One of the quickest growing fields in our world today is the realm of technology. People at work want to be technologically advanced, and people want to bring the latest technology into their own homes. In the United States, most families have a computer with Internet access in their home, have access to the Internet at their jobs or schools, and have access to the Internet through various other avenues (e.g. libraries, community centers, or coffee shops). 
In countries such as China, there are multitudes of people who do not have the financial means to purchase and maintain an Internet connected computer within their home. Despite the financial inequities, which do not allow some people to own their own computer, access to the Internet, is still sought after. To alleviate these needs, China has seen an influx of public-access Internet sites. The most popular of these is currently the Internet Café. 
The Internet Café’s of China provide a fee-based Internet access to anyone who enters. They also sell beverages, such as coffee and tea, to people while using the Internet. Considering this vastly popular recently emerging market, we have chosen to expand our current Internet Café to China, where we hope to diversify our own workforce, and provide China with another venue to access the Internet in a creative and enjoyable setting. 
There are approximately 1.3 billion people in China. Of China’s population, about 21% are under the age of 14, and 71% are between the ages of 15 and 64. The median age of the Chinese population is about 33 years of age. About 92% of the Chinese population is of the ethnicity Han; other ethnic minorities include the following: Zhuang, Manchu, Hui, Miao, Uyghur, and Yi. About 59% of China reports they are “non-religious”; the remainder of the Chinese population identify mainly with Confucianism, Taoism, and Buddhism. The main spoken language of China is Mandarin, however there are also known dialects of Wu, Yue, Minbei, Minnan, and others. 
The demographic information of China will play a critical role in determining proper advertising and business set-up venues. It is important to consider the entire culture of a country when starting a business in said country. 
Currently, we manage a chain of Internet Coffee shops throughout the United States. Our Internet Café’s allow people to come in and grab a beverage, pay for usage of the Internet, and/or both. We feel that even though business has been steadily increasing, and profits are up, we may be able to gain a more competitive and innovative edge if we were to expand to another market which is significantly different from our own. In some ways the Chinese market is very similar to the US market, however the Chinese culture differs to a great degree. We believe these differences will help us to discover innovative ways to promote, and expand our business both in the United States and in China. 
Our main product of sale is usage of the Internet, and the environment that people receive in our café. We are primarily focused on this, and secondarily focused on the sale of beverages. In terms of beverage sales, we will focus on a variety of coffees and teas. Through market research we have determined that teas will likely be more popular by the average Chinese consumer, therefore we plan to focus more of our beverage expenditures on teas rather than coffees. 
One significant consideration that will be undertaken prior to commencement of our Chinese Internet Café is legal application to Chinese laws governing Internet Cafés. In the past few years, the Chinese government has been outwardly strict on mandating adherence to law governing Internet Cafés. For this reason, a multitude of cafes were shut down, therefore leaving a large gap between Chinese people who desire to use the Internet within Internet Cafes, and the availability of Internet Cafes. 
Our Internet Café is scheduled to open in Shanghai, China in April of 2008. At this time the ban on new Internet Cafés will be raised, and we plan to be one of the first new establishments. We would likely also need to hire a Chinese legal consultant to determine continued adherence to Chinese regulations governing our business. From initial research it appears that as a Chinese Internet Café, we are required to track and report all Internet usage of consumers, as well as monitor and regulate the sites that are visited. 
While expanding business to a vastly different market, such as China, may be an initial strain on business, we believe that the benefits will far outweigh the costs. That being said, we plan to push forth with the re-emerging Internet Café market in China’s metropolitan areas, with anticipated great success. 
Cultural Analysis of China: Key Cultural Values and Attitudes 
In 1972, President Richard Nixon made an unprecedented visit to the People’s Republic of China. The basis of the visit was to begin negotiations with the Chinese Premier, in order to open political relations. In just thirty-five years, not only have political relations been sustained, but markets and trade with China have reached the point where, today, China is the third largest trading partner to the United States. By understanding the fundamental differences in cultures including the Chinese views regarding such things as cultural change, time orientation, acceptance of new technology, work and leisure, as well as significant traits and taboos of the Chinese culture, our coffee house/internet café will be in a better position to engage the competition (Foster, 2006). 
