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“A very cost-effective way to
connect to Chinese”*
HOW AND WHY SHOULD YOU REACH
OUT ON WEIBO?

done through us adding value to conventional marketing
and promotional materials.

You must have heard about Weibo by now. Kevin Rudd
got on in early and with over 500,000 followers has taken
it by storm. The night of the leadership spill, as we were
all sitting on Twitter waiting for the outcome, Kevin Rudd
was busy getting Sina Weibo to update his profile from
“Current Member of Parliament” to “Prime Minister of
Australia”. Another update impends...

However, Ms Yao Cheng, Marketing and Communications
Manager at Chin Communications, comments, “Today
with the rapid growth of technology and social media,
consumers and buyers are no longer paying much
attention to what you say. They are checking out product
and service information often through the internet,
particularly through social media, websites and sources
such as word-of-mouth. As a result, while Chin continues
to provide traditional valuable translation services to our
clients, it’s also vital for us to assist them to adapt to the
evolving digital media landscape in China, and to create
and share engaging stories with their target Chinese
audiences, both locally and overseas.”

As one of the hottest social media platforms in China and
the world, Weibo (means micro blog) has transformed China’s
communications space where Weibo is first to break news
around the world. For example, Weibo ran live blogs on the
trial of Bo Xilai with millions of people hanging off every word.
Weibo also provides a platform for businesses that want to
reach out to their target audience through unconventional,
but increasingly vital communications.
Originally, the idea of Weibo was created in China by
Sina (China’s largest web portal) as an alternative for
Twitter (access to the latter is still denied in China).
Three years after its launch, Sina Weibo is now one of
the most frequently used and influential social media
platforms in China and best described as a cross between
Facebook and Twitter. Like most things Chinese, the stats
are impressive:

The Chinese love it. Businesses are using Weibo to reach
that huge, cashed up mass of Chinese buyers – in China
and also domestically, but aside from the numbers, has
anyone considered how to make this medium most
effective in terms of building their business profile and
getting their voice heard?
Chin Communications believes that businesses in Australia
need to have a strategy and an outcome in mind, otherwise
they are wasting their time.
To that end, we’ve developed key services to assist clients:

• T otal number of registered users (as of December, 2012):
500 million - same as Twitter (Source: Sina)

◊◊ Weibo Account Set Up and Profile Creation

• O
 utreached 97% of mainstream social media users in
China (Source: Neilson)

◊◊ Weibo Content Drafting/Translation

• N
 umber of corporate accounts in Australia: more than
10,000 (Source: Sina)

◊◊ Weibo Performance Evaluation and Analysis

• A
ustralian users: over 500,000 (including international
students)
More and more companies around the globe are realising
that Weibo marketing can play a key role to reach buyers
as well build their presence/brand awareness in China
and with local Chinese populations at home. In fact
early adoption to cement your place in the social media
landscape is advised because very soon it will be crowded
with foreign businesses and harder to get through.
During the past 20 years, Chin Communications has been
working closely with clients getting the language and cross
cultural communications right. Traditionally, this has been
* Melbourne Airport has recently got onto Weibo.
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◊◊ Weibo Strategy Development and Content Planning
◊◊ Weibo Follower Management and Monitoring
◊◊ Competitor Weibo Communications Research,
Monitoring and Benchmarking
Check out Chin Communications’ and Charles Qin’s weibo
accounts:
http://e.weibo.com/
chincommunications (@澳大利亚
秦皇翻译公司) and http://weibo.
com/u/1888298725 (@澳洲同声传
译查尔斯).

Yao Cheng

To find out if Weibo could
work for you, contact Ms Yao
Cheng on 1300 792 446 or
yao@chincommunications.com.au.

