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BUSINESS INSIGHT

How the BRI is creating newage entrepreneurs
EAGLE EYE
By David Blair

W

e are in the midst of the
third wave of globaliza
tion that focuses on tech
nology creation, trade, and
cooperation among developing
countries, especially in Eurasia and
Africa.
New transport infrastructure,
partly financed through the Belt
and Road Initiative and the Asian
Infrastructure Investment Bank,
provides the hardware of this glo
balization. But, peopletopeople
links are the crucial software.
The first postWWII globaliza
tion wave, 19451975, boosted trade
and growth among Western devel
oped countries. Developing coun
tries were mostly suppliers of raw
materials to the then industrialized
countries.
The second wave, which ran
roughly from 1975 to 2010, saw the
industrialization of developed
countries, but most of their exports
flowed to developed countries.
In the third wave, we are seeing
sustainable trade flows between
countries in Asia and Africa, lead
ing to fast development with much
less dependence on demand from
the highincome countries.
April 2019 World Bank research
by Maryla Maliszewska and Dom
inique van der Mensbrugghe esti
mated that total world GDP will
rise more than 0.7 percent by 2030
as a result of increased trade facili
tated by the BRI infrastructure.
That may not sound like much,
but it’s a significant percentage of a
huge number, so it amounts to as
much as $1 trillion and will contrib
ute to lifting 7.6 million people out
of extreme poverty and 32 million
from moderate poverty, according
to the study.
Half of this GDP gain will likely
flow to BRI economies apart from
China. In percentage terms, the
largest return accrues to Pakistan
with an increase of 10.5 percent in
overall real income and the Kyrgyz
Republic with 10.4 percent.
East Asian economies will also
see sizable gains: Thailand (8.2%),
Malaysia (7.7%), Cambodia (5%)
and Laos (3.1%). About 20 percent
of the gain flows to China, which is
estimated to see a GDP increase of
0.7 percent. Other big beneficiaries
are East African countries (Tanza
nia, Ethiopia, and Kenya) and East
ern Europe, especially Poland.
The new trade made possible by
the BRI infrastructure is creating a
new generation of entrepreneurs.
At the Bishkek summit on June
1314, the heads of state of the mem
ber countries of the Shanghai Coop
eration Organization called for “the
development of technology parks
and business incubators in the SCO
region for the purpose of improving
the regional business climate and
supporting youth startup projects,
including the International Youth
Business Incubator of SCO coun
tries within the framework of the
SCO Youth Council.”
I’ve had the opportunity to meet
with lots of young foreigners, most
ly students at universities in Bei
jing, who are working to build new
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companies in China or
that connect their home
countries to the Chinese
economy. It’s exhilarat
ing to see the dyna
mism of these young
entrepreneurs.
I accompanied the
students on a “walk
around Haidian”, Bei
jing’s hightech region,
organized by the Zhong
guancun Belt and Road
Industrial Promotion Asso
ciation and also met with
entrepreneurs through the
Global Foundation for Youth
Entrepreneurship, which is affil
iated with the University of Inter
national Business and Economics
in Beijing. I also attended a Model
SCO, in which young people simu
lated a meeting of the SCO.
Many young people are building
their lives around these new busi
ness opportunities.
For example, Svitlana Kutia, an
MBAstudent from Ukraine, has set
up a company called Tech Pool CEE
that connects tech companies in
Central and Eastern Europe to Chi
nese tech companies. “Five or seven
years ago we heard about Chinese
copycats, but currently they are
completely different. They have
unique projects, unique devices,
and actually unique companies.
That are going global and succeed
ing so fast. Foreigners have to pay
attention to this and think about
how we can succeed in China,” she
said in an interview with China
Daily. She notes that the business
climate is safer than in her home
country: “I believe the policies here
are working better and because of
this we can do our business.”

