
 

 

 



Purpose of this Study 
 

RGX, Red Global de Exportación (Exports Global Network) together 
with DHL, carried out this market study focused on the relationship 
among Central American and Chinese companies, in order to 
identify needs, trends and opportunities of both ǊŜƎƛƻƴǎΩ foreign 
trade and so promote strenghtening commercial and operating 
initiatives.  
 

 



Sample and Methods Used 
 

The sample was made up of 100 Centroamerican and Caribean companies with trading relationships with 
Chine (imports/exports) and 100 Chinese companies with trading relationships with Latin America ( 
import/exports).  
 
Companies Profile: 
 Operations:  at least 3 operations wit destination or origin from China in the last year.  
Geographic Location in Central America: Panama, Costa Rica, Guatemala, el Salvador, Trinidad, Bahamas, 
Bermuda and Jamaica. 
Geographic Location in China: Central and South 
Categories: different categories;  import and export of goods. 
  
Survey: 
Those interviewed were were in charge of the relationship with Latin American and Chinese clients and 
providers.  Central American companies were provided with a semi-structures questionnaire by telephone 
using a CATI System (Computer Assisted Telephone Interviewing - Entrevistas telefónicas asistidas por 
computadora). Chinese companies were given a face-to-face, semi-structured questionnaire.  The use of this 
type of interview is related to the cultural profile of the Chinese market and its usual way of providing data 
for this type of studies. 

 
 

 



Trade relationship between 
China and Latin America 



WHERE WE ARE TODAY 
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2004: Hu Jintao declares that 
trade between the regions will 
hit US$100 billion by 2010  

China Trade with Latin America (US$ billions) 

Sources: UN Comtrade, China Statistics Yearbook 2009; SinoLatin Capital Analysis; WTO 

2007: Hu WƛƴǘŀƻΩǎ prediction comes 
true three years ahead of time 
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Source: Datastream, MDIC, J.P. Morgan 

SINO-LATIN TIES ARE PRESENTLY STRONG 
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China has become the most important trade partner for many Latin American countries. 

/ƘƛƴŀΩǎ {ƘŀǊŜ ƻŦ [ŀǘƛƴ !ƳŜǊƛŎŀƴ /ƻǳƴǘǊƛŜǎ ¢ƻǘŀƭ 9ȄǇƻǊǘǎ όнллфύ 
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Lƴ ǘƘŜ ȅŜŀǊ нлллΣ .ǊŀȊƛƭΩǎ ǘǊŀŘŜ 
with China was US$2 billion. Last 
year it was US$50 billion 



WHY IS CHINA INVESTING LATIN AMERICA? 
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Source: SinoLatin Capital Analysis with the Federicks Pardee 
Center 

The bulk of Chinese investments 
in Latin America is to secure 
commodity supply. 
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LATIN AMERICA HAS RESOURCES THAT CHINA NEEDS 
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PERSPECTIVE IS IMPORTANT 
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Chinás profile as Foreign Trade 
destination 



The Chinese market 

 



The Chinese market 

ωA segment matrix, 

 ŀ ƳŀǊƪŜǘ άǇŀǘŎƘǿƻǊƪέΦ 

 

 

ω Big differences depending on: 
ÅGeography. 

ÅProduct category. 

ÅCustomer segment. 

ÅMarketing behaviour. 

 



  



  





Chinaôs demography and markets 
Population density 

ÅShanghai: 

 2.747 hab. / km2 

 

ÅBeijing: 

 888 hab. / km2 

 

ÅGuangdong: 

 467 hab. / km2 

 

ÅXinjiang: 

 12 hab. / km2 

 

ÅXizang (Tíbet): 

 2,2 hab. / km2 

 
USA.: 29 hab./km2   Japan: 336 hab./km2 



The Chinese patchwork: a market collection 

Å Every province, region or area has particular or special 
characteristics to do business there. 



Chinese market: classification 

Americans begins to change their strategy on China market 

I have a dream: 

If I only could sell one 

dollar to every Chinese 

 

I make it! 
 

China is big, but there 

are only four cities where 

we can sell our products: 

Shanghai, Beijing, 

Guangzhou and 

Shenzhen. 



Chinese market: classification 

But now China is  

changing in a 

very different 

direction: 

Urban Billion 



Chinese market: classification 



 

How cluster began  in China? 
There are three main drivers which supports cluster structure: 

Government, industry and demography 

GOVERNMENT 

POLICIES 

INDUSTRIAL 
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Fuente: Mc Kinsey 



Chinese new consumers 

 



 



Chinese aspirations on the 70ôs 



Chinese middle class: how to define it? 

 


