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We are delighted to share this set of reflections and
lessons learned for collaborative work in the museums
and digital heritage sectors in the UK and China. While
the focus is on the creation of digital heritage products,
we hope that these guidelines will also have a broad
relevance for creative professionals interested in
working between China and the UK on a diverse range of
products and projects.

The reportis an output from the international research
collaboration ‘Time, Culture and Identity: The Co-Creation
of Historical Research and Co-Development of Visitor
Experience in China and the UK'. Funded by the Arts and
Humanities Research Council and the Newton Fund, the
project ran from 1 December 2018 to 30 April 2020.

The Covid-19 pandemic hit China and the UK (and the
rest of the world) towards the end of the project.As we
strive fo deliver our final digital output, it proves to be
challenging. as most workplaces in the UK and in China
have been temporarily closed due to the pandemic.
We have postponed the launch of the digital heritage
product and hope to resume our work and deliver the
final output within the Science Museum’s Zimingzhong
exhibition in due course.

In spite of the delay, this document summarises some
of the key lessons learned by our research team over
the past 17 months. They represent reflections and
suggestions, and we hope that they will confribute to
the wider ongoing discussions around creative industry
collaborations in the UK and China, particularly as they
relate to the museum and heritage sector, over the
coming years.

Dr Tilly Blyth
Head of Collections and Principal Curator
Science Museum Group

Arts and
Humanities
Research Council
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PROJECT OVERVIEW
I B 85t

‘Time, Culture and Identity: The Co-Creation of Historical
Research and Co-Development of Visitor Experience in
China and the UK"aimed to explore the potential of the
cultural and creative economy through two interacting
strands:

A collaborative research programme between curators
and researchers at the Science Museum in London and
the Palace Museum in Beijing. working with academics
at Beijing Jiaotong University and the Institute for

the History of Natural Sciences (Chinese Academy of
Sciences), around a unique collection of 18th-century
clocks and automatons, manufactured and designed in
England but created for the imperial court and held at
the Palace Museum in China.

A co-design approach to the digital interpretation of
the clocks involving knowledge exchange between UK
and Chinese creative businesses. This was supported by
audience research into the display of the clocks in three
locations (Beijing, Hong Kong and London) and brought
tfogether creative companies in both countries to
explore new alliances, share understanding and develop
ways of working.

CONTEXT

‘Time, Culture and Identity’ fostered creative and
commercial collaboration between culftural partners and
businesses in the UK and China by exploring the history
of cultural and economic exchanges between the two
nations through the lens of fimekeeping.

An exquisite but rarely seen automaton from the
collection of the Palace Museum in Beijing was brought
o life via a new digital experience, co-designed by
UK and Chinese creative businesses. By stimulating
knowledge exchange and brokering commercial
relationships between the UK and China, the project
explored methods for cross-cultural approaches to
connecting audiences with their scienfific heritage. It
also considered different attitudes to creative digifal
products and audience experience across the UK and
China.
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OUTCOMES

‘Time, Culture and Identity” achieved the following key
oufcomes:

. Made a confribution to understanding the
contexts and interests of museum audiences in the
UK and China, emphasising the different ways that
UK and Chinese audiences engage with objects in
museum collections.

. Enabled digital creative companies to build
stronger links, supporting understanding across
the creative industries in China and the UK.

. Identified synergies and differences
between techniques, ideas development and
communication for creative companies in the UK
and China.

. The development of a significant digital resource
to support the inferpretation of 18th-cenfury
clocks and automatons manufactured and
designedin England but created for the imperial
courtand held in China. Created through a co-
design process, the digital resource became an
immersive experience for audiences in the UK to
supportthe Zimingzhong: Clockwork Treasures
from China’s Forbidden City exhibition at the
Science Museum.!

. Through studying the spread of concepts of
time, and the translation of technology and tacit
knowledge to support that, this project developed
an understanding. and supported the long view,
of the cross-cultural fransmission of fechnology
between China and the UK.

1The Zimingzhong: Clockwork Treasures from China’s Forbidden
City exhibition was due to open in London in April 2020, but has
been delayed because the coronavirus disease (COVID-19).
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OUTPUTS

‘Time, Culture and Identity’ produced the following key
outpufs:

. Creation of an audience report on the ways
in which British and Chinese styles of visitor
engagement with hisforic collections differ and
converge, particularly in relation to the imperial
clock and automaton collection.

. Creation of relationships and understanding
between British and Chinese creative companies,
museums and academics through fwo workshops
held in Beijing: a knowledge exchange workshop
and a digital workshop. The learning outcomes of
these workshops were communicated to a broader
audience online via published reporfts.

. Development of new historical knowledge about
the imperial clock collection, the results of which
inform academic understanding of different
cultures of time across the UK and China.

. A digital resource which will offer an immersive
experience for museum visitors, built on
knowledge and cultivated interpretation
techniques for cultural heritage in different
confexts.

. Collaborative presentations, discussions at
conferences and published research papers,
building knowledge exchange beyond the project
in the UK and China.

. Creation of this set of reflections and lessons
learned, offering guidelines, methodologies and
tools for collaborative working to support the
creation of digital heritage products in the UK and
China.
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PROJECT TEAM
. Collections partner: The Palace Museum
. China Principal Investigator: Yao Yanan, Professor,

Beijing Jiaotong University

. UK Principal Investigator: Tilly Blyth, Head of
Collections and Principal Curator, Science Museum

. China Co-Investigator: Huang Xing, Associate
Professor, Institute for the History of Natural
Sciences, Chinese Academy of Sciences

. UK Co-Investigator: Emma Stirling-Middleton,
Project Curator: China, Science Museum

. UK-China Research Facilitator: Carol Chung, UK—
China Research Facilitator, Science Museum

The project was made possible through the Newton
Fund’s funding call ‘Development through the Creative
Economy in China’ that aimed to support joint UK-China
research projects exploring the potential of the creative
economy fo drive sustainable and inclusive growth in
China:

https:/ /ahrc.ukri.org/funding/apply-for-funding/
archived-opportunities/development-through-the-
creative-economy-in-china

For further information and to access resources from the
‘Time, Culture and Identity’ project please visit:
sciencemuseumgroup.org.uk/project/time-culture-
and-identity
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MUSEUM CONTEXT: CHINA AND UK

China’s museums and galleries are growing fast —
parficularly in the field of science and technology — and
are seeking sfrategies fo move from object-based
display fo more engaging visitor experiences (Johnson
and Florence, 2013). China’s burgeoning middle-class
population are seeking to understand the history of
Chinese influence across the world and are interested

in new forms of educational and leisure activities
(Ekman, 2014; British Council, 2014).The Chinese
government sees this growth as a new opportunity for
engaging ifs citizens in one of the engines of change

— science and fechnology — and promoting economic
development of the sciences in China through museum
and exhibition experiences. Organisations such as the
China Association of Science and Technology (CAST),
representing 91 million science and technology workers
in the country, are tasked with the popularisation of
science and technology. Legislation has been passed
specifically fo promote science popularisation: Order of
the President No. 71 (State Council, 2002). This policy has
led to a growth in science and technology collections in
China as their social value in building local and national
identities has begun to be recognised (Schéafer and
Song. 2017).The large-scale development of science
and fechnology museums, each with extraordinary visitor
numbers by UK standards, provides great opporfunities
for scholars, museum professionals and the creative,
digital and design industries of the UK and China to
collaborate.

