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To Australians, the behaviour of Chinese consumers inside 
and outside China may just be a nuance. In fact, while 

mainland Chinese can only rely on Baidu to get their search 
results (Google is banned in the country), Chinese residents 
in Australia prefer Google to Baidu for most of their research 
needs.  

After a meeting with the client to understand their objectives, 
our intercultural communication specialists advised them to 
use different platforms like WeChat while maintaining Google 
SEO to maximize their market reach to the Chinese community  
in Australia. 

This is an example of intercultural communication – 
communication between different cultures. In this case, it is the 
subtle difference in communication between mainland Chinese 
and Australian Chinese and the broader Chinese diaspora. It is 
not only the language, but also the medium and social norms.   

When speaking of intercultural and cross-cultural 
communication, many people can’t tell the difference. The 
terms are interchangeable according to Wikipedia: “a discipline 
that studies communication across different cultures and social 
groups, or how culture affects communication”.  

Why is intercultural communication 
important in a globalised world

A curious client recently raised an interesting enquiry.  

They asked us if they should make an effort on search 

engine optimization (SEO) and push their ads  

out on the Chinese search engine Baidu to reach the  

local Chinese community in Australia. 

Helping drive the Australia-China relationship from the top - interpreting for the Premier of Victoria Daniel Andrews
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misinterpret their words at the same time. 
A simple example: A joke that plays well 

for an American audience may not appear 
funny at all in front of Australians. The 
same can be said for the Chinese: People 
from Hong Kong, Taiwan and China don’t 
necessarily share the same sense of humour 
even when a joke is told in a common 
language that they all understand. 

Though language is definitely an 
important part of communication, it is not 
the sole tool to convey the right meaning 
of your messages to your audience in an 
increasingly globalised world. That is 
especially true of business communication. 
If the message is interpreted the wrong 
way or worse – appear to be offensive – 
it will backfire quickly and even become a 
disaster for the company.  

It doesn’t matter if you have a stash 
of money for an advertising campaign. 
Things go wrong badly if it is not spent the 
right way. KFC’s famous tagline “finger-
licking good” was horribly translated into 
“eat your fingers off” in China. Imagine 
how the Chinese would have felt. 

That was just poor translation. It 
is trickier to get the sentiment right in 
a foreign market. Ikea was accused of 
insensitivity and had to apologise for its 
TV ad in China showing a mother scolding 
her daughter for not bringing a boyfriend 
home. The idea was to capitalise on the 
country’s hot topic “leftover women”, but 
the way it was discussed hit a raw nerve 
with the Chinese audience.

Whether you are looking to break 

into a foreign market or engage with 
local communities from different cultural 
backgrounds, it is essential to have 
someone with intercultural competence 
to advise on your communication strategy. 
Intercultural communication skills can’t 
simply be picked up by reading books or 
watching TV. It takes years of real-life 
experience, exposure and practice. 

Intercultural communication is the 
strength and the central tenet of value-
added services at Chin Communications. 
With Australia’s largest in-house team 
of translators and interpreters, as well as 
specialists from diverse backgrounds who 
have lived substantial periods of time in 
China, Hong Kong and Singapore, our 
expertise in different fields and experience 
from different parts of the Chinese 
disapora has delivered many millions 
of dollars in successful business for our 
clients.

Three decades in the communications 
business, we have helped our clients 
through our intercultural expertise 
on a wide range of requests, from the 
appropriate gift to present on a special 
occasion, the right colour and font to use 
in a design, to the details of etiquette to pay 
attention to when receiving guests from 
different cultural backgrounds, and the 
facilitation of intercultural exchange and 
cooperation in the community■

Spring Institute defines cross-cultural 
communication as “the comparison 
of different cultures.  In cross-cultural 
communicat ion, d ifferences are 
understood and acknowledged, and 
can bring about individual change, but 
not collective transformations”; while 
intercultural communication “focuses on 
the mutual exchange of ideas and cultural 
norms and the development of deep 
relationships”. 