According to The Age, more than 350 investors, each
pledging at least $5 million, have been nominated by
the Victorian, NSW, Queensland and Western Australian
governments since the program began in November 2012.
But only one visa has been “approved” in the same period.
The Age reported DIAC saying processing of SIV applications
could take up to nine months. (The Age, 24 June 2013)
The Wall Street Journal has described Australia as trying to
play “catch up” with the rest of the world. New Zealand’s
investment threshold is pegged much lower at NZ$1.5
million. The US grants green cards to qualifying foreign
nationals for investing USD$500,000 in a business that
creates a set number of jobs. According to The Wall Street
Journal, the US scheme had attracted more than USD$1.8
billion by September 2012 – and of the 7,641 people issued
visas, eighty percent were Chinese. (WSJ, 6 May 2013)
Fact Box - SIV Criteria
◊◊ Submit an expression of interest to the Department
of Immigration and Citizenship (DIAC)
◊◊ Be nominated by a State or Territory Government
◊◊ Invest at least AUD$5 million
◊◊ 
Investment options include Commonwealth, state
and territory government bonds, ASIC regulated
managed funds and direct investment into proprietary
Australian companies
◊◊ 
The residence requirement is 160 days spent in
Australia over four years (this can be calculated
cumulatively), after which migrant investors are
eligible for permanent residence provided they have
maintained their investment
◊◊ 
The provisional 188 visa four year period may be
extended for up to two years (twice)
◊◊ There is no upper age limit and the main applicant
does not have to meet a points test. There is no
English language threshold requirement. However, all
applicants and dependants over the age of 18 years
who are unable to demonstrate functional English
language ability must pay a second instalment of the
visa application charge.

** For a full overview of the SIV: http://www.immi.gov.
au/skilled/business/_pdf/significant-investor-aq.pdf
and http://www.immi.gov.au/skilled/business/_pdf/
significant-investor.pdf
Like most ‘products’ targetting Chinese, there is more and
more competition for these dollars – to be in the race,
think about how you can build trust. Relationships and
introductions are vital and there are many opportunities
with visits going both ways to tap into networks. Having a
compelling message in Chinese is an absolute must.

))) BEHIND
THE SCENES )))

Australia’s “Golden Ticket”?
The Significant Investor Visa (SIV)
targeting China’s new rich
It’s being called China’s wealth drain – the growing
enthusiasm of China’s class of new rich to seek a new life –
and fortune – outside China.
In 2011, Time magazine reported results from a national
survey of wealthy Chinese that revealed almost sixty percent
of Chinese with more than 10 million Yuan (AUD$1.5) of
individual assets were either considering emigration through
overseas investment, or had already completed the process.
(“China’s ‘Wealth Drain’: New Signs That Rich Chinese Are
Set on Emigrating”, Xin Haiguang Time 11 June 2011)
Australia (along with Canada, the UK, New Zealand and
the US) has offered a new incentive to attract China’s rich.
In November 2012, the Australian government launched
the Significant Investor Visa (SIV). The new class of visa
allows foreigners who invest at least AUD$5 million to
settle for four years in Australia; they can then apply to
become permanent residents. The SIV is free of many
of the usual barriers – age, skills, and English language
proficiency. It offers a very flexible residency requirement of
160 “cumulative” days of residence in Australia during the
four year period. (See section on SIV criteria)
The new visa operates with the Australian Department
of Immigration and Citizenship’s Business Innovation
and Investment Program; “The Business Innovation and
Investment program is for migrants who have demonstrated
experience and success in business or investment. The
program will attract prominent business people and investors
from across the globe and increase economic growth and
innovation in Australia.” (Source: DIAC website)
Although the new SIV category is officially open to all
international applicants, there is no doubt it is targetting
China’s increasingly mobile super rich. The numeric codes
allocated to the SIV support this assessment; the provisional
SIV is numbered 188 and the permanent visa (granted after
the provisional four year period) is the highly auspicious 888.
In 2013 the Business Review Weekly claimed that wealthy
Chinese accounted for more than ninety percent of
applicants for the new 188 SIV.
In 2013 the first 188 visa granted was awarded to a Chinese
toy manufacturer who was nominated by the Victorian
State government. (BRW, 4 June 2013)
But is Australia moving too slowly? The apparently slow
pace of processing SIV applications has come in for
criticism with the local media reporting that long delays
in processing applications were holding up potentially
large investments. The Age reported in June that AUD$1.7
billion of new investment was being held “in limbo”.
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What Australians Think About China
Each year the Lowy Institute* takes a reading of the
popular Australian mood on a range of foreign policy
issues – including attitudes to our international neighbours.
In a country where opinion polls on domestic politics are
commonplace, the Lowy poll offers a rare insight into how
Australians think about the world.
According to the Lowy findings, an overwhelming majority
of Australians now recognise China as the most important
international economy for Australia – although the
relationship with the USA was rated the most important.
Seventy six percent of Australians identified China as the
most important economy to Australia (up thirteen points
since 2009), while sixteen percent identified the United States
(down 11 points). However, forty eight percent said the United
States is our most important bilateral relationship, compared
with thirty seven percent for China. Eighty seven percent of
respondents said Australia could maintain a good relationship
with China and the United States at the same time.
Fifty seven percent of Australians surveyed said Australia
is allowing too much investment from China. The Lowy
Institute notes this level of public concern is largely
unchanged since the 2010 poll. A significant minority (forty
one percent) think it likely that China will become a military
threat to Australia in the next 20 years.
Sixty one percent agreed that ‘China will eventually replace
the United States as the world’s leading superpower’;
twelve percent said this has already happened and twenty
three percent said China will never overtake the United
States as the world’s leading superpower.
*The Lowy Institute Poll was conducted in Australia
in March 2013. 1002 Australians aged 18 and over
were surveyed from across the country and the sample
was designed to be nationally representative of all
Australians 18 years and older. For further information visit
www.lowyinstitute.org
THE REALITY ABOUT
CHINESE INVESTMENT IN AUSTRALIA
Is China really investing too much in Australia?
Businesses and projects requiring funding injections
to compete and grow would say ‘no’. In fact China is
ranked 11th in its investment in Australia:
• US 28%

