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Message from the Editors %= 693%

Welcome to the third issue of
Hong Kong Edge!
Wishing you and your family a very prosperous Year of the Snake!

We are very pleased to feature interviews with two prominent and highly
respected Hong Kong business figures, Mr Irons Sze, JP (President of the
Chinese Manufacturers' Association of Hong Kong) and Ms Shirley Chan, JP
(Chairman of the Hong Kong Brand Development Council). They shared with
us issues and challenges facing Hong Kong manufacturers and Hong Kong
brands in the current business environment, and suggested ways to move
towards sustainable development.

Other areas of focus in this edition include Hong Kong's IPO market, MNC
developments, Governance, Risk and Compliance and crisis management.
We also highlight a number of key events including a recent Leaders of
our Community Luncheon with our former KPMG Chairman for China and
Asia Pacific, Mr Carlson Tong, JP Chairman of the Securities and Futures
Commission. These events demonstrate our strong market presence in
Hong Kong.

We hope you find this edition informative and we welcome any feedback
or topic ideas for future issues.
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Interview with Irons Sze, JP

Association of Hong Kong, and Shirley Chan, JP Chairman of the Hong Kong Brand Development Council. They
share with us issues and challenges facing Hong Kong manufacturers and Hong Kong brand products in the current
business environment, and suggest ways to move towards more sustainable development.
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I n this issue of Hong Kong Edge, we feature interviews with lrons Sze, JP. President of the Chinese Manufacturers’

Interview with
Irons Sze, JP

(President of the Chinese Manufacturers’
Association of Hong Kong)

AN %375

(FHTERBBEETETR)

Irons Sze, JP 6418 K-F4b +

People’s Political Consultative Conference (CPPCC)

Public roles A3
e President of the Chinese Manufacturers’ o AATEBRABASETEE
Association of Hong Kong o PHARKLHIGALALE S AR
e  Member of the National Committee of the Chinese o PEARIEHTAELST "P‘é-,g! Py
H

e Executive member of the Beijing Municipal

Committee of CPPCC o ABARATEE HATLE ﬁ""%’*&éﬁ g E—
e Member of the Labour Advisory Board of the iz, HAABA AR F TAE A
HKSAR Government o FBMATHEHAHARERGHMER —
e Member of the Economic Development KA wEFEIRFTIA
Commission of the HKSAR Govgrnment—Worklng o ARHANFRERNBAEBERGLR
Group on Manufacturing Industries, Innovative -
Technology, and Cultural and Creative Industries o FBRAATEE BT R BUNEALE M AR T K35
284 %A

e Co-opted member of the Commission on
Poverty of the HKSAR Government — Education, s FREHEREEFEREF
Employment and Training Task Force

e Member of the Action Committee Against
Narcotics of the HKSAR Government

e Member of the Citizens Advisory Committee
on Community Relations of the Hong Kong
Independent Commission Against Corruption
(ICAC)

e Member of the Hong Kong Trade
Development Council (HKTDC)
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KPMG:

SZE:

I

How did you come to join the Chinese
Manufacturers’ Association of Hong Kong
(CMA) and then go on to become its president?
How have you steered the CMA towards its
achievements?

R AT NFBFERABASE (CMA) |,
i AR AR R R AT 48 CMA /34K
4 Rk ?

| joined the CMA as a general committee
member in 2001, and had never thought of
becoming president at that time. The CMAs
dedication in helping its diverse members
(particularly small and medium enterprises)
meet different business challenges impressed
me, and allowed me to learn from industry peers
through actively participating in its activities. |
was honoured to be elected as vice-president
four years later and then as president at the end
of 2011

To me, dedication and active participation are
very important. For example, though I'm not in
charge of the Hong Kong Brands and Products
Expo anymore, | keep close tabs on its progress
through visiting individual booths and speaking
to exhibitors about issues they face. Also, |
frequently liaise with different stakeholders

in the Eastern District, in particular the district
councillors, the general public and government
departments, to understand the Expo’s impact
on the community and to make the best possible
arrangements for the event to ensure its success.

Despite my rather short stint of about 13 years
with the CMA, | have devoted much time and
effort to it, particularly during my seven years as
vice-president and president. However, it's all
been worth it.
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What do you think are the biggest challenges for
Hong Kong manufacturers in the current business
environment?

A AR B AT & AR R KA PLER?

Over the past 20 to 30 years, particularly in the
1990s, many Hong Kong manufacturers relocated
their production bases to the PRC. They have
been very successful there, reaping good profits
from the rapid development of the Chinese
economy.

However, policy changes and increasing
urbanisation have led to issues such as labour
shortages and increases in labour and land use
costs, which have lost us the competitive edge
that we used to enjoy. Therefore, we hope to help
Hong Kong manufacturers seek out a new 'Pearl
River Delta region’.

Should Hong Kong manufacturers move farther
inland? Yes, | think so. For example, labour

is cheaper and more abundant in Jiangxi and
Chongging, and electricity and land use costs
may be lower. As part of our initiative to find
anew 'Pearl River Delta region’, we visited
Chongging earlier to study the feasibility of
relocating the entire production chain there,
which is a difficult, yet necessary task. \We have
to turn crisis into opportunity.

| would recommend that our members relocate
their manufacturing bases, not only because of
concerns about labour supply and cost control,
but also, more importantly, because of the
access they would have to China's huge domestic
market. The U.S. and European markets are

still in the economic doldrums and now is the
time to capitalise on the PRC market, which

has maintained a steady demand because of
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its vast scale. China’s population of over 1.3

billion is the next big opportunity for Hong Kong
manufacturers. Moving our production line farther
inland will allow us to tap into a huge domestic
consumer market, which could be greatly
beneficial. As Chinese, we should fully capitalise
on this excellent advantage.

In recent years, Hong Kong manufacturers have
been facing internal and external challenges,
and the time has come for us to find a way out.

| think Hong Kong has the potential to develop
value-added, highly automated industries with
good quality, including jewellery, food, medicine,
and health care products. In fact, Hong Kong
itself is already a brand, and Hong Kong products
are widely trusted by PRC customers. As

such, this should be the way forward for local
manufacturers.
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How should Hong Kong manufacturers compete
with mainland counterparts?

A BT M o AT AT AR B M 36 R 2

Competition is really keen in the China market.
Since mainland enterprises have already built up
extensive networks in the China domestic market,
Hong Kong manufacturers are facing very intense
competition from them in this respect.

The mainland enterprises’ vast business network
also translates into a much lower bad debt ratio
compared to Hong Kong companies. However, if
Hong Kong manufacturers do not enter the China
market, their prospects will be severely limited.
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What role should the Hong Kong government play
in driving the development of the manufacturing
industry in Hong Kong?

FAEFBGTERE, REFBEBUFG A E X
HATER?

It's still necessary to hold further discussions with
all stakeholders before coming up with actual
measures that the government should adopt.
Perhaps, for now, the government should step up
its support for Hong Kong companies expanding
into markets in mainland China and overseas.

Despite the implementation of the Closer
Economic Partnership Agreement (CEPA),
which offers exciting new opportunities to Hong
Kong companies, many of them are still facing
the situation of 'big doors being open, while
small doors remain closed’. When Hong Kong
manufacturers need support in mainland China,
the Hong Kong government (such as its Beijing
liaison office) often fails to provide effective

aid. China stresses on official contact between




authorities of the same level, but that

is often not the case for the HKSAR
government liaison offices. This makes it very
difficult to deal with many of these issues.

