
You’ve rolled out a series of reforms since 
you took offi ce? Can you talk more about that?

Reform is a big word. In my opinion, when 
we do is streamline work process, improve 
effi ciency, and make roles and responsibilities 
clearer. That’s why the bank merged and re-
organized some departments. More importantly, 
we advocate a culture that encourages the best 
people to work at the grassroots level and 
in arduous areas. We have many smart gradu-
ates from top-tier universities, but they may 
know little about markets and grassroots, so we 
encourage young people to work there. In fact, 
they are willing to go, but may feel indecisive 
if policies are not in place. For us as managers, 
guiding policies do the trick. Many of them fi nd 
those experiences rewarding and life-changing.

Bank of China believes that those with po-
tential and prospect should be encouraged to go 
through hardship in arduous areas. Others may 
argue that banks should send their best people 
to the most promising places, such as New York, 
Beijing, Shanghai, etc. believing that those ardu-
ous areas have little to offer. In fact, it’s not true. 
A banking practitioner should be business-savvy 
and resilient in the ever-changing market. Only 
hardship can make them strong-willed and resil-
ient enough. Sometimes, those experiences are 
rare fi nds in big metropolises. As the old Chinese 
saying goes, “The most capable offi cials usually 
rise from humble counties, just as the most valiant 
generals start as low-ranking soldiers.” Why send 
the best people to the arduous areas? We want 
them to get trained and grow.

You just mentioned a necessary path 
from a young professional to a manager. 
How about you?

Let’s not focus on me. But I’d like to share 
two fortunate things that happened to me: First, 
I was lucky enough to be admitted to university 
in 1979. That was a quite unique era, and the na-
tional reform and opening up had just unfolded. 
My generation witnessed rapid development in 
China. Back then, college graduates were scarce 
and sought after by employers. Second, I fortu-
nately started my careers at the grassroot level, so 
I learned a lot. Being smart isn’t the surest way to 
success if you are not tempted by time and experi-
ences. I’ve told that to many young people. Some 
college graduates wish to stay at the headquarters 
and feel unfortunate to be assigned to the grass-
root areas. They might miss the point. Working at 
the grassroots level will be a valuable asset, and I 
felt tremendously lucky to start from there.

You are a seasoned banker in the fi nancial 
sector with many titles. If all those titles are 
removed from your business card and only 
your name was left, tell me who you are? 

I am just a guy who’s spent his entire ca-
reer life in fi nance. How times fl ies. I am in my 
fi fties, not a young guy anymore, but I feel very 
proud of myself, still working in fi nance. 

When people mention Bank of China, 
what do you want them to think about?

Bank of China is a bank of global network 
and services. As Bank of China is always with cus-
tomers, I hope those outbound Chinese entrepre-
neurs and tourists will feel quite confi dent in our 
accessible global services; meanwhile, as Bank 
of China is always there for them, those inbound 
businesspeople and tourists will have a sense of 
familiarity and feel at home in China.• New offi ce of Bank of China at Byrant Park (top); Exterior of the Head Offi ce (bottom)
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EDITORS’ NOTE Joe Han was appointed to his 
current post in January of 2013. He joined China 
Telecom Americas in October 2009 as Vice President 
in charge of Sales and Marketing. Prior to coming 
to the U.S., Han was at Shanghai Telecom, where 
he had worked since 1994. He began his career at 
China Telecom Shanghai as an Assistant Engineer. 
He has held several positions, including most re-
cently that of Director of the Central District. He was 
also the Director of Government and the Enterprise 
Accounts Department at China Telecom Shanghai. 
Han received a B.S. in Applied Physics from 
Shanghai Jiao Tong University, a Master of Business 
Administration from Fudan University, and a 
Master of Science, Operational Communication, 
from the Coventry University of United Kingdom.

COMPANY BRIEF As one of the largest interna-
tional subsidiaries of China Telecom Corporation 
Limited, China Telecom Americas (ctamericas.com) 
has built, and continues to expand and operate, 
the most technologically advanced suite of telecom-
munication services in support of MNC’s mission 
critical operations. The company supplies some of 
the world’s largest and most demanding corpo-
rations with advanced data services, wholesale 
voice, and managed services, by leveraging 
the multibillion-dollar network investment in 
ChinaNet, CN2, and their global transport network. 
China Telecom Americas’ team has customized so-
lutions for companies in numerous industries, 
including fi nance, content and media, manufac-
turing, telecommunications, retail, hospitality, and 
software development.

