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Born and raised in China, Anne Cao 
is now a Kiwi working hard to increase 
the number of students from mainland 
China coming to New Zealand to 
receive a good grounding in English at 
Languages International’s schools in 
Auckland and Christchurch – where she 
is the China marketing manager.

The former education sector worker 
from China makes regular trips back to 
her country of birth to promote the 
school to education agents, via special 
“education expos” – events where 
agents and international schools can 
meet face-to-face with parents and 
students wishing to study in New 
Zealand. Cao has established 
relationships with various agents, 
schools and educational organisations 
in China and negotiations are well 
advanced to have students sent here.

Trust is vitally important in this 
export sector she says, as is face-to-
face relationship building – which is 
why she has been clocking up the air 
miles since taking on the job.

“The biggest challenge in this market 
is keeping up with the movements of 
individual agents in China,” she says. 
“They’re constantly taking up new 
positions within the Chinese education 
system, and having already established 
a positive relationship we’re often 
suddenly faced with having to start 
afresh. That can be very frustrating.”

Languages International schools have 
been providing a New Zealand 
experience for students from all over 
the world since 1978, and offer a range 
of services including accommodation.

Having spent her life divided between 

the Chinese and Kiwi cultures, Cao 
understandably has plenty of advice for 
fledgling New Zealand exporters.

Top of the list is preparation and 
market research. “Seek advice from 
reputable Chinese consultants and  
be very patient. Don’t expect miracles 
overnight and definitely have a  
long-term plan.”

China is vast in size and with 1.3 
billion people; it pays to approach the 
market by choosing a region that suits 
your product, adds Cao. “Some of 
China’s smaller cities have populations 
of five to ten million – which is an ideal 
size market to begin with.” 

Cao says, despite recent negative 
press in China questioning the quality 

of New Zealand dairy product, any 
fall-out is usually only short-lived. 
“Made in New Zealand is still the best 
selling point in China. This country still 
has a high profile there for quality and 
setting high standards.”

As well as assisting the Languages 
International schools with their 
in-market promotions, Cao also runs 
RedBridge (www.redbridgeconsulting.
co.nz), a consulting agency for Kiwi 
firms looking to access the China 
market. In September she will be 
helping some Kiwi companies attend  
a B2B food and beverage trade show  
in Guangzhou.
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Breaking down barriers
Anne Cao is on a two-way 

mission: build Chinese student 

numbers into New Zealand,  

and introduce Kiwi exporters to 

the Chinese market.
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