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Preface

Unlocking  innovation in China is an Economist Intelligence Unit report, sponsored by Cisco. The Economist 
Intelligence Unit conducted the analysis and wrote the report. The fi ndings and views expressed in the 
report do not necessarily refl ect the views of the sponsor.

The report is based on a survey of 181 senior executives in China, in-depth interviews with senior 
executives from Chinese companies and desk research. The author is Lina Tornquist and the editor is 
Katherine Dorr Abreu. The Economist Intelligence Unit would like to thank all those who contributed their 
time and insight to this project.
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Introduction 

Can China become a nation of innovators? Its government hopes so. It has a plan to make China an 
innovative society by 2020. Increased innovation, it argues, will be vital for China to move up the 

technological ladder to produce high-value goods and services. Indeed, homegrown innovation could 
be vital to solve many of China’s challenges, such as energy productivity and pollution, and to position 
Chinese companies competitively in the global market. 

The pursuit of these goals is transforming China. No longer just the workshop of the world, the country 
is also becoming a laboratory, research and development (R&D) centre and consumer market. It stands 
out as a leading R&D base for work in areas such as stem cell research and nanotechnology. China now 
publishes more academic papers on nanotechnology than any other country.

The results are visible already. China moved from 59th place in 2002-06 to 54th in 2004-08 in the 
Economist Intelligence Unit’s global Innovation Index, achieving in two years what had been forecast 
for fi ve years. China’s prospects are even stronger in the medium term. The 2009 Index forecasts that 
the country will leap 8 rungs to 46th place in 2009-13, the biggest improvement among the 82 countries 
rated. (The updated Innovation Index and analysis can be found at www.eiu.com/sponsor/cisco/
innovationindex09.)

The government is spurring this trend. Over the last decade, China has increased its spending on R&D 
by 20% per year. Its target for overall spending on R&D (public and private) is 2.5% of GDP by 2020, up 
from 1.5% in 2007. This compares with 3.8% in Sweden in 2006, 3.4% in Japan in 2006 and 2.7% in the 
US in 2007. The government also foresees reducing China’s reliance on foreign technology to 30%, down 
from the current level of around 50%.

China’s companies are keen to contribute to the drive towards innovation. In a survey conducted 
among 181 senior executives based in China by the Economist Intelligence Unit in November 2008, 
85% of respondents said innovation was important to their organisation’s long-term success, on par 
with executives in an earlier, global survey. Indeed, a large portion of our respondents rated innovation 
as more important than other yardsticks of success at their company: 41% said innovation was more 
important than sales growth, 39% said it topped operational effi ciency and 31% considered it more 
important than market share. 

The survey, sponsored by Cisco Systems, asked how China’s companies are innovating and what factors 
managers rank as important for innovation. In this paper, we present these fi ndings and compare them to 
the results of a similar global survey of 485 senior executives worldwide, conducted in 2006. 
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Who took the survey?

The online survey was fi elded in Chinese and was answered by 181 
executives based in China. A total of 32 regions are represented, 
although most are located in Shanghai (25% of the total), 
Beijing (13%), Jiangsu (12%) and Shandong (11%). The survey 
encompassed a variety of company ownership structures: 27% are 
from state-owned enterprises (SOEs) or owned by provincial or 
municipal governments; 26% from wholly owned foreign operations; 
22% from private Chinese concerns; and 18% from joint ventures 
between Chinese and foreign concerns. Twenty-eight percent of 
respondents’ organisations have annual revenue of US$100m or 
less, 29% between US$100m and US$500m, 8% between US$500m 
and US$1bn, and 34% more than US$1bn (sum is less than 100% due 
to rounding). 

They represent a broad range of industries, but manufacturing 
accounted for 35% of respondents and fi nancial services for another 

12%. Forty-one percent are C-level executives. They have a broad 
range of roles, with 35% responsible for general management, 17% 
for customer service and 15% for fi nance. 

For further information, see the appendix at the end of this report.

