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EDITORS’ NOTE Since joining the partner-
ship of Deloitte China in 2003, Peter Bowie
has been an advisory partner on some of
Deloitte’s most significant national and
global client accounts and is a frequent
speaker on issues related to governance,
performance, and risk management. Pre-
viously, Bowie was chairman of Deloitte
Canada, a member of the firm’s manage-
ment committee, and a member of the
board and governance committees of
Deloitte International. Prior to joining
Deloitte, Bowie worked for two global
companies in the semiconductor and
telecommunications manufacturing
industries and was also the CFO of an
enterprise software company. Bowie holds
a bachelor’s degree in commerce from St
Mary’s University (Halifax, Canada), and
a master’s degree in business administra-
tion from the University of Ottawa.

COMPANY BRIEF Deloitte Touche Tohma-
tsu (www.deloitte.com) is an organiza-
tion of member firms around the world
devoted to excellence in providing profes-
sional services to clients through a global
strategy executed locally in nearly 150
countries. With access to the intellectual
capital of 120,000 people worldwide,
Deloitte delivers services in four profes-
sional areas – audit, tax, consulting, and
financial advisory services – and serves
more than half the world’s largest compa-

nies, as well as large national enterprises,
public institutions, locally important
clients, and successful, fast-growing global
growth companies.

Deloitte China provides services
through a number of legal entities that are
members of Deloitte Touche Tohmatsu
(Swiss Verein). A leading professional ser-
vices provider in the Chinese mainland,
Hong Kong, and Macau, the company has
been a significant contributor to the devel-
opment of China’s accounting standards,
taxation system, and local professional
accountants. 

When did Deloitte first enter China,
and how has your business devel-
oped since then?

We can trace our firm’s history in
China back to 1917, when we first opened
an office in Shanghai. In the ’80s, our focus
was on providing local services to the influx
of multinationals coming into China. In the
following decade, we went on to assist
some of the first Chinese companies seek-
ing foreign financing through listings on the
Hong Kong Stock Exchange and other
major exchanges around the world. In
2003, our global organization of member
firms, looking ahead to the next decade,
defined the future meaning of “global” as
one that includes a significant China firm,
and committed $150 million over the next
five to seven years to Deloitte’s China mem-
ber firm. This investment is enabling us to
build superior capability with the objective
of delivering measurable, value-added ser-
vices that help not only multinational com-
panies in China, but also Chinese compa-
nies, to increase their shareholder value.

What is Deloitte’s future vision
in China?

We intend to be recognized as the
best professional services firm in China
where the best people and companies
choose to be. 

What is Deloitte’s strategy to re-
alize its vision in China?

Deloitte’s commitment is clearly
demonstrated by our readiness to invest
$150 million in the Chinese market over
the next few years – the largest investment
Deloitte has ever made in a single market.

Around 70 percent of this will be
invested in human capital development.
Every successful member firm in our global
organization is a firm run by local partners,
complemented by international expertise
where needed. This is our model for
Deloitte China. We are aiming for a China
firm comprised of 80 percent to 90 percent
local partners from China, and 10 percent
to 20 percent unique experts from other
markets. Our recruiting strategy includes a
combination of experienced hires, aggres-
sive recruitment of fresh and top talent
from China’s universities, as well as strate-
gic mergers with top local firms where we
can enhance the value we can deliver to
each other’s clients. This is not only self-
serving. It also serves to develop the local
accounting profession, as well as the wider
community in China. The accounting pro-
fession is playing a pivotal role in assisting
the transformation of Chinese enterprises
to increase their competitiveness in the
global economy. The internationalization
of China’s CPA profession is critical to the
stability and sustainable growth of China’s
capital market, and its growing status as a
global economic power.

I’m continuously impressed by the
people I am working with in China. We
now have more than 5,000 people in 10
offices across China, and we are commit-
ted to helping them to become the best.
We recognize that, in the long run, every-
one will benefit from the development of
China’s local accounting profession.

Our objective is to contribute beyond
just the professional service offerings of
Deloitte. Over the years, we have sup-
ported initiatives that promote education.
Most recently, we have been working with
the Ministry of Finance on a special pro-
gram to provide international experience
to top students. I think that if we want to
be counted as a member of the commu-
nity, we have an obligation to contribute
to the betterment of the community in
whatever way we can best add value.

Your profession is a highly com-
petitive one. How does Deloitte differ
from its competition?

We are a little different from our com-
petitors with respect to our core range of
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service offerings. A few years ago, unlike
our competitors, we made a conscious
decision to retain and develop our con-
sulting practice as a key service offering.

The opening of China’s markets after
its WTO entry is challenging Chinese
enterprises with rapidly growing domestic
and foreign competition. Chinese enter-
prises are very efficient at production but
less experienced in marketing. Previously
sheltered by government, they now
increasingly have to compete for resources
such as financing and talent; for market
share through brand, versus pure volume;
and for shareholder value, by demonstrat-
ing conformity to international standards
for transparency, governance, and quality.
Each of these aspects is a significant chal-
lenge on its own, but Chinese enterprises
have to address these challenges simulta-
neously and under intense time pressure.

There is no question that China’s
state-owned enterprise sector reform is
going to be successful. I read in 2003 that
Chairman Li Rongrong of the State-Owned
Assets Supervision and Administration
Commission [SASAC] said that China aims
to have 50 of the Fortune 500 companies
by 2010. In reality, China probably already
has 50 enterprises large enough to be
counted among the global Fortune 500 –
when they go public. What these enter-
prises need to do is to achieve a smooth
and sustainable transition from being
state-owned. We believe we can help

We have a comprehensive range of
service offerings including consulting,
financial advisory, tax, and audit that we
can leverage for our clients, which is par-
ticularly relevant to the needs of Chinese
enterprises at this stage of China’s market
reform and opening.