We have put forward our views to the new
Chief Executive that the function and level
of our offices in mainland China should be
enhanced to establish a government-to-
government working relationship. | believe
the new government will drive efforts in this
regard.

The Hong Kong government should capitalise
on the significant preferential treatments
offered by the Chinese government. Following
our recent visit to Wuhan in Hubei province,
the Chief Executive had expressed to the
governor of Hubei and the mayor of Wuhan
during his meeting with them in Hong Kong
our plans to hold long-term trade exhibitions
in the city. This has helped escalate the
initiative to the government level, making it
much easier for us to move forward. It's an
excellent example of how government-led
efforts can help achieve win-win situations for
both parties by capitalising on trade policies.

Contrary to the 'big market, small government’

principle, which gives precedence to a free
market with the government assuming a
subsidiary role, Hong Kong manufacturers
do need government support in entering the
China market.
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Shirley Chan, JP i3 K -F-4p -

Public roles

e Chairman of the Hong Kong Brand Development
Council

e Vice president of the Chinese Manufacturers'
Association of Hong Kong

e Board member of the Textiles Advisory Board of
the HKSAR Government

e Committee member of the Programme
Management Committee of the BUD Fund of the
HKSAR Government

e Director of the Hong Kong Tourism Board

e Member of the Hong Kong Trade Development
Council (HKTDC)

e Chairman of the Garment Advisory Committee of
the HKTDC

e Committee member of the Hong Kong-France
Business Partnership of the HKTDC

e Committee member of the Tianjin Municipal
Committee of the Chinese People’s Political
Consultative Conference (CPPCC)

e \Vice-president of the Guangdong Association of
Enterprises with Foreign Investment

e  Council member of City University of Hong Kong

e Executive committee member of the PolyU
Development Foundation

Council

e Honorary director of Shanghai Jiao Tong University
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KPMG: How did you come to join the Hong Kong Brand
Development Council (BDC) and ultimately
become its chairman? How have you steered the
BDC towards its achievements?

R AT NFBREERE (BIEE) #E4L
E R, IR R B AT AR R ER?

The BDC is a non-profit-making institution which
was initiated by the Chinese Manufacturers’
Association of Hong Kong (CMA), where |
currently serve as the chairman in addition to
being the vice president of the CMA. In my
business, apart from garment manufacturing,

| have also been actively involved in brand
promotion overseas in the past 30 years or so,
which has allowed me to accumulate an array of
experience. I'm delighted to be given the chance
to support Hong Kong businesses through the
BDC by leveraging my experience, and to foster
the exchange of ideas across different brands.

KA

CHAN:

The BDC aims to recognise outstanding brands
established by Hong Kong companies, enhance
the profile of Hong Kong products, and promote
Hong Kong brands both locally and internationally.
We launched the Hong Kong Top Brand Awards

in 1999 and the Hong Kong Top Service Brand
Awards in 2005, both of which are now key
business events in Hong Kong.

In recent years, many emerging small and
medium enterprises (SMEs) have had very
brilliant business ideas, but they lacked capital

to finance them. This led us to launch the Hong
Kong Emerging Brand Awards and the Hong
Kong Emerging Service Brand Awards in 2010, to
target these up-and-coming enterprises and help
them hone their brand building skills.
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What are the critical elements that go into
creating or acquiring a brand?

WA A E R A R b i fo B S 0 | A R
Fk?

It's important to understand the target market,

in particular, the market demand and consumer
culture. You need to be market sensitive, so that
you can align the most appropriate brands with
the correct niche market and allow an enterprise
to fully realise a brand’s potential. | have always
adhered to the '6Ps’ — product, positioning, place,
pricing, promotion and people. To me, brand
building is the amalgamation and synergy of
many factors that can exploit the potential of a
brand.

An enterprise should understand the financial
and management issues behind a brand when
acquiring it, as well as determine a suitable
acquisition price. If the brand is deemed to
have potential and its existing flaws can be
fixed, its acquisition could translate into more
opportunities for an enterprise.

Government support is also essential. Last

year, the Hong Kong government launched the
Dedicated Fund on Branding, Upgrading and
Domestic Sales (BUD Fund) worth HKD 1 billion
to encourage local companies to develop their
brands, upgrade their operations and promote
domestic sales, thus boosting their development.

RAVLA T Tk il | , RANT M AART 5
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How can Hong Kong enterprises and
entrepreneurs compete with well-known brands
in mainland China?

ARG e, F A E R R e AT
SRR h B A

We have to realise that Hong Kong and mainland
enterprises adopt a different approach. Hong
Kong enterprises put more emphasis on
compliance, giving them an advantage in
establishing brand credibility. On the other hand,
mainland enterprises are more proactive, and
their extensive business network in the China
market makes it easier for them to secure
financing and other resources.

In the views of Mainland consumers, Hong

Kong brands have competitive advantages.

For example, our joint survey conducted

with the Hong Kong Polytechnic University
entitled ‘Survey Report on Central China
Consumers'Perception of Hong Kong Brands’
during the Wuhan-Hong Kong Brand Week

last year reflected Hong Kong's competitive
advantage in establishing brand credibility. Over
800 Wuhan citizens were interviewed, and over
70 percent said they were willing to spend 5 to 10
percent more on Hong Kong products. They feel
Hong Kong products have much better quality,
credibility, innovation, style and customer service.
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In a generally affluent society, do you think Hong
Kong entrepreneurs are afraid of failure?

AEBCZERSHOAE, THRAEZCTA
8y AL G S RE?

In the 60s and 70s, there were many successful
self-made entrepreneurs in Hong Kong who
prospered through sheer toil and labour. Most of
their successors were professionals who were
more risk-averse. But what we are seeing now
is an emerging generation of young, innovative
entrepreneurs who are unwilling to play by the
established rules. They have already entered the
China market, with Beijing and Shanghai being
their first choice. They have shown positive
attitudes and are not afraid of failure.

EAt. T ERAKG—H, LRRXES D
FtHME—A KR, RMAHTFT—REERAET
SEAE, RFIEFEW. 25758 [ =F—K
AL, BRAGSHEELBRRBENG, AR
Y EHEALA LR K, FTAH A — B E A T4
A EEBR, M ABEERBETE, EHE
BEFETY, AFPHNRALTRLE, &
PR 5 — Ik AT R AR & AT 89 R R
DIRE 2 A H N O

Is this why the BDC decided to launch the Hong
Kong Emerging Brand Awards for emerging
enterprises?

SR B R T W Med R [ A AL SRR
VA SR T B Fo i S g1

We strongly encourage young, innovative
Hong Kong brands to participate as the awards
recognise their efforts and are a nice boost to
their brands. In Hong Kong, well-known brands
often garner the most attention, and therefore,
we have a social responsibility to provide these
emerging enterprises with extra support.