Chinese Culture According to Hofstede’s Typology 
Geert Hofstede analyzed data collected from IBM employees in several countries in order to understand cultural differences amongst the different countries. The result of this work has led to the development of four distinct dimensions of cultural differences. A fifth was later added. The resulting five cultural dimensions are not only useful in creating and understanding a particular country’s culture, but is also a useful tool in comparing cultures worldwide. Following is an overview of Hofstede’s four original dimensions along with the additional fifth dimension from ITIM International’s website, as well as a discussion of China’s score within these dimensions. It is also important to note where the United States falls in the typology, relative to China, in order to have a better understanding of an American internet café/coffee house trying to enter the Chinese market (Hofstede, 2007). 
Power Distance is the first of the five dimensions. Power Distance measures the degree that those who have little power expect and even accept that there is an inequality in the power distribution in their culture. This acceptance and expectation of inequality are seen throughout organizations and even within familial relationships. China has a Power Distance rating of 80. Although Asian countries tend to have a high rating compared to non-Asian countries, China’s score of 80 is among the highest of all scores and is 25 points higher than the world average of 55. In sharp contrast, the United States has a Power Distance score of 40. These scores would suggest that although inequality is a part of every culture, it is more acceptable in China than in the United States. When doing business in China or with a Chinese firm, Americans should be aware of this and treat their Chinese business associates accordingly (Sylvester & Associates, n.d.). 
The second dimension of individualism, as compared to collectivism, measures the degree to which individuals are included and part of societal groups. Countries that lean toward individualism tend to have loose ties between individuals and people are expected to care for themselves and their families. Conversely, those individuals in countries having scores leaning to the collectivism side have much stronger group ties which start at birth and last throughout the person’s lifetime. China has a relatively low individualism score of 20, four points lower than the average score of other Asian countries. In China, one would expect to see very integrated groups with strong ties throughout the community, extended family, and in business relationships. Many businesses in China are family owned and operated (Chien, 2006). The U.S. score for Individualism falls at the other end of the spectrum at 91, which is the highest score of all countries in the survey. Here one would see that individuals in the U.S. expect, and are expected to care for themselves and their immediate family (Hofstede, 2007). 
The next dimension in Hofstede’s typology is masculinity versus femininity. This dimension shows the distribution of gender roles in a given country. The word masculinity is used to describe one ‘pole’ which includes such attributes as assertive and competitive whereas feminine is at the other end of the spectrum encompassing such values as caring and modesty. China scores a 50 in Masculinity, which is the average score of all countries surveyed. The United States, on the other hand has a score of 62 (Hofstede, 2007). This higher score suggests women in the U.S are becoming more assertive and competitive whereas Chinese women are maintaining traditional feminine roles. This is very important for American businesswomen to keep in mind when working in China. Strong language, gestures, and attitudes used by women that would be acceptable in the U.S. could lead to ridicule in China (Sylvester& Associates, n.d.). 
Uncertainty avoidance is the fourth and final dimension in Hofstede’s original work. This dimension deals with a society’s level of acceptance of uncertainties. A country considered an uncertainty avoiding culture will tend to have strict rules and laws to ensure adherence to the ‘norm’. Uncertainty acceptance countries tend towards tolerance, with less ‘rules’ to dictate behavior (Hofstede, 2007). Individuals in these countries are more open minded to opposing religious views and tend to be less emotionally demonstrative than those in countries on the avoidance end of the scale. China has a score of approximately 37 compared to a world average of 64 and a U.S. score of 46. Hofstede explains the low China score in historical terms and notes that as empires in China changed, laws changed as well (Hofstede, 2007). 
The final dimension, added after the initial IBM study, is long term orientation (LTO). LTO scores are determined through a questionnaire developed by Chinese scholars and refer to such attributes as perseverance for long term orientation compared to traits for short term orientation such as respect for tradition and ‘saving face’ (Hofstede, 2007). LTO is the highest of China’s scores, which falls in the high nineties compared to a world average of 45. The United States score of 29 is the lowest of all dimensions for the U.S. China’s high score is indicative of a culture that overcomes obstacles over time. The U.S score is suggestive of a culture that puts great significance on traditions as well as the belief in importance of meeting one’s obligation (Hofstede, 2007). 