27

18

26

22

7

State-owned enterprise* 

Joint venture between Chinese 
and foreign concerns

Wholly owned foreign operation

Private Chinese concern

Other

* Includes state-owned enterprises and enterprises owned by provincial or municipal governments.
Source: Economist Intelligence Unit survey, December 2008.

Ownership stucture of respondents’ companies
(% respondents)
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Several of China’s companies have emerged as able innovators. For example, BYD, a manufacturer of 
cars and batteries, started out in 1995 making inexpensive nickel-cadmium batteries, used mainly in 

toys, before going on to produce pricier batteries for mobile phones and power tools. It now manufactures 
the world’s fi rst mass-produced plug-in hybrid electric vehicle, which went on sale in China in December 
2008. BYD was able to become the world’s second-largest maker of rechargeable batteries by redesigning 
its manufacturing to be more fl exible and less dependent on high-cost machinery. The company has 
invested much of its R&D resources in fi nding novel ways to cut manufacturing costs. It has, for example, 
replaced expensive materials with cheaper alternatives of similar performance, and worked out how to 
make batteries in normal humidity, which cuts out the need for costly “dry rooms” that are used by other 
battery manufacturers. BYD now has its sights set on becoming the world’s largest carmaker by 2025, and 
counts Warren Buffet among its investors. 

So just how are China’s companies innovating? And how are they supporting innovation? 
An impressive 83% of survey respondents say senior managers at their companies are focused on 

transforming ideas into the most profi table innovations possible. The companies we surveyed also invest 
in R&D. Of the 143 respondents in China who knew the actual number, 48% say their company spends 3% 
or more of its revenue on R&D, compared with 54% of respondents in our global survey. 

China’s companies are more likely to have incentives in place to encourage employees to suggest and 

Supporting innovation in China’s companies 

Prizes or presents

Public recognition by corporate leaders

Pay raises

But support for developing ideas also important
Special access to company resources

Money to buy special equipment

Time off from regular work to pursue innovation projects

Companies encourage innovation
(% respondents)

Personal recognition the most common incentive

Source: Economist Intelligence Unit survey, December 2008.

 61

 52

 36

 37

 33

 25
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develop innovations than companies do globally. In China, the survey shows that such incentive schemes 
centre mostly on personal recognition, either through prizes or presents (61% of respondents), public 
recognition (52%) or pay increases (36%). But a large number of respondents also report that their 
companies support employees who suggest or develop innovations by providing them with special access 
to company resources (37%), money to buy special equipment (33%) and time off from regular work to 
pursue innovation projects (25%). 

Nevertheless, our survey suggests differences in how innovation occurs in China and globally. In China, 
the R&D department is where ideas for new products, processes and services are most often generated, 
according to 67% of respondents. Sales and marketing, chosen by 52% of respondents, ranks as the 
second most important internal source of ideas. In contrast, the sales and marketing department is the 
source for most ideas in the global survey, followed by R&D. 

 

There are also differences between companies in China and their global counterparts with regard to the 
external sources on which they rely to generate new ideas. While in both China and globally, competitors 
rank second to customer and market research as the best external source of new ideas, partners are much 
less important in China. They were chosen by only 17% of respondents, compared with 34% globally. 

These fi ndings suggest two things. First, they point to a less collaborative approach to innovation in 
China. Second, China’s companies may still be wedged in a more traditional pattern, where companies 
develop ideas behind closed doors before trying to sell them to the market. 

The concept of open innovation, in which a company recognises that it is not the sole repository 
of ideas and that sharing is fruitful, has gained ground worldwide. Our fi ndings suggest that China’s 
companies may do well to strengthen their interaction with their partners and suppliers as a catalyst for 

R&D

Sales & marketing

Strategy/planning/business development

General management team (including the CEO)

Logistics/supply chain/procurement

Operations

In which area of your organisation are ideas for new products/services/processes most often generated? 
(% respondents)

 67
 42

 52
 50

 34
 40

 29
 32

 12
 10

 12
 23 Source: Economist Intelligence Unit survey, December 2008.

