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President’s Message

A leading social commentator recently, rather simplistically,
divided people into two groups. The first group he styled as
"Hong Kong People" and the second as "Harrogate People”.

"Hong Kong People ", he considered, recognize that the
world is now in a permanent state of chaos and disorder and
that it is necessary to take opportunities as they arise, re-

spond to sudden recent changes in the political and eco-

nomic order and generally embrace the uncertainties which
appear to be part of life in the 1990s. The writer recognized that these qualities mani-
fest themselves to the extreme in the Hong Kong community and hence termed such

people as "Hong Kong People”.

On the other hand, and in contrast, "Harrogate People" believe that the present state
of world disorder is only a temporary phenomenon and that there will be a welcome
return to the equilibrium and social order of the 1970s. Accordingly, "Harrogate
People", the writer choosing as his example the community of the conservative Eng-
lish country town of Harrogate, refuse to recognize that the world order, and even
the social order within their own community, has changed forever. As a result, "Har-
rogate People" do not take advantage of the opportunities which present themselves
today and continue to conduct their lives and their investment strategy as if nothing
has changed in the last 25 years.

Those of us who have come to Hong Kong from other communities around the
world, I am sure, recognize "Harrogate People" when we see them and even under-
stand the perception.

Perhaps the groupings are simplistic, and clearly such groupings polarize the two
view points, however, such illustrations prompt discussion to determine into which

of these two groups leaders of major companies and organizations fall.

During my recent visit to Canada, I was able to discuss the opportunities in China and
Hong Kong with several leaders from within the Canadian financial community. [ am
happy to report that those whom I met were very firmly "Hong Kong People" who
recognized that irreversible changes had taken place within the world's economic
and political community and accordingly were in the process of developing interest-
ing strategies to prosper through these changes and take advantage of the present
state of political and social disorder. Indeed, I found that for major corporations an
"Asia Strategy" has a huge priority.

In the coming year, the Chamber stands ready to serve Canadian business in orienting
itself towards China and its markets in this most challenging of decades.
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