The above Hofstede scores give a clear indication of China’s cultural value system compared to that seen in the United States and to the world as a whole. The following graphs from ITIM International show distinctly the scores between the two countries as well as compared to the world. 

http://www.geerthofstede.com 

Having a clear understanding of the cultural differences between China and the United States is imperative in interpreting actions, situations, and interactions to achieve positive results in American and Chinese business relations (Chien, 2005). 
Extent of Cultural Borrowing & Openness vs. Resistance to Cultural Change 
Culture in China can be divided into two eras of significance, which are traditional Chinese culture and modern day Chinese culture. Together these cultures can be seen in today’s society. They show themselves in the forms of today’s revolution in industry and technology laced with the mysticism of Chinas past. The current state of Chinese culture and the cultural process lies in the continuous communication between differing individuals, conflicting generations, and neighboring countries. These are the backbone of Chinas multifaceted culture. 
In the past, China had upheld strong feelings of nationalism and self-reliance. Foreign trade was highly regulated by the government, which acted like a sieve and limited the outside world from entering. There was a strong national resistance to change during the early 1900’s, which ran rampantly through the government regulation and traditional Chinese culture. Historically the nation of China upheld a monarch in governmental control. During the Mao Era of 1946-1976 China found itself ready for revolution and change. 
China’s present cultural attitudes toward global influences opened during the late 1980’s and early 1990’s. Through interest in foreign trade, economic growth and capital Mainland China gained exposure to pop culture and the western lifestyle. The youth of China drive the present westernization of their cultural aspects. This is evident in their music, clothes, and language. Chinese youth are becoming increasingly concerned with popular western name brand clothing and top R&B music. Taiwan and other neighboring countries in Asia looked to Mainland China for cultural inspiration. Confucius, a religious and philosophical icon in China also had strong roots in neighboring countries. 
The fast-food industry has also made an impact on local cuisine and national eating habits. Openness to change can be seen through China’s acquisition of 1,700 Kentucky Fried Chicken restaurants that are spread throughout 400 main land cities. KFC is more successful than McDonalds when you compare the number of store locations throughout the country. This may be due to the early success of KFC in Beijing, where their first store was opened in 1987. Again, Wal-Mart has found a chance to increase profits through their recent proposal of 100 Chinese “Hypermarkets” which will be expansive grocery/department store combos (Arndt 2000). 
Today, the Peoples Republic of China government has accepted much of Contemporary Chinese culture as an important part of Chinese society. It is perceived as an important achievement of the Chinese civilization and vital to the formation of a Chinese national identity. 
Monochronic vs. Polychronic Time Orientation 
According to Bridging Distance, Culture, and Time (1994), individuals in monochronic cultures are apt to focus on one thing at a time and believe time is money whereas people in polychromic cultures tend to multi task and feel time is subordinate to interpersonal relations. The United States is viewed as a monochronic society and China is considered a polychronic society. When the U.S. and China firms conduct business, there are many differences in time orientation and the way business is carried out. 
Monochronic and polychronic people view schedule adherence in different ways. Monochronic people take schedules very seriously. They feel a business task or meeting should follow and abide by the exact schedule put into place. However, polychronic people feel schedules are just guidelines and should only to be obtained if possible. Polychronic people consider that if problems or other issues arise they should be handled simultaneously with the task at hand. Polychronic often change their plans as new issues arise. 
Polychronic people tend to juggle many projects at once and give all endeavors equal importance making it harder for themselves to adhere to strict deadlines. When it comes to doing a job, they also value the people they are working with over the job itself. This can be a difficult adjustment to monochronic people as they focus on one job at a time and while working on the job, they are committed to getting the job done. 