BAVA LA B E AR SR, HAEN
e, T AATMEME, THEMG—EF
, REMEAZCRGERE. £FH, AMRA
EERBM, MA—REEMNEE, RNTLEA
G T ERFE LGS £,
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KPMG: What are the judging criteria for the Hong Kong AHFHELA. EH. BE. BREAAEGHE. §
Top Brand Awards and the Hong Kong Emerging A T HEBHRERIER | AR F N L ENE
Brand Awards? B3, KAAZIABRZOEE, 208k

%:EJE&‘ [HR L) Fo [ 37 2 S % 1%5%75“}7 i L i ﬁz‘/ﬂtbﬁ‘]é’]ﬁ]%ﬁ,@m&an%ﬁ@o
Al? [ HLMERE] . [ HEBRF LI ER] F

CHAN: The Hong KongTop Brand Awards is primarily (B 2 S i S ZRAS o i B R | — A 47 3
assessed on six factors - reputation, uniqueness, BUFHPI ARG L, EH T EFHEFEF K.
innovation, quality, image and environmental B # A E %% BB BT A & A B
performance, and social responsibility. The public FRATHEBEE SR BATIERG I HETH, Lo
can also vote for their favourite brand. The same FEEARBOEAEATERTHBLOGE L.
judging criteria apply to the Hong Kong Emerging I AkEKE. FRRBEBDLIE. ERATEMT
Brand Awards, but it will emphasise more on IAERAE, LANEBLARE, NBLET
innovation and quality. Moreover, there is no B8 3 W A E,],J BEA RN B, FRRE
public voting as the brands are relatively new to P
the market.

bt BMA2A4BBEBRECRREE T AR

Our initiative is highly endorsed by the : ;
gy Y W AT B R A, B H kR B KR

government, with the Director-General of Trade

and Industry, the Commissioner for Innovation WX, oA E BUTM B A R F R E R
andTechnology and the Head of Create Hong EEIREE, MITEFAHZZFRAFT A
Kong ('CreateHK’) sitting as chairman of the HEZNEZERLETRABRAESHEBHEATAZTH
judging panel for the Hong Kong Top Brand BRAKTTREERAEEE, RRFELEHRFE
Awards, Hong Kong Top Service Brand Awards, B —R %8, 5 FMeRkfeER.

and Hong Kong Emerging Brand & Hong Kong
Emerging Service Brand Awards respectively.
Other panelists include the President of the CMA,
the President of the Hong Kong Polytechnic
University, the Chairman of the Hong Kong
Tourism Board, representatives from different
commerce chambers and SMEs, as well as the
general public. Candidates need to go through

an extensive series of interviews, presentations
and our rigorous screening procedures before the
winners are determined.

This year’s award ceremony was held on 4
February 2013 at the Hong Kong Convention
and Exhibition Centre. The event was officiated
by the HKSAR Government Financial Secretary
JohnTsang, and guest presenters included
Kenneth Mak, Director-General of Trade and
Industry, Johann Wong, Deputy Commissioner
for Innovation and Technology, and Jerry Liu,
Head of CreateHK. This marked the first time the
ceremony was accompanied by a gala dinner,
making it a wonderful opportunity for the award
winners to celebrate their success with their
business partners.

B 2 [ R LR R fo [ 5B 2 S0 i8R CMA Vice President and BDC Chairman Ms Shirley Chan delivers
T, R G HBOMEAR R 6942 B H LK a speech at the Awards Presentation Ceremony
BB LA BERE. B B3 & K A e My I BRR F 758 SE S 78 B
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Hong Kong IPO Market

Paul Lau and Bayern Chui

A AIPO Tﬁ 5 i 3T

capital among other global markets from 2009 — 2011.
Volatile market conditions in 2012, however, led to a sharp
decline of IPO funds raised in Hong Kong compared to 2011.

I nitial public offerings (IPOs) in Hong Kong raised the most

Whether the Hong Kong IPO market is able to pick up
momentum in 2013 is no doubt a hot topic of discussion,
while many are also concerned about the diversification and
quality growth of the Hong Kong IPO market. Issues such

as regulatory changes in mainland China and Hong Kong, the
positive impact of the first conversion of B-shares into Hong
Kong-listed H-shares and whether the Hong Kong IPO market
will stay attracted to international companies are also on the
market's radar.

;

FIEE R

Recent developments and
outlook of Hong Kong IPO market

R 2

ﬁfé’éo\ N 3EIE (IPO) 7 35 4 4 48 #2009 % £ 2011
EJ b i = AT ARG S, 1220124 T K, A
SRR R LA PL2011 2 Kb T s

HEN20135F, HAKREETART THAHE RERZ
o B —7 @, BBEHMTHRERT AR LS ANERT
HZMiE. FF, NARSHITR ELTHBEEEE. &
GENHBRHBAFAHKR LT (TH [BiH) ) HF354

EBHE. ARTHETRI LS HMSERB LT, &
ZHHFALEWIER,
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Rules on overseas listing of mainland enterprises relaxed

According to the Guidelines for Supervising the Application
Documents and Examination Procedures for the Overseas
Stock Issuance and Listing of Joint Stock Companies issued
on 20 December 2012, the China Securities Regulatory
Commission (CSRC) has further relaxed the criteria and
simplified the examination and approval procedures for
overseas share issuance and listing of mainland enterprises.
The Guidelines have removed the so-called “456"
requirements for companies planning to list overseas, i.e. a
domestic company shall have net assets of no less than RMB
400 million; funds to be raised shall be no less than USD 50
million; and profit after tax in the previous year shall be no less
than RMB 60 million.

The application process for overseas listing has been
simplified by reducing the number of required documents

to 13.The procedural requisite has also been removed and
domestic enterprises can now directly submit their application
to CSRC after overseas listing requirements are met.

Although the material impact of these relaxed rules on the
Hong Kong IPO market is yet to be seen, they might serve

to encourage mainland businesses that intend to increase
their visibility on the international stage and those that are
engaged in industries with a higher valuation — such as real
estate and consumer goods — to consider a listing in the Hong
Kong market. Fresh momentum can be injected into the Hong
Kong IPO market as a result, after many large listings of state-
owned enterprises in the past decade.

Guo Shuging, CSRC Chairman, has explicitly stated that to
facilitate the internationalisation of the RMB, authorities

will not only reduce hurdles for mainland enterprises to list

in Hong Kong, but also help them raise offshore RMB. With
increasing offshore RMB deposits in Hong Kong, the market
is closely watching whether these measures to facilitate the
internationalisation of the RMB will encourage more mainland
enterprises to launch RMB IPOs in Hong Kong in the long run.
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On 19 December 2012, China International Marine Containers
(Group) Ltd. (CIMC) became the first company to convert all
its B-shares into H-shares and list on the Main Board of the
Hong Kong Stock Exchange (the Exchange).

Trading volume on the B-share market in mainland China
has long been low, limiting B-share listed companies’
financing options. The occurrence of conversion of B-shares
into H-shares can help B-share listed companies switch to
the Main Board of the Exchange if the Hong Kong listing
requirements are met.

Compared to the B-share market, the Hong Kong stock
market enjoys higher liquidity and is more market-oriented.
The conversion offers a chance for B-shares to resume their
liquidity and also opens up an overseas channel to raise funds.

HKEX to further internationalise

The market believes that a number of B-share companies are
interested in the conversion into H-shares. Since applicants
are required to meet the H-share financial criteria, they

are likely to be mostly B-share industry market leaders or
enterprises wanting to expand overseas. Thus, not many
conversion applications are expected in the short term. Taking
into account the listing process, these conversion listings
will probably resort to listing by introduction without issuing
any new shares. When the time comes, however, companies
may be offered an opportunity to raise funds during their
conversion process. In terms of quantity, such conversions
may not necessarily have a significant impact on the Hong
Kong IPO market, however, they are expected to drive a new
force into the market.

The position of Hong Kong has been an advantage to attract
overseas companies to launch IPOs here. In the past few
years, listings by overseas companies have played an
important part in the local IPO market. However, many have
suspended plans to list in Hong Kong due to volatile market
conditions in 2012 — only three overseas companies went
public in 2012, accounting for no more than 7 percent of funds
raised. That said, expanding into the greater China market is a
global trend and Hong Kong's advantage as a bridge between
mainland China and the rest of the world remains prominent.

