Made-in-China products shine, contribute to 'green' World Cup in
Qatar

T

he FIFA World Cup 2022
opened in Qatar on Sunday,
with Chinese-made products
ranging from stadiums to water supply
systems and clean energy technologies
shining, ensuring a green global football
extravaganza in the high-temperature
desert area.
Zhou Jian, Chinese ambassador to Qatar,
told CGTN that China's contributions to
the World Cup would optimize the close
friendship between the two countries.
"The Lusail Stadium is an iconic project in
the Chinese contribution to the World
Cup.
From
infrastructure
to
telecommunications,
from
1,500
new-energy buses to solar power plants,
from match supplies to souvenirs and fan
items, made-in-China can be found
everywhere in Qatar."
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It is the first time a Chinese company has
built a World Cup venue, and the Lusail
Stadium is featured on the new 10-riyal
banknote of Qatar.
Li Chongyang, head of the Chinese side of
the Design and Construction of Lusail
Stadium, told CMG that "so far, the Lusail
Stadium is the world's most advanced,
largest and most complex professional
football stadium built to FIFA standards."
Lusail Stadium, which is able to host
80,000 spectators, has a very complicated
facade and roof. It shows Chinese
enterprise's technical capabilities and
service levels, Hassan Al Thawadi,
secretary general of the Supreme
Committee for Delivery and Legacy for
the 2022 FIFA World Cup, told CGTN.

Lusail Stadium
Lusail Stadium, the main venue for this
year's World Cup, was constructed jointly
by Qatar and the China Railway
Construction Corporation.
Shaped like a date palm bowl and an
enamel lantern, the stadium will host the

'Green World Cup' in desert
Qatar is a country where "water is more
expensive than oil."
To ensure water safety during the World
Cup, it has built 15 super-large water
storage tanks in five locations across the

country, with support from China.
Wang Shaohua, project manager of the
Chinese side of the Qatar Super Large
Reservoir, told CMG that "our
construction technology has reached the
level of international advanced enterprises.
With technical breakthroughs, we handled
concrete pouring in high-temperature
desert areas."
"The Chinese role in the construction was
fast-paced with good quality. So far, they
successfully passed all engineering quality
tests without any problems. So, in my
opinion, the Chinese companies are the
best," said Khalisa Lingam, field director of
the Qatar Strategic Reservoir Project.

Li Jun, on-site construction manager of
the Chinese side of the Al Kharsaah
800MW Solar Power Plant Project, told
CMG that "all the 800MW photovoltaic
area of this project has adopted Chinese
equipment, counting for more than
60 percent of the total project
investment and further enhancing the
market share of Chinese brands in the
Middle East."
Chinese-made buses are also providing
shuttling services for fans during the
World Cup. Qatar imported about 1,500
buses from China of which 888 are
electric.

Chinese-made souvenirs
In addition, Chinese manufacturing plays
a key role in driving Qatar's new energy
power generation.
The Al Kharsaah 800-megawatt (MW)
solar power plant, located in the desert area
about 80 kilometers west of its capital
Doha, is one of the largest in the Middle
East.
Built by a Chinese company, the plant
significantly increased the share of
renewable energy in Qatar's energy
consumption, helping the country move
towards its commitment of hosting a
"green World Cup."

Chinese-made World Cup souvenirs are
selling well among local football fans and
foreign tourists in Qatar, with huge
numbers of football fans flocking to
shopping malls in the Middle Eastern
country.
In a 20-square-meter store where officially
licensed soccer balls and shirts are for sale,
most of the products are made in China. A
soccer ball costs about $22 and shirts are
around $50.
The store has recently placed additional
orders with authorized Chinese suppliers
as sales have exceeded expectations.

"Sixty percent here we use the Chinese
T-shirts and bags, and the products are of
good quality from China. People love
them," said Jafar Khan, a sales clerk at the
store.

fans from around the world, the Middle
Eastern country has built 6,000 container
houses in the "fan village," located south of
the country's capital Doha.
With each house designed for two people,
the fan village can accommodate up to
12,000 fans in total.

