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MESSAGE FROM 
THE CHAIR 
Mark Anderton
Chair 
NZBRiC 

We are pleased to present our 2025 
New Zealand Business Roundtable 
in China (NZBRiC) Business Outlook 
Report, emanating from our survey of 
60 New Zealand companies working 
with China. It should be noted that the 
survey was completed prior to New 
Zealand Prime Minister Christopher 
Luxon’s much anticipated visit to China 
in 2025, but which follows several high-
level exchanges between New Zealand 
and Chinese leadership in the last 
year. We are pleased to report that the 
UWTXG[�ſPFU�C�JGCNVJ[�CPF�QRVKOKUVKE�
relationship between our respective 
government and business leaders, on 
multiple levels.

The results of this year’s survey can 
be summarised by three overarching 
themes: Optimism, Opportunity and 
Growth. As China continues to grow 
domestically, New Zealand businesses 
are strategically positioning themselves 

for long-term success, balancing 
opportunity with resilience, and investing 
in meaningful commercial partnerships. 
Overall, it's encouraging to see a 
clear emphasis on sustainable market 
engagement, highlighting the continued 
potential China offers to both new and 
established New Zealand entrants. 

Optimism

Despite ongoing global economic 
turbulence, this year’s survey highlights 
a strong and encouraging sense 
of optimism among New Zealand 
businesses operating in China. Over 
90% of our respondents expressed 
optimism about operating in China, an 
increase from previous annual surveys 
CPF�C�UKIP�QH�EQPVKPWKPI�EQPſFGPEG���
Ŏ1RVKOKUOŏ�CDQWV�RTQſVCDKNKV[�
expectations and e-commerce 
opportunities scored highly.



4 5New Zealand Business Roundtable in China New Zealand Business Roundtable in China

Over 60% of respondents reported a 
positive outlook for revenue potential in 
Tier 1 and Tier 2 cities, and more than 
����GZVGPF�VJCV�EQPſFGPEG�VQ�6KGT�
3 cities as well. Additionally, 66% of 
respondents expect increased revenue 
in the next year, with 55% also projecting 
JKIJGT�RTQſVU��FGURKVG�UNWIIKUJ�GEQPQOKE�
headwinds at home. 

Opportunity

New Zealand businesses are actively 
capitalising on ‘emerging opportunities’ 
in the China market. Local partnerships 
are gaining prominence, with 23% of 
respondents identifying collaboration 
YKVJ�%JKPGUG�ſTOU�CU�C�MG[�GPCDNGT�QH�
business success. 20% of companies are 
now producing or sourcing goods within 
China for the local market, a 13-point 
KPETGCUG�HTQO�������6JKU�TGƀGEVU�DQVJ�VJG�
growing strategic value of local Chinese 
expertise, and of extending supply chain 
models beyond traditional export/import 
frameworks. The perceived challenges to 
operating in China are seen to be easing, 
at the same time as New Zealand 
businesses are also demonstrating 
greater resilience and adaptability.

Growth

The third theme arising from our 2025 
survey is the expansion of China’s 
domestic markets and rising consumer 
demand, prompting New Zealand 
businesses to pursue further ‘growth’ 
opportunities. Notably, expansion into 
Tier 2 and Tier 3 cities stood out, as 

businesses increasingly target new 
market segments, to diversify revenue 
streams and localise operations. 

70% of the companies surveyed reported 
stable or increased revenues, with 51% 
reporting year-on-year revenue growth. 
2TQſV�ITQYVJ�KU�CNUQ�RQUKVKXG��JCNH�QH�CNN�
TGURQPFGPVU�TGEQTFGF�KORTQXGF�RTQſVU�
compared to 2024, highlighting a resilient 
and upward trajectory.

China has seen a slight decline as the top 
investment priority in 2025. Nevertheless, 
it remains one of the leading markets for 
NZ companies’ focus, for over 30% of 
surveyed companies. More than 80% of 
respondents are planning to maintain or 
increase their investment in China. These 
ſPFKPIU�GORJCUKUG�%JKPCŏU�EQPVKPWGF�
appeal to NZ exporters as a ‘growth’ 
market.  

Looking ahead

This report offers a robust foundation of 
insights, analysis, and recommendations 
for all stakeholders in the NZ–China 
relationship. We hope that business, 
government and professional 
EQOOWPKVKGU�ECP�FTCY�QP�VJGUG�ſPFKPIU�
to guide and support  their decision-
making in the year ahead. As we 
collectively navigate the opportunities 
and challenges of the China market, we 
look forward to working closely with such 
stakeholders to strengthen NZ-China 
trade sectors.

In closing can I offer, on behalf of our 
Board, a vote of thanks to our departing 
Executive Director Anna-May Isbey 
who has repatriated to New Zealand 
with her family, and a warm welcome 
to our new Executive Director Nicholas 
Calder. For media enquiries, please 
contact Nick at “nicholas.calder@
nzbric.com
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FOREWORD

The 2025 New Zealand Business 
Roundtable in China Business Outlook 
Report is the third annual survey 
administered by New Zealand Business 
Roundtable in China (NZBRiC). The survey 
GZCOKPGU�VJG�QRKPKQPU�CPF�EQPſFGPEG�QH�0GY�
Zealand businesses operating in the Chinese 
market, and seeks to provide valuable 
context, insights, and policy recommendations 
for business leaders, policymakers, and 
IQXGTPOGPV�QHſEKCNU�

China’s economy experienced year-on-year 
GDP growth of 5.4% in 2024, (matching the 
5% growth reported in 2023) meeting the 
)QXGTPOGPVŏU�VCTIGV�QH�ŎCDQWV�ſXG�RGT�EGPVŏ�
for 2024. This growth was primarily driven 
by the manufacturing and services sectors, 
which saw 6% and 5% growth respectively. 
The Chinese Government continues to 
focus on expanding domestic consumption 
and income levels, in anticipation of export 
declines. The stimulus measures introduced 
in September 2024 to support economic 
TGEQXGT[�CPF�TGUVQTG�DWUKPGUU�EQPſFGPEG�
have at least partially rejuvenated consumer 
EQPſFGPEG�CPF�KORTQXGF�EQPUWORVKQP��KP�3��
of 2024. 

Of high relevance to New Zealand exporters, 
retail sales increased by 5.9% year-over-year 
in March 2025, beating market expectations 
of a 4.2% gain and representing the strongest 
growth in retail activity since December 2023. 
Over the remaining year, various economists 
have forecast an annual GDP growth rate 
of around 5.0% (the more conservative 
IMF have forecast 4.5% growth for China, 
after this recent round of tariff negotiations). 
Nonetheless, the Chinese government has 
RWDNKEN[�TGKVGTCVGF�EQPſFGPEG�CDQWV�VJG�
resilience of its own domestic economy this 
year.

