
Looking Back
“We started the Shanghai office in a 
small hotel room,” remembers Patrick 
Huang, managing director of Watson 
Wyatt the Greater China Region. At 
that time, Huang was the General 
Manager of Watson Wyatt’s Taipei 
branch. Years earlier, in the 80’s, 
Huang began a series of reports and 
seminars to share his knowledge about 
the Mainland China market with the 
Hong Kong branch. “Some seminar 
audience told me then that it was a 
really advanced idea to pay the staff 
according to their different positions 
and duties,” Huang smiles.

Soon after the Shanghai office 
opened, Watson Wyatt set up a branch 
in Beijing in 1999. One year later, it won 
the bid for a sizable project from Petro 
China. Next came a branch office in 
Shenzhen in 2004. At the end of last 
year, the company opened a Guangzhou 
office to meet the varying client needs 

Watson Wyatt celebrates 10 years in Mainland China

Nancy Chiu talks to Patrick Huang, Managing Director for Greater China

Soaring to the Top
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This year marks the 10th anniversary 
of Watson Wyatt’s first operations in 
Mainland China. Watson Wyatt entered 
the China market in 1984 and opened 
a branch office in Shanghai in the 90’s, 
the first amongst its competitors. Since 
then, the company has opened offices 
in Beijing, Shenzhen and Guangzhou, 
along with a research center in Wuhan. 
While Mainland China’s economy 
continues to grow strong and steadily, 
so does Watson Wyatt.