The UK’s cultural institutions and creative companies are
atthe forefront of the development of globally renowned
exhibitions and galleries, creating collections-rich
experiences that tour internationally. Their development
is supported by creative research and research into
audiences. UK museums, architects, designers and
programmers are at the cutting edge of international
exhibition design, object interpretation, collections
management and audience research (UKTI, 2013). Buf
further growth in the UK market is consfrained, and the
potential for further UK audience growth for museums

is limited compared with the enormous opportunities to
reach audiences infernationally, especially in China.
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THE CREATIVE INDUSTRIES CONTEXT
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The UK was the first nation fo map the creative
industries as a defined economic segment (DCMS,
1998).In the subsequent two decades data collection
around the creative industries has improved and given
significantinsight into their economic performance and
dynamics. Since the financial crisis of 2008 the creative
industries have been the fastest-growing sectors of

the UK economy, with particularly significant growth

in exports and employment (DCMS, 2016, 2018). The
creative industries are a significant component of the
UK government’s 2017-22 Industrial Strategy, with
industry and government concluding the first Creative
Industries Sector Deal in 2018, providing a growth
strategy for the creative industries, and aligning public
and private investment, skills and regulatory frameworks
(HM Government, 2018). Central fo this sector deal

are two research and innovation programmes: the
Creative Industries Clusters Programme, supporting new
research partnerships between universities, cultural
institutions and creative businesses; and Audience of
the Future, funding business-led innovation in immersive
content.Both of these programmes support research
and innovation with cultural institutions and visitor
experiences, with multiple projects dedicated to visitor
experience demonstfrator programmes, including

those in museums and galleries launching in 2020. The
creative industries in the UK are strongly intertwined
with the UK’s dynamic digital and fechnology sector; in
2019 the UK received a third of the £30 billion of digital
tech investment raised in Europe, more than any other
European country; investment in the UK grew by 44% in
2019, surpassing thatin the USA and China (Tech Nation,
2020).

China exhibits the same sftrong inferlinking between
creative and cultural industries at a policy level, with
major policy initiatives across both areas. The ‘Made

in China 2025’ plan stated China’s intention fo use
advanced digital fechnologies to become an innovation
superpower with support for key sectors, start-up
companies and science and technology (State Council,
2016). Beyond this support for advanced manufacturing,
technology innovation and trade, China’s cultural and
creative industries are also seen as a driving force for
economic growth and socioeconomic transformation.
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The cultural sector was first recognised as a strategic
industry in the 2009 ‘Revitalization Plan of Cultural
Industries’ (State Ministry of Culture, 2009). The ‘Creative
Industry Development Plan"within the 13th Five-Year
Plan (2016-20) suggests that the cultural and creative
industries will become a pillar industry of the national
economy by 2020 (UKTI and CBBC, 2016). Key cities such
as Beijing and Shanghai are developing approaches for
implementing the sfrategy by establishing infermediary
bodies and seffing ambitious targets for growth.
Shanghaiis targeting a creative sector contribution to
city GDP of 18% by 2030.

Both the UK and China see creative industries as

central to future economic growth, for social and
cultural development, and for the transition from a
manufacturing to a knowledge-based economy.The

two nations are at different points in this transition and
define the sector and its intersection with the digital
economy differently, but both see the role of cultural
organisations as pivotal to the development of their
respective creative economies. Seeing the rapid growth
and vibrancy of the creative industries in the UK and
China presents an unparalleled opportunity for the

Arts and Humanities Research Council (AHRC) — part

of UK Research and Innovation (UKRI) — to build new
research and innovation partnerships between the

two nations. The UKRI China office, in particular, has
established strong working relationships with national
research funders in China and developed support that
works in line with AHRC's strategies for the creative
industries. The breadth of AHRC’s schemes has enabled
a comprehensive approach to engagement, strategically
matching partners and acftivities to achieve maximum
impactin the following priority areas: use of digital
technology; supporting fraining of creative falents;
developing regional creative clusters and infrastructure
for long-term development; enhancing immersive
audience experience in the culture and tourism sectors;
and facilitating intellectual property creation and data
sharing.
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Within the cultural sector, in particular the museum

sector, there are significant differences in interpretation,

audience engagement and tfechnology implementation
between the two nations. In China, digital technologies
are predominantly used to re-create and replicate

other spaces, places and times; virfual fours of

historic and cultural sites have become a widespread
feature of the museum sector (Zuo, 2018). The Palace
Museum’s Duanmen Digital Hall, opened to the public

in 2015, provided visitors with a virtual and interactive
experience of the architectural charm of the historic
Imperial Palace, and digitalised artefacts that allowed
visitors to explore and intferact with the Palace Museum
collection. By confrast, digital technologies in the UK are
predominantly used to tell ‘'human stories’and historical
narratives, and to enhance visitor engagement with
original historic objects. Talking heads’ (audiovisuals
which invife visitors fo ‘'meet’ people from behind the
scenes) are commonplace in UK museums, furthering
personal connection between visitors and objects,
makers, users and interpreters. Increasingly, UK
museums are taking a participatory approach fo digital
engagement, enabling visitors to input through channels
such as social media, opinion polls and photography.
Over the past decade, summative evaluations of Science
Museum Group displays have shown a growing frend of
visitors expecting to be shown inside the object, fo see
it deconstructed and be guided through its functionality
(Fisher, 2017).This is particularly important for museum
objects which are not immediately familiar to visitors,
such as scienfific and fechnological objects, and where
understanding the use of an object is as important

for a narrative as whether it was a ‘first’ or fechnically
pioneering.
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‘TIME, CULTURE AND IDENTITY"

PROJECT ACTIVITIES
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Responding to the opportunities in the UK and China,
the Time, Culture and Identity’ project was designed

to bring fogether British and Chinese expertise in
interpreting the history of science and technology, by
building a greater understanding of British and Chinese
museum audience expectations, and designing a digital
heritage resource that supports the visitor experience.
The project was developed with a view fo fostering
collaboration between the British and Chinese museum
and heritage sectors, and creative industries, and in
doing so it aimed to shape ‘science capital’, generate
anew museum and heritage experience, and share
creative fechniques and business methodologies.