2025 has seen an unstable geopolitical 
environment, as tensions over trade 
and economic security have mounted 
between China and the USA. While these 
developments have had global implications, 
it is important to note that the New Zealand–

China trade relationship has remained robust 
under our longstanding FTA agreement. Two-
way trade increased in the last year by 1.5% 
compared to 2023—a gain of NZD $568 
million, bringing the total to NZD $38.255 
billion. This represents a slight recovery from 
the contraction experienced in 2023 following 
the record high of NZD $40.156 billion in 
2022. New Zealand–China trade continues 
to demonstrate underlying resilience and 
adaptability as the survey responses show.

Over the last year, New Zealand’s key goods 
exports to China delivered mixed results. 
Dairy exports increased by 4.5% to NZD $6.4 
billion, rebounding from 2023’s decline. Wood 
exports declined by 2.7% to NZD $2.91 billion, 
and meat and edible offal exports fell sharply 
by 32.1%, dropping to NZD $2.1 billion (a 
UKIPKſECPV�EQPVTCEVKQP�KP�VJKU�VTCFKVKQPCNN[�
strong category).

In services, the recovery of business and 
tourism movement drove notable growth. New 
Zealand’s travel services exports to China 
rose by 35.5%, reaching NZD $3.1 billion, 
while travel services imports from China 
increased by 23.3%, totalling NZD $1.29 
billion.

This report will further explore localisation 
strategies and regional expansion into those 
emerging provinces. The growth of Tier 2 and 
Tier 3 cities is becoming another priority for 
0GY�<GCNCPF�ſTOU�

As China begins to plan its 15th Five-Year 
Plan (2026–2030), it has made substantial 
progress in expanding its domestic and 
global value chains, driven by advancements 
in high-quality manufacturing, innovation in 
electronics, and next-generation technologies. 
We hope that this report can provide valuable 
support for business decisions and help to 
support the NZ-China trade relationship over 
the next 5 years.
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ABOUT THE NEW 
ZEALAND BUSINESS 
ROUNDTABLE
in CHINA (NZBRiC) 

The New Zealand Business Roundtable in 
%JKPC�
0<$4K%��KU�C�PQP�RTQſV�QTICPKUCVKQP�
that unites industry, corporate, and individual 
members committed to advancing the New 
Zealand–China commercial relationship. Our 
mission is to foster a collaborative network of 
businesses and government leaders, serving 
as the primary voice and advocate for New 
Zealand–China trade relations. Through our 
efforts, we continue to strengthen bilateral ties 
and drive growth in key trade sectors across 
both nations. 

Our members span a diverse range of sectors, 
including food and beverage, professional 
services, cosmetics, technology, education, 

and fast-moving consumer goods. Collectively, 
our membership now accounts for over 50 per 
cent of New Zealand’s export value to China.

Headquartered in Shanghai – China’s economic 
centre – NZBRiC remains closely connected 
to its members, delivering dedicated support 
through our four core pillars: advocacy, 
information and insights, networking, and 
representation. These pillars guide our work 
as we champion the interests of New Zealand 
businesses in China, ensure they are informed 
and heard, and foster meaningful connections 
that help drive long-term success in the world’s 
second-largest economy.

8 New Zealand Business Roundtable in China
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ABOUT
UNITED
MEDIA
SOLUTION (UMS)

Who We Are

At UMS, we craft innovative, data-driven 
marketing strategies that authentically connect 
brands with global audiences. With expertise 
across international education, tourism, B2B, 
and government relations we take pride in our 
ability to create and deliver tailored solutions 
that resonate across cultures and regions.

United Media Solution (UMS) was founded 
in 2011 by Jessica Miao, with roots in both 
Auckland and Ningbo. What started as a cross-
cultural business connecting New Zealand 
and China has since expanded its reach with 
international clients spanning Australia, New 
Zealand, China, the UK, Europe, and select 
markets in the US.

Our journey began in China, where our 
deep local connections and cross-cultural 
understanding provided a strong foundation 
for growth in the APAC region. Today, we are 
proud to partner with clients around the world, 
from multinational corporations to emerging 
brands looking to expand their presence.

Our Values

At UMS, we value transparency, collaboration, 
and growth. We believe in creating an open, 
environment where our team and clients 
can thrive together. Our culture is young, 
professional, and fun—driven by a passion 
for delivering results and fostering strong 
relationships.

We are grateful for the journey that has 
brought us here and excited for the future as 
we continue to keep growing, evolving, and 
breaking new ground alongside our clients. 
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ABOUT OUR SPONSOR 
INDUSTRIAL AND 
COMMERCIAL BANK OF 
CHINA (NEW ZEALAND) 
LIMITED

About ICBC Group

Industrial and Commercial Bank of China was 
established on 1 January 1984. On 28 October 
2005, the Bank was wholly restructured into 
a joint-stock limited company. On 27 October 
2006, the Bank was successfully listed on both 
Shanghai Stock Exchange and The Stock 
Exchange of Hong Kong Limited.

The Bank has devoted itself to building a world-
ENCUU�CPF�OQFGTP�ſPCPEKCN�KPUVKVWVKQP�YKVJ�
Chinese characteristics. The Bank has a high-
SWCNKV[�EWUVQOGT�DCUG��C�FKXGTUKſGF�DWUKPGUU�
structure, strong innovation capabilities and 
market competitiveness. The Bank regards 
service as the very foundation to seek further 
development and adheres to creating value 
through services while providing abundant 
ſPCPEKCN�RTQFWEVU�CPF�UWRGTKQT�ſPCPEKCN�UGTXKEGU�
to over 13 million corporate customers and 766 
million personal customers around the world. 
It has served the high-quality development of 
the economy and society with its own high-
quality development. The Bank has been 
consciously integrating social responsibilities 
into its development strategy and operation 
and management activities, and gaining 
wide recognition in the aspects of serving the 
manufacturing industry, promoting inclusive 
ſPCPEG��DCEMKPI�TWTCN�TGXKVCNK\CVKQP��FGXGNQRKPI�
ITGGP�ſPCPEG�CPF�RCTVKEKRCVKPI�KP�RWDNKE�YGNHCTG�
undertakings.

