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InterChina 
Leading Strategy and M&A advisory firm in China

Our Value
Chi i li t• China specialist. 

• Strategy and M&A advisory.
• Focused on 5 sectors.  
• 20 years of experience• 20 years of experience.

Our People
• Located in Beijing and Shanghai. Our ClientsLocated in Beijing and Shanghai.
• Multicultural partnership.
• 60 professionals.
• Chinese, senior, industrial background. 

Our Clients
• Medium-sized to Fortune 1000.
• 500 strategy projects.
• 165 transactions (USD 6 bn).
• 2/3 of projects are returning clients.

Our Reach: IMAP
• Leading global mid-market M&A organization. 
• 40 offices, 31 countries, 500 professionals.
• Over 200 transactions p.a.

E cl si e China pa tne since 2006
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• Exclusive China partner since 2006.



Leadership
A team of Western and Chinese professionals

Jan Borgonjon
President

Eduardo Morcillo
Managing Partner

James Sinclair
Managing Partner

Barry Chen
M&A Director

Simon Zhang
Strategy Directorg g g g gy

Franc Kaiser
Director

W. Patrick Cranley
Director

Chen Zhaolin
Principal

Huang Qingbo
Partner

Wu Zhifang
Partner
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Focused on 5 Sectors
Experience, insight and networks in China’s major growth sectors

Consumer & Retail HealthcareInterChina features dedicated Consumer & Retail

• FMCG, Food & Beverages
• Consumer Durables 
• Retail, Food Services

Healthcare

• Pharmaceuticals
• Medical devices
• Healthcare services

Sector Groups with sector-
experienced consultants and
industry specialists. This enables us
to quickly drill into the specific key
issues, to leverage contact Retail, Food Services Healthcare servicesissues, to leverage contact
networks, to combine strategic
insights with M&A and partnership
issues, and to provide tailored
solutions that are ahead of the
curve and become long term

Industrial Chemicals / Materials Business Services

curve, and become long-term
partners of our Clients in China.

• Automotive
• Machinery
• Equipment

• Chemicals
• Energy & Cleantech
• Infrastructure

• Professional services
• Multi-sector solutions
• Outsourcing services
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Strategy | M&A Advisory
A symbiotic combination of capabilities and services

• China Entry.
• Market Development.
• Market Penetration.

Strategy
Practice

• Growth Strategy.
• Profit Protection.
• Government Affairs.

Strategy

• Corporate Buy-Outs .
• Divestitures

• Capital Raising.M&A
Advisory

Investment 

• Divestitures. 
• Strategic Alliances.
• Target/ Partner Search.
• Fairness Opinion and 

Valuations

• Project Finance.
• Debt Advisory.
• Corporate

Restructuring.Capital Raising/

Advisory
Practice

Banking
Valuations.

Debt Advisory
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Strategy Practice
The #1 alternative to the global consultancies, with a practical emphasis

Our practice of 25 consultants is 
organized around sector 

We help our Clients making complex decisions, by focusing on top-line 
growth opportunities and protecting long-term profits. We provide 

specializations with substantial 
project experience.

our sector expertise to develop tailor-made solutions that meet our 
Client’s specific needs in a changing and more competitive China. 

Methods Field-work drivenHypothesis-drivenDedicated teamTailored project

• 10~20 years experience. 
• 80~150 projects.
• Project supervisor/manager.

Seniors

(New) target 
markets & 

segmentation

Decisions Client buy-in to actionsPractical solutionInvolving Client

Fortune 500 Client 
Top 10 Chemical 

Client Food brand Client

• Ex-global consultancies

• Sector specialization.
• Strategy.

ConsultantsProduct/ offering 
modification, 

market launch

Best practices in 
sales, distribution 

& services
Successful pilot 

in lower-tier cities.

Prioritized the 
downstream sectors 
/ created effective 
distribution model.

Identified the right 
product category.

• Ex-global consultancies.
• 5~10 years experience.
• 40~80 projects.
• Workstream leader.
• Fieldwork.

Go alone versus 
alliances &

Localization of 
activity models 

and investments

market launch

MNC Client

Strengthened 
position in China by 
buying local player.

Machinery Client 

Untapped segment 
opening with new 
product design. 

Fortune 500 
Chemical Client 

Changed industry 
standard, doubling 

market share

• Overseas MBA.
• 3~5 years experience.
• 10~20 projects.

T b

Associates

Strategies based

Game-changing 
strategies and 
differentiation

alliances & 
partnerships

Healthcare Client 

Created new 
d i

Industrial  Client 

Increased 
competitiveness via

Luxury brand Client 

Tripled sales by 
lli

y g p y p g market share.
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• Team member.
• Analysis.

7

Strategies based 
on margin 
protection

product category in 
the Chinese market. 

competitiveness via 
integrated lobby 

strategy. 

rolling out a new 
sales organization.



M&A Advisory Practice
InterChina: known for getting  the deal done

We originate and execute mid-market buy-side, sale-side and capital raising 
transactions for both inbound and outbound clients.  We complete 8-

Our practice of 25 advisors is 
comprised of senior Chinese 

10  transactions per year. This makes InterChina one of the top  
Chinese investment banks in the cross border arena. 

deal makers with strong 
industrial and financial 
backgrounds.

Seniors

• Ex-corporate, PE.
• 10~30 years experience. 
• 100~200 projects.

Advisors

• Ex-big 4 (CFA CPA)

• Project supervisor/manager.
• Negotiation.

• Ex-big 4 (CFA, CPA). 
• 5~10 years experience.
• 50~100 projects.
• Workstream leader.
• Search, DD, valuation.

Associates

• Overseas MBA.
• 3~5 years experience.
• 25~50 projects.

T b
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• Team member.
• Analysis.



Global Reach 
IMAP, the third-ranked mid-market M&A advisory organization

IMAP’s Worldwide Ranking *

Since 2006, InterChina is the China partner of IMAP, a
global independent organization of leading M&A firms. 2009 2010 2011 2012 no. of deals

1 KPMG KPMG KPMG PwC 318Key figures of IMAP

39 2,350 USD 
81 bn No. 3

1 KPMG KPMG KPMG PwC 318

2 PwC PwC PwC KPMG 305

Key figures of IMAP

No. of deals by 
IMAP between 
2001 - 2011

Years of 
experience 

(founded 1973)

Accumulated 
transaction value 

since 2001.

Global rank 
among M&A 

advisor firms *

3 E&Y Deloitte IMAP IMAP 203

4 Deloitte IMAP E&Y Morgan 
Stanley 198

>500
No. of professional 

advisors and

Professionals worldwide and in China

60
China-based staff 
located in Beijing

5 Rothschild E&Y Deloitte Goldman 
Sachs 187

6 IMAP Rothschild Rothschild Rothschild 178

>500 advisors and 
analysts worldwide

60 located in Beijing 
and Shanghai

Represented in China and in 30 other countries

7 Lazard Lazard M&A Int’l Lazard 174

8 CS H. Lokey Lazard Deloitte 162
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announced transactions up to USD 500 m.



Why Clients Choose InterChina
Our first client is still our client

• Strategic Perspective 
• Sector expertise

Unique

• Sector expertise
• M&A execution

We Stay
Cl

Unique
Service
Offering

Sector
S i li t

• Easy to work with
• Transparent  communication
• Keep our promises

• In the market since 1994
• Retained experience
• Industry networksClose Specialists• Keep our promises • Industry networks

Global
Reach

Practical
Solutions

Local

• Closely linked to IMAP peers
• Deal origination  pipeline 
• Best practices and standards

• Home-grown methodology
• We go “deeper”
• Bottom-up approach

Local 
Capacity

60 l th d
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• 60 people on-the-ground
• Fast and flexible
• Senior backbone
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InterChina’s Chemical Experience: 10+ years of projects in 
(petro)chemicals and downstream sectors…

Retained Experience

(p )

• InterChina has been consulting in the

• As Chemicals Clients commonly having 
diversified customer bases…

bl l

p

• InterChina has been consulting in the 
Chemicals Sector since 2000. 

• Not only have we participated in the 
rapid evolution of the sector but as we

• … we our able to leverage our 
experience from a broad range of 
related downstream sectors to benefit 
our Chemicals Projects, particularly 
S P jrapid evolution of the sector, but as we 

have maintained one of the most stable 
Consulting Teams in China, we have 
hence retained the valuable experience 
gained

Strategy Projects.

• These sectors include automotives, 
machinery, healthcare, construction, 

t & h t & l igained. 