• UK 23%

• Japan 6%

• China 1.1%

At the final leaders debate on 28 August, Rudd was
signalling his idea to clamp down on foreign investment
(meaning China); while Abbott wants to reduce the
threshold for FIRB approval - both options do not look
well for the China relationship. Read more: http://
chincommunications.com.au/blog/
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TOOLS OF THE TRADE
#2: TRANSLATION - JUST ABOUT WORDS? T
 HINK AGAIN
Interview with Silke Gebauer, German/English
translator & founder (together with Chin’s Kate
Ritchie) of the Australian Institute of Interpreters
and Translators’ Excellence Awards, in it’s 10th year
celebrating the work translators and interpreters do.
1. Is there a difference in the German used here in
Australia and the German used in Europe or other
parts of the world? Do you have to take this into
account when translating?
German is spoken in Switzerland, Austria and of course
in Germany. There are many local dialects... The German
of native speaker immigrants in places like Australia tends
to have a life of its own... The differences in written high
German are less pronounced but do affect some expressions
and certain orthography and grammatical rules. This, of
course, is very important in translation.
2. W
 hat sorts of things do you need to consider
before you get started? For example, how do you
know that the style of language you use will suit
the translation?
A quick analysis of the source text will give most of the
clues. For instance, if the English text is on a specialist
topic but written for a generalist audience, it will be in a
simpler style than if it was written for other specialists. The
translation needs to reflect this. To help decide on the most
appropriate linguistic style, it’s also important to know who
is meant to read the translation.
3. Short of being a ‘walking dictionary’, what
resources do you use when translating?
The internet has revolutionized research and staying in
touch with colleagues and experts through professional
fora. I also use thesauri and specialist dictionaries, many
of which are also available electronically now. The key to
using resources is they must be trustworthy and reliable.
The speed of the internet can also have downsides, crap
spreads more widely, more quickly!
5.	Language is forever changing. How do you stay upto-date with these changes?
Immersion, immersion. Reading, listening, speaking with
contacts in-country, or spending time back in Germany to
pick up trends and to recalibrate my sense of language.
For the full version of our interview with Silke, go to http://
chincommunications.com.au/blog/not-chinese-translationbut-valuable-principles-for-translating-to-any-language/
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The Rapid Growth of Australia’s
Chinese Population
Migration is driving Australia’s population growth – and
Asian countries – especially India and China - are dominating
new migrant arrivals. The net result is an important shift in
the ethnic makeup of the overall Australian population.
In the past fifteen years the number of Chinese-born
Australian residents has more than tripled – only Indian born
residents surpassed this, increasing over four times during
the same period. India, the PRC and the UK contributed
forty three percent of all new migrants.
See our blog for the detailed data: http://
chincommunications.com.au/blog/the-rapid-growthof-australias-chinese-population/
The Impact on Australia
The rapid growth in Chinese born residents – plus the
annual influxes of Chinese students and tourists to Australia
– has made it increasingly important for Australian business
and government to be able to connect and engage with
a Chinese speaking world here in Australia. Heightened
cultural sensitivity and awareness, understanding of Chinese
social and economic aspirations and the importance of being
able to communicate effectively through Chinese language
platforms are becoming accepted as critical needs.
In Queensland, the Brisbane City Council recently launched
an extensive new platform of Chinese language materials –
including council press releases and news – aimed directly
at connecting with the more than 40,000 Chinese speakers
living in the city. The Lord Mayor of Brisbane Cr Graham Quirk
said that Chinese is now the second most spoken language
after English in Brisbane. (Brisbane Times 11 May 2013)
The influx of new Chinese migrants can result in dramatic
changes in local population demographics – sometimes
within a single suburb. In 2012 The Age newspaper
featured a report on the Melbourne suburb of Glen
Waverley and the impact of Chinese migration:
“What was once a white, middle-class, eastern suburb
has transformed into a thriving, dynamic hub of Chinese
Melbourne. The recent census revealed that Glen
Waverley, the urban heart of the City of Monash, has one
of Melbourne’s greatest concentrations of people with
Chinese ancestry. There are almost 10,500 people in this
group, or 22.4 per cent of residents. This compares with 3.7
per cent for Victoria overall and 3.1 per cent nationwide.”
(The Age 5 August 2012)
Bernard Salt – a leading Australian demographer – wrote
in 2012: “The hottest suburb in any capital city in Australia
over the past 12 months is Sydney’s Hurstville, where
the median value of a house jumped 24.5 per cent to
$931,000... probably because of an influx of cashed-up
Chinese” (The Australian 29 September 2012)
But are Australian businesses using the right channels to
reach these growing inner suburban Chinese markets in
Melbourne, Sydney and Brisbane?