The Bank always keeps in mind its underlying 
mission of serving the real economy with its 
principal business, and along with the real 
economy it prospers, suffers and grows. 
Taking a risk-based approach and never 
overstepping the bottom line, it constantly 
enhances its capability of controlling and 
mitigating risks. Besides, the Bank remains 
steadfast in understanding and following the 
business rules of commercial banks to strive 
to be a long-lasting and ever-prosperous bank. 
It also stays committed to seeking progress 

with innovation while maintaining stability, 
continuously enhances the key development 
strategies, actively develops the FinTech and 
accelerates the digital transformation. The Bank 
unswervingly delivers specialized services, and 
pioneers a specialized business model, thus 
making it "a craftsman in large banking".

The Bank was ranked the 1st place among the 
Top 1000 World Banks by The Banker for the 
twelfth consecutive year, and took the 1st place 
among the Top 500 Banking Brands of Brand 
Finance for the ninth consecutive year.

About ICBC New Zealand

As a wholly-owned subsidiary of ICBC, 
Industrial and Commercial Bank of China (New 
Zealand) Limited (ICBC New Zealand) obtained 
banking license from the Reserve Bank of New 
Zealand (RBNZ) on 19 November 2013. ICBC 
0GY�<GCNCPF�KU�VJG�ſTUV�%JKPGUG�DCPM�NKEGPUGF�
to operate in New Zealand and marks ICBC’s 
ſTUV�KPUVKVWVKQPCN�RTGUGPEG�KP�VJG�EQWPVT[��+P�
2020, ICBC was granted a branch license in 
addition to the subsidiary license. Through 
the dual license structure and leveraging the 
extensive global network of ICBC, we offer 
CP�GZVGPUKXG�TCPIG�QH�ſPCPEKCN�RTQFWEVU�CPF�
services for the New Zealand market including 
account management, remittance, international 
UGVVNGOGPV��EQTRQTCVG�ſPCPEG��VTCFG�ſPCPEG�CPF�
mortgage loans etc.

Integrated with ICBC's internationalization steps, 
ICBC New Zealand aims at generating value for 
our clients with comprehensive corporate and 
retail services and becoming a bridge between 
New Zealand and China to boost bilateral 
economic and trade relationship.

ICBC New Zealand is located in Auckland CBD, 
YJKEJ�KU�VJG�EGPVTG�QH�ſPCPEG�CPF�EQPXGPKGPVN[�
located close to transportation. Surrounded by 
classical Baroque architecture and spacious 
business district, our clients can enjoy VIP 
services in Chinese and English languages.
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ABOUT 
THE BUSINESS 
OUTLOOK SURVEY 
REPORT

14 New Zealand Business Roundtable in China

Thank you for reading the third annual New Zealand Business Roundtable in China Business 
Outlook Survey Report. This comprehensive report is based on a survey conducted by NZBRiC in 
/C[������CPF�TGRTGUGPVU�QWT�ƀCIUJKR�CFXQECE[�RWDNKECVKQP�QH�VJG�[GCT��

It provides a unique platform for New Zealand businesses operating in China to share their 
perspectives and shape how New Zealand engages with China on matters of business, trade, and 
policy. For many respondents, this survey offers the most direct channel to ensure their views are 
TGƀGEVGF�KP�VJG�DTQCFGT�FKCNQIWG�QP�0GY�<GCNCPF�%JKPC�GEQPQOKE�TGNCVKQPU�

6JKU�GFKVKQP�OCTMU�VJG�ſTUV�VKOG�VJG�TGRQTV�JCU�DGGP�RWDNKUJGF�KP�DQVJ�'PINKUJ�CPF�%JKPGUG��
GZRCPFKPI�KVU�TGCEJ�CPF�KORCEV�COQPI�UVCMGJQNFGTU�KP�DQVJ�0GY�<GCNCPF�CPF�%JKPC��6JG�ſPFKPIU�
RTGUGPVGF�JGTG�UGTXG�CU�C�VTWUVGF�TGUQWTEG�HQT�IQXGTPOGPV�QHſEKCNU��RQNKE[OCMGTU��CPF�DWUKPGUU�
leaders, helping to inform decision-making across sectors.

Firstly, NZBRiC extends its sincere thanks and appreciation to all respondents for their invaluable 
participation in the Business Outlook Survey 2025 – your insights made this report possible. We 
also wish to thank our Executive Committee for their guidance, input, and continued commitment 
to NZBRiC’s success. 
 
Finally, NZBRiC would like to extend our appreciation to the Industrial and Commercial Bank 
QH�%JKPC�
0GY�<GCNCPF��.KOKVGF�HQT�VJGKT�ſTUV�VKOG�URQPUQTUJKR�QH�VJG�TGRQTV��;QWT�IGPGTQWU�
patronage enables us to continue supporting the New Zealand business community in China.
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52%
of businesses report expressing high or very 
JKIJ�EQPſFGPEG�CDQWV�FQKPI�DWUKPGUU�KP�%JKPC��
with 95% reporting at least moderate optimism. 
This year marks the inaugural inclusion of a 
JGCFNKPG�QRVKOKUO�ſIWTG��FGUKIPGF�VQ�VTCEM�
overall New Zealand business sentiment 
towards the China market.

51%
of New Zealand businesses reported a revenue 
KPETGCUG�QXGT�VJG�NCUV�ſPCPEKCN�[GCT��C�OQFGUV�
TKUG�HTQO�����KP�������5KIPKſECPVN[��QPN[�����
of respondents experienced a decrease in 
TGXGPWG��EQPUKUVGPV�YKVJ������ſIWTGU��6JKU�
performance signals considerable resilience 
during an economically challenging year, both 
domestically and in China. 

50%
QH�TGURQPFGPVU�TGRQTVGF�CP�KPETGCUG�KP�RTQſVU�
FWTKPI�VJG�NCUV�ſPCPEKCN�[GCT��6JGUG�CEVWCN�
results are largely consistent with the 2024 
UWTXG[	U�ſPFKPIU��YJGTG�����QH�DWUKPGUUGU�
CPVKEKRCVGF�KPETGCUGF�RTQſVCDKNKV[�KP�VJG�[GCT�
CJGCF�CPF�RTQſVCDKNKV[�ITQYVJ�TGOCKPU�VJG�
second largest reason for being present in the 
China market.

62%
of companies are optimistic about opportunities 
in tier 2 cities, and 48% about tier 3 cities. While 
these percentages represent a slight dip from 
NCUV�[GCT	U�UWTXG[��VJG�ſPFKPIU�PGXGTVJGNGUU�
EQPſTO�0GY�<GCNCPF�EQORCPKGU	�EQPVKPWGF�
strategic focus on leveraging the demand 
potential available across these diverse urban 
centres.