• This puts us in a unique position and 
allows us to deliver unmatched value to 
our Chemicals Clients

garments & shoes, sports & leisure, 
consumer electronics etc.

our Chemicals Clients.

Breadth and Depth

Confidential © InterChina 12



…covering the most part of the petrochemical and chemical 
value chain

Feedstock 
Crude Oil / 
Natural gas

• Ethane
• Propane 

B t

Naphtha 
(derived from Natural gas • Butane crude oil) 

Primary 
Petrochemicals

• Methanol • Ethylene • Propylene • Butadiene • Benzene
• Toluene 
• Xylene

& Intermediates
Xylene

• Formaldehyde
• Acetic acid 

• Ethanol 
• Ethylene oxide 
• Ethylene 

dichloride

• Polypropylene 
• Isopropanol
• Propylene oxide

• Ethyl benzene*
• Cumene** 
• Cyclohexane

Derivatives • Phenol 
formaldehyde

• Ethylene glycol 
• Polyvinyl chloride

• Polyether polyols • Synthetic rubber 
and latex

• Polystyrene 
• Phenol and

dichloride 
• Polyethylene 

resins

formaldehyde 
resin

• Cellulose acetate
• Polyvinyl acetate 

Polyvinyl chloride and latex Phenol and 
acetone

• Nylon 66 

End Products Plastic products Oil productsSolvent and cosmetics AdhesivesEnd Products 
of Fine 
Chemicals

• Plastic products
• Fibers
• Paper and textile sizing
• Tyres and rubber products
• Painting and coatings

p
• Diesel
• Gasoline 

Lubricant 
• Bitumen
• Extended Oil 

etc

• Solvent and cosmetics
• Pharmaceuticals 
• Coolant
• Urethane products (Foam & 

CASE) 
• Specialized air products

• Adhesives
• Chemicals used in various 

downstream such as agriculture, 
food & beverage, detergents, 
ceramics, dyes and inks, water 
treatments constructions etc

Confidential © InterChina 13
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A strong team in Chemical Sector Group, with accumulated 
chemical project experience and extensive industrial network…

Languages Qualifications

Si Zh Chinese, English • BA (Southeast University, China)

p j p

Experience & Expertise

• 8 years with InterChina. 
Simon  Zhang

Managing 
Director

Chinese, English BA (Southeast University, China)
• MBA (Cranfield School of 

Management, UK)
• ACIM (Associate of Chartered 

Institute of Marketing)

y
• Leader of Chemical Sector Group of InterChina.
• Prior work experience with Sinopec Petrochemicals.
• Proven consulting expertise in chemicals, auto, energy, 

and distribution industry.
• Specialist in entry/expansion strategy, business plan, 

market intelligence, target search and due diligence. 

James Sinclair

Managing 
Partner

English, Chinese • MEng (university of Durham, 
UK)

• MA in Chinese studies 
(University of London, UK)

• 9 years with InterChina.
• Worked with Fiducia Management Consultants.
• Proven consulting expertise in chemicals (DuPont, Bayer 

etc.), auto, energy, steel and construction.
• Specialist in strategy consulting, market intelligence, 

entry point analysis, value proposition development, and 
competitive positioning

French, English, 
Chinese

• M.Sc, EDHEC Business School, 
Lille, France (AASCP accredited)

• Chinese studies at East China 
Normal University, Shanghai

• Resident in China since 2003.
• 8 years of management and consulting experience in 

China. 
• Specialist strategy consultant with focus on auto,  

chemical and F&B with extensive track record in entry 

competitive positioning.

Olivier Stauff

Senior 
Manager y

and expansion strategy projects. 
• Core Member of InterChina’s Chemical Sector Group. 

Robert Zhang
Chinese, English • Ph.D Chemical Automation 

(Beijing Univ. of Chemical 
Technology)
MBA Vle ick Le en Gent

• Project manager with Sinotrust China (e.g. gasoline and 
diesel)

• Extensive networking and project experience in the 
chemical secto

Manager

Manager

Jane Zhu
• BA International Trade & 

Economy and English 
• Specialist in industrial data and info research and analysis.
• 10 year experience in supporting InterChina projects in

chemical sector incl petrochemicals plastics & resins

• MBA Vlerick Leuven Gentchemical sector. 
• Senior channel manager with Siemens Industry, China
• Expert in sales & distribution strategy.
• Core Member of InterChina’s Chemical Sector Group. 

Chinese, English
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Senior 
Manager

Language (Beijing International 
Studies University)

chemical sector, incl. petrochemicals, plastics & resins,
paints & coatings, adhesives, paper, water treatment
solutions, industrial explosives, etc.

• Core Member of InterChina’s Chemical Sector Group.



… plus more key staff in M&A in the Chemical industry with 
unique combination of skills sets and experience …

J Dutch, Chinese, • BA (Leuven University,

q p

• Resident in China for over 20 years.

Languages QualificationsExperience & Expertise

Jan
Borgonjon

President

Dutch, Chinese, 
English, French, 
Spanish

BA (Leuven University, 
Belgium )

• MBA (Henley, UK)
• Founder of CEIBS, Shanghai

Resident in China for over 20 years.
• Established InterChina in 1994.
• Management of over 50 projects in various industries in 

China.
• Top level negotiation and lobbying.

Huang Qingbo

Partner

Chinese, English • BA (Beijing University)
• MBA (CEIBS, Shanghai)

• 15 years with InterChina. 
• Prior roles in domestic trading company, foreign beverage 

company, & management consultancy.
• Expertise in negotiation with Chinese enterprises and 

institutions.

Eduardo 
Morcillo

Managing 

Spanish, 
Chinese, English

• BA Law (Carlos III University, 
Spain)

• MA International Trade & 
Investment Law (University of 
Newcastle upon Tyne UK)

• 12 years with InterChina.
• Worked with Sinclair Roche &Temperley, Credit Suisse 

Asset Management & Spanish Investment Office(Beijing). 
• Expertise in M&A, JVs, & corporate restructurings.
• Coordinated 15 M&A and Alliance projects in variousg g

Partner
Newcastle upon Tyne, UK)

• EMBA (IESE, Spain)

Barry Chen
Chinese, English • BA, Zhongnan University of 

Economics and Law  (Wuhan, 
China )
MBA Asian Institute of

• Coordinated 15 M&A and Alliance projects in various 
industries in China.

• 20 years consulting and finance experience.
• Closed over 30 M&A and divestiture transactions.
• Diverse international experience in various sectors.

Expertise in corporate finance M&A advisory divestiture
Partner

• MBA,  Asian Institute of 
Management (Manila, 
Philippines)

• Expertise in corporate finance, M&A advisory, divestiture, 
restructuring, transaction management; valuation, due 
diligence and negotiations.

Sylvia
Z

• Over 7 years experience in InterChina.
• Extensive consulting experience for M&A, strategic 

• BA in Electronics & 
Telecommunications 

Chinese, English
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Zang

Manager

advisory, target search, negotiation support as well as 
due diligence 

• Previous project experience in chemical/materials projects.
• Advised overseas companies incl. USV and others.

Engineering (Shanghai Normal 
University)



… to serve our clients with some typical headaches they have in 
China …

“We need to identify which 
downstream segments will have the 
addressable potential and how we

“We need to develop a medium-to-
long term strategy for ourselves in 
China’s chemical sector and

“We are stuck in the top end of the 
market, which is just the tip of the 
iceberg We need to how to moveaddressable potential and how we 

should seize them”.
China s chemical sector, and 
understand what that will mean for 
our global business”.

iceberg – We need to how to move 
into the middle segment to broaden 
our coverage”.

“We have been exporting to China 
for around 10 years, but the market 

“Our product is over-engineered for 
the China’s market. As you suggest, 

“We believe that now is the right 
time to enter China – We need to 

A fine chemical company An additive company A niche rubber company

o a ou d 0 yea s, but t e a et
remains a black box and we need 
to understand the relative strength 
of our distribution network”.

t e C a s a et s you suggest,
the lobbying for a stricter standard
might helpful – We need you to 
implement the lobbying for us”.

t e to e te C a e eed to
know how to establish a optimal 
distribution structure and find out 
which distributors to work with.”

“We would like to produce in China 
d f h h k b

“We want to grow via acquisition in 
h b h ’

“We have been sourcing from a 
h l f l

An engineering plastics company A thermoplastics company A lube company

and for China given the market boom 
– we need you to steer through the 
complex negotiation process in China 
(partner / government).

China, but we haven’t come across 
any attractive acquisition targets –
We need to systematically search 
and establish whether any exist”.

