is not always 
aware of EU-China cultural projects supported via European programmes; second, there is 
no overview or coordination of the Member States’ cultural events in China. 
A Cultural Advisor post should be established in the EC Delegation to China and a person 
recruited on the basis of his/her awareness of the ongoing EU-China projects as well as of 
EU Member States’ individual cultural actions. The Cultural Advisor should have a budget to 
organise coordinated EU cultural events, and should be in charge of IPR enforcement issues 
(cf. 2.1. key findings). 
 
Set up a ‘European Year’ in China and European cultural events  
 
Like some EU Member States, the European Union should envisage a Cultural Year to help 
China identify what ‘European Culture’ means today; Europe has thus far not been 
perceived as a whole and its cultural identity is not clear to Chinese people. Initiatives such 
as the ‘European Film Festival’ (December 2008) should be promoted and strengthened to 
improve EU visibility all over the country. Commonalities between Member States’ cultures 
and civilizations should be highlighted and not only their individual cultural traits. The 
involvement of a Chinese partner, either national or local, would be the essential pre-
condition to giving better opportunities to European events and helping by-pass political 
and administrative barriers (cf. 2.1. key findings and 2.2. key findings). 
 
Create a European label and a logo 
 
To increase the visibility of European culture and help the audience identify the European 
origin of the works, a label and a logo (e.g. ‘European Cultural Product’) could be etched on 
books, posters, concerts’ advertisements and be inserted in the end credits of EU films. In a 
long-term perspective, this promotion tool could have an impact on the perception of 
Europe as an entity and therefore on cultural and economic exchanges in the cultural 
industries’ sector (cf. 2.1. key findings and 2.2. key findings). 
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3. Support EU artists and brands to enter the Chinese market 

 
Create a practical EU guide for EU cultural projects in China 
 
Develop a practical EU guide/Internet platform/match-maker programmes for EU cultural 
managers willing to launch cultural projects in China. This guide should help them to get a 
better understanding of the Chinese market and avoid cultural, administrative and linguistic 
obstacles. There is not enough information on Chinese art and culture, either in Chinese or 
in English. The system is not transparent and foreigners need help to access to information 
(cf. 2.2.4.). 
 
Launch an EU campaign to allow more EU cultural products to enter Chinese 
market 
 
Organise an EU campaign via EU sector-specific associations such as AEFE (European Film 
Export Association) in order to reach an agreement allowing more EU films to be distributed 
in China and to open the Chinese market to European broadcasters (whose signals are 
currently restricted to compounds for foreigners and international hotels), as European 
countries are doing for Chinese broadcasters (cf. 1.2.2. and 2.2.4.). 
 
Associate the export of all goods with the export of cultural goods 
 
Foster a positive attitude towards EU cultural products through associating the export of 
goods (food, designs, cars, tourism services etc.) with the export of cultural goods. This 
measure should accustom the Chinese public to purchasing European brands and, in the 
long run, EU cultural goods. 
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ANNEX 
List of contacts taken 
 
In China 
 
Fan Di’An, Vice-Director of General Office of Ministry of Culture 
Le Zhengwei, Deputy Director of He Xiangning Museum 
Yu Ji, Assistant director of Art Beijing international art fair 
Zhang Zikang, Curator for Today Art museum 
Li Xiangqun, China Artists association member, Tsinghua university professor 
Huang Rui, Artist, director of Thinking Hands art consulting and design company 
Li Danyang, Vice-director, Gehua cultural development group 
Cai Ming, President, Boloni design company, Member of China Creative Industries 
Association 
Guanerjia Weilan, Senior Editor, Trends publishing group 
Zou Huan, Independant architect 
Ma Yansong, Director, MAD architecture and Design 
Benjamin Cuckierman, Cultural events manager, SoHo Real Estate 
Zhang Fan, Midi Festival organizer 
Shen Lihui, Vice-manager, Modern Sky records 
Yu Long, Co-founder and artistic director, BMF (classical music0 
Zhao Haifeng, Vice-director, China Film group 
An Yuanyuan, Director, Fine Arts and Literature Division, Bureau of Arts, Ministry of 
Culture 
Jin Hua, Director, Central Academy of Fine Arts International division 
Wang Jinghui, Vice-director, Urbanism Academy of China 
Su Tong, Advisor for Beijing Government, President of the Creative Industries Association 
of China 
Cai Lian, Director, Western Europe Division, Bureau for External Cultural Relations, 
Ministry of Culture 
Soraya Char, Assistant Director, Ullens Foundation & Arts center, Beijing 
Els Sevirant and Yandong, Curators, Europalia Festival 
Zhang Jianxing, Head of Heritage division, International relations bureau, Ministry of 
Culture 
Qi Yongfeng, Vice-director, Cultural Industry Development Center of the National 
Development and Reform Commission 
Wang Liesheng, Director, Cultural Industry Research Center of CNAA (Chinese National 
Academy of Arts 
Michelle Zhang, Curator and Law expert, Electronic Arts festival of Shanghai 
Marc van der Chijs, Co-founder, Tudou.com web video portal 
Duan Yanling, Director, Webling website, TV host and producer for CCTV 9, Chief Editor, 
CASA magazine 
Zhao Yanli, Director, Asian Union Film & Media 
Bai Yun, General Manager, Xian Film Studio 
Susan Xu, Director, China Film Co-Production Corporation (CFCC) 
Noel Niu, CSM Media Research, Communications Manager 
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EU Institutions 
 