In addition, due to the risk appetite and investment orientation
different from the overseas capital markets, some businesses
such as those in the retail industry commmand a higher
valuation in Hong Kong, and this certainly attracts overseas
companies to consider a listing in Hong Kong. In recent years,
the Exchange has adopted a variety of measures to attract
overseas companies, including clarifying and simplifying the
listing rules for overseas companies, and actively encouraging
them to list in Hong Kong, be they well-established
companies already listed on mature stock exchanges overseas
or emerging companies aiming to enhance their visibility in
the greater China market. In the long run, the Hong Kong
stock market is set to become more internationalised and
provide investors with more choices.
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Evolving regulations

The long-term development of the IPO market requires
regulators to walk in step with the times. Regulators in Hong
Kong have, in recent years, conducted various consultations,
such as the one launched in May 2012 by the Securities and
Futures Commission on proposals aimed at enhancing the
sponsor regulatory regime with the consultation conclusions
issued in December 2012.The conclusions reiterated
sponsors’ duties when undertaking IPOs and provided
regulatory guidelines for sponsors’ due diligence work.

Regulators believe that the implementation of these new
proposals will empower sponsors to oversee the entire listing
process more effectively and help boost market confidence in
IPOs.These developments in the Hong Kong market coupled
with our efficient regulatory regime and unigque position
connecting China and the world will provide a sound basis on
which the Hong Kong IPO market can continue to prosper and
diversify.

The Chinese version of this article was published in the Hong
Kong Economic Journal on 30 January 2013.
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Paul Lau is a partner with the capital markets group of KPMG. Paul has
assisted a number of Hong Kong, PRC and overseas companies in IPOs,
secondary listings, bond issues, mergers and acquisitions, and other
capital market transactions. Paul has extensive experience in providing
expert guidance on Hong Kong and U.S. listing and reporting matters.
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Ivy Cheung, Katy Wong and Tibby Tsai TR F e REL

Turning crises into opportunities

A28 B BB — do TR A M

is the last to know; adding fuel to fire, the whistleblower is a

famous short-seller. Or perhaps you may find yourself being
welcomed at your office one morning by the police. Despite the
dramatic nature of these scenarios, they are highly conceivable as
enterprises now invest and operate globally and have to work across
different jurisdictions and cultures. According to a 2012 report from the
Association of Certified Fraud Examiners (ACFE), a typical organisation
loses an estimated five percent of its revenue to fraud each year, while
the related investigation and legal costs are even harder to estimate.
What's more, media coverage of a scandal will unnerve investors and
impact stock prices, resulting in dire consequences.

Acompany scandal is splashed across headlines and management

No matter how sound corporate governance is, fraud risk, to some
extent, is unavoidable. The best course of action is to be well prepared
for risks and have in place processes and guidelines for the investigation of internal allegations.

N EFRBIAR T ERA LD ERIA—FAGI A, A DRI MG 69 FE T ST L@ S E
AFTw, sms e e — i B RARI T LBIE, SRS XN HEPEN KRS SEBAIL, FETHA
B 5 AR R A, EEEARRBA LT HEEORERRREG. FAFRBELFLRN2FOAERERE, — W
A E) B B ARG R KRS B LTS %o AN, BRI SAG I TAT A 09 B o AT BT R AR
M EMOR RS, SAMEF A S AH R R, RRE LR Tl

B EEE LY, IRAVBRFREAREAETEHSL., HaaHEAKR, L4 LRENFRKREGAEZALTR I,

TR

Effective fraud reporting mechanism TG H) BRI

The Hong Kong Exchanges and Clearing Limited (HKEX) BXFF (388) AEFFRFIE CHHBRITLES TR
published its Consultation Conclusions on Review of FaR EFHRA kALY | P aE—ARIASFE LR E
the Corporate Governance Code and Associated Listing TEFRGSEIT. P —EH [HERREFTH] , BRE
Rules in late 2011, which included a series of amendments TG EEER R TRBIE R E, EER Rt
implemented in the first half of 2012. The newly added BAT AR A FE (BB RAEET) TEYSEZEE €8
“recommended best practices” require listed companies’ AEAT T RE B AN BAT AR G F H

audit committees to establish a whistleblowing policy and
system, and put measures in place for employees or others
(e.g. clients and suppliers) that have business dealings with
the issuer to report, under confidentiality, any improprieties to
the audit committee.

WRABSEETFBETT Fhho 43435 EF D02 62012
FRARERERE D, WA L6 RIEAT E B RIRIER
BT AR &0 RBMH R E R,
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This will help companies detect improprieties as early as
possible. According to the 2012 ACFE report, more than

40 percent of frauds are uncovered through tip-offs. This
perhaps spells out the importance of having an effective fraud
reporting mechanism in place.

1. Establishing a reporting mechanism

A company should state clearly in its articles of association the
channels through which improprieties can be reported (e.g.
hotlines and email), as well as the parties who are in charge

of the investigation (the authorised persons). The authorised
persons should decide which parties are to be notified based
on different aspects of a specific allegation, so as to avoid
disclosure of details to the persons involved.

2. Confidentiality and protection of whistleblowers

A company should do its best to prevent whistleblowers from
being identified or subject to disciplinary action or retaliation.
It should also undertake sufficient measures to maintain
confidentiality and ensure that no unauthorised persons

can have access to details of the investigation without prior
consent from the audit committee.

3. Establishing a proper investigation team

After an initial interview with the whistleblower, the
authorised persons should discuss with their legal advisers
and decide if an internal investigation is needed. Should it be
the case, the authorised persons should appoint investigators
with the relevant experience and knowledge for the task. If
an allegation involves doctored accounts, the investigators
should have adequate accounting knowledge and experience
of undertaking financial investigations. If no one within the
company is qualified to do it, or if a conflict of interests arises
with a candidate’s role, the company should turn to external
professionals.
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Crisis Management

Internal investigation to uncover improprieties
1. Investigation process

The investigation team should gain full knowledge of the
facts, regulations and company policies with regards to the
allegation, and seek answers to the following questions:

¢ \What has happened?

e How did it happen and why?

e How much did the company lose in capital or assets?
¢ \Who were involved?

e \Who were responsible for supervising the activities
concerned and how did they handle the case?

e \What are the measures that can be adopted to reduce
such risks?

e [sit necessary to report the case to the regulators?
e \Were any laws or regulations violated?

e |[sitpossible torecoup the losses?

2. Gathering and keeping evidence

The investigation team should keep clear records of the
sources and dates of all information received, and ensure that
the information is kept properly with total confidentiality.

Generally, an internal investigation may require the following
evidence:

* Interviews with persons involved
e Documents (e.g. contracts and accounting vouchers)

e Electronic data (e.g. general ledgers and point-of-sale
system data)

e Third-party information (e.g. confirmation letters and
statements of account)

e Background checks

With the development of communication technologies

such as email, SMS and social media networks, forensic
technologies are now widely used in investigations.
Operating within the boundaries of the law, qualified forensic
professionals can help the investigation team keep data
retrieved from computers, mobile phones and other external
storage devices intact, to the extent of recovering data that
has been deleted or damaged.

3. Data analysis

Data gathered is not limited to numerical or financial analysis.

Financial analysis includes vertical and horizontal analyses of
financial statements, accounting and PE ratio analysis, and
insider trading analysis.