Chinese API supplier for a long time 
– We now need to assess the 
benefit and feasibility of acquiring
an interest in them”.

Confidential © InterChina 16

A company of nylon’s raw materials A specialized chemical company An API company



… by providing tailored strategy and M&A advisory, and we are 
a partner of choice for leading chemicals companies in Chinap g p

InterChina’s practices
Examples of clients in 
chemicals (materials) in China

Typical projects with 
chemical clients

• Developing Insights 
• Identifying Entry Points 
• Prioritizing Target Markets

• Opportunity assessment.

• Market entry and expansion

InterChina s practices chemicals (materials) in China chemical clients

Strategy
Services

g g
• Designing Value Propositions
• Strategic Alliance
• Determining how Best To 

Deliver
• Supporting the Delivery

• Market entry and expansion 
strategy.

• Distribution strategy. 

S d d l bb i• Standards lobbying strategy.

• Partnership evaluation and 
formulation.

&

• Corporate Strategy

• Commercial Due Diligence.

• Acquisitions and/or strategic 
alliance with Chinese companies. 

• Corporate Strategy
• Target/ Partner 

Search
• Due Diligence
• Valuation
• Negotiation Support

D l M ki
M&A-

• Technology transfer. 

• Negotiation, government lobby, and 
project management support.
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• Deal Making
• Corporate Lobbying 

Alliance 
Services           



On Strategy side, we specialize in complex strategy development 
services heavily driven by practical primary research 

N P dE i i P d

y y p p y

Target Market

(E S t

Strategic InitiativeClient
Starting Point

G

New Product
For Client

Existing Product
For Client

Absent

(E.g. Sector, 
Province, City Tier)

Game
Changing GambleMarket In

ChinaChina
Market
Entry

Specialized

Legend

Market
Development Diversification

New Market
For Client

Chi

Specialized 
Projects Based 

On Client 
Specific 
Situation

Penetration
(Performance
Improvement)

Product
Development

Existing Market
For Client

China
Market

Expansion
Projects Based 

On Client 

Global
Implication

Developing
Global

Common Needs
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ImplicationGlobal
Strategy



On the M&A advisory, we help the client navigate through the 
complex deal environment in both inbound and outboundp

Manage
• Language and culture issues.
• Understand their intensions and motivationsManage 

Chinese Side
• Understand their intensions and motivations.
• Judge deal feasibility and seller’s expectations.
• Propensity to communicate via a 3rd party.

More efficient

• We are ‘on-the-ground’.

• Practical solutions whilstTransaction/
Process

Management

• Timeline and process management.
• Coordinate with other advisor.
• On-the ground resources for the Client.

• Practical solutions whilst
respecting int’l standards.

• Manage both the target as well
as the Client’s expectations.

Valuation
• Local valuation precedents.
• Valuation in the China perspective.
• Financial modeling.

A high probability of success

• Long and valuable M&A and

Negotiations
• Commercial term negotiations.
• Help understand Chinese perspective.
• Lend insights into local negotiation tactics

g
transaction experience in China
and outbound.

• Essential completion of the
Client’s own team

Deal Structure

• Lend insights into local negotiation tactics.

• Creative structure to bridge valuation gap.
• Appropriate structure to reduce the amount of

Client s own team.

• Higher probability to get the
deal done.
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Deal Structure • Appropriate structure to reduce the amount of 
risks.
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Case Study: Opportunity assessment along the value chain of 
water treatment in China

The Client
• One of the Fortune 500 companies that is

What partners are available to address the identified 
opportunity along the value chain?

• One of the Fortune 500 companies that is
the global leader in water treatment (WT).

The Problem
• Given its strong presence in WT, the Client

would like to indentify the opportunities to

With systematic sector-level
analysis framework…

…and other analysis structures,
the prioritized opportunities are
recommended

Recommended Industries1
2

Th M th d

y pp
focus on in the future strategic map,
including WT chemicals.

Industries: Macro Analysis
Comparison of sales, profits and fixed asset investment

Electronics Chemicals & 
Pharma

Metals Pulp & 
Paper

Petroleum & 
Petrochem

Electricity 
Power 

Generation

Net Profit 
Growth Rate

Municipal 
Water 
Supply

Sales Revenue
(Y3)

Sales Growth 
Rate 

(Y0-Y3)

Net Profits
(Y3)

Municipal 
Wastewater 
Treatment

Food & 
Beverage

Parameters

Industry
Macro 

Industry 
Situation

WT 
Projects 
Demand

Technology 
Needs / 
Major 

Players

Available 
Partners

Priority 
for the 
Client

Electric Power Generation I

Petroleum & Petrochemicals II

Municipal Wastewater Treatment II

Metals II

Food & Beverage II

Electronics II

1

The Method
• Systematically scanning of 9 WT downstream

sectors (e.g. F&B, power, electronics, pulp &
paper, petrochemicals, water and waste
water etc.) with a structured analysis
framework.
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High Level Mid Level Low Level

Growth Rate 
(Y0-Y3)

Fixed Asset 
Investment (Y3)

Fixed Asset 
Investment 
Growth Rate 

(Y0-Y3)

Industry 
Attractiveness

Less AttractiveNeutralAttractiveVery Attractive Not Attractive
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Chemicals & Pharmaceuticals III

Municipal Water Supply Plant III

Pulp & Paper III

Less AttractiveNeutralAttractiveVery Attractive Not Attractive

Priority I: Strongly Recommended. Priority II: Recommended. Priority III: Not Recommended.

Recommended Value Chain Activities

Value Chain Opportunities Assessment PriorityRecommended Partners

Solutions by InterChina
• Power generation is the first priority market

for the client while petrochemicals, municipal
waste water treatment, metals, food &
beverage and electronics are identified as

Activities

WT Chemicals

+ Special chemicals have highest margins in the value chain.
+ Repeat purchase during the operation.
+ Strong demand (especially in the electric power generation industry)
- Major foreign players are already well-known and established in the high-end market
- Only one of the 6 competitors is active in the relevant specialty chemicals (i.e. Bluestar)

I

WT Supplies & 
Equipment

+ Relative high profitability (lower than chemicals, but higher than other value chain activities). Some high 
technology equipment earn relatively high margins (i.e. membranes)

+ For membranes: strong demand opportunity for advanced suppliers. However, dependence on imports creates 
uncertainty about domestic partnership opportunities for the client.

+ More obvious domestic partnership opportunities exist in other fields e.g. UV equipment, ion-exchange, ozone 
equipment (beyond the 6 competitors currently considered).

I

Components & 
Machinery

+  Strong demand opportunity for advanced suppliers.
- Dependence on imports and strong presence of large foreign competitors creates uncertainty about domestic 

partnership opportunities for the client.
+  The exception is the demand opportunity in automatic systems where the client is already active.
– Profitability is in general relatively lower than WT chemicals and WT Suppliers & Equipments due to many 

competitors being active in this market, despite many of these competitors being foreign companies.

II

Engineering & 
I i

+ Strong demand opportunities as an EPC operator in certain sub-projects with high profitability. i.e. membrane 
systems.

+ Obvious domestic partnership opportunities exist as all 6 competitors interviewed are active as EPC operators. I

Recommended Partners 
Based upon comparison of 6 specified competitors

Competitor 1 Competitor 2 Competitor 3 Competitor 4 Competitor 5 Competitor 6

Recommended Industries

Recommended Value Chain Activities

Comparative Competitiveness

Cooperation Options ?
Priority for the client
(For Further Consideration)

III I II I I III

• Competitor 1: Attractive potential partner due to its strong 
relationships and openness to cooperation. However, low 
possibility of taking a majority stake as Blue Star is a 
subsidiary of ChemChina Group Corporation. 

• Competitor 4: Attractive potential partner due to its 
technology advantage. However, there is great uncertainty 
regarding this company, as we understand it is now in the 
process of becoming a subsidiary of XXX, and therefore its 

second priority market.
• Three parts of the value chain are

recommended to focus on in the strategic
planning.

• Three potential partners are selected based
on the comparative assessment.

Within WT value chain, relatively
attractive demand opportunities
for Client are WT Chemicals WT3 f 6 ifi d
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Integration + Obvious domestic partnership opportunities exist as all 6 competitors interviewed are active as EPC operators.
– Profitability is in general lower than WT Chemicals and WT Supplies & Equipment due to many competitors being 

active in this market.