Serge Abou, Ambassador of the EC Delegation to China 
Emmanuel Cocq, DG INFSO, Directorate General Audiovisual Policy, Media Programme 
Unit, Policy Officer. 
Arnaud Pasquali, Education, Audiovisual and Culture Executive Agency, in charge of 
project outside MEDIA countries  
Xavier Troussard, DG CULT, Directorate General Culture, Culture policy and intercultural 
dialogue Unit, Head of Unit 
Krzysztof Kania, DG CULT, Directorate General Culture, Culture policy and intercultural 
dialogue Unit, Policy Officer 
Ann Branch, DG CULT, Directorate General Culture, Culture programme and actions Unit, 
Head of Unit 
Cecilie Cave, DG CULT, Directorate General Culture, Culture programme and actions Unit, 
Programme Manager 
William Fingleton, EC delegation in Beijing, Head of section Press and Information 
Kai Andersen, DG RELEX, International Relations Officer - Desk Officer China - Trade and 
Economic affairs.  
Adeline Hinderer, DG TRADE, Bilateral trade relations: China, Joint Committee, Economic 
and Trade working Group, WTO issues, IPR issues, New Framework agreement, relations 
with International organisation, Policy Officer 
Robin W. Ratchford, Deputy Head of Unit, DG Trade, Trade Relations in the Far East 
Katelijn Verstraete, ASEF, Assistant Director, Cultural Exchange Department,  
Susanne Davis, European Film Promotion 
 
Czech Republic 
 
Katerna Besserova, Media and Audiovisual Department, Head of Cinematography Section, 
Ministry of Culture  
Tatiána Videnovová, International territorial relations, Foreign Relations Department, 
Ministry of Culture of the Czech Republic 
 
France 
 
Alexandre Ziegler, Conseiller Culturel, Ambassade de France en Chine. 
Olivier Delpoux, Attaché audiovisuel, Ambassade de France en Chine. 
Rafael Pont, Chargé de mission Ministère des Affaires étrangères et européennes / DGCID 
- Direction de la Coopération Culturelle et du Français 
Louise Fourquet, CulturesFrance, projet « Les années croisées : France-Chine » 
Eric Soulier, Directeur Asie, Canal France International 
Cécile Hambye, Head of International affairs, French Export Music Office (Paris) 
Sophie Cupillard, Head of International Information, TV France International 
Jean Louis de Rauglaude, ex directeur des achats et des coproductions du groupe TANG 
Media China pour la distribution en chine 
Julien Maréchal – Club des Producteurs Européens 
 
Germany 
 
Conrad Heassler, Second Secretary, Cultural affairs, German Embassy in China 
Antje Bonhage, "Deutschland und China - Gemeinsam in Bewegung" Programme 
communication manager, German Ministry of Foreign Affairs 
Marriette Rissembeek, Senior Director, German Film 
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Urte Lützen, Marketing Coordinator for the programme “Marketing für Deutschland GmbH” 
Uwe Nitschke, Director of the Beijing Goethe Insitute 
 
Greece 
 
Elena Azramidou, Cultural Counsellor of Greek Embassy in China (interview in January) 
 
Italy 
 
Emilia Bruni, Ministero dello Sviluppo economico, Desk per la tutela della proprietà 
intellettuale, Shanghai.  
Marina d’Andrea, Attività cinematografiche all’estero, Ministero Beni Culturali, Direzione 
generale per il cinema  
Adriana Velardi, Segreteria Direttore Generale, U.O.II - Promozione, Comunicazione, 
Rapporti Internazionali, Ministero Beni Culturali, Direzione generale per lo spettacolo dal 
vivo 
Barbara Alighiero, Director, Italian Institute for Culture, Beijing (waiting for rendez-vous) 
Antonino Laspina, Italian Institute for Foreign Trade, Beijing  
Annabella Nucara, Filmitalia 
 
Slovenia 
 
Borut Penko, Secretary, Department for promotion and International Cooperation, Ministry 
of Culture of the Republic of Slovenia 
 
Spain 
 
Pedro José Sanz, Cultural Counsellor, Spanish Embassy in Beijing. 
Maricruz Alonso, representative in Shanghai of the Spanish General Society of Authors, 
SGAE  
 
The United Kingdom 
 
Sarah McKenzie, Senior Executive Export Development, UK Film Council 
Lottie Waller, Programmes Team, Department for Culture, Media and Sport 
Neil Webb, First Secretary (Arts), British Council Director Arts China 
 
Other EU Member States’ Cultural Counsellors in Beijing 
 
Austria - Ms Gabriele Feigl  
Belgium - Mr Michel Gerebtzoff 
Belgium – Solange Vivane, Chef du pupitre Asie CGRI-DRI 
Estonia - Ms Merike Grunthal 
Finland - Mr Mikko Karppinen 
Hungary - Mr Gabor Nagy 
Ireland - Ms Therese Healy 
The Netherlands - Mrs Machtelt Schelling   
The Netherlands – Mrs Annemarie Montulet  
Portugal - Mr Joao M.G. Barroso  
Slovakia – Mr Peter Klenovsky  
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