Regardless of how you understand 
the term, it is important for you to 
know that in the context of intercultural 
communication, culture determines how 
individuals interpret messages, and thus 
determines how people from different 
cultural backgrounds interact. In other 
words, the meaning of your words derived 
by people from a different cultural 
background – albeit in the same language 
– may not be truly what you intend for 
them to understand. Similarly, you might 
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Cairns Poised to Become Australia’s  
Number One Destination for Chinese Tourists

It’s a big prediction to make – but it’s 
the bold claim made recently by the 

departing head of Tourism Tropical North 
Queensland. In late 2013 Rob Giason 
forecast Cairns and the tropical north of 
Queensland (TNQ) would surpass Sydney 
as the prime Australian destination for 
Chinese tourists. (Cairns Post 18 Dec 2014)

The prediction is based on record 
growth in numbers of Chinese tourist 
arrivals in 2013 - and the planned 
development of the multi-billion dollar 
Aquis casino and tourism resort, which 
is aimed at meeting the huge Chinese 
appetite for travel and gambling.

In acknowledgement of TNQ’s 
growing importance, this year for the first 
time the Australian Tourism Exchange 
(ATE) travelled to a regional destination 
– you guessed it – Cairns. The event is a 
tourism business-to-business showcasing 
of Australia’s offering to buyers from 
all around the world and brought an 
estimated bonus of $85 million from this 
single event in May 2014 to the area.

Overall visitor numbers from China 
are growing. And Chinese have rapidly 
become the world’s biggest travellers and 
the biggest spenders over the past few 
years. Nearly 100 million Chinese tourists 
visited foreign countries last year, up 
from 29 million in 2004. (Sydney Morning 
Herald 28 January 2014)

Sydney and Queensland’s Gold Coast 
have traditionally held the lion’s share of 
Chinese visitors – and no trip to Australia 
seems complete unless one or both 
destinations are on the itinerary. However 
more adventurous Chinese travellers are 
venturing further afield and the far north 
of Queensland is seeing rapid growth in 
arrivals.

The Cairns Post states that Cairns and 
Far North Queensland already have 31% 
of the market share of inbound Chinese 
visitors – and recorded rapid growth in 
arrivals by 41% in 2013. (Cairns Post 18 
Dec 2013)

Since October 2012 the increase in 
direct flights to Cairns – including China 
Southern, China Eastern and Cathay Pacific 
– have played a major role in boosting 
visitor numbers.  The effective marketing 
of Cairns as a destination for the Chinese 
New Year holiday has also been a factor.

Cairns business ventures are already 
tailoring their products and services to 
cater to the needs of Chinese visitors. 
We’ve assisted a number of operators with 
websites, brochures, menus and signage 
in Chinese Language to reach out politely 
and respectfully to this group. Having 
materials in Chinese can make a big 
difference to pulling power – over 60% of 
Chinese tourists plan their trip based on 
web research before they leave home.

A major new drawcard for Cairns 
will be the proposed Aquis complex, 
reportedly the largest investment in 
Australian tourism infrastructure:  a Hong 
Kong backed AUD$4.2 billion casino 
resort, including an artificial lagoon, 18-
hole golf course and 25,000-seat arena, 
nine luxury hotels, 3,750 hotel rooms and 
1,335 villas and apartments with plenty of 
high-end shopping. The Aquis proposal 
is linked to growing regional – and 
international – competition to attract the 
rapidly growing numbers of Chinese and 
Asian gamblers. It will be a self-contained 
city, and as such has been subject to 
protests from some local interest groups 
fearful that the tourists will not need to 
venture far outside this new ‘city’.
Aquis has also recently taken control of the 
Reef Casino in Cairns with the intention 
of using the casino’s licence or splitting 
it with the new development.  The CEO 
of the Cairns Reef Casino Alan Tan was 
reported saying the casino’s deliberate 
strategy is to attract more Chinese tourists, 
especially to play table games. The Reef 
Casino has worked on developing service 
standards and gaming products specifically 
for Chinese visitors - and having “the best 
and largest” Chinese restaurant in Cairns. 
(Australian 24 April 2013) 

The Australian Foreign Investment 
Review Board has given the green light 
to the Aquis project which will use 
some 340 hectares of land at Yorkey’s 
Knob outside Cairns. Development is 
expected to commence later in 2014 and 
be operational in 2018. (Sydney Morning 
Herald 5 March 2014)

• In 2013 there were 709,000 visitors to 
Australia from China – an increase of 14.5%;

• They generated $4.8 billion  
in total expenditure;

• Aim to grow this to $9 billion by 2020 
with 860,000 visitors;

• In 2014 so far an increase of 27%  
in Chinese holiday makers;

• 20% of all first time holiday visitors  
to Australia are from China;

• By 2020 – 200 million Chinese will 
travel overseas – value of $838 billion.