Abdul Hadi Hanan, from Paki
stan, who is working on a master’s
degree in electrical engineering at
Beijing Jiaotong University, said
that the BRI is very good for coun
tries that are still developing. For
example, in Pakistan, China is
investing in energy and infrastruc
ture and is building a road, the Chi
naPakistan Economic Corridor,
linking the two countries. “China is
investing a lot on the education side
and the infrastructure side and, aft
er some time, there will be a lot of
opportunities and jobs for the peo
ple. I think it is a great initiative. So,
trade becomes easy.”
An MBA student from Mexico,
who preferred not to be named,
said: “I think what Zhongguancun
and the Haidian government are
doing is just amazing. They use
facilities that they already have to
build incubators and to link stu
dents who have entrepreneurial

aspirations. It is not just money.
They provide mentorship facilities
and help meet regulations. This
should be replicated not only in
other cities in China, but also in our
own countries.”
And, Saman Pouyanmehr, from
Iran, founder and CEO of the GFYE
and a recent graduate of the UIBE
with a major in finance, said: “Chi
na is a unique country that offers
unique opportunities and values to
entrepreneurs for realizing their
goals. I’m very happy that I’m in
China at the same time that the Belt
and Road Initiative is growing. Chi
na soon will be an influential coun
try in the digital economy era
through integration of Chinese and
foreign talents, and also by intro
ducing worldclass startups. The
biggest opportunities for entrepre
neurs are here.”
Olim Alimov, from Tajikistan,
who is the head of the Beijing office

of the United Center for Business
Cooperation under the SCO Busi
ness Council Secretariat and who
also runs a consulting company
and imports Russian caviar into
China, said: “The Chinese govern
ment understands that small and
mediumsized businesses are driv
ing the economy now. They under
stand that they need to boost
entrepreneurship to bring innova
tion. They do everything in order to
make it happen for all the entrepre
neurs and startups.
“We feel this support for interna
tional entrepreneurs in govern
ment policies. For example, in the
last year, the tariffs and the taxes
for many of the product lists,
including the caviar, have dropped
significantly. We pay now 40 per
cent less to bring in caviar than we
did two years ago.
“There is a lot of government
support toward building entrepre

neurship parks.
For example,
right here in
Zhongguancun,
Innoway (an infor
mation exchange
platform set up by
the Beijing and
Haidian govern
ments) hosts many
international com
panies. It is basically
a onestop shop. It is
one window toward
all the resources you
can get for a startup.
That is a huge, huge
boost.”
However, there is still a
long way to go to create a sys
tem of easy trade and crossborder
entrepreneurship in Eurasia. Dele
gates to the Model SCO identified
visa issues as a major barrier to
young entrepreneurs. The Pakistani
delegation proposed that an “SCO
youth card” be established to allow
young students and entrepreneurs
to travel and work throughout the
region.
The Russian delegation to the
SCO said that a key obstacle to
entrepreneurship across the region
is “lack of easy information and
harmonization between national
bureaucracies.”
Other delegates said that key bar
riers include protectionism and
competition from established
monopolies.
Alimov summed up the view of
many young entrepreneurs: “The
Belt and Road Initiative is a true
vision of connectivity of the Eura
sian land mass — not only through
infrastructure but also through
connectivity of the minds.”

Does the advent of 5G technology signal the next big retail evolution?
MAIN STREET
By Phil Pomford

5

G is poised to power the next
generation of internet con
nectivity and ecommerce.
Faster and more reliable than any
thing that has come before, 5G net
works will enable people to
communicate, consume entertain
ment and shop at unprecedented
speeds.
5G could prove pivotal for Asia
Pacific economies. Leading data
analysts predict that it will contrib
ute $900 billion to Asia’s economy
over the next 15 years, with 24 Asia
Pacific markets expected to launch
5G services by 2025 (GSMA, The
Mobile Economy Asia Pacific 2019;
GSMA is the Global System for
Mobile Communications Associa
tion).
Markets like South Korea and
Japan are leading the way in 5G
adoption: indeed, tech journalists