World Cup 'fan village'
Chinese enterprises have also participated
in the construction of the World Cup's
"fan village."
Qatar's land area is only around 11,000
square
kilometers.
To
provide
accommodation for tens of thousands of

The container houses have been built by
Chinese enterprises, and every house is
equipped with a toilet, an air-conditioner
and a fan, said Omar Al Jaber, executive
director of the housing department at the
Supreme Committee for Delivery and
Legacy for the World Cup. ■
https://news.cgtn.com/news/2022-11-21/
Made-in-China-products-shine-contribute
-to-green-World-Cup-in-Qatar-1f8w1wGh
HNu/index.html

China-funded technical skill contest fetes African students

C

hinese
company,
AVIC
International's initiated and
sponsored Africa Technology
Challenge (ATC) Season 7 has awarded
African students who emerged winners of
the contest.
The seventh season of ATC which began
in July drew 259 young people in 65 teams
from six African nations who were trained
and certified in the reading and drafting of
construction drawings.
Ezekiel Machogu, Cabinet Secretary in the
Ministry of Education said Kenya supports
the ATC because it is a vehicle for raising
awareness and enlightening students about
the multiplicity of opportunities that may
arise from improving skills development.
"The ATC affirms Kenya's belief that
instilling technological skills in our youth
is the key to spurring our country to
progress and prosperity," Machogu said on
Tuesday evening in Nairobi, the capital of
Kenya during an event co-organized by
AVIC International and the ministry of
education.
The ATC which is a corporate social
responsibility (CSR) youth empowerment
project by the AVIC International was
launched in June 2014 and ran six seasons
up until the year 2019 when it was
interrupted by the COVID-19 pandemic.
Machogu said that Kenya is keen to
collaborate with the AVIC to broaden the
ATC competition to add other disciplines
because the economy requires more skilled
workers.

"The ATC is an important tool to all of us
because it raises the profile and acceptance
of technical skills," he observed.
The Kenyan official noted that Kenya will
continue to work with the AVIC
International to seek solutions that can
address the country's priority targets,
including food security, universal health
care, manufacturing, and infrastructure.
He said that initiatives like ATC are a great
opportunity for businesses, manufacturers,
and the private sector to enhance their
opportunities for prosperity because they
create a significant solution for enterprises
in the face of a highly competitive business
environment.
Machogu noted that China and Kenya
have enjoyed cordial relations for many
years now and almost every sector of
Kenya's economy has been positively
influenced by the Asian nation.
Xu Fei, Vice-President of AVIC
International
Project
Engineering
Company said that AVIC has so far
trained 960 students from ten countries,
and as a result, nine institutions were
awarded production orders amounting to
500,000 U.S. dollars.
Xu reaffirmed that the ATC will run for
several additional seasons.
He observed that due to the current need
for large-scale investments in technical
skills in Africa, the AVIC is committed to
supporting skills development and

capacity building through various
development and cooperation programs.
Xu revealed that the AVIC has
implemented
numerous
Technical
Vocational and Education Training
(TVET) projects in many countries all
over the world, especially in the African
continent.
He noted that the experience gained by
AVIC places it in a very unique position to
collaborate with African governments to
build TVET capacity through the
construction or the upgrading of the
colleges as well as the capacity building of
their staff.
Zhou Meifen, Cultural Counselor of the
Chinese Embassy in Kenya said that ATC
is based on skills training and practical
knowledge transfer and aims to improve
the youth's technical skills through
training and competition as a way of
reducing unemployment in Kenya and the
rest of Africa.
Zhou said that China will continue to
support such kinds of training and
competitions in Africa for the betterment
of the young people in Africa and future
cooperation between China and Africa.