Non-financial analysis may include document analysis (e.g.
content on fax cover pages, invoice numbers, addresses,
phone numbers, bank accounts and handwriting identification)
and electronic data keyword search.
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Ivy Cheung is our partner specialising in audits for
telecommunications, government, and the property and
infrastructure sectors. lvy's extensive IPO experience in
assisting Hong Kong and PRC enterprises to raise funds in
Hong Kong and overseas stock exchanges enables her to
build and develop her knowledge on the various national
standards and regulatory requirements. Ivy is a council
member of the Hong Kong Institute of Certified Public
Accountants.

KatyWong is a Forensic partner in KPMG. She has over
12 years of experience conducting complex financial
investigations, involving misstatement of financial
accounts, and bribery and corruption for both private
sector clients and listed companies across the region.
She oversees the royalty review and channel partners
review programmes for a number of large multinational
companies in the Asia Pacific which helps clients identify
significant recoveries from misreporting. She also

leads forensic due diligence and fraud risk assessment
engagements for various publicly held multinational
companies and private equity firms on their investments
in China.
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4. Regular assessment and reporting

The investigation team should assess the progress of the
investigation and gather evidence on a regular basis. They
should also regularly update the authorised persons and legal
advisers on the assessment results so as to help the company
respond promptly and appropriately. Results can be used to
determine if the information obtained is sufficient to prove
fraud; the allegation should be withdrawn; or the investigation
should switch track.

Fair and just post-investigation actions

After the internal investigation, authorised persons should
mete out disciplinary action to the perpetrators in a fair and
just manner. At the same time, a fair hearing should be offered
to the perpetrators.

If internal control loopholes are found during the investigation,
the company should notify the departments involved and have
them rectify those flaws.

Finally, if the situation warrants, the company should inform
the related parties (e.g. whistleblowers, law enforcement
personnel, regulators and investors) of the investigation
results in order to reduce uncertainty and guesswork.

When handled properly, scandals or allegations may help
seal loopholes in the internal control system. Investors
may therefore have greater confidence in the company’s
governance, as well as the credibility of its management
and employees. Not only will there be no significant
adverse impact on the company, but also the company
will instead be provided with a good opportunity to
showcase its excellent governance culture.

The Chinese version of this article was published in
the Hong Kong Economic Journal on 28 November 2012.
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John Ip and Alva Lee ERR FT#HH

What does the GRC debate mean
for Hong Kong companies?

BFEEE RRETEREGR ST EH
A EWIE R Foz B

Governance, Risk and Compliance (GRC). While these three elements are high priorities individually, executives

E xecutives based in Hong Kong and elsewhere around Asia Pacific are becoming more aware of the concept of
sometimes struggle to tackle them in a coordinated way, or understand how technology can be harnessed.

BEERENHEARCRC TR EE S, AREZALRN (GRC) A, BA#SHEARMERAL X
B #2@iRme)Fih, A2 MEm R il B, &R 24 T 5 R AT H M T,
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Hong Kong organisations face many challenges in developing
a holistic framework that can accommodate emerging risks,
new regulations, and the heightened expectations upon
boards. Typically, they are approaching these challenges from
a very different point of maturity when compared to large
multinationals.

In the West, convergence is the buzzword; many Western
organisations have built up sizeable compliance and oversight
functions to cater for Sarbanes-Oxley requirements and
countless other forms of regulation. These now need to be
streamlined to break down silos, reduce cost and provide
better insight to management and the board.

In our region, regulatory complexity is starting to build, but
many companies are at an earlier stage of adoption. Often,
they still have quite light (and in some cases non-existent)
oversight and compliance functions. Simply building the
capacity to handle new requirements is a challenge in itself.

If the term GRC holds out the promise of a solution to these
immense challenges that senior management are facing, we
might conclude that it has not entirely delivered. Sceptics
would argue that it is little more than corporate jargon. The
term is used and misused as much here in Asia Pacific as
elsewhere.

However, KPMG's latest research, based on interviews with
60 risk management and finance executives around the
region, including 12 in Hong Kong, indicates that GRC is on
the agenda. More than 70 percent of respondents said they
were giving it serious thought.

The priorities driving adoption of a GRC programme are subtly
different from the West. Defensive priorities (risk reduction
and quicker risk identification) are still at the forefront of
people’s minds, while cost reduction and more streamlined
decision-making are not yet perceived as principal benefits.

In fact, over 40 percent of respondents admitted they were
unsure how the benefits of a GRC programme are measured.

Many organisations with a regional footprint see GRC as a
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way to improve geographic consistency and visibility of risk
across markets and units. lllustrating that point, 35 percent
rated geographic consistency within their control environment
as “poor” or “very poor’

This point is particularly pertinent to Hong Kong, where many
conglomerates operate decentralised management structures
and even encourage a degree of competition between rival
brands. These companies operate across some extraordinarily
diverse and dynamic markets, and have often consciously
decided not to force companies onto a single IT platform.

The upshot is that they are trying to find ways to better gauge
their enterprise-wide risk profile, either by business line or by
geographic market.

A GRC programme needs to start with some simple first
steps, for example comprehensively assessing the existing
ways in which risk and compliance requirements are handled
and mapping these against current and future needs. When
senior management, risk and technology functions within

an organisation are pursuing different agendas, it is easy to
overlook such an obvious step and go straight to a discussion
about technology options.

Encouragingly, few people in our survey see GRC as a
technology matter, despite numerous vendors having
marketed it as such. Moreover, none of our interviewees
were aware of the full range of solutions in the market,
while revealing a heavy reliance upon established enterprise
resource planning (ERP) platforms such as Oracle and SAP.

Aside from these two brands, no other platform garnered
more than 10 percent recognition from our respondents.

It should be noted, however, that these niche brands are
starting to build their presence in Hong Kong and are
marketing themselves more aggressively in other markets
such as Singapore and Malaysia.

Other key findings include:

* Executive management is the main stakeholder
pressurising the organisation to improve GRC functions
(73 percent of respondents) followed by regulators (55
percent).

¢ Most respondents (76 percent) expected expenditure
on GRC to continue to rise over the next two to five
years, although a significant number saw spending being
reduced in the current or next financial year.

e Time and effort (67 percent) and senior management
support (60 percent) are the leading considerations for
developing and sustaining GRC activities. Budget (40
percent) and availability of tools (32 percent) are viewed as
lesser concerns.

¢ Among those undergoing a major ERP implementation or
business transformation exercise, well over half said they
had included a work stream pertaining to GRC or “controls
optimisation”

¢ Almost 30 percent of respondents were unable to
estimate the overall costs of their organisation’s existing
GRC activities.
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We believe a GRC framework can help to establish strong A ALRE, & E A B AR W AR LA T 0 F
foundations for a business and in this respect Hong Kong 28] B A BAGRC T @ AR h a9 3848, M A HARASF
seems to be reaching an important juncture. Hong Kong 0 iEAE B EHE,

companies are increasingly being affected by transnational do B HE A B A  P A T R AR 6 T AL B M 648 A A

regulation, while expectations set out by the Hong Kong Code B, W — 2 B AR A A M TAE. &% B IEIEGRC
of Corporate Governance, and other listing requirements, are GRS, B THGER O X, 3 RE AR A
mounting. Meanwhile, a number of GRC technology vendors SRR R, KhSEURY, REmE. GRC
are setting up shop, but have yet to fully penetrate the market. T Wy Bh b AT R R TR0 AL, Mk B ALY )
For this reason, executives also need to be very careful what BAk. MR, DETETHFBEFRE, WwigiEH, BT
they commit to. The choices companies make now as they REEHWE TR FHREER .

l[r;vssr;lg.thew GRC functions will have repercussions for years K S AA201343 16 B 7 B8 SRS AT

If they are better informed about the tools available and
clearer about the potential benefits, we hope they can be
more ambitious. To succeed, a GRC programme should be
embraced as an opportunity to build something that can
endure and that over time, provide more insight into decision-
making and strategy. Ultimately, this can help to position risk
management as a more internally influential function. The
end game is not just visibility and control, but also agility and
business resilience.