回首來時路
“那時候上海辦事處就是在間旅館裡租了個

小房間開始的，”華信惠悅大中華區總裁黃世

友談起了當年。那時，黃世友還是華信惠悅台

灣分公司總經理，由於業務的需求，從80年

代開始，協助香港分公司拓展大陸市場，從

出售薪資調查報告和舉辦研討會開始教育市

場，“那時還有些研討會的聽眾對我說，依

照不同的職位、職責給薪，是個很先進的觀

念。”黃世友笑著說道。

緊接著上海分公司的成立，1999年北京分

公司成立，並於2000年拿下了中國石油的大

項目；2004年設立深圳辦公室，且由於深圳

和廣州不同的客戶群體和業務需求，於去年

底，成立最新的廣州分公司。

而黃世友也於2004年9月走馬上任華信惠

悅大中華區總裁，搬進了位於上海嘉裡中心

11樓的新辦公室。“大陸的經濟成長快得不得

了，”上任之后，黃世友也刻不容緩地展開了整

頓工作，首要目標就是復制台灣的成功模式至

中國大陸。

2 0 0 0 年，黃 世友首次舉出了“組 織 變

革”的旗幟，將台灣分公司成功轉型為“通過

組織變革協助企業落實經營戰略”的咨詢公

司。傳統起家的薪資調查、退休金精算服務

仍是公司的兩大台柱，根基於此，華信惠悅

借助已有的優勢、服務，再將自我提升至和

CEO對話的高度，從協助企業厘清經營戰略

做起，再協助企業落實、執行經營戰略，真正

做到組織變革，而不流於戰略、口號的層面。

這就是華信惠悅台灣分公司得以在轉型后

一、兩年，營收便翻兩番的成功關鍵。定位的

轉變，讓華信惠悅走出了屬於自己的一條路

來，不同於其他咨詢公司；收費和收入也不

同於以往，為客戶創造出來的價值亦不可同

日而語。

成長引爆點
背負著重大任務，黃世友上任后第一件事，

就如同華信惠悅協助客戶所做的：策略轉

型、組織調整。華信惠悅要成為市場上組織

變革咨詢公司的領導者，必須找到志同道合

的伙伴；並且鼓勵“創業家精神”，希望各地

分公司的顧問自己有能力拿下項目，不需要

再依靠外來(fly-in)的顧問。大陸幅員遼闊，

帶來的是機會也是挑戰，拿下一個如中國石

油、中國移動的大項目，相對要投入的時間

和人力也多，除國有企業、大型客戶之外，黃

世友希望各個分公司多拿下當地的項目，將

節省下來的差旅時間，投入到項目內容服務

中。另外，他也相當強調“分享”文化，咨詢

業是知識服務業，“顧問們要打的是團體戰，

而非個人單打獨斗，”他鼓勵顧問們分享自我

的知識和經驗，也從他人的分享中受惠，無

需人人都從零開始。因此，黃世友也借重當年

台灣分公司的多位戰將，請他們至對岸交流

分享，協助大陸各分公司快速地建立組織變

革、項目管理的能力。

組織變革的成果逐漸顯現，這幾年，北京、

上海、深圳的員工人數和規模正不斷增加中；

一個個和華信惠悅長期合作的客戶也打響了

華信惠悅的名聲：中國石油、中國移動、交通

銀行、太平洋保險、萬科等等；薪資調查業務

已贏得多個行業的第一：金融客戶數領先同

業，未來還要拿下更多產業第一；通過研討會

舉辦、活動曝光等，華信惠悅的知名度越來越

高，大陸知名財經、企管媒體如《財富》、《首

席人才官》等都曾專訪過黃世友，詳談華信惠

悅的成長歷程及市場定位等等。

華信惠悅十周年紀念

專訪華信惠悅大中華區總裁黃世友 文／邱詩琁

蓄積、起飛、翱翔

決戰下十年
順應市場需求及潛力，華信惠悅的多項服務項

目一一向中國市場報到，包括投資咨詢服務、

保險暨金融服務等都於這兩年引進；未來，華

信惠悅除了鞏固現有的國有、大型企業客戶外，

觸角也將向其他中小企業延伸，華信惠悅訂出

了七大產業，要深耕不同的產業，量身定做不同

的解決方案，在各個產業中拿下市佔第一。

另外，人才問題一直是黃世友最關注也最頭

疼的。市場蓬勃發展，工作機會多，也使人才

流動率居高不下，黃世友想找到、留下志同道

合的伙伴，並且給予他們成長發揮的空間；且

不限科系、領域，廣納賢才，打造一個全方位

的咨詢企業。“我很期待看到他們三年、五年

后的成長和變化，”黃世友表示，目前華信惠

悅擁有不少優秀的人才，這些極富潛力的中生

代大約三十來歲，再過幾年，他們會越來越成

熟沉穩，也會將華信惠悅帶向另一個高峰。

再者，華信惠悅從前年開始進行全球統一的

品牌再造運動，打出了華信惠悅一直以來的強

項:和客戶長長久久的關系。“深諳客戶，令我們

與眾不同”這個品牌形象廣告，開始出現在華信

惠悅的企業刊物《華信惠悅觀點》和其他合作

媒體上。嶄新的形象，強調的是個念“舊”、長

遠的關系。如同黃世友常打的比方，華信惠悅

和客戶不是一夜激情，而是一世深情。

“就像飛機起飛前，必須先在跑道滑行，滑

行到某個點，速度到了，便昂首起飛。”黃世友

認為，華信惠悅近幾年在中國通過自身的組

織變革，成功塑造為市場上“通過組織變革協

助企業落實經營戰略”的咨詢公司，正如一架

即將遠征的飛機，蓄積了滿滿的能量，成長的

速度、力道驚人。展望未來，在中國這塊最受

矚目的市場，黃世友相信，未來5年內，華信惠

悅在大中華區的整體業務量將會超越公司在

亞太地區的業務量。

下個十年，華信惠悅將繼續翱翔天際，繼續

做客戶長長久久的伙伴。 
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今年是華信惠悅開拓大中華市場的十周年。

早在1984年，華信惠悅開始投入中國市場，

更於90年代在上海開設分公司，成為業內

先鋒。自此，華信惠悅分別於北京、深圳及

廣州開設分公司，並於武漢成立一所研究中

心。隨著近年中國經濟起飛，華信惠悅亦與

中國一同穩健成長。

– 邱詩琁為華信惠悅台灣分公司資深專員
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and operation demands which are 
different from those in Shenzhen.

In September 2004, Huang became the 
Managing Director of Watson Wyatt in the 
Greater China Region. To keep up with the 
rapid economic growth in mainland China, 
Huang immediately began reorganizing 
to bring the Taiwan branch’s successful 
model to Mainland China.