I

WT Operation

– In industry, WT operations mostly handled by the owner.
– Only opportunities as a specialist service supplier to the owner, normally as an extension of a supplies and 

equipment contract, and with relatively low margin.
– In municipal projects, relative low profitability (70% of all water plant operations in China are not profitable)

III

Priority I: Recommended. Priority II: Uncertain. Priority III: Not Recommended.
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Less AttractiveNeutralAttractiveVery Attractive Not Attractive

• Competitor 2: Attractive potential partner due to its 
technology advantage, strong relationships and leading 
position in China. However, not interested in being acquired. 

• Competitor 3: Attractive potential partner due to its 
industrial experience and openness to cooperation. However, 
it is suffering from a shortage of capital and weakness in 
human resources.

declared cooperation interest (i.e. acquisition, JV) may well 
change during the post-transaction period.

• Competitor 5: Despite having a technology advantage, it 
is not an attractive partner. 

• Competitor 6: Despite having strong industrial experience, 
Asian is not an attractive partner. 

Priority I: Recommended. Priority II: Uncertain. Priority III: Not Recommended. 3
4

Confidential © InterChina 21

for Client are WT Chemicals, WT
Supplies & Equipments, and
Engineering & Integration

3 out of 6 specified partners are
prioritized for the Client to
partner with in the future.



Case Study: How to enter China’s fragmented modified bitumen 
market with an effective partnership strategy?p p gy

The Client
• One of the leading international bitumen

What partners are best for the Client’s China strategy?

• One of the leading international bitumen
suppliers.

The Problem
• The Client would like to enter China’s fast

developing bitumen market, and require a

China’s ambitious plan on
expressway network
expansion supports high
bitumen consumption.

However, the competition is
also very strong in China

Competition Trend: The competition in the future hotspots of 
expressway construction is yet to be fully established1

2

Th M th d

p g , q
practical entry strategy including the
investment model in China.

New hotspots of planned expressway construction are emerging 
from relatively developing regions (i.e. in-land provinces)

Incremental Expressway Mileage 
(2006-2010)

Incremental Expressway Mileage 
(2011-2015, Planned)

Incremental Expressway Mileage 
(2001-2005)

• Largely driven by the

2,000 – 4,000 km
1,000-2,000 km
<1,000 km

LEGEND: The Increased 
Expressway 

Mileage Per 5 Years

• Still largely driven by the • Still partly driven by the central gov. 7918 Plan.

…and has not yet penetrated aggressively into 
future hotspots (e.g. Southwest and Northeast China)

expressway construction is yet to be fully established

0 1,000 2,000 3,000 4,000 5,000 6,000 7,000 8,000 9,000

Hunan

Henan

Shanxi

Ningxia

Shaanxi

Heilongjiang

Hubei

Chongqing

Hebei

Jilin

China Average

Fujian

Liaoning

Shandong

Inner Mongolia 

Guangdong

Zhejiang

Jiangsu

Tianjin

Beijing

Shanghai

The major presence of Tier-1 and tier-2 players is located in 
economic developed provinces (or coastline provinces)… 

# Of HQ or 
The 1st

Production 
Base*

# Of 2nd

Production 
Base and 
Beyond*

Shanghai 1 2
Beijing 2 4
Tianjin 1 2
Jiangsu 4 8
Zhejiang 3 4
Guangdong 5 6

Inner Mongolia 0 3

Shandong 2 4
Liaoning 1 3
Fujian 1 3
China Average
Jilin 0 0
Hebei 0 3
Chongqing 1 4
Hubei 1 4
Heilongjiang 1 2
Shaanxi 1 6
Ningxia 0 0
Shanxi 1 4
Henan 0 2
Hunan 0 3

The GDP Per Capita (EURO, 2009) The Map With Hotspots Of Expressway Construction & Major 
Competitors’ Production Base

1

The Method
• Research, analysis, and iterative approach.
• Over 10 interviews and intensive secondary

research on the expressway sector in China.
• Over 30 interviews with value chain players,

industry experts and potential partners.
CONFIDENTIAL © InterChina Consulting 22

g y y
expressway planning by the
central gov.

• The hotspot regions are the
regions where the planned
expressways of the Five-
Horizontal-Seven-Vertical Plan
go through, and the relatively
economically developed regions
such as Yangtze River Delta
Region (Shanghai, Jiangsu,
Anhui, and Zhejiang etc.), and
Pearl River Delta Region
(Guangdong).

g y y
central gov.’s 7918 Plan, but
also partially from local gov.’s
efforts.

• The hotspot regions are a
natural continuation from the
period of 2001-2005, but also
add new locations such as
Southwest (Yuannan, Guangxi,
Chongqing etc.), and Northeast
(Liaoning, Jilin and
Heilongjiang).

• There are more provinces with
the incremental mileage above
2,000 km in these 5 years.

p y y g

• But more regions have fast growth of expressways due to
the fact that the Chinese gov. will focus much on a
regional approach to maintain strong GDP growth.
Examples include:

• Northeast (Liaoning, Jilin and Heilongjiang):
Northeast Region Revamp Plan approved by the
central gov. in 2003 and 2010.

• Southeast (e.g. Fujian): West-of-Sea Economic
Region Development Plan approved by the central
gov. in 2010.

• Mid China (e.g. Hunan, Hubei etc.): Mid-China
Growth Plan approved by the central gov. in 2009.

• West China (e.g. Chengdu, Chongqing etc.):
Chengdu+Chongqing Economy Region Development
Plan approved by the central gov. in 2011.

• Xinjiang: Xinjiang Revamp Plan under discussion.

Source: China Statistical Yearbook, Local Transportation Bureau.
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Guizhou

Gansu

Yunnan

Tibet

Guangxi

Anhui

Jiangxi

Sichuan

Hainan

Qinghai

Xinjiang
Hunan 0 3
Xinjiang 1 2
Qinghai 0 0
Hainan 0 0
Sichuan 0 4
Jiangxi 0 3
Anhui 0 2
Guangxi 2 3
Tibet 0 0
Yunnan 0 0
Gansu 1 2
Guizhou 0 0

The 2nd Production Base and Beyond

HQ or the 1st Production Base Of the Competitor

Province With Planned Increased Expressway By 2,000 – 4,000 km (2011-2015)

Province With Planned Increased Expressway By 1,000-2,000 km (2011-2015)

Province With Planned Increased Expressway By <1,000 km (2011-2015)

LEGEND**

Source: China Statistical Yearbook, InterChina interviews.

Entry points are recommended to be in the provinces with 
relatively strong potential and relatively weak competition

…Southwest and Northeast China are suggested entry-point

Solutions by InterChina
• Prioritization of the products (modified

bitumen and bitumen emulsion) as the entry
point.

• Prioritization of the entry point based on the

Planned Incremental Expressway Mileages (2011-2015, km)

2.1

0 500 1,000 1,500 2,000 2,500 3,000 3,500 4,000 4,500
9.5

3.5

3.0

2.5

2.0

Shanghai

Beijing

Hainan

Tianjin

Ningxia

Zhejiang

Chongqing

Jiangsu

Anhui

Henan

Guandong Shandong

Liaoning

Jiangxi

Hebei

Fujian Hubei Shanxi

Provinces without MNC production facilities (by 2010)
Provinces with MNC production facilities (by 2010)

Legend Explanation
1.Planned Incremental Expressway Mileage: The new 

expressway that will be open to traffic in 2011-2015, which is 
announced by provincial governments. 

2.Expressway Density In 2010: This indicator is calculated by 
dividing the total expressway mileages by the area in province.

The Recommended Entry-point Regions:

• Entry-point Region A: Southwest China.

• Entry-point Region B: Northeast China

• Xinjiang is not included due to our doubts about the demand 
sustainability beyond 2015. 

• Fujian and Shanxi are not included due to the relatively fierce competition. 

The Methodology To Screen Entry-point Regions:

• To start by evaluating provincial-based market attractiveness (demand vs competition). 

• To analyze individually the case of each province in the selected quadrant (i.e. the 
bottom right quadrant in the above chart). 

• To check how to organize neighboring provinces into regions, considering the typical 
supply radius of a MB plant to be 500-1,000km. 

• Note: This is a commercially practical approach to define the entry-point in strategy 
formulation, and should not be used as a black/white judgment in specific biddings in 
the future business development. 

…Southwest and Northeast China are suggested entry point 
regions with available partners

Heilongjiang

Southwest Region as Recommended Entry-point Region (7 Provinces)

Northeast Region as Recommended Entry-point Region (4 Provinces)
• Relatively low expressway density by 2010.  
• XXX km (2011 – 2015) planned incremental expressway mileage, or 20% of the total planned 

incremental mileage in China.
• YYY mil tons p.a. (2011 – 2015) MB demand, including both construction and maintenance demand.