3
new companies successfully entered the China 
market last year. This highlights the prevailing 

optimism and a proactive approach by New 
Zealand businesses to establish a presence. 
;GV��C�UKIPKſECPV�UJKHV�KP�OCTMGV�VGPWTG�KU�
evident with companies reporting 1-10 years in 
the China market dropping from 50% in 2024 
to 35%. This shift suggests a combination of 
market attrition and the natural progression of 
businesses into more established, long-term 
QRGTCVKQPU��CU�TGƀGEVGF�D[�C�����KPETGCUG�KP�
companies reporting over 10 years in China, up 
from 50% to 60% of companies surveyed.

32%
of respondents indicated the strength of their 
channel partnerships as their reason for being 
in China, marking a 12% increase from the 
2024 survey. This trend underscores the vital 
role of effective local partnerships in China and 
suggests a rising level of cooperation between 
New Zealand companies and their Chinese 
distributors.

Bilateral Relationship 
and Other Markets

70%
of New Zealand businesses feel the bilateral 
TGNCVKQPUJKR�YKVJ�%JKPC�KU�UVTQPI��C�UKIPKſECPV�
14% decrease since last year and the lowest 
result since the survey began. 

SEA & OCEANIA
Beyond China, New Zealand companies 
operating in the market are prioritizing 
Southeast Asia (27%) and Oceania (20%). 
Notably, Oceania's importance has surged 
by 15% since 2024. Concurrently, there has 
been a shift away from the USA and European 
markets, with the US down 7% and Europe 
down 3% compared to the 2024 survey.

KEY STATISTICS

METHODOLOGY 
AND 
SURVEY 
RESPONDENTS
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Examining on-the-ground business 
presence in China, the 2025 survey 
expanded its coverage by introducing 
additional city options. This change was 
RTQORVGF�D[�VJG������ſPFKPI�VJCV�OCP[�
businesses were prioritising expansion 
into new cities and regions. The results 
show a gradual dispersal of New 
Zealand business activity into Tier 2 and 
Tier 3 cities, indicating a greater breadth 
of New Zealand business presence 
across China and stronger commercial 
opportunities outside of Tier 1 cities.

Among Tier 1 cities, reported presence 
was 78% in Shanghai (-4 percentage 
points), 19% in Beijing (-6), 19% in 
Shenzhen (+4), and 10% in Guangzhou 
(-8).

This report is based on a survey of 60 New Zealand businesses with operations in China, 
representing a substantial share of New Zealand’s commercial presence in the market. The 
sample includes a diverse range of industries, company sizes, and operational models. Responses 
were provided by the most senior executives responsible for China operations, with data collection 
completed in May 2025.

Compared to last year, the 2025 sample includes a higher proportion of New Zealand-based 
respondents. Over 70% of participants were based in China, while 25% were located in New 
Zealand, representing a 12-percentage-point increase. This shift indicates a broader domestic 
perspective within this year’s sample.

Where are you located?

Map of China

Respondent data on length of operations in China highlights shifts in market maturity among New 
Zealand businesses. The proportion of companies with over 10 years of operating experience 
increased by 10 percentage points, reaching 60% in 2025. Conversely, there was an 8-point 
decline in both the 1-5 year and 5-10 year categories, suggesting some level of churn in an 
increasingly competitive market environment and companies moving up into the “10-year club”. 
Notably, three respondents reported entering China within the past year, perhaps indicating 
renewed optimism for entering the China market. Overall, the data points to a high degree of 
stability among established New Zealand businesses operating in China.

9JGTG�FQGU�[QWT�QTICPKUCVKQP�JCXG�CP�QP�VJG�
ITQWPF�RTGUGPEG�QT�UCNGU�QHſEG�KP�%JKPC?

How long has your organisation been 
operating in China?



20 21New Zealand Business Roundtable in China New Zealand Business Roundtable in China

Supply chain-related responses remained broadly consistent with 2024, with over 60% of 
TGURQPFGPVU�EQPVKPWKPI�VQ�GZRQTV�VQ�%JKPC��1H�OQUV�UKIPKſECPEG��VJGTG�YCU�C���RQKPV�KPETGCUG�
KP�DWUKPGUUGU�RTQFWEKPI�QT�UQWTEKPI�IQQFU�CPF�UGTXKEGU�YKVJKP�%JKPC�URGEKſECNN[�HQT�VJG�
%JKPGUG�OCTMGV��TGCEJKPI������6JKU�TGƀGEVU�C�ITQYKPI�TGEQIPKVKQP�QH�VJG�KORQTVCPEG�QH�DTCPF�
localisation – an insight explored further in the sections that follow.

The industry composition of the sample remains broadly consistent with previous years, 
GZEGRV�HQT�VJG�CXKCVKQP�UGEVQT��YJKEJ�YCU�ECRVWTGF�HQT�VJG�ſTUV�VKOG�KP������

BUSINESS 
SENTIMENT 
AND 
INVESTMENT 
OUTLOOK
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6JKU�[GCT	U�0<$4K%�$WUKPGUU�1WVNQQM�5WTXG[�KPVTQFWEGU�C�JGCFNKPG�QRVKOKUO�ſIWTG�HQT�VJG�ſTUV�
time. Despite a turbulent global economic environment, the optimism of New Zealand businesses 
QRGTCVKPI�KP�%JKPC�TGOCKPU�TQDWUV��YKVJ�����QH�TGURQPFGPVU�GZRTGUUKPI�EQPſFGPEG�KP�VJG�%JKPGUG�
market. This strong result underscores the continued importance of China as a key destination for 
New Zealand businesses seeking global expansion.

How would you describe your outlook in China 
for each of the following over the last year?

How would you describe your general 
optimism towards operating in China?

Aligning with the results above, 80% of respondents maintained or increased their Chinese 
investments over the last three years, down 5% from the 2024 survey. 80% of companies 
plan to sustain or boost their investment in the next three years, with only 7% planning a 
reduction. Seven respondents were "Unsure" about future investment this year, a category 
with no respondents in 2024. This increase in uncertainty may stem from a more challenging 
macroeconomic and geopolitical landscape.

How does China rank in your 
organisation's global investment plans?

How do you 
expect your 

organisation's 
investment in 

China to change 
over the next 
three years?