(Trade Minister and Tourism Australia websites)
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Tell us what you 
think about our 
new branding.
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Chinese tourists enjoy experiences when 

travelling - here at Tjapukai Aboriginal Cultural 

Park, Cairns.

M
ay 2014

C
h
in C

o
m

m
u
n
icatio

n
s

WAGS

01

Australia Week in 
China – Mandarin 

Interpreters a  
Central Plank 

CHARLES QIN 

Anyone attending or viewing video or 
pictures from this major Australian 

influx to China in April 2014 will be struck 
by the presence of Mandarin Interpreters. 
There is hardly an image without 
interpreter impact – whether simultaneous 
– listeners  seen with headphones – or 
an interpreter on the stage beside the 
Minister – luckily interpreters were all 
over the event! https://www.youtube.com/
watch?v=rc43NeXMDI8 and http://www.
chincommunications.com.au/gallery/2014_
Aus_Week_China/122.php

From Bo’ao to Beijing – the engagement 
was underpinned by Mandarin-English 
interpreters. During this visit, I was at 
the side of Trade and Investment Minister 
Robb, but was also called on to interpret 
PM Abbott’s important lunchtime address 
to 1800 guests in Shanghai – more about 
that later.

I had the chance to observe other 
‘interpreters’ in action. Where they do a 
good job it appears seamless; however I 
must comment on some appalling work.  
Jeremy Oliver is very popular in China. 
He is an engaging raconteur and does 
an amazing job promoting Aussie wine. 
However, up on the stage, his ‘interpreter’ 
was reading from a different page – 
completely and without a note book. 
For those speaking two languages it was 
obvious; for the Chinese listeners present 
– did they get full value from Jeremy?

ANZ’s new branch opening in 
Shanghai’s new Free Trade Zone was a 

text book case of where a good interpreter 
should have been used. Instead what the 
large audience got were mispronunciations 
of ANZ, and the CEO’s name was 
absolutely lost – unforgiveable!

So if you are a business person visiting 
China or one of the 800 delegates on the 
next trip, how do you make sure you get a 
good interpreter?
• Get in early - good interpreters are busy 

and booked well ahead.
• Brief your interpreter – provide them with 

background information on your business, 
your aims and any specialised lingo.
• Be proactive at networking events and use 

your interpreter to help you work the room.
• If you are having important meetings, 

take your own interpreter. Whatever 
you do, don’t rely on your counterpart’s 
interpreter – they are working for the 
other side!
• Don’t rely on local hires either, and 

here’s why: https://www.youtube.com/
watch?v=lPTqGf-NnXs#t=59

The important messages you want 
to get across might be lost – the lack of 
Aussie-fication is noticeable in interpreters 
without solid Australian experience.

The other thing to bear in mind is  
interpreters are not walking dictionaries; 
preparation and briefing are important.  
Like anyone not privy to your aims and 
without knowledge of your offering and 
its specific language, they will struggle. 
Brief them and provide them your story 
well in advance.

For a speech or major event – all the 
more vital. I was asked only one hour 
before PM Abbott delivered his keynote 
address  in Shanghai – not much notice, 
but the other interpreter had ‘politely 
declined’. I was able to use that time to 
carefully read and deal with the sensitive 
wording around the Malaysia Airlines 
plane. Not ideal preparation in the middle 

of a lunch, but luckily the speech came 
across well. 

Australia Week In China marks an 
important step in the relationship with 
China and a huge effort by Austrade and 
DFAT staff, in particular. So many attendees 
– congratulations! The importance of good 
interpreting was recognised and a major 
contribution to success.

Interpreter mispronouncing her 
employer’s company name and 
forgetting the boss is not a recipe 

for a successful event.

The New Gold Rush 2

China’s Demand For Dairy Products is 
Predicted to Soar

Cairns Number One Destination 4

Cairns is Poised to Become Australia’s 
Number One Destination for Chinese Tourists

Trade & Investment Minister Andrew Robb meeting Chengdu Mayor GE Honglin  
with Mandarin Interpreter Charles Qin - what a lovely tie!

A marvellous launch for ANZ in Shanghai’s new 
Free Trade zone marred by poor interpreting.

Australia is Open for Business - the hardworking 
Austrade and DFAT team in Shanghai.

Chinese culture training for small-medium 
businesses considering doing business with 
China 

Chin supports the “Wearing Your Heart On Your Sleeve” exhibition with Chinese translation and 
graphic design services. Chin is proud to be the language partner of Melbourne’s Chinese Museum