China          Global
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generating new ideas. But Chinese executives interviewed for this report say that such interaction can be 
held back by a lack of trust. Zeus Chen, head of fi nance and operations at Noumena Innovations, a Beijing-
based software company, remains wary of collaborating with other domestic fi rms, fearing his partners 
might reverse-engineer or pirate his company’s products. 

For the moment, marketing and sales departments play second fi ddle to R&D departments as a source 
of new ideas among the companies we surveyed. Does that represent missed opportunities for China’s 
companies? It could. Innovation centred on consumer experiences is where Chinese companies lag, 
according to Denis F. Simon, professor at the Pennsylvania State University and a leading expert on 
technology innovation in China.  

The ability to respond to consumer preferences may be especially important for China’s fi rms. When 
asked the origins of their most successful innovations, changes in industry or market structure (64%) 
topped respondents’ list in China, followed by changes in consumer tastes or habits (43%), indicating 
that China’s companies are responding to very dynamic, fast-changing markets. Indeed, executives from 
Li Ning, a domestic sports brand profi led in this report, say that the large increase in their company’s 
product portfolio over recent years is a direct result of the swiftly growing sophistication and complexity 
of China’s domestic market. 

Source: Economist Intelligence Unit survey, December 2008.

Changes in industry or market structure

Changes in consumer tastes or habits

Inadequacy in a process, product or service that was rectified

Scientific breakthroughs (eg, sequencing the genome)

Planned investment in innovation programmes

How would you describe the origins of your organisation’s most successful innovations? 
(% respondents)

 64

 43

 31

 30

 30
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Ideas for new products and services do not emerge in a vacuum; the economic environment is a crucial 
factor. In China, government policies in particular affect industry’s ability to innovate. Indeed, 

although government plays a direct role in funding R&D and scientifi c institutions, it also has a more 
indirect, and perhaps more important, role in making sure that markets encourage innovation through 
such things as fi nancial regulation and technical standards. It also sets tax policies, which can support 
companies that engage in R&D, and defi nes the level of regulatory red tape, both factors rated as very 
signifi cant by over one-third of respondents.

But macroeconomic stability is by far the top national factor that can encourage innovation: 52% of 
respondents rank it as very signifi cant. In this, China’s companies face challenges ahead. After years of 
rapid growth, China’s economy is now suffering the impact of a global slowdown that generates greater 
strains and uncertainty. Companies like Li Ning and Broad, profi led in this report, have grown strong 
during the boom years. Will they keep pushing innovation at their companies even if the macroeconomic 
climate worsens? 

Other factors also play a key role in creating an environment favourable to innovation. None is as vital 
as the leadership skills of management, according to our survey. Fully 65% of respondents considered 
corporate leadership very signifi cant. The next tier of responses includes total R&D spending, which was 
ranked second and considered very signifi cant by 56% of respondents, and protection of intellectual 
property (IP), chosen as very signifi cant by just over one-half of respondents. 

Fertilising the soil

65

34

1

Very significant

Somewhat significant

Not significant

Source: Economist Intelligence Unit survey, December 2008.

How significant are leadership skills to innovation?
(% respondents)
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Naturally, it is important to have good managers who initiate and support innovation projects at their 
companies. But is a talent shortage hampering China’s ability to innovate? A review of China’s innovation 
policy by the OECD in 2007 fi nds that although China has been quick to mobilise the “hardware” of its 
innovation systems, building up human resources and management capacity has taken longer. The 
country’s management challenge, which is particularly important as its companies go global, stems in 
part from the very newness of China’s industry and from its socialist legacy. Rigid hierarchies within 
organisations, an education system that is still too focused on rote learning rather than debate and 
inquiry and high turnover rates among management can make fi nding and retaining managers able to 

Competition spurs innovation: Li Ning counts 
on R&D and supply chain management

Li Ning, China’s largest domestic sportswear brand, not only needs 
to fend off multinational sportswear giants Nike and Adidas, but 
also needs to stay ahead of its increasingly savvy domestic rivals, 
including brands such as Anta and 361°. Such mounting competitive 
pressure has turned into a major driver for innovation, confi rms Guo 
Jianxin, Li Ning’s chief operating offi cer.