The collaborative programmes resulted in:

. Atransnational audience research programme
looking af the ways in which British and Chinese
visitors engage with historic collections in
museums in London, Hong Kong and Beijing.
particularly in relation to the unequalled imperial
clock and automaton collection held by the Palace
Museum. This highlighted the different audiences’
affitudes and behaviours in different museum
cultures. The research showed that Chinese
audiences tended to be more patient and reverent
tfowards museum objects, whereas UK audiences
needed to be convinced objects were relevant
to them.Both audiences were inferested in the
human stories and seeing the ‘real thing'.
sciencemuseumgroup.org.uk/wp-content/
uploads/2020/01/Audience-Research-
Summary.pdf

. Aninternational knowledge exchange workshop
which engaged more than 15 expertsin the
history of science and horology in China and the
UK. This brought fogether a cross-cultural group
of academics to consider the imperial clock
collection, including the transmission of European
clocks to Chinain the 17th and 18th centuries and
the infroduction of mechanical clocks to Chinese
emperors in the Ming and Qing dynasties. It
included various perspectives on the transmission
of clock technology from Europe to China, and its
adaptation and development by the Chinese.
sciencemuseumgroup.org.uk/wp-content/
uploads/2020/01/Knowledge-Exchange-Report.
pdf
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. Aninternational digital workshop which engaged
more than 30 expertfs in museums, heritage, digital
and creative design. The workshop explored
different methodologies adopted by creative
practitioners, looked at the challenges and
opportunities of digital interpretation in a museum
context, and practically developed creative ideas
to support engagement with the imperial clock
collection.
sciencemuseumgroup.org.uk/wp-content/
uploads/2020/02/tci-digital-workshop.pdf

. A new digital immersive experience, developed
with the Time, Culture and Identity’ partners
alongside the innovative Chinese creative
company Blackbow (blackbow.cn). Combining
artand technology. Blackbow is a cross-border
team of visual arfists, writers, soffware engineers,
mechanical engineers, designers and advertisers.
The experience will provide a unique insightinto
the Chinese culture of time, through the universe
and the heavens, and support the Science
Museum’s Zimingzhong: Clockwork Treasures from
China’s Forbidden City exhibition.

Through these activities the project aimed not only

fo create a co-designed digital experience for UK

and Chinese audiences, and build understanding of
horological trade, but also to build the foundations for
future museum collaboration between the UK and China
through the creative industries.

The next section highlights some of the practical lessons
we learned through the project, in the hope that others
will benefit from our experiences as they develop their
own collaborations.
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Workshop aftendees engaged
in creafive discussion
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Workshop aftendees enjoyed a guided tour
at the Hall of Clocks and Watches
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Workshop attendees engaged with
interactive exhibit at Chinese Museum
of Science and Technology
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Attendees admired at elaboratél
automata at the Palace Museum
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LESSONS LEARNED FOR UK-CHINA
COLLABORATIONS: IN DETAIL

FPRSIERNENSIS

Mastering simple practical matters, from intellectual
property to ICT, was vital to the progress of the Time,
Culture and Idenftity’ project. The following section
highlights some of the key points our feam learned over
the course of the project, which we recommend you
consider while planning any UK—China museum or digital
heritage project.

DEFINITIONS AND INTERPRETATION

People in China and the UK have different national

and personal histories, cultures, languages and life
experiences.Itis inevitable that people living in these
locations conceptualise many things in different

ways. It is vital that professionals in the UK and China
acknowledge, talk about and understand these
differences in order fto facilitate efficient and effective
collaborations.

At the conceptualisation and outset of the ‘Time, Culture
and ldentity’ project, the team made many assumpfions
about shared definitions and interpretations. In
hindsight, we should have begun our partnership with a
discussion of each party’s perception of key concepfs fo
ensure that everyone had a clear, shared understanding
from the beginning. We should have asked more
questions and had open discussion and exploration of
key concepts and ideas throughout the project.

This section will outline a selection of the differences
in definitions and interpretations that our team
encountered during the project.
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COLLABORATIVE RESEARCH

For academics and museum and digital professionals
inthe UK, the idea of ‘collaborative research’entails

a coming together of people to explore and learn

new things for the sake of advancing knowledge

and understanding. Collaborative research projects
may be funded by a grant, but this is not always the
case. Itis generally accepted that there is value in
dedicating time and resources to a collaborative
research project despite the fact that the project

is not bringing commercial gain. Such projects are
often interdisciplinary, with people bringing their

own expertise to the table fo work together fowards a
common goal, often through a process of discussion,
workshopping and sharing of thoughfts, ideas and
knowledge.A collaborative research projectis likely to
begin with a series of questions, and the exact answer or
output will not be known until the project concludes.

We found that for many of our Chinese colleagues, a
project needed to have explicit commercial value or

be directed towards precise, fangible outputs from the
outsetin order to be approved by an institution. An open-
ended research proposal was too vague to get support.
Instead, clear and direct outcomes were appreciated.
This made the collaborative and often open nature of
research difficult, as not all outputs at the beginning

are certfain.In China, if work undertaken as part of the
research is nof part of an individual’s existing role, it
should be presumed that it must be paid for by the
project. Inthe UK, collaboration implies supportive work
thatis undertaken as part of existing roles and salaries,
particularly if undertaken by museums and independent
research organisations. For smaller creative companies
in China and the UK, the payback must be clear — either
in financial terms or in ferms of the greater cultural
understanding and commercial networks that will be
developed as a result of the project. It is imporftant fo be
clear about costs, funds and expectations of all partners’
roles at the beginning.
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Furthermore, research interests and approaches
differin the UK and China. UK researchers tend to be
more open to qualitative research, and are critical,
reflective, analytical and used to cross-disciplinary
working.In China, research is more quantitative and
factual, focusing on evidence-based, statistical and
practical work. For example, a Chinese research paper
about the history of astronomy may seek to solve
ancient equations, while a UK paper about the hisfory

of astronomy might focus on the wider political, social,
philosophical and cultural contexts and implications of
the equation. These differences in research interests
and approaches are shaped by the interlinking cultural,
national and disciplinary contexts.An approach like that
adopted by the ‘Time, Culture and Identity’ project, which
allowed all partners to consider the cultural relationship
and trade between two countries over many hundreds
of years, provided an ideal opportunity for reflection on
current practice and culture today.
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MUSEUMS

In the UK, a museum’s primary purpose is fo develop

a collection, and to preserve and inferpret it for
audiences while delivering opportunities for learning
and engagement, inspiration and reflection, connection
and community. UK museums strive to be accessible and
open to all, and national museums are free of charge.
Museums generally care for an original collection of
objects and hope for deep and meaningful engagement
with the general public.Visitors are increasingly invited
to parficipate in the creation of exhibitions and museum
content, and they are often encouraged to question and
challenge the stories they encounter on gallery.

