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General Motors in China Case Study
1. GM entered the Chinese market at a time when demand was very limited. Why? What was the strategic rationale?
Various factors attracted GM to enter the Chinese market, although the market was tiny by then. GM was much attracted by the enormous potential in the populous and that the Chinese economy was growing. The decision was quickly made before the GM competitors could establish a better arena hence establishing a beachhead and teamed up with SAIC. 
2. Why did GM enter through a joint venture with SAIC? What are the benefits of this approach? What are the potential risks here?
First, GM had no knowledge and connection of the Chinese market hence need to partner with SAIC. SAIC was one of the early leaders in the Chinese automotive market; thus, GM needed SAIC to explore the potential they saw in the Chinese market. Additionally, partnering with SAIC was advantageous since GM would learn alongside the chines partners hence be able to thoroughly understand the marketing strategies, economies of scale, and the economic trades of china. Additionally, GM needed SAIC since most of the Chinese regulations made it nearly impossible for the foreign automakers to go it alone in china (Hill, 2008). Also, GM had to partner with SAIC to reduce the risk of making more loses if unsuccessful in the china market. Various benefits can be associated with the approach of joint ventures. First, GM business in china is likely to grow faster hence increase its productivity leading to more significant profits achievements. Next, GM is likely to access new markets and distribution networks. Lastly, GM will be able to increase capacity and share risks and costs with the partner. The risks of the venture include a great time that will be consumed and efforts in building the right business relationships. The partners have different objectives for the joint venture. Lastly, the partners face the challenge of imbalance in the levels of investment, expertise, or even the number of assets bought into the venture.  
3. Why did GM not simply license its technology to SAIC? Why did it not export cars from the United States?
GM found the Chinese regulations to be stringent, making it impossible even for foreign automakers to center the china market. Therefore, they had to export cars from the US as they proceeded to understand the Chinese market. Thus, GM needed SAIC to create and develop vehicles that were specific to the local Chinese market. The joint ventures allowed GM to remain focused on their strengths. Maintaining strong relationships made GM retain control over their technology while learning more from the SAIC culture. 
4. Why has the joint venture been successful to date?
GM and SAIC have to keep excellent communication, cooperation, and coordination hence making the joint venture to be successful to date. Secondly, the partyers have had common goals and shared their visions (Hill, 2008). Every partner has been all through dedicated to success, and they have properly shared profits and other benefits all through. Lastly, there was proper planning and research before the incorporation of the joint venture. 
5. As of 2013, GM appears to be increasing its strategic commitments to China, building more factories, and opening more dealers. Why is the company making these bets? Do you think it is doing the right thing?? What are the potential risks here? 
I believe that the company is making these bets because it sees a new venture now and then and conducts some research, makes several analyses hence be able to get profits from every new venture. I believe that GM is doing the right thing since, first, the bets made it avoid the US 2008 recession. The potential risks here is the creation of barriers for entry for all potential new competitors. 
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