In 2000, under Huang’s leadership, 
the Taiwan branch successfully began 
helping companies implement strategy 
through organization transformation. 
Organization transformation starts 
with clarifying a client’s strategy then 
developing a multi-level strategy map 
and establishing key performance 
indicators. Continuing to offer the 

two main services it started out with 
– compensation data and pension 
actuarial services – the Taiwan branch 
began working directly with CEOs, 
providing them with key advantages 
and services. In this way, Watson Wyatt 
consultants were not only able to help 
these companies clarify business 
strategies, they were also able to help 
them implement those strategies. They 
took organization transformation a step 
further, from paper to reality.

This process was a key reason 
Watson Wyatt’s Taiwan branch doubled 
its revenue in less than two years. This 
change in positioning took the company 
on a new path, creating value for its 
clients and setting it apart from other 
consulting firms. 

Taking Off in the Region
Huang applied strategic transformation 
and organizational restructuring to all 
the Greater China branch offices, just 
as Watson Wyatt would do for its own 

clients. To help the company become 
the region’s leader in the organization 
transformation consulting market, Huang 
had to find the right entrepreneurial 
talent to partner with. Consultants 
working out of branch offices are 
expected to land projects by themselves 
rather than rely on fly-in counterparts. 
Because Mainland China is so vast, 
winning a bid for a large project such 
as Petro China or China Mobile takes a 
great deal of time and human resources. 
To reduce travel time, leaving more time 
for project services, Huang wanted 
branch offices to win bids for more 
local projects in addition to state-owned 
enterprises and large-scale clients.

Huang also fostered a culture of 

knowledge sharing among Watson 
Wyatt consultants within the region. 
He encouraged his teams share their 
knowledge and experience so no 
one would have to start from scratch. 
Huang invited several veteran staff 
members from the Taipei branch to help 
consultants in Mainland China become 
experts in organization transformation 
and project management.

Huang’s organization transformation 
of Watson Wyatt’s Greater China Region 
has brought steady results. The total 
number of staff and the size of the 
offices in Beijing, Shanghai, Shenzhen 
and Guangzhou have increased. Its list 
of long-term clients has also grown 
to include Petro China, China Mobile, 
Bank of Communications, China Pacific 
Insurance and Vanke, to name a few. 
Watson Wyatt’s compensation data 
services rank first, with more clients 
from the financial industry than any other 
consulting company, and it continues 
to build on its successes. The company 

has also enhanced client awareness by 
holding seminars and developing media 
coverage. Interviews with Huang about 
Watson Wyatt’s growth and market 
positioning have appeared in well-known 
financial and management magazines in 
Mainland China such as Fortune China 
and CHO magazine.

The Next 10 Years
To keep up with existing and potential 
market demands, Watson Wyatt has 
brought several new services to China in 
the last two years, including Investment 
consulting and Insurance & Financial 
Services(IFS) Consulting.

Huang’s main focus now is finding 
and retaining key talent. Today’s 
strong market in China provides many 
opportunities for workers, which can 
result in a shortage of available talent. 
Huang’s goal is to recruit talent from 
a wide variety of fields to create an 
all-dimensional consulting company, 
offering many opportunities for career 
development. “I am expecting to see this 
new talent grow and transform in three 
to five years,” Huang points out, taking 
Watson Wyatt to the next level.

Two years ago, Watson Wyatt launched 
a global branding campaign emphasizing 
its strength in the industry: long-term 
relationships with clients. This extensive 
“Relationships define us” campaign has 
appeared in the press. The company is 
proud of its lifetime relationships with clients. 

By transformating itself, Watson 
Wyatt has successfully positioned itself 
to help other companies implement 
operation strategy through organization 
transformation.

Within the next five years Huang sees 
the total sales volume of Watson Wyatt’s 
Greater China Region exceeding that of 
its Asia-Pacific Region (excluding the 
Greater China). To expend on Huang’s 
analogy, like a plane on a journey, Watson 
Wyatt will continue to reach new heights 
and maintain long-term partnerships with 
all its clients.  

‘‘Organization Transformation 

starts with clarifying a client’s 

strategy and establishing KPIs’’

– Nancy Chiu is a Senior Marketing Specialist 
with Watson Wyatt  in Taiwan.