The Chinese version of this article was published in
the Hong Kong Economic Journal on 6 March 2013.

Governance, Risk and

Compliance function in
Asia Pacific
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John Ip is a Partner with our Consulting Practice and has spent the last

18 years assisting private and public organisations in Europe and Asia to
transform and optimize their business processes and manage risk in the
use of complex technology. He has also assisted major clients in assessing
their governance and risk management frameworks and implementing the
necessary policies and changes to reflect industry better practice. He also
specialises in providing operational and business process reviews and IT
advisory projects across various industries, advising on risk, control and
performance issues.
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Multinational corporations:

The China strategy

7 B ) AR M 4
5% b B Sk

nder the current global economic conditions,
U mainland China, as the second largest economy in

the world, has become the most attractive country
for multinational corporations to invest in. According to data
from the International Monetary Fund, China's GDP made up
an average of four percent of global GDP in the early 1990s,
with the figure increasing to 14 percent in 2011. The economic
power of multinationals has also grown significantly over the
same period.

Many multinationals are placing more emphasis on the China
market, and executives are relocating to China to manage
the business, to the extent of anchoring their global strategy
in China. However, challenges are abound as the business
environment in China is rapidly changing and becoming more
difficult. Multinationals have to be constantly aware of these
changes and formulate their own ‘China strategy’.

Made in China?

In the past, the Chinese economy was mainly driven by
export trading and domestic investments. Multinationals
used to view mainland China as a low-cost export
manufacturing platform to serve customers in Europe and
the US. However, following the implementation of the New
Labour Contract Law and Corporate Income Tax Law, the
tightening of local regulations and continuous increase in
minimum wages have put the manufacturers in a tight spot.
In particular, factories in southern cities like Shenzhen and
Dongguan have been struggling
to keep afloat with minimum
wages increasing at a rate

of 10 percent to 20 percent
annually in recent years. Many
manufacturers are moving to
the inner cities, or have shut
down the factories and moved
to other developing countries
like Vietnam and Cambodia.
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China and MNCs account for a rising share of the world’s GDP

B Ao 5 B 2 845 # RGDP# 4 38 R it L5t

14

China’s GDP
%+ B GDP

MNCs, value-added (product) of foreign affiliates
HE NG, SNEREBNEEE (&)

Source: International Monetary Fund, World Economic Outlook Database, April 2012; UNCTAD,
World Investment Report 2011

Note: China’s GDP share is shown on purchasing parity basis
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Talk is that ‘Cheap China’ will eventually come to an end. The
question now —to which there is no definite answer yet —
whether factories will continue to stay in China or move to
other developing countries. Despite rising costs and labour
shortage, executives from multinationals still consider China a
better place to source their products when compared to other
developing countries in view of the infrastructure, political
stability and regulatory system.

China’s urban middle-class

B

Million people, per capita annual income, purchasing power parity basis
BEA, ABEFRN, ARESFRAAS

More than USD10,000 per capita annual 101
income (PPP-basis)

A3 AR #810,000E 7T
(BB ) TR 5 K 8)

More than USD 5,000 per capita annual 275
income (PPP-basis)

A3 N2 85,0005 7T
(ABEE /) 1R A KB

Source: China's National Statistical Bureau; Silk Road Associates

In addition, there are greater opportunities for foreign
companies to establish full-fledged manufacturing operations
in China with a primary focus on the Chinese market in the
long run. Intangible assets such as innovative technologies
can be moved into the Chinese operations to increase their
market competitiveness. Chinese tax authorities have granted
favourable tax treatment to foreign invested companies

that develop and own technologies in China, conduct local
research and development activities, and those that work
with Chinese customers directly to tailor goods or services
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for domestic markets. The increase in demand from domestic
markets has given rise to the possibility of transforming from
‘Made in China’ to ‘Made for China'".

Made for China?

It is the impending end of ‘Cheap China’ that has partly
triggered the rise of ‘Consuming China’. China’s government
is right now trying to boost incomes and, ultimately,
consumption. Tougher labour laws and higher minimum
wages are a part of this effort. So long as reform is sustained,
the result should be a better balanced economy more reliant
on consumption than investment. In turn, multinationals are
viewing China as a place to sell to, and not just to buy from.
Evidence shows that the Chinese are becoming more affluent
and are more willing to spend. The Chinese government is
also encouraging the rise of the middle class.

According to a recent KPMG study, The Future for MINCs
in China, 275 million people earned more than USD 5,000
per capita annual income (purchasing power parity basis)
and 101 million people earned more than USD 10,000 per
capita annual income in 2011. These people account for
approximately 13 percent of China's total population.

The average annual consumption per resident increased

from RMB 6,263 in 2006 to RMB 12,113 in 2011 according

to the Chinese Statistic Bureau. In particular, the average
consumption of rural area residents increased by 193 percent,
outpacing that of city residents (173 percent), in the past five
years.

The tax reform in 2011 was one of the government measures
that have benefited the middle class. For example, those who
earn RMB 10,000 a month will be subject to tax at around

7.5 percent, a rate reduced from 12.3 percent.

Multinationals are looking to produce less in the country’s
factories, and instead sell more to these people — ultimately
a more challenging business model, but one that may offer
significant rewards.

However, some caution has to be maintained for both demand
and supply. From the demand side, Chinese shoppers may
buy from overseas instead of China.

On the supply side, the middle class may reduce in
numbers as a result of rising inflation or slowing growth; For
multinationals selling to the lower-middle class, the ability
of China to manage both inflation and growth will be crucial
going forward.

A joint venture has become a popular business model for
multinationals to re-enter the market,mainly due to two
reasons.

First, the increase in regulatory challenges makes China

a harder place to do business. This is not only the case in
China, but rather economic nationalism is on the rise in

many countries. Governments across the world are raising
regulatory barriers to foreign firms as a response to the global
crisis and to prevent foreign firms from fully tapping into the
robust growth and give local competitors an advantage. The
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increased domestic competition makes China a more difficult
market for foreign companies to penetrate.

To partner or compete with them?

Second, the focus has been moved from the coastal cities

to inland regions and from the first- and second-tier cities

to third- and fourth-tier cities. Regional differences render

the single 'China strategy’ void and it is important to recruit
regional experts who know the inner provinces or third- and
fourth-tier cities well in order to succeed. As a result, finding a
local partner may be a more effective way to penetrate these

regions as recruiting and retaining talented people are difficult.

However, finding a local business partner today is not as
easy as it was in the past. These days, Chinese companies
do not need foreign capital and unless the multinational has
an attractive brand or innovative technology, it is difficult

to convince a local partner to form a joint venture. Thus it

is important for multinationals to know their competitive
advantages before entering this fierce market.

Undoubtedly, China will play a more important role in the
global economy in the next five to ten years. The structural
change in China economy, from ‘Cheap China’ to ‘Consuming
China’ and from ‘Made in China’ to ‘Made for China’, has to
be considered carefully in formulating the China strategy.
The Chinese government, which has the largest foreign
exchange reserves in the world, is expected to implement
further measures to avoid economic hard-landing at all cost.
Formulating the right China strategy to adapt to the changes
will be crucial to success, or survival, in the next phase.