In China the top museums receive multiple millions of
visitors every year, and they usually charge an enfrance
fee.While museums in China are creating progressive
and hugely engaging displays, a key focus for larger
museums has to be the management of large numbers
of visitors.Visitor research is generally quanftitative,
looking aft the numbers and types of audience visiting
and dwell tfimes. In contrast, in the UK visitor research
focuses on the audience experience. While many
Chinese museums have imporftant and extensive original
collections, this is not an essential feature of a museum.
For example, science and technology museums mostly
exhibit replicas and interactive exhibits. They see their
role as supporfing science learning and the curriculum,
rather than providing a broader scientific culture and
framework for science. Content can be academic, and
visitors are encouraged to read and understand, rather
than question and participate. Chinese nationals scan

a national identity card when enfering a museum, and
they receive ‘social credit’ for atfending a museum. It is
beyond the scope of this research project to explore the
impact of this on museum visitor experience, but itis
clear that this factor will have a significantimpact on the
reason for visiting for many.
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DIGITAL MEDIA EXPERIENCES

In the UK, some digital agencies work closely with
museums to develop a range of audiovisuals and
interactivity. Usually, digital experiences in museums
are created in response to a brief, which is written

by the internal museum team. The work of digital
agencies is therefore tailored heavily to visitor needs
and expectations, as defined by the museum. Digital
agencies tender for work and focus on creatively
delivering the specified brief while being cost effective,
organised and efficient.

In China, the work of digital agencies is usually viewed
as‘new media art’, and arftistic creafivity and philosophy
are core elements of their work. This can make digital
experiences much more open, offering a range of ideas
and influences through the experience. At the moment
their work is less often applied fo museum experiences,
particularly in science museums and centres thatare
aiming to support curriculum learning. Digital agencies
are usually affiliated with an art school, and it is common
for digital professionals to also be professors of art.
Digital agencies in China also tender for work, but it is
most common for agencies to getinvitations to tender
via client referrals — with referrals very often taking
place on the Chinese social media platform WeChat.
When digital agencies geftinvited to tender for a project
they work best with a clearly defined brief and budget.
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For the Time, Culture and Identity’ project we worked
with the Chinese digital company Blackbow to create a
digital exhibit. Blackbow’s approach differed from that of
many UK digital companies: it responded to the briefina
more creative and abstract way, and proposed a museum
experience that was more like an artinstallation. In
confrast, the submissions from UK companies tried very
hard to respond very precisely fo the brief rather than
thinking ‘oufside the box". This is perhaps a reflection

of the way creaftive digital companies have learned

to win a pitch with UK museums, offering something

that provides solutions to a perceived inferpretation
problem, rather than enabling more creative responses.
Museums such as the Science Museum Group fend to
actas acommissioner of artists, rather than a creative
digital company, when they are looking for a more
creative response.

In all creative commissioning relationships it is important
to have a clear agreement on the use of digital assets
and third-party intellectual property, and the rights for
use and reuse in the final product.

“UNEE T P E = ER A IS hitps:/ /asiasociety.
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System_Asia%20Society%20Switzerland.pdf; 3 B] &0 hitps://
journals.sagepub.com/doi/10.1177/1461444819826402.
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Digital model of a clock, co-developed by Blackbow
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Workshop attendees engaged in creative discussion
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Deftail of the digital model co-developed
by Blackbow
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TRANSLATION AND INTERPRETATION

EFRMOF

Effective translation is the foundation of every
successful infernational collaboration. Translation is
expensive and fime-consuming.When planning your
project, consider that every single communication —
large or small, formal or informal, spoken or written — will
need fo be translated.

There are three key types of franslation you may need to
use:

1. Consecutive spoken interpretation (following one
after the other: the speaker says a few sentences
while the inferpreter listens; the interpreter then
reproduces these sentences in the specified
language)

2. Simultaneous spoken interpretation (occurring at
the same time: the speaker speaks continuously
as normal; the interpreter translates as quickly as
possible and delivers while the speaker is talking)

3. Written translation (for formal documents and
writfen outputs)

Please note that there are different languages and
dialects spoken in China. The most common language
is Mandarin, but you should make sure you check which
language is required with each partner you work with
before booking franslation. There are also different
forms of written Chinese. Simplified Chinese is the
most commonly used written language in China. Written
communication in Chinese also varies in style. For the
‘Time, Culture and Identity’ project, our partners offten
requested formal lefters in both Chinese and English,
in which case the writing style fends to be formatted

to formal Business Chinese, using specific greetings
and salutations in accordance with the status of the
recipient.

For the Time, Culture and Identity’ project we used
a combination of approaches fo facilitate effective
franslation: employment of a full-tfime bilingual
(Mandarin—English) research facilitator, external
franslation agencies and franslation fechnologies.
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A full-time bilingual (Mandarin—English) collaboration
facilitator was the key to the success of the ‘Time,
Culture and Identity’ project. This enabled us to create
strong relationships and work responsively through
frequentinformal communications via WeChat text
messages and video calls. It also allowed us to navigate
cultural differences and made planning and delivery of
workshops and visits between China and the UK much
easier.

For extended pieces of translation work, such as legal
agreements or simultaneous conference franslation, we
worked with external translation agencies.We suggest
that, at the outset of your project, you speak with frusted
contacts or professional organisations such as the
British Council, China-Britain Business Council (CBBC) or
UKRI o find and develop relationships with a selection of
frusted high-quality franslators you can call upon when
required.

When choosing an interpreter for your project, start by
asking for CVs and check if candidates have adequate
experience delivering the type of translation you are
looking for. Also check if candidates have relevant
industry knowledge from tasks they have completed

— for example, have they franslated in a science- or
technology-themed conference? If you are looking for
consecutive spoken interpretation or simultaneous
spoken inferpretation, it is useful to schedule an
interview with potential candidates to evaluate their
communication skills. It is always helpful to prepare a
franslation brief and keep it at hand. The brief will detail
your meeting/workshop setup, number of participants
and duration of the meeting/workshop.

For‘quick and dirty’translations of text communications
or documents, we sometimes used Google Translate.

It must be noted that Google Translate should never

be used for formal franslation. Google franslations

are rough and contain many approximations and
mistranslations. However, they can be useful for
revealing a general sense of meaning immediately.

The application is also improving all the time. It will be
interesting to see developments over the coming years.