Partner A
(Recommended Partner)

• A leading CB supplier (>XXX kton CB sales) with significant investment on CB expansion and the 
intention to move into MB.

• Proven good government relations.
• Initially expressed reasonable cooperation intention, with sound expansion plan.
• Likely synergy with the client’s China strategy. 

Liaoning

JilinInner Mongolia

Hubei

JiangxiHunan

Sichuan

Guizhou
Yunnan

Chongqing

demand potential and the partner availability.
• The investment model of JV with support of

shortlisted targets available.

The entry points have been
carefully designed based onSuitable partners with strong

capability and reasonable

CONFIDENTIAL © InterChina Consulting 24

Expressway Density In 2010 (km/km2) 1,800

0.5

1.5

1.0

0.0
Tibet

Qinghai

Guangxi

Shaanxi

Gansu
Yunnan

Jiangxi

Heilongjiang

Jilin Guizhou

Xinjiang Inner Mongolia

Sichuan

Hunan

Source: China Statistical Yearbook, Various Government Plans, InterChina interviews.
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Southwest Region as Recommended Entry-point Region (7 Provinces)
• Relatively low expressway density now.  
• XXX km (2011 – 2015) planned incremental expressway mileages, or over 30% of the total planned incremental mileage in China.
• YYY mil tons p.a. (2011 – 2015) MB/BE demand, including both construction and maintenance demand.

Partner B
(Strongly Recommended Partner)

• Dedicated bitumen player (XXXkton MB sales).
• Tier-1 national player with 6 production facilities 

(incl. stationary and mobile plants).
• Strong government relations and connection.
• Initially expressed reasonable cooperation 

intention, with sound expansion plan.

Partner C
(Strongly Recommended Partner)

• Dedicated bitumen player (XXX0kton MB sales).
• Tier-1 national player with 3 production facilities.
• Proven good government relations.
• Initially expressed reasonable cooperation 

intention, with sound expansion plan.

Partner D
(Recommended Partner)

• Dedicated bitumen player (XXXkton MB sales).
• Tier-2 regional player with 2 production facilities.
• The mother company is a central SOE with 

strong government relations.
• Initially expressed reasonable cooperation 

intention.
• Relatively less synergy is observed. 3

4
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y g
the future potential relevant
for a newcomer

capability and reasonable
cooperation intention are key to
this relatively entrenched sector.



Case Study: Expansion strategy to streamline the downstream 
sector focus with an effective distribution strategy in TPU sectorgy

The Client
• Fortune 100 petrochemical player with

Expand the penetration in existing and new sectors 
with a revamped distribution model

• Fortune 100 petrochemical player with
strong footprint in China.

The Problem
• The Client would like to build aggressive

expansion for its TPU (thermoplastic

From both supply and
consumption sides, InterChina
helps the client to forecast the
sector trend in China.

A combination of top-down and
bottom-up approaches to
analyze the competitive
landscape

Each market sector has a different composition of TPU 
competitors1

2
p ( p

polyurethane) business unit in the existing
and new downstream sectors.

competitors

35,000t* 6,800t 5,000t 2,000t 2,000t 1,600t 500t 500t 400t

100%

WH

Others

SK

HM

UR

NO

BA

BM

Th M th d

In the best case scenario, China’s consumption of TPU could 
reach 172,000  tons in 2009 with a CAGR of 17%

Domestic TPU Consumption Forecast (Primary & Off-grade, Tons) 2004 ~ 2009

50,000

100,000

150,000

200,000

2006 2007 2008 200920052004

Worst ScenarioOrdinary ScenarioBest Scenario

1
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Note: * The sales volume includes both the “primary” and the “Off-grade” TPU
Source: InterChina interviews and estimation

Shoe TPU FilmCable 
& Wire

Spandex Caster Other 
Sports

Fire HoseAutomotiveArtificial 
Leather 
Coating

Of 10 different  product segments, 3 are more favorable based 
on both market attractiveness and competitiveness 

RewardRoute to market strategy based on market segmentations of 

The Method
• Over 100 in-depth interviews in 14 provinces,

covering customers, supplier, competitors
and industry experts.

• Structured and focused research, analysis,
and iterative approach with Client.
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TPU Consumption Forecast

• In the best case scenario, each market is assumed to grow at the upper limit of its forecasted 
growth rate range (varying from 5 to 20% by market). In this case, China could consume more 
than 172,000 tons of TPU in 2009 with a CAGR of 17%.

• In the ordinary scenario, each market is forecasted to grow at a moderate growth rate (varies from 
2.5 to 15% by sector). In this case, China could consume about 139,000 tons of TPU in 2009 with 
the CAGR of 12%.

• In the worst case scenario, each market is assumed to grow at the lower limit of its forecasted 
growth rate range (varying from 0 to 10% by sector). In this case, China could consume about 
112,000 tons of TPU in 2009 with a CAGR of 7%.

• Note that possible step changes in individual market sectors (e.g. spandex, other sports etc.) have not 
been accounted for. Such step changes, if they occur, would dramatically increase the market size for 
TPU in China.

Source: InterChina analysis

Worst ScenarioOrdinary ScenarioBest Scenario

Ri
sk

Sport & Leisure -
Shoes (Medium)

Auto

Sport & Leisure 
– Others.

Most Favorable

More Favorable

Less Favorable

Product C

Product B

Textile – Coating 
(Coagulation)

Textile –

Product A

Sport & 
Leisure –
Shoes
(High)

Cable 
(Special)

Middle Ground

ou e o a e s a egy based o a e seg e a o s o
TPU

Distribution 
Model

Simple
(Direct or Indirect)

Mixture Transition
(Direct to Indirect)Permanent Temporary

(Mainly) 
Indirect 

(Distributors)

Sport & 
Leisure –
Shoes 
(High)

TPU 
Film

Fire 
HoseTextile

Textile –
Coating 
(Coagulation)

Sport & 
Leisure -
Others

Auto

Casters

1

2 3 54

Solutions by InterChina
• Three prioritized markets with high

attractiveness.
• Tailor-made sales and distribution strategy

with a practical 5-year plan.

Opportunity matrix used to
decide the future strategic

I di ib i d l
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Textile 
SpandexLeast Favorable

Potential 
Acceleration

Potential Step 
Change

No SalesClient Sales 
(2004)

Favorable Middle 
Ground

Unfavorable
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(Mainly)
Direct

Cable 
(Special)

HoseTextile -
Spandex

No “Import Solution” “Import Solution”

• Recommended distributor candidates with
the initially tested intention.

3
4
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g
focus on differentiated
products and segments.

Investment on distribution model
and import solution preference are
identified for each segment.



Case Study: China distribution strategy for the high-end 
automotive lube market 

The Client
• One of the leading international integrated

How to enter the China market with right 
distribution strategy and partners?

• One of the leading international integrated
oil and gas company and lube suppliers.

The Problem
• The client would like to have a business plan

for its entry into the high-end automotive

Passenger car motor oil is the
market with highest potential,
because of its high growth and
better perception of foreign
brands.

A screening of the target cities
as the target market given the
market attractiveness and
potential to enter.

City Selection
18 cities are selected for investigation in phase II1

2

Th M th d

y g
lube sector, with an emphasis on the
distribution model and partners.

Product Opportunity
InterChina recommends the client to focus on Passenger Car Motor Oil(PCMO)

15-20%

20-25%

10 15%

Growth rate in medium-
term (i.e. 5 years)

Product Opportunity Matrix

PCMO, 
0.84 million 
MT

HDDEO:
• The likely trade-up trend resulted from the implementation of GB III (EURO 

III ) might happen slowly up to the medium term, which represents an 
attractive opportunity for the Client (the new types of engines under GB III 

PCMO:
• High future growth. The forecasted growth of 10-15% in new car sales in the 

medium term will result into 15%-25% year-on-year growth of car ownership in the 
medium term. 

• Well-educated market by foreign brands, especially in leading cities (i.e. coastline 
cities and provincial capitals etc.), where the customers are less likely to be very price-
sensitive.

• The likely availability of distributors who are experienced in both lube distribution 
and co-operation with foreign brands.

• Carmakers’ own lube brands (i.e. lube with carmakers’ brand) is controlled by 
carmakers and might take a large portion of passenger car lube. However, the 
market scale for the free competition via distribution might triple from slightly 
below 10 million to around 30 million in the five years. 