The Chinese version of this article was published in
the Hong Kong Economic Journal on 12 December 2012.
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Sylvene Fong is a partner in the consumer and industrial markets group
in Hong Kong. Sylvene has been involved in annual audits of listed and
multinational companies in pharmaceutical, toys, freight forwarding and
electronics businesses for over 10 years and has also been involved in the
audit of a client operating hypermarkets in China. She has also participated

in initial public offering/major transactions assignments of companies in
China. Sylvene is familiar with IFRS and USGAAP group reporting (including
SOX 404) assignments of multinational clients. Sylvene has also served a

number of Japanese clients in the watch/electronics industry.
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INED Forum — December 2012

n 10 December, we held another successful quarterly Independent Non-executive Directors (INED) Forum in our
new office at Hysan Place, Causeway Bay with over 160 attendees.

This particular INED Forum focused on the yearend Audit Committee agenda and the emerging issue of Information
Governance. An overview on the key tax developments for 2012 was also presented.

As always, the Forum also provided updates on business, regulatory and accounting matters that are particularly pertinent to
INED's.
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Leaders of Community Luncheon with CarlsonTong

n 18 March 2013, we were delighted to have our former KPMG Chairman for China and Asia Pacific, CarlsonTong,
JP Chairman of the Securities and Futures Commission (SFC), as our guest speaker at KPMG's ‘Leaders of our
Community’ Luncheon. Carlson shared his insights on price sensitive information, the new sponsor regime and
his vision for the SFC.

We had an overwhelming response with 140 attendees and 20 media outlets that covered the event at the Hong Kong
Bankers’ Club.
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Great PaymentsTransformation
Insights from SIBOS 2012

t's easy to underestimate how important payments are to financial institutions, however it represents some 25 percent
of bank revenues. During the many presentations at SIBOS this year, it became clear that the payments sector is in the
midst of a transformation, which will change the rules of the game.

As part of KPMG's continued efforts to deliver awareness and insight to the industry, we brought together key players
in the Asia market to provide their insights on what they took away from the conference, where they see things going,
and what will effect the payments ecosystem in 2013.
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auditor of the Hong Kong Top Brand Awards and Hong Kong
Top Service Brand Awards for 2012, which were co-organised
by the Hong Kong Brand Development Council (HKBDC) and the
Chinese Manufacturers' Association of Hong Kong. The aim of these
awards is to give recognition to outstanding brand names established by
local Hong Kong companies, to encourage local enterprises in pursuit of
excellence, to promote Hong Kong products, and to enhance the profile,
both locally and internationally, of Hong Kong industries.

K PMG China was proud to be the sponsor and the honorary

The award presentation ceremony-cum-gala dinner was held at the Hong
Kong Convention & Exhibition Centre on 4 February 2013. The night started
with a speech from Ms. Shirley Chan (Chairman of the HKBDC) and was
followed by a speech from the guest of honour, The Honourable John Tsang
(the Financial Secretary of Hong Kong).

L LTI

This year, the council presented 17 Top product brand awards and 10 Top service
awards.
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KPMG Awards

KPMG named Best Global

Accounting Firm for 2012
B BHARE2012 [2xkit
|t 6 = H T

he Reactions awards program recognises the best insurance,
reinsurance and broking companies across the globe, as well as
the industry's best service providers and industry leaders.

KPMG's Global Insurance practice outshone all the other leading

accounting firms, receiving the prestigious title of ‘Best Global Accounting

Firm for 2012°. Our award means that we have won the category four out of
the past six years.

« A=) Reactions Awards § £ £ AK FH & 09RHR A F
PR &) AR 48 42N 5], A RARRAT £ 69 2 S £ R A
FefTEME,

ERBEAREEBRRARE, FH20024 8 [ S REatim Fior) %
B, ABECFFIBABZEAR, AOMARMNET A HE.
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GLOBAL
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2012
WINNER

KPMG China won 2012Tax Service
Provider of the Year

F B Rl P B R JE 20125 BALH IR A AR 28

e are proud to announce that KPMG China’s Tax Practice has been named 2012
Tax Service Provider of the Year by Thomson Reuters and GTS.

The award, presented to us in December 2012, was selected by an esteemed
panelof jurors comprising Thomson Reuters, renowned academics from
Shanghai University of Finance and Economics, Institute of Tax and Scientific Research, and
reputed CFOs across China.
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KPMG named Best Islamic Assurance
and Advisory Services Provider
EEREEL [(REFHEHEBEELA

753 IR A5 A% 4

PMG is proud to have been named as the ‘Best Islamic Assurance and Advisory
Services Provider’ in the 2013 Euromoney Islamic finance awards.

This marks the sixth consecutive year KPMG has taken the top prize, which is
unequalled in the assurance and advisory category.

The awards are widely regarded as the benchmark awards for the global Islamic
finance industry; Euromoney, once again, highlighted KPMG's active role in
promoting and supporting the development of the Islamic finance industry around
the world, and especially in new markets.

G - B BARSE ¥ £20134 «BRM B #4835  (Buromoney) FHTH &8k £ 3A P,
-j: Yetigdh [ REFHHESREEL ARG HEE] -

BAERBRY S NPT EARR, BRI LT RAOVEFH AR

B AL,

AMBE—ARNTLLERFHBERITENE
ZHE, —HAAR, ERHABRELRE (455
REFET ) Wi LIFFAH 2T EY

B, <BONEEBEIR B—KRFETRMN
L F-EOE

2012 GTS—iAFRESIE

D

INATAX AWARDS 2012

HERHT, BB IR — FERBER A ( “BHREE )M BE 2R B TS TR E . BT, RIRE R FBRGHR .
3 5 69 %A% AR A “cutting through complexity” 34 /8 4 3 % & B Bk 69 12 1 5 A% o



Hong Kong Edge_March 2013

About KPMG

KPMG is a global network of professional firms providing Audit, Tax and Advisory services. \We operate
in 152 countries and have 145,000 people working in member firms around the world. The independent
member firms of the KPMG network are affiliated with KPMG International Cooperative ("KPMG
International”), a Swiss entity. Each KPMG firm is a legally distinct and separate entity and describes
itself as such.

In 1992, KPMG became the first international accounting network to be granted a joint venture license
in Mainland China. It is also the first Big Four accounting firm in Mainland China to convert from a joint
venture to a special general partnership, as of 1 August 2012. The firm's Hong Kong operations have
additionally been established for over 60 years. This early commitment to the China market, together
with an unwavering focus on quality, has been the foundation for accumulated industry experience, and
is reflected in the firm's appointment by some of China’s most prestigious companies.

Today, KPMG China has around 9,000 professionals working in 13 offices; Beijing, Shanghai, Shenyang,
Nanjing, Hangzhou, Fuzhou, Xiamen, Qingdao, Guangzhou, Shenzhen, Chengdu, Hong Kong SAR and
Macau SAR. With a single management structure across all these offices, KPMG China can deploy
experienced professionals efficiently and rapidly, wherever our client is located.

EHRBA—RBERBAM 2R ERBEME, SPIRBED RBFEAF RS FHRA LRI
BB RHEA1450005 8 T, EHRBERMEAL (" FHRAR ) — REIERGINBIREHA
B, A2 &R EAE LB S 2 R AR

19924, BHRATENRABGRBELELSEH EOBEBREHFFHI. 2012458A18, FFHBR
AKX EHFIZP, ARE PSR BARREBEBOFR. EHRFBYGRLELT
FEN19455F, A BB R LR AO0F. FAIT AT B 3569 2 AR B H 609 R E K, &AM
HRETYSTHTEER, TERAZR a0 RMNEFERARE S LR, LRBET EHRGET
HAT .