Diana Busingye of Uganda took first place
in the individual category and told Xinhua
that ATC was a rewarding contest because
it built her skills in the drafting of
drawings for use in the construction
sector.
The 24-year-old Busingye, who is pursuing
a civil engineering degree at the Luyanzi
Institute of Technology of Uganda and
was awarded a scholarship to study in
China said that her secret of success was
extensive reading as well as listening to her
instructors.
Sean Brown who emerged third overall in
the individual category attributed his
excellent performance to hard work and
constituency.
The 18-year-old diploma student at the
Northern Technical College of Zambia
who was also awarded a scholarship to
study in China noted that during the
contest he learned how to use Chinese
software for technical drawing which is
very simple and friendly even for
inexperienced students. ■
https://english.news.cn/20221123/e2f4cd
52e5c849ff8970fc1bda42edd8/c.html

Why China is a fertile investment ground for MNCs

A

t their booths in the fifth China
International Import Expo in
Shanghai earlier this month,
many senior MNC executives told me that
for their businesses, the advantage of scale
is no longer a critical factor for success in
China.

consumption power, China's long-term
rapid economic growth has created a new
middle-income group with strong
purchasing power, while new technologies
have developed rapidly in the background.
Take e-commerce. China is leading digital
innovation globally.

Strategies successful in other markets are
likely to prove outdated in China as
customized designs, independent decisions
and digitalization are more important to
stay competitive, they said.

China will continue to be key to this
process of evolution. It is the most
promising market for foreign businesses in
their global market layout. This is
particularly
true
for
high-end
manufacturing, trade in services and
consumer goods industries.

Yet, many MNCs, especially the giants,
continue to rely on scale to turn new ideas
and attempts into big business volume. To
that end, they resort to big-ticket
investments in China as well as in other
parts of the world. Emerging brands can't
employ this strategy as it wouldn't suit
them. Not that they can afford it.
For their part, domestic companies,
particularly those from the retail sector,
have adopted a trial and error approach,
constantly drawing insights from
consumer feedback, acting upon them to
improve products, and accelerating new
product launches, all to discover
best-selling products.
Now, many foreign companies are
emulating Chinese companies in this
regard. They, too, are quick to adapt to the
changing business environment in China.
What's more, they are applying the lessons
learned and the experiences gathered in
China in other economies.
From

the

perspective

of

overall

Meantime, there have been several major
changes in certain markets. Consumers'
shopping patterns have evolved in lockstep
with their concepts and notions of lifestyle.
Chinese shoppers' interactions with brands
have also gone digital. The value they are
looking for in brands or products is more
diversified now. Emerging local brands
have, well, emerged as powerful
competitors to MNCs, posing stiff
challenges to the latter's operations in
China and, arguably, elsewhere.
For instance, many young Chinese brands
are shining in the soft drinks and beauty
markets. Using digital means, they are
gathering more accurate consumer insights
and then launching popular products.
Thus, they have gradually gained a
foothold in categories hitherto dominated
by the likes of Coca-Cola, Starbucks,
Unilever and L'Oreal.
This trend could sound a wake-up call for
MNCs, pushing them to learn how a new

brand could create high growth in a
mature market.
Another point they might ponder in the
near term is how global companies could
achieve better growth in China in an
increasingly complex global geopolitical
and macroeconomic environment.
China has several things going for it: a
complete industrial system, a lucrative
market, social stability, positive long-term
economic fundamentals, fast-growing 5G
technology — there's already talk of 6G
in the air — events like the annual CIIE,
which serves as a platform for high-level
opening-up, and the smooth operations of
China-Europe freight train services.
Given all these positives, MNCs in China
might focus more on how to better
mitigate the impact of external risks in this
market in the months and years ahead.
While stressing the promotion of
high-level opening-up, a report submitted

to the 20th National Congress of the
Communist Party of China stated the
country will accelerate efforts to foster a
new pattern of development with focus on
the domestic economy and positive
interplay
between
domestic
and
international economic flows.
To pursue its goals, the government has
continued to expand opening-up, build up
a favorable business environment, increase
the protection for intellectual property
rights and foster innovation in recent
years.
Moreover, the 14th Five-Year Plan
(2021-25) and the Long-Range Objectives
through the Year 2035 highlight further
opening-up for win-win cooperation, and
will also provide a fertile ground for
MNCs to continue to invest in China. ■
https://www.chinadaily.com.cn/a/202211
/21/WS637ab748a31049175432ad56.htm
l

@C
h
i
n
e
s
eE
mb
a
s
s
yi
nK
e
n
y
a
@C
h
i
n
e
s
e
E
mb
K
e
n
y
a
h
t
t
p
:
/
/
k
e
.
c
h
i
n
a
e
mb
a
s
s
y
.
o
r
g
/
e
n
g
/