TERMGEAER IR (Bi@EEFZES0) & BENES5 R
FREALE” T A ZhBY K 52 (B T HI B i E7H B i
IR TIRERYIFIE TSR MR L R EIRY K R A S Az A
BBV E BB FTIE SUE BN FA IR XA E R [
FeRZE 2[RI = G AN L T

XNFERM R R WEIRSANIRENE T1F 3l ik
ESHNBERENA GBI B R @d p 5E2R
BEEREXEN A SRR A Z = (CBBC) SR EMIT eI
BIFT WA SEFEHMHAFENFREILXR MU
ERAERENEISE R

ANIEERIFS BARREN HHE R EERIE
NEBEARBHIEIRN TR BENFRE b8
BIDUMEGE A MAVERTD T AR I AR BB XAV TIVAIIR
B0 RS EFBI R EM =W ? ST EE
LR AR A mE PHE RIS o [ERY
AEEFREENRER BEAT RSN S
SNA- 5 ABEHESKe

YNRFBERIFMEREHENZ S FH B S BATANE
BATENZ-LMRBRIE ML AT ELIMZ -5
IEMFRAEIR BVF S RAEMIRIE, (BRI AR T #ES
R -APENE—EAEUHP AR LRERK £



If visiting China, you are likely fo need a professional
interpreter to support formal meetings and visits,
though of course this will depend on the language
abilities of your particular team. However, for informal
communications — whether enjoying meals with
professional partners or simply getting by while out

and about on your own — franslation technologies

can be useful and effective. Smartphone franslation
applications can be useful for ordering in restaurants or
asking for simple directions. For the ‘Time, Culture and
Identity’ project we purchased an iFlytek Easy Trans 2.0
portable franslator device. This was surprisingly accurate
and helped break the ice and form relationships at
mealtimes. However, it must be emphasised that these
devices are not yet technologically advanced enough to
replace professional inferpreters and should notactas a
substitute.

During workshops and meetings we found that native
Chinese speakers with English language abilities would
often choose to speak in English, even if we had paid

for an interpreter to be present.On occasion this was
difficult, as the English language level may not be
advanced. It can help to be open and honest, suggesting
that everyone speaks in their native language and allow
franslation to ensure that everyone in the room can
understand the conversation regardless of language
ability. Many native Chinese speakers have advanced
English language skills but prefer not to communicate in
English.You should make no assumptions about anyone’s
language abilities.

At the beginning of any meeting or workshop, ensure
there is a clear shared understanding of who the
inferpreter is and what their role is. This will make
communication clearer, easier and more effective
throughout. It will also make everyone involved feel more
comfortable and relaxed.
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USE A VARIETY OF COMMUNICATION
CHANNELS

You will need to be flexible and use a variety of
communication channels: probably a combination of
WeChat (fext, audio and video), email, Baidu, formal
letters and, of course, face-to-face meetings.As with any
partnership, there will be a trial period at the beginning
of new relationships where you will experiment with
different approaches to communication. The key to
success is fo maintain a dialogue about how best to
communicate and whether your approach is working.

WECHAT

In China most communications will fake place via the
Chinese messaging application WeChat, produced by
Tencent.This includes formal and informal professional
conversations via fext, audio and video.You should seek
to create a WeChat group chat with professional partners
as soon as possible. For the ‘Time, Culture and Idenftity’
project our full-fime bilingual (Mandarin—English)
research facilitator was a vital part of the WeChat group
chat, enabling group members to type in their native
language while the research facilitator liaised and
franslated in real time. It should be noted that there is a
‘franslate’ function on WeChat messenger which offers
passable franslations of any message from Mandarin to
English and vice versa.

The use of WeChat in China is much more pervasive

than messaging apps are in the UK.WeChat is also the
primary social media sharing platform and WeChat Pay is
the primary payment method. Scanning a QR code is an
important part of networking, used in a similar way to the
exchanging of a business card. It is also a key channel
for exchanging documents, images and film (in both
personal and professional seffings); however the file
size you can fransferis limited to 100MB.

WeChat can be difficult to access for non-Chinese
nationals. Some institutional ICT departments have
concerns about its use on UK networks. Even if this is
approved by your organisation, you may need an existing
user to invite you or authorise your use of the app.Once
your account has been set up, WeChat may also block
you from the app and require an existing user to unlock
your account. Existing users have a quota of accounts
they can unlock every three months.
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EMAIL

WeChaft is generally used in place of email in China.
However, email correspondence is acceptable for more
formal or lengthy communications, for example the
circulation of a legal agreement, communication of
formal approval, efc.

Owing fo Chinese internet restrictions, there can be
difficulties with sending emails fo mainland China. It is
common for emails to appear fo have been sent from a
UK email account but for the email not to be delivered
to the Chinese email address, and vice versa. During the
‘Time, Culture and Identity’ project we would use WeChat
to inform each other that an email had been sentand to
confirm receipt.

It should be noted that Google is one of many websites
which is not accessible in China. Emails from a Gmail
account are therefore likely to be blocked. It may be
helpful if you get a QQ email account (https://en.mail.
gqg.com). This is the primary email application used in
China and is therefore less sensitive to firewalls.

LETTERS

Formal letters are an important part of collaboration
with institutions. In order to submit a request, proposal
or update on your project, you will usually be asked

to submit a formal signed letter on headed paper.lItis
helpful if the letter is bilingual, with specific greeting
and salutation used in accordance with the recipient.
These lefters are usually the key to your partners gaining
approval from the relevant hierarchies, enabling them o
progress.

FILE TRANSFER

Files can be shared via WeChat or email. Large files

can be transferred using the Chinese website Baidu
(baidu.com).You will have to set up an account fo

use this service.WeTransfer and Microsoft OneDrive
may also work but, like email, can be unreliable.In

our collaboration with the Chinese digital company
Blackbow we were successful in fransferring large files,
ie images and videos, through WeTransfer.
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BE CONCISE

Keep communications short, simple and o the point.
Itis best to communicate through short emails (one or
fwo paragraphs) and letters (one A4 page) which make
things as clear and concise as possible. Bullet points are
acceptable. British institutions can get bogged down
with bureaucracy and detail, however your Chinese
partners are likely to find this overwhelming and overly
complicated.

FACE-TO-FACE COMMUNICATION

Arrange a video call for UK and Chinese partners af least
once per month so that you are getting regular face-
to-face contact. Put these meetings in the calendar for
the duration of the project from the outset to ensure
everyone's availability. You will achieve as much in a one-
hour sit-down face-to-face meeting as you have in six
months of working remotely/long distance.

DON'T FORGET THE TIME DIFFERENCE!

There is one fime zone across China: GMT+8. Be mindful
of this when you are sending messages, arranging calls
and sefting deadlines.
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SPREAD COMMUNICATIONS

[tis common for there o be only one inferpreter
mediating all relationships in an international team,

as they may be the only person who is completely
fluentin both languages. It can be easy o fall info a
situation in which the interpreter ends up holding all

of the relationships and carries out all conversations
asa‘go between’—indeed, this is often the quickest
and easiest option. However, this will not make for the
most effective project, and will not facilitate a frue
collaboration. Furthermore, there is a real risk that this
person leaves your organisation, taking all relationships
with them. As far as possible, have video calls and face-
to-face meetings in which the franslator translates your
conversation in real fime. This will enable you to develop
relationships across the feam and avoids a situation
where all project relationships (and the knowledge that
comes with this) are held by a single tfeam member.
Socialising in person is also extremely important for
developing these cross-team relationships.

DON'T OVERLOAD YOUR TRANSLATOR!