Business transactions may also take longer when dealing with polychronic people because they have a strong desire to build lifelong relationships. Monochronic individuals are accustomed to not mixing much business with pleasure. They normally have short-term relationships that last as long as the business transaction is in place. Polychronic individuals like to build social relationships in the course of a business transaction, which could mean the transaction may take longer to complete. Managers from the U.S. need to understand the complexity of conducting business with Chinese firms as the Chinese have many objectives while doing business. 
Being on time to a business function is critical for the U.S. manager. U.S. managers place much emphasis on promptness and being late could be a deal breaker. On the other hand, managers at Chinese firms tend to be more lax regarding promptness depending on the strength of the relationship. It is not frowned upon in China if one is 20 minutes late to a meeting as this is viewed as common practice. Making U.S. manager aware of this will keep business relations with Chinese firms in good standing. 
Attitude towards Work vs. Leisure 
Since China entered the World Trade Organization in 2001, the attitudes of employers and employees alike have gone through many changes. In addition, over the past few decades the work environment has changed due to the increase of multinational companies entering the Chinese workforce. 
Chinese people tend to have a very strong desire for success and achievement. They believe in developing their skills and education to obtain better jobs. According to “Workforce Engagement,” published by T&D, many workers choose an organization based on the availability of development opportunities. In the past, many Chinese employees worked in state owned enterprises (SOE) their entire career. Chinese employees in today’s society move from employer to employer in order to advance their individual careers. Based on a finding in “Workforce Management,” China has an annual turnover rate of 11.5 percent, two to three times the global average (Perry 2000). 
Along with Chinese employee’s drive for success, there is also evidence of a strong work ethics. They understand the importance of hard work and continuing their education to advance in the employment world. USA Today noted that many younger generations are opting out of factory jobs to become entrepreneurs (Chinese Society, 18). 
China is traditionally considered a collectivist culture based on Confucianism and is indicative of citizens placing more importance on making the group flourish over individual achievements. Although the emphasis in the workplace is based on individual advancement, societal norms are still reflective of a collectivist society. The Chinese place much importance on the greater good of all. However, a study conducted by Professor Kara Chan found that the younger generation rate social value and happiness on the amount of material possessions they have. This indicates that money is becoming the driving force when conducting business instead of the greater good for all. 
Analysis of the Business Environment 
Total volume sales of coffee in China grew by nearly 90% between 1998 and 2003, to 6,500 tons. Domestic production of coffee beans also expanded rapidly. China Agriculture Yearbook reports that China produced a modest figure of 3,573 tons of coffee beans in 1997, but by 2000 this had risen to 11,568 tons. The United States Department of Agriculture (USDA) estimated that this figure had risen to 13,000 tons by 2001 (Lee, Screen 1). 
Coffee is a Western concept to most Chinese consumers, who associate it with Western lifestyles. Unsurprisingly, coffee consumption in China is highly concentrated in large cities such as Beijing, Shanghai and Guangzhou. Coffee appeals to adventurous, open-minded, young, affluent, urban consumers. These consumers are more exposed to Western influences and tend to look up to Western lifestyles. Manufacturers have targeted Westernized young professionals as the main target market for coffee. The key issue is how to convince these consumers that coffee is a beverage to be drunk regularly rather than just a passing fad (Lee, screen 1). 
Another large consumer group, which influences the coffee consumption, is returnees. China has seen an influx of returnees (mainland Chinese students returning from Western countries) over the last five years. Many of these returnees have lived in Western countries for a decade and they have become accustomed to the coffee culture. Upon their return to China they have carried on living in this fashion. Visiting cafés and drinking coffee at breakfast is not a novelty for these consumers. Their strong earnings mean that they can afford to pay a premium price for a lifestyle to which they aspire (Screen 1). 
China’s largest customer of coffee is expatriates. China’s high growth economy and improved investment has attracted substantial foreign direct investments, which has led to rapid increases in the number of expatriates. Shanghai’s official statistics show that the number of Taiwanese living in Shanghai for short periods (at least three months) is estimated at 230,000. The figure is expected to increase each year. Expatriates are at the high-end of coffee consumption and are also regular patrons of cafés. It is reported that Westerners and businessmen from Hong Kong and Taiwan represent 30% of customers at chained cafés such as Starbucks (Screen 1). 