To keep up, Li Ning is supporting big initiatives to improve its 
R&D and fuel creativity within the company. In 2008 Li Ning invested 
in a sports research lab at its new Beijing headquarters, creating 
one of the world’s top centres of biomechanics, the science of body 
movement. Li Ning is also supporting new ideas through a group 
of initiatives it has dubbed “cross-over”, which aim to tap the 
creativity of people outside the company by, for example, challenging 
architects and construction engineers to try their hand at designing 
shoes. In 2007 the company opened a new research and design centre 
in Portland, Oregon, where it employs international researchers and 
designers. Li Ning rotates its Chinese design staff through the centre 
to give them more international exposure. 

Li Ning’s efforts to generate new ideas is part of a national trend. 
Once mostly imitators, more brands in China are now striving to 
defi ne themselves to consumers through their own distinct products 
and designs. 

But much of the innovation at Li Ning is going on in a less showy 
arena—its supply chain management. In 2006 Li Ning formed its 

Pilot Project Team (PPT), headed by Mr Guo. The team is charged with 
making the company’s supply chain processes more effi cient and to 
cut costs, which had spiralled upwards owing to China’s rising costs 
of production and the growing complexity of Li Ning’s organisation. 
Li Ning also re-engineered its supply chain management to adopt 
a demand-driven approach, which allows its wholesalers to change 
their orders quickly depending on how well products sell.

The PPT team consists of about 30 staff from Li Ning and 40 
representatives from its suppliers, manufacturers and retail stores. 
Through its efforts, Li Ning cut average inventory times from 84 days 
to 61 days, and slashed the amount of time it took stores to receive 
ordered goods from two months to two weeks. Such improvements 
took place even as the number of stores selling Li Ning-branded 
goods doubled in two years. 

To achieve this, the PPT team worked to improve and integrate sales 
forecasting. It built an integrated IT infrastructure for Li Ning’s entire 
supply chain, which allowed people at different stages of the chain to 
communicate and problem-solve effectively. The PPT team members 
test effi ciencies on 100 products at a time, a process that allows the 
team to measure progress and replicate areas of success elsewhere. 

Our survey suggests that such innovation is still relatively rare at 
China’s companies. The operations department is a less signifi cant 
source of ideas in China than it is worldwide—only 12% of respondents 
selected operations as an area of their business where new ideas are 
most often generated, compared with 23% in the global survey.

According to Mr Guo, such operational improvements at Li Ning 
were not brought into effect overnight. He believes that companies, 
like athletes, need to hone performance over time.
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foster innovation a challenge for companies in China. In choosing leadership skills as the most important 
internal factor for innovation, survey respondents recognise the gap.

Meanwhile, the top technological factors cited by our respondents as very signifi cant, total R&D 
spending and IP protection, are directly linked. Since joining the World Trade Organisation in 2001, China 
has done much to strengthen its intellectual property rights (IPR) regime, including revising its laws 
concerning patents, trademarks and copyright. Nevertheless, it still lags in enforcement of IPR, which 
makes it diffi cult for companies to protect inventions. Such a lack of protection may dampen private R&D 
spending and collaboration, or stop companies from marketing their inventions. Protection of intellectual 
property evidently remains a signifi cant issue for companies in China. 

Very significant          Somewhat significant          Not significant

Total spending on R&D

Protection of intellectual property

Technical skills of the workforce

Quality of IT and communications infrastructure

Access to investment finance

How important do you think these technological factors are to innovation for your company?
(% respondents—excludes those who answered “Don’t know”)

Source: Economist Intelligence Unit survey, December 2008.