While headline optimism remains notably high and the majority of New Zealand 
businesses plan to deepen their investments in China, there has been a slight decrease 
in China's ranking as a top investment priority. The proportion of businesses viewing 
China as among their top three priorities fell from 83% in 2024 to 78% in 2025.Currently, 
34% of respondents identify China as their top priority for investment, with only 2% 
considering it a low priority. 

 Top Three
Priority

 78%

 Top Priority
34%

Low Priority
2%
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REVENUE AND 
PROFITABILITY���NEW 
ZEALAND 
BUSINESS ON 
THE RISE

6JG�%JKPGUG�OCTMGV�EQPVKPWGU�VQ�DG�QH�UKIPKſECPV�KORQTVCPEG�VQ�0GY�<GCNCPF�GPVGTRTKUGU�
engaged in in-country operations or exporting to the Greater China market. A substantial 70% of 
companies surveyed indicated that revenues were either stable or had increased, with a majority 

�����TGRQTVKPI�TGXGPWG�ITQYVJ�TGNCVKXG�VQ�VJG�RTGEGFKPI�[GCT��4GICTFKPI�RTQſVCDKNKV[��VJG�TGUWNVU�
YGTG�GXGPN[�FKXKFGF������QH�EQORCPKGU�TGIKUVGTGF�CP�KPETGCUG�KP�RTQſVU�EQORCTGF�VQ�NCUV�[GCT��
CP�CFFKVKQPCN�����TGRQTVGF�WPEJCPIGF�RTQſVU��YJKNG�����TGRQTVGF�C�FGENKPG��6JGUG�ſPFKPIU�
CTG�DTQCFN[�EQPUKUVGPV�YKVJ�VJG������UWTXG[	U�QRVKOKUO�ſIWTGU��YJGTG�����QH�EQORCPKGU�JCF�
RTQLGEVGF�KPETGCUGF�RTQſVCDKNKV[��6JG�%JKPGUG�OCTMGV�ENGCTN[�FGOQPUVTCVGU�RTQſV�UWUVCKPCDKNKV[�
HQT�0GY�<GCNCPF�EQORCPKGU�QXGT�VJG�NCUV�VYQ�[GCTU��CPF�OCTMGV�RTQſVCDKNKV[�TGOCKPU�VJG�UGEQPF�
largest reason for New Zealand companies to be present in the China market.
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Looking ahead, two-thirds (66%) of respondents anticipate increased revenue in the coming 
[GCT��YJKNG�C�OCLQTKV[�
�����RTGFKEV�C�TKUG�KP�RTQſVU��$QVJ�ſIWTGU�CTG�NCTIGN[�KP�NKPG�YKVJ�NCUV�
year’s survey results and illustrate continued optimism in the potential of the Chinese market.

These results underscore the sustained opportunities and growth potential within the Chinese 
OCTMGV�HQT�0GY�<GCNCPF�EQORCPKGU��6JG�GPFWTKPI�PCVWTG�QH�VJG�QRVKOKUO�ſIWTGU�HWTVJGT�
illustrates a strong conviction among businesses regarding long-term prospects in China.

26 New Zealand Business Roundtable in China

Optimism Index Statistical Table 

EXPANDING 
OPPORTUNITIES: 
A GROWTH���ORIENTED 
OUTLOOK 
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Regarding current and future opportunities for New Zealand businesses in China, a clear growth-
QTKGPVGF�QWVNQQM�GOGTIGU��+P�DQVJ�VKOGHTCOGU��QXGT�����QH�TGURQPFGPVU�KFGPVKſGF�ő)CKPKPI�
OCTMGV�UJCTG�VQ�ECRKVCNKUG�QP�HWVWTG�OCTMGV�ITQYVJŒ�CU�VJG�VQR�QRRQTVWPKV[��ő)TGCVGT�RTQſV�
potential” followed closely, cited by 43% of respondents for current opportunities and 52% for 
future opportunities. This perspective aligns with the expanding role of Tier 2 and Tier 3 cities in 
China’s economic landscape, where early market share gains are seen as key to unlocking future 
consumer demand.

5WRRQTVKPI�VJKU�TGIKQPCN�UJKHV�KU�VJG�RTQOKPGPEG�QH�ő4GXGPWG�FKXGTUKſECVKQPŒ�CU�VJG�VJKTF�JKIJGUV�
EWTTGPV�QRRQTVWPKV[��EKVGF�D[�����QH�TGURQPFGPVU��$[�EQPVTCUV��QPN[�����KFGPVKſGF�KV�CU�C�HWVWTG�
opportunity – a decline of 11 percentage points. In its place, “Digital economy expansion” emerged 
as the third-ranked future opportunity, selected by 27% of respondents. This contrast suggests 
VJCV�DWUKPGUUGU�CTG�EWTTGPVN[�RTKQTKVKUKPI�OQTG�IGQITCRJKECNN[�FKXGTUKſGF�TGXGPWG�UVTGCOU��YJKNG�
placing greater emphasis on digital growth in their longer-term strategies.

#FFKVKQPCNN[��ő2CTVPGTUJKRU�YKVJ�NQECN�ſTOUŒ�YGTG�KFGPVKſGF�D[�����QH�TGURQPFGPVU�CU�C�MG[�EWTTGPV�
opportunity and 18% as a future opportunity. This is an approach well-suited to enabling entry and 
operational success in Tier 2 and Tier 3 cities, where local knowledge and networks are essential. 
This highlights the growing importance of localisation for New Zealand businesses that recognise 
the value of local expertise, relationships, and market insight in driving expansion into emerging 
regional markets.

$G[QPF�GZRCPUKQP�KPVQ�PGY�EKVKGU��RCTVPGTUJKRU�YKVJ�NQECN�ſTOU�CNUQ�CRRGCT�VQ�DG�RNC[KPI�C�ITQYKPI�
role in the supply chains of New Zealand businesses. Notably, the proportion of companies 
producing or sourcing goods within China for the Chinese market rose sharply from 7% in 2024 to 
20% in 2025. This shift underscores a broader trend toward localisation.

BUSINESS
CHALLENGES: 
AN ECONOMY 
GROWING 
AND 
CHANGING
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Moving on to the challenges 
businesses currently face 
in the Chinese market, the 
"ease of doing business" data 
reveals a consistent picture. 
The percentage of businesses 
TGRQTVKPI�QRGTCVKQPCN�FKHſEWNVKGU�KP�
China remained almost constant 
at 44%, compared with 45% of 
respondents in the 2024 survey. 
#�UKIPKſECPV�FGXGNQROGPV�KU�VJG�
reduction in businesses selecting 
VJG��'ZVTGOGN[�&KHſEWNV��ECVGIQT[��
which fell by more than half from 
11% to 5%. This potentially signals 
gradual improvement in the 
local business environment and 
improvement in China’s legal and 
commercial infrastructure.