Consulting firm Origins Info published the following
assessment on its website about the importance of using
Chinese language to reach communities of Chinese speaking
Australians (irrespective of their English language ability):
”Although competence in the use of English is very high,
around 75% of Chinese people speak a Chinese language
at home. Reflecting this, Chinese are regular consumers
of in-language media. The four Chinese newspapers in
Sydney outnumber their English equivalents and reach
almost two-thirds of the Chinese population. In-language
television reaches 28% of the Mandarin population and
40% of Cantonese speakers. In-language radio reaches
about a quarter of Cantonese speakers in Sydney, although
this is less popular with Mandarin speakers.” (OriginsInfo
website - www.originsinfo.com.au/resources/originsinsight/
originsinsight-january-2012/)
Feng Shui and the Australian Property Market
“Today, Chinese money makes up the fastest-growing
segment of the real estate market in Australia.”(Andrew
Taylor – Property Observer – 12 December 2012)
Growing numbers of Chinese and Indian migrants has led
one of Australia’s leading social analysts and demographers
to argue that their cultural preferences and values will
influence the dynamics of local property and real estate
markets. Canny investors and developers should take note.
Bernard Salt has stated that Chinese (and Indian) ethnicities
are starting to “shape the Australian residential property
market” in the same way that the arrival of Italian immigrants
in the 1970s created the Anglo-European culture of eating
out on the pavement, emulating the “piazza and the plaza”.
Astute property investors with an eye to future profits on
resale need to factor in the cultural sensitivities of the Chinese
buyer – with an eye for feng shui criteria. Salt also added that
Chinese migrants are “highly aspirational” and will seek to
acquire properties in the most sought after areas. (Quoted in
Property Observer 13 March 2012)
And effective communication in Chinese language is
something the real estate industry is urging local investors
to do; one leading property figure recommends listing in
Chinese on your own website and/or on Chinese property
portals. He emphasises the importance of high quality
translations, “your listings must be professionally translated
by humans - not by Google Translate or any other software.
Chinese buyers want to feel like they are getting the best, so
machine translations do you and your brand damage. They
seem unprofessional, and the language they generate often
comes across as childish, confusing and even offensive.”
(Andrew Taylor – Property Observer – 12 December 2012)
(Source for all data in this section – Australia’s Migration
Trends 2011– 12 - DIAC Report)
See our blog for much more detail: http://chincommunications.
com.au/blog/the-rapid-growth-of-australias-chinesepopulation/

MOON FESTIVAL IS CELEBRATED FROM 19 - 21
SEPTEMBER. CELEBRATE BY GIVING MOON
CAKES TO YOUR FRIENDS & CLIENTS.
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