(ke

E2ERTEBAALT. L. EG. SR N BN B FE. BN EI. /A FH
FRNAT B R AR P4 R AT BB L3R A I3 R MM, S EAE£9,0008 . FHBAGKL— 988 7 X%
HPREHR, UERKMEAS AR RZADEFTONETR, H2EERESBE R

© 2013 KPMG, a Hong Kong partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cor
All rights reserved. Printed in Hong Kong. The KPMG name, logo and “ cutting through complexity” are registered trademarks or trad




#35_2013F3 A

©2013 £ & @A 366 F T — Hb B4

Our Publications iz 3] F] 4

= ="F

China Connect «3& & &+ B & 7 3>

HONG KONG
E_DGE_H_'%H

Hong Kong Edge - Issue 2 Hong Kong Edge - Issue 1

Global Reach of China Luxury The Great Payments Transformation:
BeERYFE Insights into the Payments Ecosystem
ERC R IMNTE—ERMEF

R ZAT AR R B

= ] e——

T

B Attt LomsaTies Fyimemien fer P01 0

M4 RK,{.; Te

T
Hong Kong Capital Markets Update — China Boardroom Update -
Issue 1, 2013 Issue 1, 2013
A B E AT Byl R 7B A% FF R HRA
39

B 5 AE BSR4 (R RRERRT ) AR B0
#= “cutting through complexity” 34 /& 7% 5 B 1 69 iz M

ST, AR
5 A0 5 AR

PRE PTHASP B . MAEPTA, TAFEE. FBA



http://www.kpmg.com.hk/subscribe/
http://kpmg.com/CN/en/IssuesAndInsights/ArticlesPublications/Newsletters/Hong-Kong-Edge/Documents/Hong-Kong-EDGE-magazine-201212-02.pdf
http://kpmg.com/CN/en/IssuesAndInsights/ArticlesPublications/Newsletters/Hong-Kong-Edge/Documents/Hong-Kong-EDGE-magazine-201209-v2.pdf
http://kpmg.com/cn/en/IssuesAndInsights/ArticlesPublications/Documents/Hong-Kong-budget-summary-201302-v2.pdf
http://kpmg.com/CN/en/IssuesAndInsights/ArticlesPublications/Documents/Global-Reach-China-Luxury-201301.pdf
http://kpmg.com/CN/zh/IssuesAndInsights/ArticlesPublications/Documents/Global-Reach-China-Luxury-201301-c.pdf
http://kpmg.com/CN/en/IssuesAndInsights/ArticlesPublications/Documents/insights-into-payments-ecosystem-O-201301.pdf
http://kpmg.com/CN/zh/IssuesAndInsights/ArticlesPublications/Documents/insights-into-payments-ecosystem-O-201301-c.pdf
http://kpmg.com/CN/en/IssuesAndInsights/ArticlesPublications/Newsletters/Hong-Kong-Capital-Markets-Update/Documents/HK-Capital-Markets-Update-1301-01.pdf
http://kpmg.com/CN/en/IssuesAndInsights/ArticlesPublications/Newsletters/China-boardroom-update/Documents/China-boardroom-update-1302-01.pdf
http://kpmg.com/CN/zh/IssuesAndInsights/ArticlesPublications/Newsletters/Hong-Kong-Capital-Markets-Update/Documents/HK-Capital-Markets-Update-1301-01-c.pdf
http://kpmg.com/CN/zh/IssuesAndInsights/ArticlesPublications/Newsletters/China-boardroom-update/Documents/China-boardroom-update-1302-01-c.pdf

Contact us

B B 2% AP

Andrew Weir

Senior Partner, Hong Kong
KPMG China

!
TRBREBA
E5HA T HE

+852 2522 6022
andrew.weir@kpmg.com

lvy Cheung

Partner, Hong Kong Market
KPMG China

T 78 A

SHBAN, HETE
EHRTHE

+852 2978 8136
ivy.cheung@kpmg.com

AliceYip

Partner, Hong Kong Market
KPMG China

EL L)

SHBAN, FETE
E5H AT H

+8562 2978 8152
alice.yip@kpmg.com

kpmg.com/cn

Ayesha Lau

Partner, Head of Hong Kong Market

KPMG China

B A 35 4
FEATHIEEBA
E5 AT H

+852 2826 7165
ayesha.lau@kpmg.com

PhilipWong

Partner, Hong Kong Market
KPMG China

K&

SHBAN, HETE
5B

+852 2978 8135
philip.wong@kpmg.com

Roy Leung

Partner, Hong Kong Market
KPMG China

A

SHBAN, HETE
E5H AT H

+852 2143 8549
roy.leung@kpmg.com

The information contained herein is of a general nature and is not intended to address the circumstances of any particular individual or entity. Although we endeavour to provide accurate
and timely information, there can be no guarantee that such information is accurate as of the date it is received or that it will continue to be accurate in the future. No one should act upon
such information without appropriate professional advice after a thorough examination of the particular situation.

© 2013 KPMG, a Hong Kong partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative (“KPMG International ), a Swiss entity.
All rights reserved. Printed in Hong Kong. The KPMG name, logo and “cutting through complexity” are registered trademarks or trademarks of KPMG International.

Publication number: HK-AUDIT13-0001

Publication date: March 2013

AT P BAAHER — S F N, 3 AR RMEATE A S R 6918 5] L fm AR 3 AR R PT € B RAL AR Fo BB 69 FEAT, 12 AP 7 AEARGE IS 2 S A ) TR A S B
TR IR BEHE o AEAT A 7 B AR R 3 4 4 T8 AR ] 0 1 O B B 09 R o L TR AT M P A AT .

©2013 & K MG FHHT AR OBHFER, TRBLIEN BHRERSMEAK(EHERER ) MBS RE A% T G RE . REFA, SMFER. Hh
PR o BB LA AZ3kAe “cutting through complexity” 3 /B #3 5 g% Bl 69 72 M B A2 o

Fl %3k HK-AUDIT13-0001

—E—ZH5Z AR


http:roy.leung@kpmg.com
http:alice.yip@kpmg.com
http:philip.wong@kpmg.com
http:ivy.cheung@kpmg.com
mailto:andrew.weir@kpmg.com@kpmg.com?cc=enquiries.hk@kpmg.com&subject=Web:[HK-EDGE]
mailto:ivy.cheung@kpmg.com@kpmg.com?cc=enquiries.hk@kpmg.com&subject=Web:[HK-EDGE]
mailto:alice.yip@kpmg.com@kpmg.com?cc=enquiries.hk@kpmg.com&subject=Web:[HK-EDGE]
mailto:ayesha.lau@kpmg.com@kpmg.com?cc=enquiries.hk@kpmg.com&subject=Web:[HK-EDGE]
mailto:philip.wong@kpmg.com@kpmg.com?cc=enquiries.hk@kpmg.com&subject=Web:[HK-EDGE]
mailto:roy.leung@kpmg.com@kpmg.com?cc=enquiries.hk@kpmg.com&subject=Web:[HK-EDGE]
http://kpmg.com/cn

	Button2: 
	Button3: 
	Button4: 
	Button5: 
	Button6: 
	Button7: 
	Button8: 
	Button9: 
	Button10: 
	Button11: 
	Button12: 
	Button13: 
	Button14: 