57 40 3

51 44 6

39 56 4

35 56 9

35 51 14
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Broad: A new generation

Zhang Yue, the president and chief executive offi cer of Broad, a 
private Hunan-based manufacturer of air-conditioners, heating 
systems and air purifi ers, is among China’s new generation of 
entrepreneurs. While many of China’s companies compete on price, 
Mr Zhang has put his faith in developing Broad’s technology and a 
strong service model to build his company.

Broad developed its fi rst direct-fi red absorption (DFA) chiller 
in 1992. The technology relies on energy sources such as natural 
gas or waste heat for power, rather than electricity, which is used 
in traditional air-conditioning systems. When Broad started to 
market its air-conditioning units in China, it had a key advantage: 
DFA chillers do not rely on the electricity grid, which was shaky and 
overloaded, and prone to widespread electricity shortages. 

Broad did not invent DFA chillers. The technology has been in 
commercial use for decades. But Broad introduced it in China, and has 
been a global leader in its development. 

Now Broad’s heating and cooling systems are installed in over 60 
countries, including at sites such as the Madrid airport in Spain and 
the Con Edison power plant in Manhattan, the US. DFA chillers allow 
customers to save energy and reduce their environmental impact. 
Broad’s focus on providing systems that are relatively hassle-free has 
also allowed the company to expand in developing countries, where 
access to qualifi ed engineers is often limited. Broad has also been a 
pioneer in developing a strong service for its products. To avoid costly 
malfunctions, Broad monitors all systems online from its Hunan 
headquarters. Its new generation of chillers also includes what Broad 
terms a unique water distribution system that allows its customers 
to cut installation time and combine servicing for water, cooling and 
heating systems. 

As China’s government has restructured its economy to allow 
more private companies, Chinese entrepreneurs like Mr Zhang 
have thrived. Private ambition and profi t have proven powerful 

incentives to innovate. Indeed, our survey suggests that there is 
still a large difference in attitudes towards innovation between 
China’s state-owned enterprises (SOEs) and privately owned Chinese 
companies—only 76% of SOEs (state as well as municipal and 
provincial enterprises) consider innovation as critically important 
or important, compared with 90% for private Chinese companies. 
Senior management tends to be more supportive of innovation in 
private Chinese companies: 90% of survey respondents agree that 
senior management is “neutral, and focused on transforming good 
ideas into the most profi table innovations possible”, compared with 
only 73% of respondents working at state fi rms. Pay-off rates also 
vary according to the type of companies surveyed: private Chinese 
companies expect a faster return on their investments, whether in 
innovation or capital expenditure in general. 

Yet, even as China’s economic restructuring has provided fertile 
ground for the growth of entrepreneurial innovators, there is still 
ample room for internal restructuring within companies. Broad, 
like many Chinese companies, is top-heavy. Although the company 
employs some 2,000 people, Mr Zhang says that he is personally 
responsible for some 80-90% of the company’s innovative concepts.

Allowing private initiative and enterprise has enabled China to 
develop a vibrant and innovative, non-state sector. Might the next 
generation of innovation in China be spurred as companies, like 
Broad, unlock initiative and enterprise among all their employees?

State-owned enterprises*

Private Chinese companies

Private Chinese companies expect a quicker pay-off 
for their investments
Percent of companies that expect to recoup their costs within two years

 43
 27

 70
 41

* Includes state-owned enterprises and those owned by municipalities and state governments.
Source: Economist Intelligence Unit survey, December 2008.

Innovation-based investments
Other capital investments
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Amid fi erce competition from the world’s largest brands as well as local companies, China 
is transforming itself from a low-cost manufacturer to global innovation test bed. China’s 

companies still face challenges in their quest to move up the international value chain, but they have 
come a long way, fast. 

China’s government is taking a leading role in pushing technological advances in such fi elds as manned 
missions to the moon, the manufacture of large aircraft and the development of new drugs. Our survey 
suggests that government policy support is critical for China’s companies to innovate. 