Would you talk about the history of China 
Telecom and how the company’s operations 
in the Americas have developed?

We were once like the AT&T of China, but 
since deregulation and reform, there has been more 
competition in the country, and we have needed 
to go abroad. The United States is the fi rst country 

we invested in overseas, and we have been quite 
successful over the past 15 years.

Are you offering the products and ser-
vices that many traditional carriers offer? 

We are the incumbent carrier in China with 
huge infrastructure, which has been built through 
the years, offering everything from traditional 
telephone line to cloud and mobility solutions. 

In the U.S., we mainly focus on multinational 
corporations. With a global network and U.S. back-
bone, which we heavily invested in in recent years, 
we are able to provide data center, global MPLS, 
Internet, and cloud solutions. 

It has always been a learning experience, 
but we have been lucky, not only because we are 
hardworking but because of the mutual investment 
between two countries.

Who is your target market in the 
Americas?

The U.S. economy is very strong, mostly be-
cause of Fortune 500 companies that keep invest-
ing overseas. China is one of the most important 
markets for them, originally because of manufac-
turing but now, it’s because of the market. This 
investment keeps growing.

We approach these companies because our 
goal is to be a global player like AT&T and Verizon. 
When they want to have the service in another 
part of Asia, we can do that; if they want service 
in Europe, Latin America, or even Africa, we can 
do that as well, because we have invested in the 
infrastructure.

At the same time, Chinese enterprises in the 
U.S. are naturally our target customers. The number 
was small but has since grown signifi cantly in the 
recent years.

How hard is it to differentiate in the space 
when services sound similar?

Competition drives improvement, and only 
the best can survive. The investment we made into 
infrastructure in China, APAC, and has globally dif-
ferentiated us from competitors. Service quality and 
fl exibility also help us to win and retain business. 

Is the brand awareness where you hoped 
it would be in the U.S. at this stage?

We have positioned ourselves differently in 
the U.S. compared to how we have done it in 
China, as we are mostly focused on large enterprise 
business. We have not done much advertisement, 
but mostly took a direct sales approach. 

Branding is always important. A lot of custom-
ers still do not know who China Telecom is or they 
don’t know China Telecom in the U.S. We should 
go to more industry events and seminars, and run 

more workshops. This is a sector in which we will 
invest to build the brand and to raise awareness.

We just started to serve consumers this year, 
launched a mobile service in the U.S., and part-
nered with U.S. carriers as a virtual mobile service 
provider.

We’re mostly targeting the Chinese commu-
nity for this service, in which China Telecom is al-
ready a well-known brand. We will use popular 
Chinese social media, such as WeChat, and take 
part in local community activities to promote the 
China Telecom brand. 

How important is innovation in the 
Americas?

The U.S. is leading the world on innovation 
in many sectors. Our customers are innovative with 
their businesses, and expect advanced networks 
and services to help them expand their businesses. 

China Telecom has built a global optical 
transmission network that can provide highly reli-
able, low latency, and up to 100G global con-
nectivity to our customers. Our investment in 
data centers and cloud platforms also helps our 
customers to deploy their application quickly and 
with great fl exibility. 

How did you build the right workforce?
Fifteen years ago, we only had three employ-

ees and all of them came from China. Now, more 
than 80 percent of our employees are local hires. 
Among all directors and executives, only 30 per-
cent are expatriates from China. Local employees 
brought us local knowledge, business connec-
tions, and longer-term employment. As with any 
other multinational corporations, localization of 
employees also represents China Telecom’s com-
mitment to local communities. Many very smart 
people from around the world are in the U.S., mak-
ing it the best talent pool one could ever fi nd for a 
company anywhere in the world.

What are you most focused on when you 
look ahead?

There are huge opportunities over the next 
few years, with strong bilateral investment in both 
countries. We are riding the wave. The U.S. market 
is huge and great, the Chinese market will become 
as big as the U.S. market very soon. The Internet 
keeps changing the world in fi nance, manufactur-
ing, service, and other fi elds. There is so much 
innovation, which will also drive change at the 
carriers. China Telecom Americas will keep invest-
ing in mobile and cloud infrastructure with cutting-
edge technology. At the same time, as our business 
and employment grows, embracing an innovation 
culture will continue to be important.•

Zhuo (Joe) Han

International Growth

An Interview with Zhuo (Joe) Han, 
President, China Telecom Americas
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