18 cities are selected for investigation in phase II

City Attractiveness Analysis

Note

• Existing potential of lube consumption is 
indicated by the car ownership in cities

• Future potential of lube consumption is 
indicated by disposable income per capital 
and the number of 4S shops

Po
te

nt
ia

l o
f L

ub
e 

Co
ns

um
pt

io
n

Suzhou

Hangzhou
Foshan

Beijing

Ningbo

Guangzhou

Wenzhou

Shenzhen

Dongguan

Jinan Nanjing
Zhongsha
n

Wuxi

Taizhou

Xiamen

Shanghai

1

The Method
• 80 interviews with competitors, customers,

and distributors in 11 tier-1 and tier-2 cities.
• 10 joint visits with the Client.
• Systematic distributor search in prioritized

regions.
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Motorcycle lube:
• Still a high ratio of non-motorcycle lube and fake motorcycle lube brands in 

consumption (<30%).
• The majority of demand comes from the rural with price-sensitive customers. 
• The majority of leading cities (i.e. coastline cities and provincial capitals etc.) 

prohibit the development of motorcycles (at least in urban regions) since late 
1990s, which has constrained the high-end motorcycle consumption and high-end lube 
consumption. 

• This regulation is very controversial, however, is less likely to be revised in the 
short term.

5-15% 15-25% 25-35%

<5%

5-10%

10-15%

Market share of foreign brands (i.e. a 
proxy indicator of medium/high-end 
market scale or addressable market)

HDDEO, 
1.47 million 

MT 

Motorcylce
Lube

Source: InterChina’s interviews and analysis 

pp y ( yp g
usually requires CF and above lube).

• Corporate consumption takes a big part of HDDEO. Require strong 
relationship of distributors/lube players to access target customers, 
which is a usually long process with the possible payment of kick-backs. 

• Corporate users enjoy large negotiation power, which squeezes the margin
of lube players. 

CONFIDENTIAL © InterChina Consulting 18

• The size of the bubble represents the car 
ownership per capital

• InterChina selected top 30 cites with 
strong economy growth for analysis, 
according to the rank provided by China 
Academy of Social Sciences. 

Existing Potential of Lube Consumption

Fu
tu

re
 P

TianjinQingdao
Jinan Nanjing

Distributor Evaluation Framework (I)
(For existing lube distributors)

Intermediate List

Solutions by InterChina
• Prioritization of South China region and the

passenger car segment.
• Recommendation of flat distribution strategy

model with 12 distributor candidates with
f f

Current Resources
1. Office, warehouse, logistics 

vehicles.
2. Financial capability.
3. Existing language capability or 

feasibility for recruitment 
(management and technician).

Track Record 
1. The large volume of sales (>XXX 

MT per annum now for PCMO).
2. Preferably strong growth.
3. Represent a mainstream brand. 

Added Value
1 Commercial (i e sales or short-

Initial Business Plan
1. Credible thinking on volume 

target, investment required and 
the approach to achieve

Outlet Management
1. The demonstrated ability to 

contract new outlets.
2. The demonstrated ability to 

maintain the existing outlets.
3. The possibility to transfer the sales 

of some outlets to XXX.

Co-operation Intention
1. The intention to establish a new 

company and/or team for XXX.
2. Management style and credible 

motivation.
3. Realistic concerns within the 

range of XXX. 360-degree 
Review 

Note: this synergy map is 
100% compatible with the 
evaluation of existing lube 
distributors. 

Company Fit 
Dimensions

Co-operation Fit 
Dimensions

LEGEND

Intermediate List
12 partners identified for joint interview with the client 

Inter
mediate List

Company Fit Evaluation

Low High

Co-operation Fit Eval

H
igh

Recommended

• ZJL (SZ, GS).

• LYL (QD, Greatwall, SK).

Strongly Recommended

• HZL (SZ, Shell, ConocoPhillips).

• TF (FS, Castrol, Kunlun, Q8).

L

Backup

• CL (NC).

• SAC (SH)

Recommended

• JSL (HZ).

• DD (DG Castrol)

strong fit for the recommended distribution
model.

A systematic screening
process to select the right
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1. Commercial (i.e. sales or short-
term activities) oriented, or 
strategic + commercial oriented.

2. Proactive communication with lube 
players on market intelligence and 
recommended measures.

the approach to achieve. 
2. Realistic expectations on co-

operation terms and conditions, 
and demonstrated flexibility in co-
operation (e.g. the import, 
inventory, etc.).
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uation

ow • SAC (SH).

• GU (SZ, prefer to distribute in SH).

• GS (SZ). 

• DD (DG, Castrol).

• HJ (GZ, Castrol).

• JD (BJ, Castrol).

3
4
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p g
distributors based on the
agreed synergy

2 strongly recommended and 6
recommended partners have
been visited by Client



Case Study: How might an out-of-box standard lobbying 
strategy change the competitive landscape? gy g p p

The Client
• A fortune 100 global chemical company

How should a practical and effective standard lobbying strategy 
be designed?

• A fortune 100 global chemical company

The Problem
• The Client has advanced technology in China,

however, this over-engineered plant is not

Clear structure and process
meant lobbying had become
more feasible.

Clear definition of the
stakeholder mapping in China’s
complicated regulatory system.

General 
Strategic 
Direction

Focused & 
Detailed 

Intelligence 
Gathering

Specific 
Strategic 
Direction

Develop 
Understanding 

& Insight
Implement

Chosen Strategy: Strategic Elements
The most relevant standards body to lobby was TC51

2

Th M th d

, g p
competitive due to loose regulation. The Client
seeks to develop a solution to increase
capability utilization and thereby sales in China.

4

1

3

2

Chosen Strategy: Feasibility Check

Standard 
Drafting

Work Plan 
Approval

Work Plan
Preparation

• TC Secretariat.

• TC Secretariat.
• SAC.

• TC SC WG.

• Public. 

• List of national standards 
to be drafted and reviewed 
/ revised is prepared on 
annual basis.

• Application to the SAC 
is made for approval 
and funding to proceed 
with Work Plan.

• The WG conducts research 
and discussion needed in 
order to prepare the 
‘National Standard Draft’.

• ‘National Standard Draft’ 

Duration (Max)ActionsPartiesSteps

3 months.

10 months.

Total Duration:
Up to 3 years.

(Review / revise
every 5 years)State Council

General Administration of 
Quality Supervision, 

Inspection & Quarantine
(AQSIQ)

Standardization 
Administration of China 

(SAC)

Structure

The most relevant standards body to lobby was TC5

• History: Established in the late 1970s and was 
the fifth TC in chronological order (hence 
named TC5).

• Composition: 30 members (including 4 in the 
Secretariat). Some of the members were pre-
qualified (due to concurrent positions), others 
were selected based on expertise. Members 
were typically:

• Companies.

• Research Institutes.

• Industry Associations.

T t C t

Coating and Pigment Base 

Pre-Coating Metal Surface Treatment & Coating Technology

SC1:

SC6:

TC5: 
The National Technical Committee

of Paints & Pigments for Standardization

Secretariat:
• General Secretary
• Dept. General Secretary
• Directing Committee Member
• Dept. Directing Committee Member

Normal Members

• Chief Engineers.

TC5 Profile

• Directors.

• Dept. Directors.

1

The Method
• Over 50 senior-level interviews.
• 3 client workshops to gain the buy-in.
• Co-organize the industry roundtable to

support the initial step of the strategy
implementation.
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5

4

6

7

SAC 
Approval

TC 
Approval

Public 
Consultation

Promulgation

• TC Secretariat.

• TC.

• SAC.

• China Standards Press.

published in the public 
domain, with comments 
collected and classified.

• TC Members review, discuss 
and vote on the draft, with 
‘National Standard Draft For 
Approval’ then submitted to 
the SAC.

• Final proof reading, 
allocation of code, and 
announcement of 
promulgation.

• Publication. 3 months.

5 months.

5 months.

8 months.

Working Group 
(WG)

National Technical Committee 
for Standardization 

(TC)

Technical Committee
Sub-Committee 

(SC)

Note: The above description only applies to national standards.
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• Test Centers.

• Commitment: TC Secretariat was full-time, but 
normal members were part-time. TC 
Secretariat tenure of office was 5 years, and 
the TC Secretariat performed renewal 
evaluations of normal members every 2 years. 