But support involves more than glamorous technology projects. Humbler tasks such as ensuring 
macroeconomic stability, working the kinks out of markets, creating a competitive tax regime and 
defending IP are also critical to help China’s companies innovate. At the corporate level, developing 
leadership skills is vital, while becoming attuned to the end user will open vast new opportunities for 
consumer-centric innovation. 

Apart from going high-tech, China’s companies have found ways to beat their global rivals through 
innovating simple, low-cost solutions that give them an edge on price or through more personalised 
products. Indeed, the “China price’” may not have to be laid by the wayside even as China grows richer: 
re-engineering products to cut costs and fi nding novel ways to manage their supply chain may do a great 
deal to offset higher staffi ng costs and capital expenditure. Working out how to make mobile phones 
and computers inexpensively enough for the huge number of poor in the world may be as lucrative as 
producing for the few who are well-to-do. Companies in China, with a foot in both the developing and the 
developed world, could show the way.

Will China’s companies keep pushing for innovation? The survey suggests that they will. Innovation 
has found a fi rm footing among China’s companies, and that bodes well in good times and bad. China as a 
nation of innovators? It may not be too far off.

Conclusion
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Appendix: Survey results
Please note that totals may not equal 100% due to rounding.

Critically important

Important

Somewhat important

Somewhat unimportant

Not at all important

How important is innovation to your organisation’s 
long-term success?
(% respondents)

 47

 38

 14

   2

0

Sales growth

Operational efficiency

Market share

Share price

Profit margin

None of the above

For your organisation, is successful innovation more or less 
important than other metrics of success? For my organisation, 
innovation is more important than... 
Select all that apply.
(% respondents)

 41

 39

 31

 30

 28

 9

Changes in industry or market structure

Changes in consumer tastes or habits

Inadequacy in a process, product or service that was rectified

Scientific breakthroughs (eg, sequencing the genome)

Planned investment in innovation programmes

Demographic changes

Other

How would you describe the origins of your organisation’s 
most successful innovations? 
Select all that apply.
(% respondents)

 64

 43

 31

 30

 30

 8

    1

R&D

Sales & marketing

Strategy/planning/business development

General management team (including the CEO)

Logistics/supply chain/procurement

Operations

Board of directors

HR

Risk/compliance/legal

Finance & accounting

In which area of your organisation are ideas for new 
products/services/processes most often generated? 
Select up to three.
(% respondents)

 67

 52

 34

 29

 12

 12

 8

 6

 4

  2

83

17

Senior management is 
neutral, and is focused 
on transforming good 
ideas into the most 
profitable innovations 
possible

Senior management is 
not neutral, and 
sometimes stifles the 
innovation process by 
diverting innovative 
ideas to less profitable 
areas of the business

Which statement better describes the approach your 
organisation’s senior management takes toward the 
innovation process? 
(% respondents)
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Fewer than 10

10-25

25-50

50-100

100-500

500-1,000

More than 1,000

Don’t know

Approximately how many documented suggestions/proposals 
for innovations does your organisation consider for each 
successful new product/service/process it rolls out?
(% respondents)

 18

 24

 16

 9

  1

 2

 2

 28

Prizes or presents

Public recognition by corporate leaders

Special access to company resources

Pay raises

Money to buy special equipment

Time off from regular work to pursue innovation projects

Stock options

Stock in spin-offs

None of the above

What incentives does your organisation give employees to 
suggest and develop innovations? Select all that apply.
(% respondents)

 61

 52

 37

 36

 33

 25

 17

 10

1

Backing from a board director

Support from the C-suite

Approval by the research director

Support from middle management

Support from the rank-and-file of the organisation

Other

Generally speaking, how do ideas for innovations start to gain 
momentum within your organisation?
(% respondents)

 20

 31

 14

 26

 7

 1

Customers and market research

Competitors

Suppliers

Partners (alliances or joint ventures)

Shareholders

Universities

Consulting firm

Acquired companies

Conferences

Media

Other

From what outside sources does your organisation most often 
get ideas for new products/services/processes? 
Select up to three.
(% respondents)

