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USCHPA Hosts Successful China Seminar at Expo West
Saturday March 11, 2017 Anaheim, CA – The U.S.-China Health
Products Association organized its annual “China Dietary
Supplement Regulatory and Market Insights Seminar” during
Natural Products Expo West. The free seminar attractive 140
attendees and hosted five speakers from USCHPA, China Gate
Consulting, Alibaba, NSF International and SF Express.
Presentations covered overall market environment, regulatory,
cross border e-commerce, quality assurance and logistics
solutions.
If you didn’t have time to attend, the association will be hosting
its annual “China International Nutrition and Health Industry
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Summit” on June 19th in Shanghai the day before the
HNC, FiAsia Expo. This is an all day event that offers
top-notch industry speakers and ample opportunities
to share and network. For more information about
this or other association offerings, contact us at
info@uschinahpa.org (Source: USCHPA)

Zhongshan Has Bonded Warehouse for
Health Food
The Zhongshan-based Aodemei Biotech Co. recently
got approval from local customs to set up a bonded
warehouse, enabling it launch this services.
This is the sixth bonded warehouse which is mainly
used to store fish oil and other health food. This is
the first bonded warehouse in Zhongshan that is
specifically used on health products.

The official said elderly consumers should not trust
what the so-called experts said in the TV ads or at
those seminars. (Source: Lanzhou Daily)

"health industry is an industry that races with time,
so it is important for relevant companies to get latest
technology and products from overseas countries in
time", said a director with Zhongshan customs. : The
warehouse
would
facilitate
these
companies.”(Source: Guangzhou Daily)

Jizhou District of Tianjin Inspect Health
Food and Cosmetics

Lanzhou Authority: Elderly Consumers More
Cautious When Buying Health Food

This campaign specifically inspects the qualification
of vendors, whether the purchase channel of raw
materials is standard, and whether the companies
are conducting false advertisement.

The local market regulator of Lanzhou said recently
that the pre-paid consumption remains to be a big
problem as illustrated by complain reports.
Among the complaints, many are from health food
and beauty industries.

The market regulator of Jizhou district in Tianjin
Launched a special campaign recently to inspect
the local market of cosmetics and health food.

The regulators also said that consumers' due rights
should be better protected. channels for
consumers to protect their rights should be
improved.

Also, quite a number of elderly consumers bought
substandard health products after watching
promotion on TV about the products. Oftentimes,
the consumers cannot get after-use services for the
products.

Key products inspected during this campaign
include health food, drugs and cosmetics. (Source:
enorth.com)

An official with the local industry and commerce
bureau said many elderly consumers bought
products that were promoted by sales people door
by door. Some bought the products after attending
seminars organized by the vendors.

On Wednesday, the International Women's Day,
department stores, shopping malls and online
shopping sites in China are readying themselves for
the holiday to attract women and get them to
spend on various gifts, clothing, and cosmetics.

China's Booming 'Sheconomy'
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Female consumers have become a key driver in
China's consumption market in recent years.
According to data released by Guotai Junan
Securities, female consumption in China reached 2.5
trillion yuan ($362 billion) in 2015 and is expected to
hit 4.5 trillion yuan in 2019.

times a month. About 75 percent of women drink
alcohol, and drinking wine is regarded as a fashion
lifestyle by female consumers.

The "sheconomy" appeared as a new word in China
in 2007 and refers to the new economy resulting
from a rise in female consumers.

According to data released by Lvmama.com, an
online travel agency, the number of outbound
Chinese tourists rose by 75 percent during last
year's Christmas and New Year holiday, and more
than 70 percent were women.

Over the past 10 years, the sheconomy has played
significant role in boosting China's consumer market
in sectors such as e-commerce, tourism, medical
cosmetology as well as vocational education.
"Queens' Day" and "Girls' Day" are terms put
forward by China's online shopping sites ahead of
the International Women's Day.
According to Amazon.cn, the number of new
cosmetics brands joining this year's sales promotion
has doubled from last year. The number of
international cosmetics brands also almost doubled
over the same period.
"With the upgrade of women's spending power and
consumption demand, women consumers are
paying more attention to product quality and
brands," said a report released by Amazon.cn. "The
international brands hope to seize business
opportunities in the sheconomy in China by offering
products with good quality and reasonable price as
well as excellent shopping and service experience."
China's cosmetics market will surpass 800 billion
yuan in 2018, including 350 billion yuan of online
sales, and the apparel industry is expected to hit 3
trillion yuan by 2017, according to online consulting
firm iResearch.
In the catering industry, a survey by iResearch said
that more than 90 percent of women dine out at
least once a month, and 35 percent two or three

Data show women are the main driving force of
China's tourism market.

Female consumers put more emphasis on the flying
experience. Female passengers accounted for 45
percent of the total business class and first class
reservations in 2016, an annual growth of 4 percent.
China's medical cosmetology industry took 550
billion yuan in 2015, and is expected to reach 1
trillion yuan in 2019, when China will surpass Brazil
to become the world's second largest medical
cosmetology market, according to China's National
Bureau of Statistics.
Consumers aged between 18 and 40 are the major
consumption groups, and 90 percent are female.
Analysts say that female consumption demand is
conducive to industry innovation.
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Shanghai-based Jinjiang Hotel, one of the largest
star-rated hotel group in China, launched smokefree rooms in 2007, which are popular with female
consumers.
On March 1, the city started a ban on smoking in
indoor areas of hotels, restaurants, entertainment
venues, as well as public transport.
"The attempt at smoke-free rooms in our hotels
fully prepared us for the strict smoking ban, which
showed sound business innovation is driven by
women consumption," an employee of the hotel
group said. "Products and services should not only
meet the demand of women consumers, but display
appreciation and understanding to women, thus
supporting the growth of the sheconomy."