Coating Products and Test Methodology 

Pigment Products and Test Methodology

Anti-Erosion Coating Products on Steel Structure 

SC7:

SC8:

SC9:

Key MilestonesKey Dates

Chosen Strategy: Strategic Elements
The review/revision process indicated a window of opportunity

Highlights

General 
Strategic 
Direction

Focused & 
Detailed 

Intelligence 
Gathering

Specific 
Strategic 
Direction

Develop 
Understanding 

& Insight
Implement

Chosen Strategy: Strategic Elements General Focused & Specific Develop 

Solutions by InterChina
• Proven feasibility from both the regulatory

side and the commercial side.
• Practical design of lobbying strategy

elements such as structured process, key
f

Election of current generation 
of TC5 Secretariat.

Work Plan approved, 
review/revision of GB18 not 
included.

TC5 Secretariat performed 
renewal evaluations of 
normal members.

Work Plan drafted. 

Work Plan approved.

Key MilestonesKey Dates

Jul 20xx

Sep 20xx

End 20xx

Mid 20xx
Oct 20xx

• GB18 was one of the 
standards promulgated in 
the pre-WTO rush that 
was now coming round 
for review.

• TC5 had decision-making 
power over which 
standards within its 
jurisdiction would be 
included in its Work Plan.

• However, review didn’t 
mean revision. XXX had to 
lobby for GB18 to be 
included in the Work Plan 
for ‘revision’.

Tenure of 
current 
generation 
of TC5 
Secretariat.

HighlightsC ose S a egy S a eg e e s
XXX used roundtables to form a coalition core

• In contrast to before, when only 
the government was relevant, 
the interests of different 
stakeholders must now be 
addressed (e.g. industry, 
retailers, consumers).

• XXX had to form a coalition 
comprised of cross-sections of 
stakeholders (e.g. associations, 
manufacturers, academia, 
research institutes) to petition 
TC5. 

• A ‘core’ of leading stakeholders 
was formed first, as this gave 
the coalition the necessary

Highlights

Objectives

Format

• Primary: Gain the support of 
the leading players in the 
value chain for a petition.

• Secondary: Build consensus 
on petition targets.

• Ran two ‘roundtables’: raw 
material manufacturers (SH) 
and coating formulators 
(GZ).

• Each was led by a third 
party i.e was present only 
as a participant.

• Process of education and 
discussion in stages, leading 
to each participant sharing 
their standpoint at end.

Ge e a
Strategic 
Direction

Detailed 
Intelligence 
Gathering

Strategic 
Direction

Understanding 
& Insight

Implement

Roundtable Agenda

and influential stakeholder mapping,
opportunity window, various initiatives
including industry roundtable.

The review/revision process
indicated a window of

Th dt bl d th
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Revision of GB18. 

Election of next generation 
of TC5 Secretariat.

20xx

Jul 20xx

• The lobbying efforts had 
to be completed before 
the end of the tenure of 
the existing TC Secretariat.
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the coalition the necessary 
credibility, and also encouraged 
other stakeholders to follow.

• The coalition was mainly Chinese 
(the involvement of foreign 
companies carried less weight 
than in the past). Even though 
XXX was behind the coalition, a 
Chinese stakeholder had to front 
the coalition.

Outcome

their standpoint at end.

• 75% of participants were 
supportive (25% neutral).

• Achieved consensus on path 
forward (petition) and target 
TOXI level (0.5%). 

• A leading Chinese player 
agreed to front the petition.

• Participants offered to 
leverage their ‘contacts’. 3

4
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opportunity in the in-depth
industrial interviews.

The roundtable and other
strategic initiatives help the
delivery of lobbying strategy



Case Study: How could the client enter the regulated Oil & Gas 
market in China

The Client
• One of the leading global companies on non-

How can the Client address the right market 
with strategic partnership in China

• One of the leading global companies on non
destructive testing (NDT) and inspection
services.

The Problem
• The Client has no presence in China yet, but

wants to understand the market pot’l for a

The target NDT(non destructive
testing) service market is a
highly regulated segment.

Two strategic partnership
options on M&A and outsourcing
are recommended to the client.

2 recommended options based on M&A or outsourcing partnership are 
likely to provide the client XXX million EUR in 20151

2

Th M th d

p
foreign service company in the regulated Oil
& Gas sector in China, with an emphasis on
feasible investment model to maximize the
market access through partner cooperation.

The services in the Oil & Gas and Power Plant (non-nuclear) 
market are largely driven by compulsory regulatory standards

Oil&Gas, 
Power (non-

nuclear)

Testing (Required Deliverable: 
Data)

Inspection (Required Deliverable: 
Evaluation or Recommendation)

NC (New 
Construction
)

Demand Category (D1): NC-
Testing

• In the client ’s terms, this is part 
of “Testing”. (To be confirmed by 
the client).

Demand Category (D2): NC-
Inspection

• In the client ’s terms, this is part of 
“Inspection”. (To be confirmed by the 
client).

IS (In-
Service)

Demand Category (D3): Compulsory Regulation Driven IS Services (Or 
Regulatory IS Services)

• In the client’s terms, this is part of “Inspection”. (To be confirmed by the 
client).

• Demand Drivers: The majority of the demand (D1-
D3) is still largely compulsory regulatory standard 
driven, though the demand which is driven by 
industry or customer standards is growing quickly.

• Grey Market In D1: It is found out that this market 
scale is very small and very fragmented. 

• Dual Roles Of C3 and C4: Some service providers or 
competitors (C3 and C4) play dual roles as both the 
service provider and the subsidiary of the 
regulatory body, which creates an unfair barrier to 
entry and operations.

• Service Provider’s Business Scope: The scope of 
competitors’ business might include out-of-scope 

C1 C3
Compulsory 
Regulatory 
Standards

Compulsory 
Regulatory 
Standards

likely to provide the client XXX million EUR in 2015

Option 1: C1 covering D1 and D4 Option 2: C5 covering D4 

Target Demand Segment
• D1 (NC testing) through partnering with C1 

(Normal NDT Companies) players.

Investment Model
• M&A (wholly or majority).

Recommended Partner
• 3 recommended partners.

Service Offering
• Commodity NDT services for D1.
• Advanced techniques for some scenarios.
• Specialized solutions for D4.

Sales Strategy
• Direct sales and maintain direct relationship 

with the target customer group.

Target Demand Segment
• Penetrate into D4 (Customized IS services) 

through partnering with C5 (NDT Players 
without Licenses) players.

Investment Model
• M&A or Outsourcing Partner, optional.

Recommended Partner
• 2 recommended partners, 1 for M&A and the 

other for Outsourcing Partner.

Service Offering
• Specialized solutions for non shutdown 

internal and external pipeline inspection.
• Specialized solutions for oil tanks in medium 

term as complementary revenue source. 

• Both options might 
offer similar turnovers 
in 2015, given that all 
recommended strategy 
actions are 
implemented.

• Option 2 is more likely 
to be a better platform 
for further 
development in the 
long term, because 
Option 2 matches the 
client’ core value 
proposition and 
competitive advantage 
better.

• However, given the 
complexity of M&A and

1

The Method
• 55 face-to-face interviews with downstream

sector customers, 3rd party NDT service
providers and regulatory bodies.

• Strategic funnel model and process on
partner screening.

CONFIDENTIAL © InterChina Consulting

client).

Demand Category (D4): Customized IS Services
• In the client’s terms, this refers to “???”. (To be confirmed by the client).

business (e.g. Special Equipments out of Oil & Gas 
and Power sectors). This applies more to C3.

• Outsourcing: Outsourcing might be observed in 
many demand categories, but there are two major 
types of outsourcing. In D2, C1 might obtain 
outsourcing business of testing from C3. In D4, 
quite a few foreign players (i.e. part of C5) obtain 
outsourcing business from Chinese C5 players. For 
example, APC (a Chinese C5 player) might contract 
advanced IS services from PetroChina, and then 
outsource part of the work to Rosen due to the lack 
of competence. 

C3 C2 C4

C5 C1 C4

C1
(via

outsourcing)

Compulsory 
Regulatory 
Standards

Industry or 
Customer 
Standards

C5
(via

outsourcing)

7

Industry or 
Customer 
Standards

Compulsory 
Regulatory 
Standards

• Legend Of Demand Category 
Driven by compulsory 
regulatory standards. 

Driven by industry or 
customer standards. 

• Legend Of Competition (i.e. Service Provider) Category
Normal NDT Companies (A/B/C Grades)
In-house NDT Subsidiaries / Departments
Entities under or including SEIRI 
(national/provincial/municipal)
Industry NDT Agencies
NDT Players Without Licenses

C1

C5

C2

C3

C4

Note: If there are more than one type of service providers in one demand category, the first one is 
indicated as the mainstream player.
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Expected Revenue p.a. in 2015
• Single acquisition: AAA million EUR.
• Double acquisition: BBB million EUR.