 83

 45

 19

 17

 17

 12

 10

 8

 5

 5

   1

Contract with university department

Consulting jobs for academic developers involved

Hiring key personnel involved in the invention or discovery

Exclusive license

Other

Don't know/Not applicable

If you sometimes obtain innovations from universities, what form 
of technology transfer does your organisation favour, if any? 
Select all that apply.
(% respondents)

 45

 30

 24

 21

   2

 23
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Less than 1%

1-2%

2-3%

3-5%

5-8%

8-12%

More than 12%

Don’t know

Approximately how much does your organisation invest in R&D as 
a proportion of total annual revenue?
(% respondents)

 11

 17

 13

 16

 8

 8

 7

 21

None

1-10%

10-20%

20-30%

30-50%

More than 50%

Don’t know

Of the money your organisation invests in R&D, approximately 
how much comes from government agencies or other public 
bodies?
(% respondents)

 38

 28

 9

 4

 1

 1

 19

19

81

Yes

No

Does your organisation reside in, or have close connections to, 
a high-tech cluster (eg, Shanghai’s Zhangjiang Hi-tech Park; 
Beijing’s Zhongguancun Science Park (ZSP); and California’s 
Silicon Valley)?  
(% respondents)

Fewer than 5

5-20

20-40

More than 40

Don’t know

Approximately how many institutions of technological excellence 
(eg, universities, government labs, contract research labs, think 
tanks) reside within the cluster?
(% respondents)

 6

 29

 18

 21

 26

Excellent

Good

Adequate

Poor

Non-existent

Don’t know

How would you gauge the high-tech services (eg, specialist 
technical services, high-tech recruitment) within the cluster?
(% respondents)

 9

 35

 32

0

0

 24

None

Less than 5%

5-10%

10-15%

15-20%

20-25%

More than 25%

Don’t know

Approximately what percentage of your organisation’s employees 
are scientists or engineers?
(% respondents)

 2

 21

 30

 14

 9

 5

 7

 12
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Excellent

Good

Adequate

Poor

Non-existent

Don’t know

How knowledgeable about your business are the financial services 
within the cluster?
(% respondents)

0

 38

 38

 12

 3

 9

Within a year or less

Within 2 years

Within 4 years

Within 7 years

Within 10 years or more

Don’t know

Generally speaking, how quickly does your company expect to 
recover its innovation-based investment costs?
(% respondents)

 21

 25

 29

 7

 4

 13

Within a year or less

Within 2 years

Within 4 years

Within 7 years

Within 10 years or more

Don’t know

Generally speaking, how quickly does your company expect to 
recover the cost of other forms of capital investment (eg, building 
a new factory)?
(% respondents)

 8

 20

 30

 14

 14

 14

1 year old

2 years old

3 years old

5 years old

10 years old

15 years old

20 years old

25 years old or older

To what extent are your company’s revenues derived from new 
products or services? More than half of my organisation’s annual 
global revenue comes from products or services that are 
approximately... Please complete the phrase.
(% respondents)

 11

 21

 15

 25

 12

 2

 4

 10
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Very significant          Somewhat significant          Not significant          Don’t know

Macroeconomic stability

Government policy

Institutional framework (eg, public administration, rule of law, extent of corruption)

Regulatory environment (eg, ease of doing business, licensing, opening new businesses)

Tax regime (eg, tax burden, fairness and consistency of tax system, incentives for investment)

Flexibility of labour market

Openness of national economy to foreign investment

Ease of hiring foreign nationals

Openness of national culture to foreign influence

Popular attitudes toward scientific advancements

How important do you think these national characteristics are to encourage innovation in your company?
(% respondents)

52 38 8 1

38 53 9 1

21 61 16 2

27 60 11 2

31 53 16 0

11 58 29 2

22 49 25 3

 6 46 40 8

12 49 30 9

18 63 16 3

Very significant          Somewhat significant          Not significant          Don’t know