China doubled its on-trade coffee consumption between 1998-2003. This is a mostly urban phenomenon with most rural areas largely untapped. On-trade sales of coffee mainly go through three types of establishments: coffee shops/cafés (independent and chained), Internet cafés and fast food restaurants. Euromonitor’s figures show that chained coffee shops, such as Starbucks and Manabe (Japanese style café), saw spectacular growth in unit sales, up by 814% between 1999 and 2003. Starbucks stands as a statement of modern lifestyles and affluence in today’s China. The company has opened over 90 outlets in the country (Screen 2). 
However, Starbucks faces increasing competition from other foreign players. China’s accession to the WTO has led to the gradual relaxation of the policy governing foreign owned retail outlets, and will lead to more foreign investment and new market entrants. The reduction of import tariffs on coffee will also encourage foreign investment in coffee. Canadian chain Blenz Coffee for example, plans to open 50 outlets by the end of 2004 in China, where consumers can smoke on the premises. China, reportedly, has at least 200 million smokers. Blenz Coffee’s move obviously serves to differentiate itself from Starbucks (Screen 1). 
Local coffee shops seem unable to compete with Starbucks directly. While the local players are busy cashing in on the café trend, some imitate Starbucks’ operations, which have caused uneasy experiences. This is highlighted in the high profile lawsuit between Starbucks and Shanghai Xingbake Co. Starbucks is suing Xingbake (whose name in Chinese characters is virtually identical) for trademark infringement after the two sides failed to settle out of court. The court has yet to make a ruling. Starbucks cannot afford to lose the lawsuit, as Shanghai is the core market for its mainland Chinese operation. To gain a firm management control in China, Starbucks increased its stake in President Coffee Co. (a joint venture between Starbucks and the Taiwan based company Uni-President) from 5% to 50% in the middle of July 2004 (Screen 1). 
The Chinese coffee market is highly consolidated, with multinationals controlling the market. Nestlé was the first multinational to establish a coffee processing plant in China. Nestlé’s Nescafé brand is a long-running favorite in the instant coffee sector in China and Nescafé has now become a generic name for coffee. In 2002, Nestlé accounted for 46% of retail value sales. The company runs continuous above-the-line and below-the-line marketing and promotional campaigns in the country. Kraft is trailing Nestlé considerably, holding a 20% share in 2002 (Screen 2). 
Multinationals have made a positive contribution to the development of the Chinese coffee industry with both Nestlé and Kraft utilizing domestically grown coffee to supply the local market. Nestlé also sent technical staff to the Yunnan province (one of the major coffee-producing provinces in China) to help growers produce coffee beans which meet their own production requirements. 
The Chinese coffee market is expected to grow by 70% in total volume sales between 2003 and 2008. Euromonitor’s findings show that, within Asian countries, affluent consumers with a high degree of Western influence are more likely to accept a coffee culture. Coffee consumption in Japan and Singapore are far higher than that in the UK. In the Greater China area, Hong Kong consumed coffee at about the same rate as world consumption. This is positive news for the Chinese coffee industry and coffee marketers are now working on persuading Chinese consumers to increase their coffee consumption significantly in the next two decades. 
There has been a lot of effort to constantly promote coffee within China. In 2001 the International Coffee Organization organized coffee festivals in both Beijing and Shanghai. Some coffee marketers believe they can eventually persuade every Chinese citizen to drink a cup of coffee a year. If the coffee makers are able to succeed at this, they will be able to open up a substantially profitable market (Screen 2). 
Because tea is the Chinese national drink, and will continue to be an integral part of the daily lives of the Chinese, marketers are going to have a difficult time in turning the 1.3 billion population base into regular coffee drinkers. To make the issue more difficult for marketers, tea is seen as a drink, which has health benefits, whereas coffee is still seen as a lifestyle drink. Also, tea is an extremely cheap and natural product in China, while coffee is still out of reach for the average Chinese consumer. Most Chinese consumers still have little or no knowledge about coffee. Therefore, the transformation hoped for by coffee marketers is not impossible, but it will not be easy and will not be rapid despite the recent growth (Screen 2). 