Festival with a Tai Chi Masterclass Series in
Southbank, to celebrate the Year of the Rooster.
In 2015, the pharmacy chain announced its plans to
directly target the burgeoning demand for
Australian complementary medicines in China, via
its e-commerce website hosted on online retail giant
Alibaba’s Tmall platform, projecting $88 million in
sales in 2016 via the offering. in China.
A part of Alibaba Group, Tmall Global is an ecommerce platform developed for international
sellers to access Chinese consumers. China’s online
shoppers interested in products from a specific
country can go to an online country pavilion and
access the country that way.

The rising of the sheconomy comes from the income
increase of female employees and the promotion of
women's status in the workplace.
At Amazon.cn, 50 percent of managers and above
are women.
"Female staff enrich our teams' wisdom and
enhances our company's creative ability," said
Zhang Wenyi, president of Amazon.cn.
The number of female students studying for an
EMBA rose from 32 percent in 2013 to 38 percent in
2016, and female students studying for an MBA
increased from 34 percent in 2015 to 43 percent in
2017, according to Antai College of Economics and
Management of Shanghai Jiao Tong University.
(Source: China Daily) (Source: China Daily)

Australian E-Commerce Looks to China for
Global Growth
Chemist Warehouse is geared up to target its online
Chinese consumer market this weekend, by
supporting the Melbourne Chinese New Year 2017

The strong demand for high quality Australian
products in China was one of the factors which
drove Swisse and Blackmores to be one of the
highest performing Australian brands during
Alibaba’s 11.11 Singles Day last year, China’s largest
e-commerce shopping event.
The Pharmacy Guild of Australia, along with other
Australian health and wellbeing suppliers, have
been asked to attend China’s inaugural Health
Product Expo in Qingdao in March this year, which is
expected to attract over 60,000 visitors, 7,000 of
which are industry buyers.

8
9

U.S. – CHINA HEALTH PRODUCTS ASSOCIATION

Through online shopping, Australian products have
found a lucrative channel into the economic
powerhouse of China.

local wine exports are seeing major gains in the Asian
market due to changes in our free trade agreement
with China.

Woolworths set up shop on Tmall Global a year
ago, aiming to tap burgeoning Chinese consumer
demand for Australian food and grocery products.

If we go back three years, this time, Australia was
losing major market share in the global wine
industry, mainly to New Zealand and Chile. The
reason being, these countries had a free trade
agreement with China, but Australia did not.

Australia’s largest supermarket retailer engaged
with Chinese e-commerce company eCargo
Holdings, to build and manage a Woolworths store
front the Tmall platform, selling rougly 80 products
including Woolworths’ Select and Woolworths
Gold milk powder, Swisse vitamins and Devondale
milk powder.
In April last year, one of our largest cosmetics
online retailers Adore Beauty, backed by
Woolworths (who have 25 percent stake in the
company), announced its expansion into the
Chinese market by selling its beauty products
through Tmall.

Things have changed, and with that has come rapid
revolution of the Australian wine market. In 2016 the
value of our wine market grew by 7 percent to $2.2
billion, driven by big increases in bottled wine.
Exports to China grew by 19 percent to $ 875 million,
which overtook the US as our most important wine
export market.
Online wine retailer Vinomofo looks set take
advantage of this, with plans to launch into the
Chinese market by 2018, which will follow its US
launch planned for 2017.

Adore Beauty’s Tmall offering features 50 products,
including six popular Australian brands that are
currently not available in China, namely Lanolips,
Alpha-H, ELEVEN, asap, evo and Skinstitut.

Following the success of their launch in New Zealand
six month ago, the company launched in Singapore
last month, which it says will help set it up for its big
US expansion, and then China.

Kate Morris, founder of Adore Beauty says the
Chinese market is an exciting and huge prospect
for the company, especially in light of China’s
demand for our high quality Australian products.

“We’ll start in English, but we will then localise the
content. We’ll have plenty of leanings from our
Singapore launch, and learning how to operate in a
different country. As a startup launching in a different
country, we’re always aware that we have to assume
that we’re pretty dumb and we have to learn hard
about all these things,” Andre Eikmeier, Vinomofo’s
co-founder and joint chief executive, told us at the
Singapore launch. (Source: powerretail.com)

Wine is another up and coming e-commerce
market fro Australia to coin in on, in the Chinese
market. According to a new report that came out
yesterday from the Australian wine industry, our
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China Updates is published weekly by the U.S. – China Health Products Association, a non-profit
organization dedicated to the promotion of dietary supplements and nutritional ingredients. The
association’s major focus is the continued development of China’s overall natural health product industry as
well as offer business services to its global members.
If you have comments, suggestions or would like to advertise, please contact us at:

news@uschinahpa.org
If you are not already subscribed to “China Updates”, SIGN UP TODAY
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