from around the globe excitedly
reported on the world’s first nation
wide 5G network which went live in
South Korea earlier this year
(TechRadar, 2019).
China is another market leading
the charge toward 5G adoption, and
is set to become the world’s largest
5G market by 2025 with 460 mil
lion 5G users. On June 6, the Minis
try of Industry and Information
Technology issued commercial
licenses for 5G. Four major telecom
carriers — China Telecom, China
Mobile, China Unicom and China
Broadcasting Network — received
the first batch of four 5G commer
cial licenses.
Businesses in the ecommerce
space, and indeed any retailer
today, should be paying close atten
tion to the arrival of 5G. The high
speed connectivity of 5G will
transform the way people shop, sig
naling the arrival of the next big
retail evolution and presenting new
challenges and opportunities for
brands.
5G is set to power significant

growth in mobile commerce, with
some researchers estimating that it
will produce an additional $12 bil
lion in mobile commerce revenue
for retailers in just three years,
according to A MobileFirst World,
a new report from Adobe Digital
Insights.
That growth will be in part due to
simple economics of speed — faster,
cheaper internet on your mobile
phone means more opportunities
to shop. This is especially true for
emerging digital customers in
developing countries.
But there are other factors of
innovation driving new revenue
possibilities for retailers, too. 5G
networks will enable a new level of
access and ubiquity for ground
breaking retail technologies that
leverage augmented reality (AR),
virtual reality (VR) and the internet
of things (IoT).
Imagine getting the best parts of
the brickandmortar shopping
experience without ever setting foot
in a store. You’re not simply scroll
ing through a website: you’re actu

ally looking at the shelves of a
fashion retailer or supermarket via
AR through your mobile phone, as
well as exploring new offerings,
hunting for discounts and deals,
and even using a virtual fitting
room to try on outfits; from the
comfort of your couch.
This futuristic consumer experi
ence could be closer than we think,
thanks to 5G and its unprecedented
capability to handle huge amounts
of data at high speeds. 5G will
unlock a new wave of consumer
preferences — and if ecommerce
businesses want to win amongst
Asia Pacific’s fierce digital competi
tion, they must harness the power
of 5G. Then, they can truly trans
form the customer experience,
through innovative technologies
like AR and VR.
Of course, the possibilities of 5G
are not limited to the digital retail
space. 5G is also set to rapidly accel
erate omnichannel commerce,
bringing the digital and physical
worlds together in a completely
new way.

Brickandmortar stores can con
nect to shoppers via their mobile
devices — you might walk into a
shop and receive a personalised
SMS communication with a special
deal just for you, based on your
browsing history. Or, through facial
recognition tools, retailers could
soon be able to track the instore
products you spend the longest
time looking at, then send you a
digital offer to encourage online
purchase after you leave the shop.
As retailers consider how to inno
vate in the era of 5G, it will be para
mount to provide the right
payment experience, one that feels
fast and frictionless, to match the
overall 5G shopping journey.
For online merchants, this means
investigating the possibilities of
innovative new payment systems —
think facial recognition authentica
tion, social payments and invisible
payments. But it also means simply
taking the first step toward under
standing consumers’ preferred pay
ment methods in any given market
and catering to these.

Asia, for example, is home to
eight of the world’s top 10 markets
for mobile payments (PwC, Global
Consumer Insights Survey 2019), so
offering Alipay, WeChat Pay or oth
er popular options can be key to
driving conversion, especially as the
decreased network latency of the
5G era makes these seamless one
click payments even easier to use.
Ecommerce in Asia is evolving
at speed, and the arrival of 5G is
set to turbocharge this innova
tive landscape. Retailers can pre
pare for the future today by
doing a deep investigation into
what opportunities 5G can
unlock for their business —
whether that’s new VR and AR
shopping experiences, tailored
omnichannel offerings, or ena
bling the quick and seamless pay
ment choices that might make all
the difference.
Phil Pomford is general manager
for AsiaPacific, Global Enterprise
ecommerce, Merchant Solutions at
FIS.