Sales Strategy*
• Direct sales and maintain direct relationship 

with the target customer group.

Expected Revenue p.a. in 2015
• M&A: YYY million EUR.
• Outsourcing partner: ZZZ million EUR.

complexity of M&A and 
cooperation 
environment in China, 
Option 2 has relatively 
small number of 
recommended partners, 
with which negotiation 
process should be 
carefully handled.

*Note: Sales strategy in Option 2 applies only for Model 1, M&A. For Model 2, sales strategy 
depends on the outsourcing partner.

5 companies are recommended partners, narrowed down from a 
long list to a short list

By the second option, the expected revenue in 2015 could come 

Solutions by InterChina
• Two strategic options (M&A vs Outsourcing)

are recommended to the client to reach
Euro XX m sales revenue in China in 2015.

• Adopt the direct sales model and maintain

1 2 3

Long List: 20 companies

• Narrowed down from the base of 
~50 competitor profiles in PRB II 
Report on Aug. 26.

• Selection criteria:
• In-scope revenue > XX million 

EUR.
Category: C1 C3 and C5

Short List: 11 companies

• Selection criteria, based on joint 
discussion with the client
• Demand segment: D1 and D4.
• In-scope revenue > YY million 

EUR.
• Company type: mostly POE.

Recommended Partners: 5 companies

• Selecting criteria: Comprehensive evaluation based 
on capability and cooperation feasibility.

• Option 1:
• Shandong Test
• Tianjin Tian’ou
• Ningbo Hengxin

Target 
Demand 
Segment

Investment 
Model

Recom-
mended 
Partners

Service 

y p , p
to XX million EUR  

Expected Revenue in 2015

• Assumptions for M&A
• The expected revenue is the revenue of APC after M&A with 

th li t

EUR million

2015E

XX

2010

Option 2: C5 covering D4

• Penetrate into D4 (Customized IS services) because it is a segment 
with large addressable size (~100 million EUR) , high growth, less 
competition, and high value-added.

• Focus on pipeline and tank farm, which will be the major demand 
source by 2015.

• Focus on specialized solutions for non shutdown internal and 
external pipeline inspection, which will be the major demand source 

• Model 1: Acquire a local POE player with strong capability and 
relationship with key customers to gain quick relationship with the 
key customer group. Only minority acquisition is likely due to the 
partner availability.

• Model 2: Start with a qualified outsourcing partner (prefer long term 
contract), with carefully designed mitigation plan to avoid the risk 
relying purely on one SOE partner.

• Only one (1) model should be adopted by the client.

• Model 1: 1 recommended partner, APC, the only POE open for M&A.
• Model 2: 1 recommended partner, Xuzhou Pipeline Tech., Sinopec’s 

exclusive specialized NDT service provider, who is strongly 
interested in the client’ 3 recommended service offerings.

M&A

Outsourcing Partner

direct relationship with the target customer
group.

• 5 potential partners are recommended with
proven capability and initial cooperation
intention. 5 potential partners for option

1 and option 2 are selected byThrough M&A or outsourcing
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Notes: The pretext InterChina use to approach potential partners is to exchange market dynamics on behalf of the client. The 
interviewees of partners disclose their development plan including their possible cooperation with the 3rd party.

• Category: C1, C3, and C5.
• Option 2

• APC, International
• Xuzhou Pipeline
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Offering

Sales 
Strategy*

Action 
Plans

the client.
• CAGR 2010-2015 after M&A: 15%.

• Assumptions for Outsourcing Partner
• The expected revenue is the revenue that the client can get 

from Xuzhou Pipeline through outsourcing.
• The client can get all the outsourcing project until 2015. The 

outsourcing revenue accounts for 70% of the total revenue.
• CAGR 2010-2015: 30%.

• Resulting market share in D4: ～11% in M&A and 
Outsourcing Partner models. 

in next 5-10 years.
• Provide specialized solutions for oil tanks as complementary revenue 

source. 

• Plan for the execution phase, considering the importance of the 
speed of entry required by the market. 

• Direct sales and be careful to use the role of intermediaries.
• Maintain direct relationship with the target customer group, which is 

the most important buying factor. The possible use of intermediaries 
must be carefully reviewed to be fully compliant with existing 
statutory laws and avoid the potential for corruption.

• Leverage the client’ overseas project reference in BD process.

*Note: Sales strategy applies only for Model 1, M&A. For Model 2, sales strategy depends on 
the outsourcing partner. 3

4
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p y
a screening process.investment model, the client is

estimated to achieve revenue of
Euro XX m in 2015.



Case study: Negotiation support for a joint venture in composite 
material components for aeronautics applicationsp pp

The Client
• European engineering firm

Signing ceremony and press release

• European engineering firm.
• Specialized in composite material

components for aeronautics applications.

The Problem
• Intended to establish a joint venture with a

local partner, with the partner already

Th M th d

p , p y
introduced by Harbin Hafei.

• Activities would center on the manufacturing
of small composite components for Harbin
Hafei Airbus (A350).

The Method
• Design of the joint venture scope.
• Evaluation of the potential partner.
• Identification of negotiation issues and

strategies.
• In-person support both in China and Europe.

Solutions by InterChina
• Practical opinion on JV documents drafted by

the lawyers.
• Support in negotiation from LOI to closure.
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On M&A Advisory side, our track record of InterChina 
Transactions’ on the Chemicals side in China…

Carbures
Composite materials including Cabon Fibre  

Spain

Entered into a Joint Venture with

Harbin Guanglian Aeronautic 
Composite Materials & Process 

Mounting Co., Ltd.
China

Confidential © InterChina 28



…plus InterChina/ IMAP Transactions on the Chemicals side 
globallyg y

Pfleiderer AG
Manufacturer of wood panels and products

Germany

Established a joint-venture with

Zaklady Azotowe Kedierzyn SA

Advised Pfleiderer AG

Adhesive resins manufacturer
Poland

X-Compound GmbH
Manufacturer of plastic  compounds

Switzerland

Acquired

Troester GmbH
Manufacturer of extruded plastic and rubber products

Germany

Represented the Seller

Distributor of consumable industrial products 
and manufacturer of speciality chemicals

Germany

Acquired

Ambratec GmbH
Supplier of speciality maintenance chemicals 

and consumables
Germany

Represented the Buyer

Berner SE

A i d

Perstorp AB
Diversified manufacturer of speciality

chemicals
Sweden

Warwick International Ltd
Manufacturer ofdetergent chemicals

UK

Management buy-out from A i d

Keva Ltd
Manufacturer of flavours and fragrances

India

Diversified chemicals manufacturer
USA

Eastman Chemical Co
Distributor of commodity and speciality

chemicals
UK

Acquired

Tennants Consolidated Ltd

A i d  i it  t k  i  

Key Capital Partners
Private equity firm

UK

Capa SBU of Solvay SA
Manufacturer of caprolactones

UK

Acquired

Represented the Seller

Management buy out from

Sequa Corp
Diversified industrial holding company

US

Represented the Seller

PFW Aroma Chemicals BV
Aroma chemicals manufacturer

Netherlands

Acquired

Represented the Seller, Yule Catto & Co plc

Pen Tsao Ltd
Fine chemicals manufacturer

Hong Kong

Acquired
Acquired

Tessenderlo Fine Chemicals UK 
Ltd

Manufacturer of fine chemicals
UK

Represented the Buyer

Wells Plastics Ltd
Manufacturer oft additive masterbacthes

UK

Acquired a minority stake in 

Represented the Buyer
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Contact Us

Beijing Eduardo Morcillo
Managing Partner

+86 10 8451 2088
eduardo morcillo@interchinaconsulting com

www.InterChinaConsulting.com

Managing Partner eduardo.morcillo@interchinaconsulting.com

Shanghai James Sinclair
Managing Partner

+86 21 6341 0699
james.sinclair@interchinaconsulting.com

Strategy Simon Zhang
Managing Director

+86 21 6341 0699
zhang.yi@interchinaconsulting.com

M&A Advisory Barry Chen
Managing Director

+86 21 6341 0699
barry.chen@interchinaconsulting.com

North America W. Patrick Cranley +86 21 6341 0699y
Director patrick.cranley@interchinaconsulting.com

Europe Lisa Wang
Director

+34 91 411 9302
lisa.wang@interchinaconsulting.com

China Franc Kaiser
Director

+86 21 6341 0699
franc.kaiser@interchinaconsulting.com
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