This year, the top three 
challenges for New 
Zealand businesses remain 
domestic competition 
(57%), a challenging retail 
environment and shifting 
customer preferences 
(43%), and geopolitical 
tensions (29%). Beyond 
these, rising labour 
and input costs present 
CPQVJGT�UKIPKſECPV�JWTFNG�
VQ�DWUKPGUU��TGƀGEVKPI�
increased costs both in 
China and domestically 
due to New Zealand’s high 
KPƀCVKQPCT[�RGTKQF�CPF�
increasing labour costs as 
China moves towards the higher end of a middle-income country. Looking ahead, while companies 
anticipate these issues will persist, concern about the evolving retail landscape and customer 
preferences is particularly pronounced when thinking forward to future investments, with 47% 
EKVKPI�VJKU�CU�C�YQTT[��6JKU�EQPEGTP�NKMGN[�TGƀGEVU�QPIQKPI�VTCPUHQTOCVKQP�KP�VJG�%JKPGUG�GEQPQO[��
including the emergence of new retailers and changes to e-commerce platform models. 

Looking to sustainability and ESG (Environmental, Social, and Governance), New Zealand 
companies are divided in their expectations. Twenty percent anticipate increased operating costs 
in China due to ESG considerations, while another 20% expect ESG to drive greater demand 
for their products and services. Furthermore, 30% believe these factors will have no impact on 
their business. This mixed outlook may indicate both a degree of ESG preparedness among 
New Zealand companies and prevailing uncertainty about how ESG policies in China might be 
mandated by government.
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FOCUSED AND 
FORWARD: 
INSIDE NZ BUSINESS 
STRATEGY IN CHINA 
AND BEYOND

This year’s focus areas provide valuable insights into the evolving strategic priorities of 
New Zealand businesses both within China and across global markets. 

4GƀGEVKPI�VJG�KPETGCUKPI�EQORGVKVKXGPGUU�QH�VJG�%JKPGUG�OCTMGV��QXGT�����QH�TGURQPFGPVU�
KFGPVKſGF�ő.QECNK\CVKQP�QH�RTQFWEVUŒ��ő'�EQOOGTEGŒ��CPF�ő2TQOQVKPI�0GY�<GCNCPF�DTCPFU�CU�UCHG��
sustainable, and high quality” as key areas of operational focus. By comparison, “Expanding to 
new cities and regions” was a slightly lower priority, selected by 32% of respondents.

#V�ſTUV�INCPEG��VJG�TGNCVKXGN[�NQYGT�GORJCUKU�QP�TGIKQPCN�GZRCPUKQP�CRRGCTU�UWTRTKUKPI��GURGEKCNN[�
given the rising optimism around opportunities in lower-tier cities, and the fact that this was ranked 
the top-ranked opportunity by 37% of respondents in 2024. However, a new question introduced in 
this year’s survey may offer clarity. When asked which cities they are targeting for growth, 84% of 
TGURQPFGPVU�RQKPVGF�VQ�5JCPIJCK��EQPſTOKPI�KVU�EQPVKPWGF�FQOKPCPEG�CU�C�ITQYVJ�JWD��5JGP\JGP�
followed with 66%, likely buoyed by its reputation for business-friendly policies. Meanwhile, the 
Chengdu–Chongqing cluster in Southwest China is emerging as a new growth frontier, with 46% 
QH�TGURQPFGPVU�HQEWUKPI�QP�%JGPIFW�CPF�����QP�%JQPISKPI�Ō�TGƀGEVKPI�VJG�TGIKQPŏU�TKUKPI�OKFFNG�
class and comparatively lower household debt. Taken together with the other cities shown here, 
these results suggest that while expansion into new cities remains a key strategy, it is already well 
underway and increasingly targeted toward Tier 2 and Tier 3 markets.

Areas of Strategic Focus for 
New Zealand Business:
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Outside of China, New Zealand businesses appear to be adopting a more risk-averse focus to 
regional market growth compared to last year. Focus on “Oceania” rose sharply, increasing by 
15 percentage points to 20% in 2025, up from just 5% in 2024. In contrast, “North America” and 
“South-East Asia” experienced declines of 8 and 7 points respectively, though both remain leading 
CTGCU�QH�KPVGTGUV�CV�����CPF������6JKU�UJKHV�OC[�TGƀGEV�C�UVTCVGIKE�TGIKQPCN�RKXQV��DWV�KV�CNUQ�CNKIPU�
with the higher proportion of New Zealand-based businesses in this year’s sample. Regardless, 
VJG�EJCPIG�KP�TGIKQPCN�HQEWU�UWIIGUVU�C�OQTG�ECWVKQWU�INQDCN�RQUVWTG�COQPI�0GY�<GCNCPF�ſTOU�

#U�C�MG[�KPFKECVQT�QH�DWUKPGUU�EQPſFGPEG�CPF�ITQYVJ��EJCPIGU�KP�UVCHſPI�NGXGNU�UJQY�UQOG�
positive signals for New Zealand business. Since 2024, headcount has remained stable for nearly 
half of all respondents, indicating a level of operational consistency. Looking ahead, however, 
expectations for 2025 suggest a more optimistic trend. Over half plan to increase staff to some 
degree, while 29% expect no change, and just 7% of companies anticipate reducing headcount. 
Although most of those expecting growth foresee only modest increases, the overall direction 
points toward cautious optimism, with businesses preparing to scale up with improving conditions.

5VCHſPI�CPF�*GCFEQWPV�
Changes:

2

2

2

2

0

0

4

5
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Regarding workforce composition, the 2024 survey asked whether companies employed 
New Zealand staff in China. This year, we went a step further to ask how many they employed. In 
2025, 36% of respondents reported having no New Zealand staff in China, a change from 46% in 
������TGƀGEVKPI�CP����RQKPV�FGETGCUG��#OQPI�VJQUG�YJQ�FQ�GORNQ[�0GY�<GCNCPFGTU��VJG�OCLQTKV[�
have only one or two Kiwi employees on the ground.