Total spending on R&D

Spending on R&D by the private sector

Spending on R&D by the public sector (government)

Availability of scientists and engineers

Availability of university graduates

Technical skills of the workforce

Leadership skills of management

Quality of IT and communications infrastructure

Broadband penetration

Access to investment finance

Protection of intellectual property

How important do you think these technological factors are to innovation for your company?
(% respondents)

55 39 3 3

17 49 21 13

14 46 36 3

28 61 9 2

17 61 18 4

39 56 4 1

65 34 1 1

34 55 9 2

20 61 14 4

33 49 13 5

49 42 6 4
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Shanghai

Beijing

Jiangsu

Shandong

Guangdong

Zhejiang

Liaoning

Fujian

Hubei

Yunnan

Tianjin

Hebei

Jiangxi

Shanxi

Xinjiang Uygur

Shaanxi

Sichuan

Anhui

Gansu

Hainan

Heilongjiang

Jilin

Neimenggu (Inner Mongolia)

In which region of the Chinese mainland are you 
personally located?
(% respondents)

 25

 13

 12

 11

 8

 5

 3

 3

 3

 3

 2

 2

 2

 2

 2

   1

   1

   1

   1

   1

   1

   1

   1

State-owned enterprise

Enterprise owned by provincial or municipal government

Partially privatized company with significant state ownership

Joint venture between Chinese and foreign concerns

Wholly owned foreign operation

Private Chinese concern

Other

How would you define your company’s structure?
(% respondents)

 25

 2

 6

 18

 26

 22

   1

Manufacturing

Financial services

Energy and natural resources

Consumer goods

IT and technology

Construction and real estate

Chemicals

Healthcare, pharmaceuticals and biotechnology

Professional services

Transportation, travel and tourism

Logistics and distribution

Retailing

Automotive

Education

Entertainment, media and publishing

Telecoms

What is your primary industry?
(% respondents)

 35

 12

 7

 6

 6

 6

 4

 4

 4

 4

 3

 2

 2

 1

 1

 1
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Practical on-the-job training

Ongoing education provided by the company

Undergraduate degree in business administration from Chinese university

Undergraduate degree in business administration from foreign university

Graduate degree in business administration from Chinese university

Graduate degree in business administration from foreign university

Other

What is your educational background in management?
(% respondents)

 11

 13

 40

 5

 16

 12

 3

Government positions

Mostly state, provincial or municipal enterprises

Both in government and state-owned enterprise positions

In joint venture between Chinese foreign concerns

In wholly owned foreign operations

In private Chinese concerns

During your career, have you worked in the following types 
of companies or held government positions? 
Select all that apply.
(% respondents)

 5

 9

 26

 24

 28

 28

28

19

10

8

16

18

$100m or less

$100m to $250m

$250m to $500m

$500m to $1bn

$1bn to $5bn

$5bn or more

What are your organisation’s global annual revenues 
in US dollars?  
(% respondents)

Board member

CEO/President/Managing director

CFO/Treasurer/Comptroller

CIO/Technology director

Other C-level executive

SVP/VP/Director

Head of Business Unit

Head of Department

Manager

Other

Which of the following best describes your title? 
(% respondents)

 3

 3

 9

 3

 22

 8

 13

 8

 18

 12

General management

Customer service

Finance

Strategy and business development

Marketing and sales

Risk

Human resources

Information and research

Operations and production

R&D

IT

Supply-chain management

Legal

Procurement

Other

What are your main functional roles? 
Please choose no more than three functions. 
(% respondents)

 35

 17

 15

 14

 13

 8

 7

 7

 7

 7

 4

 3

 2

 2

 3



Whilst every effort has been taken to verify the accuracy 
of this information, neither The Economist Intelligence 
Unit Ltd. nor the sponsors of this report can accept any 
responsibility or liability for reliance by any person on 
this white paper or any of the information, opinions or 
conclusions set out in the white paper.De
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