Translation is a time-consuming and fundamental
element of a UK-China project. For the ‘Time, Culture
and Identity’ project we appointed a UK-China Research
Facilitator to manage all day-to-day translation and
communications. She was also responsible for core
project administration such as invoicing and fravel
bookings. However, the research facilitator also became
an important participantin core project research;

many relevant books, arficles and original sources were
written only in one language (usually either Mandarin

or English), meaning that these resources were not
available to the whole research feam.As the only fully
bilingual team member, the research facilitator ended
up filling a key research role on the project, making
resources available across languages and cultures.
Ideally, employ two separate staff members: one feam
member for day-to-day translation, communication and
administration, and one team member for cross-cultural
academic support.
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PARTNERSHIPS
RIFXA

Strong partnerships are the most fundamental part of
any collaborative UK-China project. It is important to
find partners that have similar aims and objectives fo
you —and similar access to time and resources. This can
take time and effort in advance of a project starting,
parficularly when the distance, fime difference and
cultural and language barriers are factored in, but it is
tfime well spent to get the project off on a strong footing.

Organisations such as UKRI and the British Council have
experts based in China, and hold workshops and events
which bring together academic and creative industry
professionals from the UK and China. Intfernational
events such as these are the perfect opporfunity to
begin to develop your network and meet potential
collaboration partners — and to share advice and
experience with professionals with similar interests.
There may also be grants available, for example the AHRC
Research Networking Scheme (https://ahrc.ukri.org/
funding/apply-for-funding/current-opporfunities/
researchnetworking). which are dedicated fo the
creafion of international networks. These organisations
are an excellent source of advice, support and publicity
throughout any international project. If you reach out to
these organisations you can develop a relationship with
their teams in the UK and China to gain their support.

We would advise that you only apply for funding for
aninternatfional project once you have developed a
relationship with a partner (or partners).You should
then work fogether to develop the project and funding
application. It is very important that all partners are
involved with the conception of a project. This ensures
that all partners have available resources and are
invested in the aims, objectives and outputs of the
project. Many UK-based funding opportunities will

only fund the UK partners on a project and will require
international partners to source ‘match funding’ from
anofher source. Chinese university departments have
resources which they may be able to allocate to your
project if you can justify the benefits fo the university.
You may also check with your Chinese partners if they
have access to Chinese public funding sources or grant
schemes run by the Science and Technology Commission
atf municipal and national levels.
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You should have a conversation with potential partners
about this from the outset. Make no assumptions and
make sure everyone is on the same page about the
available funding. any funding regulations, expectations
or required match funding. Even if matching funding is
not a requirement of the grant, it will be difficult for it to
feel like a fair, equal partnership without equal financial
incentive and support for all parties involved.

In addition, the hierarchy among partners in China can
have an impact on building a successful partnership.
Make sure your partners are all clear and happy with
their roles and responsibilities in the project before they
are on board. If a partner feels their contfribution is not
appropriaftely recognised, not justin financial ferms but
even in the way they are described on the project, this
could cause longer-term problems.

Itis also important to have an upfront conversation
about the practical requirements of all partners.

Are there formal letters or agreements which your
organisation requires you to have in place before an
activity can happen? Do you have any research leave or
major projects in the pipeline? It sounds obvious, but key
issues like this may not come up naturally and this could
resultin major delays o your project.

Once your projectis up and running it will be invaluable
for each partner fo organise events and ufilise networks
in their home country. For example, our research
partners in Beijing played a key role in organising the
workshops there — from finding a venue and arranging
fransport and catering, to inviting the most relevant
people to attend.

Finally, it is important to remember that developing
relationships with partners between the UK and China
is not so different fo developing relationships with
partners within your own country! Most of the advice
that applies fo UK—-China partnerships applies fo any
professional relationship. It can be easy to exaggerate
the difficulty and complexity of UK—-China working,
which can be an unhelpful barrier fo international
engagement.
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Workshop attendees explored the clock
collections at the Palace Museum
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Workshop attendees explored the clock

collections at the Palace Museum
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Workshop attendees at the Institute for

the History of Natural Sciences
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BUREAUCRACY AND

LEGAL ADMINISTRATION

rHEIAERER

Bureaucracy and legal administration should be a
straightforward part of your project. There will be
different requirements and expectations in different
counfries, and indeed within different organisations.
Have an open conversation about each partner
organisation’s legal and bureaucratic requirements af
the beginning of your project. Useful matters to discuss
and agree an approach on may include:

. Alefter announcing the award of any funding.

. A letter outlining the fime, resources, efc an
organisation is commifting fo.

. When financial years begin and end, and whether
this has any impact on your project.

. The roles, responsibilities and titles of feam
members.
. Permissions required to take action (for example,

do you need to send a formal letter in order

to arrange a visit or meeting?). Formal lefters
on headed paper are important for Chinese
organisations. Itis likely that you will need to
submit one for approval whenever you would
like to do something new. Always be ready to
explain why somebody should do something in
the form of a letter.In order to allocate their time
and resources tfo something, people will need to
show their organisation what the value is to the
organisation.

. Likely fravel requirements for the project.You
will only get a visa for prearranged visits with a
letter of invitation specifying where, when and
why the visits are taking place.You therefore may
need to buy multiple visas over the duration of
your project. Most organisations in China have a
quota of staff permitted o travel internationally
for work each year and they may need to make an
application for a staff member to travel up to a
year in advance.

. Who has the authority fo make decisions in each
organisation and what is the process for seeking
their approval?
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. Gain an understanding of the hierarchy within
each organisation, and between organisations if
relevant.

. Do you need a formal partnership agreement?

If so, who has the authority tfo provide this and
is there a committee (which may only meet
infrequently) that will decide?

. Do you need an intellectual property agreement?
If so, we propose getting this agreementin place
at the outset of the project. It may take you a very
long time to get this agreed and signed by all
parfies, but progress can be impossible without
having one in place.

. Which language do lefters and agreements need
fo be signedin?

. Are there legal procurement requirements in each
country which you should discuss? For example,
the Mytenders portal (as regularly used in the UK
public sector) is not accessible to everyonein
China.

Avoid putting something into the form of an agreement
or contract if it can be agreed in a simpler, less formal
way. Legal proceedings in China are usually complex

and time-consuming, and should only be entered into if
necessary.Informal agreements may make your UK legal
tfeam nervous and you should discuss your requirements
and negotiations with them throughout your project to
ensure that all parties are comfortable. The bigger the
organisation, the greater the amount of bureaucracy and
thus the more time you will need to get things done.

International working will probably require changes or
flexibility fo established systems within your museum,
for example ICT and finance. Changing wider systems,
getting buy-in from key stakeholders and senior
management, efc takes time.You should seriously
consider whether your organisation has the capacity
to change and be flexible before embarking on an
international project. If your project goes ahead, decide
what your project and organisational priorities are with
key internal stakeholders at the outset to help with
decision-making.
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ICT

People in China and the UK mostly use different ICT
applications.This is because there is a high level

of internet censorship within China, meaning that
applications such as Google, Skype and WhatsApp

are not available. UK organisations are therefore likely
to need to use Chinese applications such as WeChat,
Baidu and QQ email for project communications and file
fransfers. Furthermore, you should bear in mind that
many websites will not be accessible to your partners
in China, so do not assume that they will be able to open
links that you share with them.