When asked about the challenges of employing New Zealand staff in China, the most frequently 
cited barriers included language and cultural gaps, limited market understanding among 
New Zealand-based personnel, and the high costs associated with expatriate staff compared 
VQ�NQECN�JKTGU��6JGUG�EJCNNGPIGU�WPFGTUEQTG�C�DTQCFGT�KUUWG��C�RGTEGKXGF�NCEM�QH�%JKPC�URGEKſE�
GZRGTVKUG�KP�VJG�0GY�<GCNCPF�YQTMHQTEG�CPF�QPIQKPI�FKHſEWNVKGU�PCXKICVKPI�%JKPCŏU�EQORNGZ�CPF�
often costly visa system for foreign employees. Together, these factors reinforce the continued 
importance of localisation and the strategic value of hiring local talent in-market.

HOLDING STRONG YET 
SHIFTING VIEWS: 
THE CHANGING NZ 
BRAND STORY
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The strategic value of the New Zealand brand in China continues to generate mixed views 
among New Zealand businesses operating in the market. While a majority of respondents still 
report “strong” or “very strong” brand awareness, this year’s results point to a softening 
consensus. The proportion describing awareness as “strong” fell from 59% in 2024 to 44% in 
2025, while those selecting “neither weak nor strong” rose by 15 percentage points to 24%. 
/QUV�UKIPKſECPVN[��RGTEGRVKQPU�QH�VJG�DTCPF�CU�“very weak” increased from 0% to 9%, suggesting 
that the strength of the New Zealand brand may be more context-dependent than previously 
understood.

To further assess the perceived value 
of the New Zealand brand, this year’s 
survey explored the resonance of 
6G�#Q�/ÞQTK�CU�C�EQWPVT[�QH�QTKIKP�
branding element among Chinese 
audiences. This represents a shift from 
the 2024 survey, which focused on 
YJGVJGT�/ÞQTK�GNGOGPVU�YGTG�CEVKXGN[�
used in respondents’ marketing 
UVTCVGIKGU��6JG�EQPVTCUV�KP�ſPFKPIU�
is notable: while 72% of businesses 
FKF�PQV�KPEQTRQTCVG�/ÞQTK�GNGOGPVU�
in 2024, 35% of respondents in 2025 
believe such elements resonate with 
Chinese consumers. This gap points 
to untapped potential in employing 
/ÞQTK�EWNVWTCN�KFGPVKV[�CU�C�FKUVKPEVKXG�
branding asset in China, if appropriate 
to do so. Additionally, the proportion 
QH�/ÞQTK�KFGPVKH[KPI�DWUKPGUUGU�KP�
the sample nearly doubled from 
8% to 14%, highlighting growing 
opportunities to capitalise on unique 
cultural positioning.

&QGU�KPEQTRQTCVKPI�6G�#Q�/ÞQTK�KPVQ�
EQWPVT[�QH�QTKIKP�DTCPFKPI�TGUQPCVG�

with Chinese audiences?

Does your business incorporate 
/ÞQTK�GNGOGPVU�KPVQ�KVU�OCTMGVKPI�KP�

China?

0'9�<'#.#0&���%*+0#�
BILATERAL 
RELATIONSHIP: 
STRONG 
BUT 
SENSITIVE
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In the current unsettled geopolitical landscape, the bilateral relationship between New Zealand 
CPF�%JKPC�JQNFU�RCTVKEWNCT�UKIPKſECPEG�HQT�DWUKPGUUGU��GURGEKCNN[�VJQUG�GZRQTVKPI�KPVGTPCVKQPCNN[��
9KVJKP�%JKPC��IGQRQNKVKECN�F[PCOKEU�ECP�UKIPKſECPVN[�KPƀWGPEG�VTCFKPI�EQPFKVKQPU�CPF�EQPUWOGT�
behaviour. Our survey directly addressed this, asking: “Is the strength of New Zealand's 
relationship with China important for your organisation's success in China?” An overwhelming 
����QH�TGURQPFGPVU�CHſTOGF�KVU�KORQTVCPEG��9JKNG�C�OCLQTKV[�
�����UVKNN�RGTEGKXG�VJG�DKNCVGTCN�
TGNCVKQPUJKR�CU�UVTQPI��VJKU�ſIWTG�JCU�FGENKPGF�D[�����UKPEG�NCUV�[GCTŏU�UWTXG[��0QVCDN[��VYQ�
respondents described the relationship as weak, compared to none in 2024. These data points 
suggest that businesses are sensitive to perceived shifts in the bilateral relationship.

This year, the survey also tracked respondent satisfaction with both the New Zealand and Chinese 
governments' management of the bilateral relationship. Satisfaction with the New Zealand 
government's handling of this relationship fell by 9 percentage points, from 78% in 2024 to 69% 
this year, with 20% of respondents now expressing dissatisfaction. The proportion of those “very 
WPUCVKUſGFŒ�KPETGCUGF�UKIPKſECPVN[��YKVJ�����UGNGEVKPI�VJKU�QRVKQP�EQORCTGF�VQ�PQPG�NCUV�[GCT�

6JKU�KU�VJG�ſTUV�[GCT�VJG�UWTXG[�JCU�VTCEMGF�TGURQPFGPV�UCVKUHCEVKQP�YKVJ�VJG�%JKPGUG�IQXGTPOGPV	U�
OCPCIGOGPV�QH�VJG�DKNCVGTCN�TGNCVKQPUJKR��#�UKIPKſECPV�����QH�TGURQPFGPVU�KPFKECVGF�UCVKUHCEVKQP�
with the Chinese government's handling, while only two respondents expressed dissatisfaction. 

The high levels of satisfaction with both governments' management of the NZ-China relationship 

����HQT�0<������HQT�%JKPC��NKMGN[�TGƀGEVU�VJG�DGPGſVU�QH�C�UVTQPI�CPF�HWPEVKQPCN�(TGG�6TCFG�
Agreement (FTA). Now in its 17th year, the FTA ensures that 99% of New Zealand exports enter 
China tariff-free and is supported by robust, working-level communication channels designed to 
address issues faced by New Zealand exporters. 

People-to-people exchanges are fundamental to a healthy commercial relationship. This year, 
NZBRiC has advocated on behalf of its members to improve New Zealand's visa settings for 
Chinese investors, board members, customers, and staff associated with New Zealand companies. 
According to our survey, the primary barrier to two-way business travel between China and New 
Zealand is cost, cited by 54% of respondents. Visa application delays were the second most 
UKIPKſECPV�KUUWG��KFGPVKſGF�D[������9KVJ�0GY�<GCNCPFGTU�PQY�DGPGſVKPI�HTQO�XKUC�HTGG�CEEGUU�VQ�
China and New Zealand visa fees now the highest of all M5 countries, there may be a perception 
of a lack of reciprocity from the Chinese side regarding New Zealand's visa processes, potentially 
compounded by a lack of clarity in the application system, which could contribute to delays.
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Business
Grow beyond major hubs to access new 
opportunities and capture rising demand

New Zealand businesses should continue 
expanding into Tier 2 and Tier 3 cities to 
capture early market share and tap into rising 
consumer demand. These emerging hubs are 
increasingly attractive due to their growing 
middle class and greater disposable income, 
driven by lower living costs. Diversifying into 
these regions aligns with a clear growth-
focused outlook and positions businesses 
VQ�DGPGſV�HTQO�NQPI�VGTO�OCTMGV�RQVGPVKCN��
Furthermore, this is a proven strategy, with 
businesses already expanding into new cities 
expressing strong optimism in their future 
success.