Entry Strategy (Entry Mode) 
We have chosen to enter the People’s Republic of China (PRC) as a Wholly Foreign-Owned Enterprise (WFOE). As a wholly owned subsidiary, the advantage the company would include having tight control over operations, and gives the firm a 100 percent share in the profits generated by the cyber café (Hill, 2007). 
Entering the market as a WFOE allows for greater flexibility and independence in managing production, financing, and marketing decisions. It can also enhance the control over the local operations by avoiding any potential opportunism of a partner in a joint venture situation. Intellectual property rights in China may be susceptible to misuse, and using WFOE will give the organization more control over protecting their proprietary company information (Canfei, 2003). 
SWOT Analysis (Strengths, weaknesses, opportunities, and threats) 
Based on a SWOT analysis done by Helms (1999), the strengths found in China look promising for setting up the café. China’s growth in areas such as economic development, national strength and an annual increase of GNP of an average of nine percent annually creates a welcoming fiscal investment in the PRC. China’s large population creates opportunity for a large number of potential customers as well as a large pool of lower wage employees. Also, China’s Westernization is a definite advantage our coffee consumption. 
Some weaknesses in setting up business in China include infrastructure, education and shortages of energy, fuel and raw materials. There is also an issue with a lack of modern pollution control. Another weakness would be the blatant copying that is currently going on in the coffee marketplace, so our business would have to worry about the lax copywright laws. 
Opportunities for setting up business in the PRC include their membership with APEC, the Asian Pacific Economic Cooperation Forum. China is one of 21 members of this organization whose aim is to increase multilateral cooperation in view of the economic rise of the Pacific nations and a growing interdependence in the region. The goal of APEC is to have all of their industrialized members to remove trade and investment barriers by the year 2010. This future action by China would increase the viability of business development (Hill, 2007). 
Possible threats to investment in China would include policies that make it difficult for non-China companies to make money. The effectiveness of investments in China will only be seen in the “long-run”. A company must take that into account when deciding to enter the PRC market. There are also strict rules regarding advertising. The media is government controlled, and this may pose a potential problem. There are many possible political risks involved, also. Lack of protection of intelligent property, slow government approval processes, and corruption on many levels are examples of risks associated with setting up a WFOE in China (Helms, 1999). 
Setting up WFOE for Success 
China is going through an economic transition through decentralization of power and fiscal responsibilities from central to local government. The change in the way China deals with power has been an incentive for local governments to create revenue and economic development (Canfei, 2006). Local governments have been given a greater amount of autonomy over their economies, and now have the authority to make investments, coordinate urban developments, grant business licenses, and resolve business disputes. In China, there are provincial level governments: ministries, provinces, centrally administered cities and ethnic autonomous regions. There are four centrally administered cities: Beijing, Shanghai, Tianjin, and Chongqing. 
Canfei, 2003 

In order to have success with a WFOE, it would be advantageous to set up a business in areas that already have many foreign enterprises (Canfei, 2003). Information from other businesses that have entered the Chinese market may prove invaluable, and these areas may allow for an exchange of knowledge based on experience. Another potential asset is the local government’s experience with foreign investors. The more familiarity an area has with foreign enterprise may also weaken some of the risks or external uncertainties involved with setting up the WFOE. 
Following these suggestions, we plan to open our business in Shanghai; the largest city in the PRC and the seventh largest in the world (Helms, 1999). The opportunities in Shanghai are immense. The economic reform in China has resulted in fiscal and power decentralization from the central government to local governments. This power decentralization has generated strong incentives for local governments to provide a favorable environment for business. Shanghai, a centrally administered city, has superior opportunities for business to enter (Canfei, 2006). 