At the time of writing. cybercrime is a significantissue

in China. Data privacy and cybersecurity levels for
Chinese applications are often not compliant with UK
law, which puts the cybersecurity of UK users af risk.
Please consult the UK government website for detailed
up-to-date advice on this matfter. For the purpose of this
toolbox, it is important fo note that your ICT department
may not allow you to use Chinese applications such as
WeChat. This could cause majorissues for your project
communications.

Your ICT department may encourage you to use UK
applications such as MeetMe or Skype. It must be
stressed that these applications are unlikely to work in
China and even if they do it will create cultural distance
with your partners which will make relationship-building
very difficult.

You should discuss your requirements with your ICT
department at the outset of your project to ensure that
project communications will be possible.
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FINANCE

There can be issues fransferring payments between
bank accounts in the UK and China. For example,
American Express will not permit a UK bank account fo
make a payment fo the account of an individual in China
— it will only fransfer to Chinese business accounts. Bank
of China also frequently rejects international payments
without notifying the payer.

We suggest that partners in the UK and China discuss
international payments with their bank and/or the
organisation’s finance department to geta clear
understanding of any requirements or potential
difficulties. Leave plenty of time to make international
payments and check in with your bank and the payee
regularly affer a payment has been made to ensure that
there are no problems.

TRAVEL

Any UK-China project will require infernational fravel
in order fo be a productive experience. For the Time,
Culture and Identity’ project we have identified fravel
fips in the following three areas:

. Visa applications can take 2—4 weeks, so always
leave plenty of fime before your travel. From 2020
you will need to complete an online application
form and afttend an appointmentin person af
the Chinese Visa Application Centre to obtain a
Chinese visa. Appointment slots are very often
hard to get. We advise that you consult the detailed
guidelines at visaforchina.org. We also suggest
that you leave plenty of time for your Chinese
host to prepare the ‘letter of invitation’ — a key
document required as part of the visa application.
If you happen fo find yourself in need of an urgent
appointment slot but cannot book one on the
online application page, we advise you contact
a Chinese visa agency — these are agencies that
provide services such as document checking,
and they usually have extra appointment slots
available.You would of course pay an extra feein
addition fo the visa fee.One example is https://
mandarinvisa.co.uk.
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Many high street foreign currency exchanges

sell Chinese Yuan (RMB) and you can certainly
withdraw RMB from an ATM in China or use your
credit card. It may be useful to bear in mind

that some shops, cafés and restaurants do not
accept RMB cash but only take WeChat Pay. Digital
payment via WeChat Pay is very common in China,
particularly in taxis, which may not accept cash
payments. Though it is convenient fo roam the
streets without needing to carry cash, you may not
be able to make use of WeChat Pay without having
a Chinese bank account.We advise that you keep
both cash and credit card with you at all fimes.

Public transport is very affordable in China and

we certainly recommend using the metro systems.
Taxis in China are also a lof cheaper thanin the

UK, but you will find it difficult to hail a taxi on the
streetin certain Chinese cifies such as Shanghai
and Beijing, unless you order a faxi via an app. DiDi
is acommonly used app for ordering taxis in China
(which also has an English interface), and you have
the option of choosing different types of ride and
paying via different methods (including cash).
Uber is not popularised yetin China, so if you wish
to explore the city via faxi we recommend that you
familiarise yourself with DiDi. Ultimately, we advise
that you discuss tfransport with your Chinese host
and see if they can help to order taxis for you. For
the Time, Culture and Identity’ project our Chinese
parftners gave us tremendous support in sorting
out transport.

ERE ARSI T R —fRER R E ART S22
A LOERTE R E B s BB R I8
RER T IEIR ALmE MBHEMEER
B2 ARMIAE RERMER T MEERE
IFEER CHEAHMSE b HEBNA—ESHE
RMEZ T RELHERNE LEHIRIRSE B
RSB PERITIK  AJSET AERMESR T2
WHEEHEHMENEA R

PENAHIEIFE KR BIUAKERMIXRS
T -PEVHBE NI REEER S BFIEET
AR HR L SNTE L8 RS HERT
RAEFTEZE - “BR RETEE BT EZr (B8
RIERE) B A LUER A RIS ESERAZ 5
I (BFEIE) cUber EHEIHARE K oAt t1R%
SRS HMEE T BUAERRRNER &5 &
WEFEREEITICBEE BEMI ISR
TEMLY HAE 2 o7 "B a) s B S RIRAIE TE
g}gﬂ’ﬂqﬂéf’ﬂMﬁﬁE@EE EAFRET KT
T_"O

45

CULTURAL DIFFERENCES

XAbZE



CULTURAL DIFFERENCES
MXIEER

There are significant cultural differences between
working in China and working in the UK. Below we
summarise ten key cultural differences that our UK
research feam noted when working in China, followed by
ten key cultural differences that our China research team
noted when working with the UK team:

R TE A EFEERER I EER TEELE 7 RE
MEANEFE TS IR RN+ EEEER AT
EPEFEEES RE R TR EREIR P
XAEER:

HERPARNRE

UK TEAM REFLECTIONS

1. Hierarchy is very importantin China. Find out
the hierarchy and power dynamics of a group of
people you will be working with and take care
to acknowledge that hierarchy in all of your 2.
communications with them. For example, allow
the most senior person in your team to lead the
conversation with the most senior personin the
team you are meeting. Seating arrangements (in
meetings, at meals, in cars, etc) should always
reflect seniority.

2. In China a person'’s first name and surname are
writfen the opposite way around to names in the
UK. For example, Tilly Blyth"would be ‘Blyth Tilly"in
China.Names tend to be written in the order family 4.
name, then personal name. It is standard practice
to refer to a person as their family name plus their
title, such as Mr/Ms/Miss/Mrs/Dr (eg ‘Dr Blyth).
First names are not used as casually or commonly
as they are in the UK. If in doubt, use the family 5.
name plus title.

3. There are a number of national holidays in China.
Exchange a list of national holidays with research
partners at the outset of your project. The Chinese
New Year is a significant period when work shuts
down in China.

4. Do not underestimate the importance of sharing
food and drink.You will do your mostimportant
relationship-building at lunches and dinners, often
with copious amounts of beer or Chinese baijiu!

5. Speeches are acommon occurrence during shared
meals. People value kind and sincere words. Giving
and listening tfo speeches is an important part of
relationship-building. Always be ready o say a few
words, especially if you are a senior member of the
project.
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10.