The reform and globalization of
China’s state-owned enterprise sector
is a complicated process, particularly
given the fast pace of growth in the
Chinese market. Given this environ-
ment, what opportunities and chal-
lenges does Deloitte face in its aspi-
rations to assist Chinese enterprises?

Let’s look first at opportunities. We
are a local firm deeply connected to a
global organization. In China, we have a
strong and growing team of local profes-
sionals who have a deep understanding of
the local market. We also tap into our
global organization’s network in nearly
150 countries around the world, with
more than 120,000 people to draw on for
international expertise in various disci-
plines and experiences with similar chal-
lenges in other markets. For example, we
can help our clients set their priorities for
organizational improvement by drawing
upon our international experience in
working on different organizational mod-
els for our clients around the world.

When you put al l  these factors
together with our advantage in consult-
ing, it  becomes clear that we really 
are well positioned to deliver measur-

able value to Chinese companies.
Of course, we have challenges too.

Right now, with demand for professional
services outstripping supply, we are very
busy and sometimes have to decline some
requests for our services.

To those who find China a tough
place to do business, what will help
them turn their China challenge into
a China opportunity?

I will answer that from my personal
experience. First, you cannot come to
China thinking that you understand
what’s going on here. Language, business
practices, and cultural differences all bring
different expectations.

Second, transitioning into a China
business is not as easy as simply sending a
bunch of people here from overseas loca-
tions. You have to understand the differ-
ences between China and the market, or
markets, that you have come from before
you can start to be effective and add value.

Third, don’t expect that you will nec-
essarily achieve the same results quickly
just because you have established pro-
cesses and methodologies that you can
bring into the China market. Some compa-
nies think they can readily transplant their
existing approach, but they forget that
these processes and methodologies have
been built up over many years and are
applied by people who have the back-
ground, experience, and training relevant
to their own environment – which may not
be the same as the environment in China.

Fourth, I would say that real commu-
nication is critical. You must never assume
that you understand everything. You must
make sure that what you mean to say is
what is being received, and you need to
make sure that what you think you heard is
what is actually being said. This is critical
when both parties don’t really know each
other that well. To learn how to communi-
cate, you must willingly and wholeheartedly
adapt yourself to the real environment. Mis-
communication is often the cause of things
going off track. It really takes a lot of work
and patience to get it right.

What are the critical ingredients
helping Deloitte to achieve its vision
to be both a localized professional
services firm in China and a global
brand delivering world-class services
to top Chinese companies?

The biggest advantage we have in the
China market is the commitment of our
firm to become much more significant in
China. One of the first things we did was to
establish a taskforce comprised of 30 top
leaders of our China firm and key leaders
from the global organization, to develop
our objectives and priorities in China. That
was three years ago and we have not
strayed from these objectives and priori-
ties. Besides this, we have a long-estab-
lished and very strong business base in
Hong Kong, which clearly helps with cross
fertilization of talent and business, as well
as dynamic, rapidly growing practices in

northern, eastern, and southern mainland
China, centered around Beijing, Shanghai,
Guangzhou, and Shenzhen respectively.
Since 2003, our share of audits of the top
100 companies in China has increased four-
fold. So focus, people committed to it, and
resources supporting it are key.

You were with Deloitte Canada
for 25 years prior to coming to China.
What enticed you to come to China,
and how have your China experiences
impacted your life?

Ever since I was a child, I wanted to
come to China because of the history and
culture. When I first visited China in 1997,
I was fascinated by what I saw, especially
the pace of development in China. Then
Deloitte offered me the opportunity to
come to China and to build something
very significant.

I think growing up in a bilingual cul-
ture in Canada has helped me adapt in
China. I have a deep respect for different
cultures and an interest in learning about
the similarities, differences, and historical
contexts. That aside, the people I work with
in China are terrific. They are hardworking,
supportive, helpful, and committed.

As for the impact of China on my life,
nothing can sum it up better than what
my son shared with me after his China
trip. He said to me, “Dad, I want to thank
you for opening me up to the world.”

What is your impression of the
Chinese leaders whom you have met?

I have the greatest respect for them.
They are very good at what they do and, I
think, among the best in the world. They
are also open to learning from other expe-
riences. Some of the Chinese business
leaders whom I have met have clearly
gone through really tough times, and have
built very successful careers in spite of sig-
nificant challenges.

Li Rongrong of SASAC is a consum-
mate strategist. The proof is in SASAC’s
supervision, under his leadership, of 169 of
China’s top state-owned enterprises [SOEs]
and their leaders. It cannot be an easy job
to engage them in the process of harmo-
nization with established international best
practices for corporate governance, perfor-
mance evaluation, and shareholder value
creation and protection. The transition and
balance are very difficult. Whereas multina-
tional corporations only need to focus on
creating value for shareholders, most China
SOEs need to balance political, social, and
shareholder value considerations simulta-
neously. I think SASAC, under Li’s leader-
ship, has done a really great job.

How would you describe your-
self as a leader? Aside from the titles
on your business card, what are the
attributes of your personal brand?

I would like to think that people who
know me as a leader associate me with
integrity, fairness, balance, and commit-
ment. These are the attributes to which I
aspire, and I would be happy and proud
to be linked with these.
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