Registration Requirements 
Now that we know where we are going, the next question is what do we need to get there? According to the Doing Business Project (2007), sponsored by the World Bank Group, there are 13 procedures laid out that are associated with setting up a business in China. Below is a list of those procedures: 
STANDARDIZED COMPANY 
Legal Form: Limited Liability Company 
Minimum Capital Requirement: 30,000 
City: Shanghai 
Registration Requirements:    

Marketing Strategies: Place 
As was mentioned above, Shanghai is the desired location for our WFOE. According to the SWOT analysis, it was considered a good location for initial investment in China. Shanghai is one of the world’s largest industrial and commercial centers and has advanced transportation and telecommunication systems (Canfei, 2006). The advanced telecommunication systems in Shanghai make it an ideal location to set up our new business, due to the nature of a cyber cafés heavy reliance on telecom systems. 
Shanghai is also a very modern city with a large number of foreign investments. The diversity of people brought together in such a place will benefit a cyber café that is entering a traditionally tea drinking country. 
Marketing Strategies: Product 
While, in essence, it would appear that we are selling something as simple as coffee and internet, it is much more. Just like Starbucks, we are selling an experience and an environment. Coffee is coffee no matter where you go, essentially. It’s the experience that you get at the coffee shop that makes you come back for more. This is why you see that just about every single Starbucks you come across is very similar in design and offerings. That way, no matter where or when you go, you can expect a similar experience at any Starbucks you enter. 
Our offerings in terms of coffee and teas would be similar to that of Starbucks, but our environment won’t be as clinical and rushed as Starbucks. Whereas Starbucks is an in and out type of coffee shop, our cyber café will create an environment that will want the consumer to hang out and visit with friends or use our Internet services. 
Marketing Strategies: Price 
The pricing on our products will be based on comparables in the area. Other similar businesses will be examined to determine pricing for the products we will be offering in an attempt to keep our company competitive in Shanghai. Our best example of looking at the price for coffee would be our biggest competitor, Starbucks. We do not feel that we would not be best to compete on price alone. With our store atmosphere and environment that we offer, we feel that we will be able to have a price similar to that of Starbucks or slightly lower. What the business does not make up for in terms of coffee, we feel that we can make up for in a subscription Internet usage model. 
Marketing Strategies: Promotion 
Advertising in Shanghai is regulated by the central government. These regulations can be quite strict, and a business going into China needs to be familiar with, and understand the regulations currently in place. In 1994, China passed the Advertising Law of the Peoples Republic of China. This law prohibits the use of unfair, misleading and deceptive advertising. Article 7 of the Advertising Law explains these regulations (Advertisement Law of the People’s Republic of China, 2007). 
Article 7 
The contents of advertisements shall be conducive to the physical and mental health of the people, promote the improvement in quality of commodity and service, protect the lawful rights and interests of consumers, be in compliance with social morality and professional ethics, and safeguard the dignity and interests of the state. 
Advertisements may not contain any of the following circumstances: 
1.Using the national flag, national emblem and national anthem of the People's Republic of China;  
2.Using the names of state organs or names of staff of state organs; 
3.Using such words as the state-level, the highest-level or the best; 
4.Hindering social stability or endangering the safety of life or property, or harming the Social public interests; 
5.Hindering the social public order or violating the good social customs; 
6.Carrying any pornographic, superstitious, horrible, violent or ugly information; 
7.Carrying any nationality, racial, religious or sex discriminating information; 
8.Hindering environmental and natural resources protection; and 
9.Other circumstances that are prohibited by laws and administrative regulations. 

Electronic advertising is quite popular in Shanghai, and would be considered a good choice of advertising, as well as local ads in local publications, radio, and television. Advertising may only be done through an agent who has been granted permission to advertise: an agent must be secured to guide the advertising process. 
Internet browsing and sipping on a hot beverage go hand in hand. People from all over the world have demonstrated their love of this combination. Our business is flourishing in the United States, and will proceed to flourish in the re-emerging Chinese CyberCafe market. People have a desire to be at the same level of technology as the rest of the world, therefore people are drawn to the Internet. 
The yet untapped Internet Café market available in China has come about from multiple sources: government regulations which closed many café’s, strict government regulations on opening new cafes, and strict regulations concerning business monitoring of Internet users. China’s government may be trying to dissuade new Internet Cafes from opening with all their new regulations, however, our plan considers this new market entry from all angles, and is sure to succeed. 
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