Improve understanding of the changing 
retail environment and engage with market 
TGUGCTEJ�ſTOU

In a rapidly evolving retail landscape with 
shifting consumer preferences, leveraging 
current market research is crucial for optimizing 
marketing spend and planning future 
investments. We recommend that businesses 
prioritize market research focused on consumer 
DW[KPI�DGJCXKQWT��6JKU�YKNN�GPCDNG�ſTOU�VQ�
identify emerging trends, more effectively target 
consumers, and select channel partnerships 
offering the best return on investment.

Implement policies that enhance mutual 
cultural and market understanding

To support stronger cross-cultural integration 
in the workplace, businesses should implement 
policies that foster a process of mutual 
localization. This means encouraging New 
Zealand staff to deepen their understanding 
of the Chinese language, market dynamics, 

and business practises, while also equipping 
Chinese employees with insights into New 
Zealand’s values and working culture. Insights 
disseminated from our members show that 
bridging these knowledge gaps enhances 
collaboration, reinforces brand power, and 
improves overall operational performance 
across teams.

Differentiate through culturally authentic Te 
#Q�/ÞQTK�DTCPFKPI

Where culturally appropriate, New Zealand 
businesses should consider leveraging Te 
#Q�/ÞQTK�DTCPFKPI�CU�C�FKUVKPEVKXG�RQKPV�QH�
differentiation in the China market. As noted 
earlier in the report, few companies currently 
WUG�/ÞQTK�GNGOGPVU�KP�VJGKT�DTCPFKPI��[GV�OQTG�
New Zealand businesses are recognising 
its resonance with Chinese audiences. This 
discrepancy provides potential opportunity 
to stand out in a crowded and competitive 
GPXKTQPOGPV��RCTVKEWNCTN[�HQT�/ÞQTK�DWUKPGUUGU�
entering the market.

Government
New Zealand Government – Promote and 
Clearly Communicate New Zealand Values 
in China to Support New Zealand Business

4GURQPFGPVU�KFGPVKſGF�KPETGCUGF�IQXGTPOGPV�
support in promoting New Zealand goods and 
services as the most critical need for success in 
China. Openness, innovation, and commitment 
to community are core cultural values to New 
Zealand that genuinely resonate with Chinese 
consumers but remain under-leveraged as 
points of differentiation. A more visible and 
values-driven NZ brand campaign will enhance 
brand value, build trust, and help New Zealand 
businesses stand out in an increasingly 
competitive market of foreign companies.

KEY RECOMMENDATIONS New Zealand Government – Improve Visa 
Environment for Chinese Travellers

To enhance two-way business travel, the New 
Zealand Government could improve access to 
New Zealand through several key initiatives. 
These include granting NZeTA access to 
holders of other M5 country visas, introducing 
an urgent 48-hour visa processing option at an 
additional cost, and providing clearer guidance 
to help New Zealand businesses navigate 
the visa application process for their Chinese 
partners. NZBRiC will continue to collaborate 
with Immigration New Zealand on implementing 
these practical measures.

Chinese Government – Continue to 
+ORTQXG�ő0CVKQPCN�7PKſGF�/CTMGVŒ�2QNKE[�
Implementation

As New Zealand companies expand 
into China's Tier 2 and Tier 3 cities, the 
FGXGNQROGPV�QH�C�WPKſGF�PCVKQPCN�OCTMGV�
GPXKTQPOGPV�KU�GUUGPVKCN��%JKPC	U��7PKſGF�
National Market" policy, aimed at dismantling 
local protectionism and market segmentation 
across various sectors, is important because 
it provides the policy clarity, ease of access, 
and clear lines of accountability necessary 
HQT�DWUKPGUUGU�VQ�QRGTCVG�EQPſFGPVN[��6JKU�
framework offers a crucial sense of security for 
New Zealand businesses venturing beyond the 
traditional entry points of Shanghai, Beijing, 
Guangzhou, and Shenzhen.

New Zealand and Chinese Governments 
– Continue to Fully Implement the New 
Zealand China FTA

We recommend the continued, robust 
implementation of the NZ-China FTA, focusing 
on three key areas: ongoing engagement 
with the business community, maintaining 
strong working-level communication channels, 
and actively streamlining processes. Both 
governments should prioritize the digitization of 
trade documentation wherever possible. This is 
particularly critical for New Zealand's exporters 
of perishable goods, as reducing time spent 
in port waiting for clearance directly enhances 

RTQFWEV�SWCNKV[�CPF�RTQſVCDKNKV[�
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Special acknowledgement to United Media Solution(UMS) 
for their support on the design of this report 

Follow NZBRiC on WeChat and LinkedIn 
Email: information@nzbric.com
Website: www.nzbric.com
LinkedIn: www.linkedin.com/company/nzbric

The New Zealand Business Roundtable in China is a non-
RTQſV�QTICPK\CVKQP�VJCV�DTKPIU�VQIGVJGT�KPFWUVT[��EQTRQTCVG��
and individual members who share a common interest in the 
success of the New Zealand/China trading relationship. Our 
goal is to promote mutual business interests and advance key 
trade sectors in the New Zealand and China trade relationship. 
As a collaborative network of key business and government 
leaders in the New Zealand-China relationship, we strive to 
be the leading voice and advocate on New Zealand-China 
trade matters. Our members represent a wide range of sectors 
from New Zealand, including food and beverage, services, 
cosmetics, technology, travel, HR, FMCG, health, and more.
In the past few years, NZBRiC has focused on collaborating 
and supporting NZ businesses and their teams through 
various challenges created by ever-changing responses to the 
pandemic. From 2023, we have moved into our post-COVID 
recovery phase with an emphasis on advocacy, representation, 
and providing insights to our members. We are dedicated 
to advancing the interests of our members and promoting a 
successful New Zealand-China trading relationship.

Co-CEO, Becty Yan: becty@umssocial.com
Website: umssocial.com