Gift-giving is a significant practice in China. When
you meet somebody for the first time you should
bring a small gift with you to present to them.
They will almost certainly also give you a giftin
return (so remember to account for gift space in
your luggage when fravelling!). Before attending
a meeting you should find out the status of the
people you will meet, and also let the people you
will meet know the staftus of the people in your
group. This enables everyone to prepare gifts
which are appropriate to the hierarchical levels of
all atfendees.You may also exchange small gifts
with people you have met before. It is useful to
always carry a supply of small tokenistic gifts with
you when working in China to make sure you are
never caught out.

Itis commonplace fo exchange business cards
when you first meet somebody in China. Use two
hands to present and receive business cards, and
make sure you take a few moments to respectfully
study a business card if you are given one.

If you are hosting a meeting with Chinese
colleagues it will be appreciated if you provide
a supply of warm water and/or tea (no milk) and
keep your guests’ cups topped up.

People in China rarely eat cold meals. If you are
working in China you are likely to go for a large
hot meal at lunchtime and dinnertime. Likewise,
if Chinese colleagues are visiting you in the UK, it
would be appreciated if you take your guesfs out
for a hot meal for both lunch and dinner.

Hosting and hospitality are very important to
people in China.If somebody invites you for a

meal it is likely that they will pay for it.You should
be prepared to do the same thing in return if

you invite colleagues out for food or drinks. Be
welcoming and hospitable when receiving Chinese
visitors in the UK, taking them out for meals,
accompanying them to their hotel, efc.
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CHINA TEAM REFLECTIONS

1. Language can be a barrier for Chinese project
partners, especially when a bilingual facilitator
is not in place. Postgraduate-level students and
teachers should be capable of communicating
in their specialised area and having everyday
conversations in English, if the conversation is
conducted fairly slowly. PhD-level academics in
China would have a good level of written English.
Informal or social meetings (eg sharing meals)
can really help the participants familiarise with
each other, which can boost Chinese partners’
confidence in communicating in foreign
languages. Written English is usually easier
to understand than spoken English, because
franslation tfools can be used while reading.

2. In China it is important fo have initial meetings
prior to collaborations to identify each
collaborator’s work packages and fto ensure that
the project timeline is clearly defined and work
approaches are feasible. This can take place
before applying for funding.

3. Chinais vast and diverse in culture. Regional
fraditions vary and the working culture in southern
and northern regions of China can be quite
different. Sometimes northerners value personal
connections and would be happy tfo extend a
professional relationship to a personal one.

4. While WeChaft is the most common communication
tool used in China, itis not always seen as a tool fo
facilitate real-fime communication. Academics in
China are rather busy, and they often check and
reply to WeChat messages during an allocated
hour of a working day, eg at the end of the day.

5. The UK team took the lead in this collaborative
project.We were impressed by our UK partners
for pushing forward the collaborative work
actively, dealing with problems with flexibility and
achieving the goals set out for the project.
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10.

Our UK partners gave our work great respect
and appreciation throughout our collaboration.
They were polite and well-mannered in formal
occasions, while being passionate and friendly in
informal occasions. Our collaboration was always
felt to have ‘good vibes'.

The UK partners had a dedicated staff member
(UK-China Research Facilitator) to facilitate and
coordinate the fwo intfernational workshops and
regular meetings with the Chinese partners.The
UK-China Research Facilitator showed dedication
and was single-minded and highly organised in
solving problems throughout the project, which
has had a positive impact on the completion of the
projectin ahighly effective manner.

The UK partners successfully facilitated the
creafive and in-depth discussions on digital
resources with attfendees of the digital workshop,
which effectively increased the attendees’
understanding of the forthcoming Zimingzhong
exhibition and encouraged them o share ideas. We
highly appreciated our UK partners’work on the
development of the exhibition.

Our UK partners showed great interestin Chinese
cuisines, and we tried fo make sure a variety of
dishes were present when arranging meals. We
felt that we would seek their opinions at times
when arranging meals, as they might want fo try a
particular dish.

We often came across unstable connections
while having regular conference calls with our UK
partners, which caused delays for our meetings.
We hope the 5G network will soon be ubiquitousin
the UK to improve conference call qualities.
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This section lists the most important tfop-level lessons ATHIE T REFBAM BB XAES RIEFHAE TIE ¥
the UK—China project feam learned from the ‘Time, IMNEELER:
Culture and Identity’ project:

1 FREIFERRESEMPRGENE R TER

72
<
=
-
<
a2
-
o0
<
m—t
—l
-
o
<
=
-
T
C
-

TE TN

SFREZEH

\

TOP TIPS

1. Strong partnerships are the most fundamental
part of any collaborative UK-China project. Take
the fime required to find partners who have similar
inferests and objectives to you.

2. When entering into a partnership, shape and
develop your project together to ensure that
everyone is equally invested from the beginning.

3. Each partner will come with their own institutional
necessities and professional desires. Talk openly
and honestly about financial and bureaucratic
requirements.

4, At the start of your project, have a conversation
about definitions, expectations and objectives.
You will find that ferms you take for granted — eg
‘research’, ‘collaboration’, 'museum object’ or ‘'new
media’ — may have very different meanings for
different people.Don'timpose your own standards
and understandings on others; always ask and
discuss.

5. Funded research enables institutions to take risks
and experiment with new and unexplored ideas,
tfechnologies and ways of working. It may allow
you to push frontiers and fry new things with less
personal and institutional risk.

6. Translation and clear communication are the
cornerstones of a UK—China research project.
Research and understand the time, money,
technology and skill required fo enable effective
franslation and communication, and factor this
into your project planning and costs.

7. Flexibility is fundamental to UK-China
collaborations.You will need to listen, ask
questions and be willing to do things differently to
account for cultural differences, and your research
partners will need tfo do the same. Core operations
in your institution, such as ICT, finance and legal,
will need to be flexible and adaptable fo enable
you fo thrive.
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UK-CHINA COLLABORATIONS: TOP TIPS

C

10.
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From video calls to visa applications to signing
agreements, most things take longer when they
are part of a UK-China collaboration. Always
schedule in more time than you think you will need
and leave plenty of confingency time.

Friendship, warmth and hospitality are central to
Chinese culture, and therefore key ingredients of
any UK-China project. Take fime to chat, listen,
learn about, and from, each other. Socialise and
share meals with your tfeam whenever possible.
Building up a better understanding of how teams
work and who they are will help when the going
gets tfough.

Be flexible and expect the unexpected. There
will always be surprises and things you have
not accounted for in a project. That is part of
collaboration.
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USEFUL CONTACTS AND RESOURCES

ERIXZAS AR

UK Research and Innovation China office
ukri.org/research/international /ukri-international-
offices/ukri-china

Grace Lang. Director
grace.lang@china.ukri.org

EvaXie, Innovation and Knowledge Exchange Manager
eva.xie@china.ukri.org

British Council China office
britishcouncil.cn/en

Carma Elliot, Director
carma.elliot@britishcouncil.org.cn

China-Britain Business Council (CBBC)
cbbc.org
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