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Convenience Stores And Online Shopping Become
Major Consumption Options
According to a new Nielsen report, the penetration rate of
convenience stores and online shopping has jumped to 32% and
38% respectively from last year’s 19% and 35%. As a result,
traditional hypermarkets and supermarkets have been forced to
adapt to the changing needs of consumers.
The report found that the lure of cheaper goods online has had a
significant impact on consumers’ behavior, with 61% of those
surveyed said they choose to buy things online due to cheaper
prices, a significant rise from 42% last year.
About 56% of the respondents said they prefer online shopping
platforms due to “easier to compare prices”, an increase of 15%
from last year’s figure. Another 54% of respondents said that
they shop online because of the delivery service; that number
last year was 42%. In the meantime, as there are more online
platforms now, consumers are becoming wiser.
“Generally speaking, consumers are purchasing less at brick and
mortar stores - basket sizes have decreased. Previously,
consumers mainly shopped at hyper/supermarkets to stock up
on household basics, but fewer consumers do that now,
preferring to buy things they need at convenience stores or
online,” said Rachel Ma, vice president of Nielsen China.
“Consumers pay attention to pleasant shopping experiences
and promotions while shopping in stores. “Cheaper price”, “easy
to compare prices” and “delivery service” are the major factors
driving consumers to choose online shopping,”

2
3

U.S. – CHINA HEALTH PRODUCTS ASSOCIATION

Nielsen research found that, consumers pay more
attention to the overall shopping experience while
shopping at hyper/supermarkets, which can be a
competitive
advantage.
Pleasant
shopping
experience rose from 80% to 86%; organized
assortment up by 6% and reached 86%; clean
environment increased from 81% to 90%. What’s
more, friendly service (94%), a wide selection of
products (92%) and convenient location (90%)
remain the most influential factors. In 2015, 19% of
the respondents have visited newly opened
hyper/supermarkets in the past six months.
Convenient location (55%) and a good reputation
(46%) are the main reasons that they go to a new
market, which shows the importance of location and
brand image.
The Nielsen Online Shopper Trends Report shows
that the percentage of price-sensitive shoppers
increased from 15% to 19%. Those shoppers are
usually over 35 years old with relatively less
education and lower income. They are more
concerned with price and list price as their first
priority while shopping.
Sales and promotion are still effective ways to attract
consumers. Almost seventy percent (68%) of
respondents go online shopping when there are
sales. Recently, online shopping platforms have
ramped up their promotional efforts - the
penetration of shopping festivals is up to 95%. As
shopping festivals and various kinds of promotions
have mushroomed, the price war is getting fiercer
among various e-commerce platforms.

year-over-year. Besides that, payment security
(39%) is also an important factor contributing to
the rise of mobile shopping. (Source: Nielsen)

Consumer Feeling Mixed as China Releases
First Dairy Quality Report
The Dairy Association of China (DAC) said in the
report it compiled that the quality of domestic milk
products has improved substantially, based on the
results of 151,000 batches of diary products
checked nationwide by the Ministry of Agriculture
since 2009. The report, which was published
Tuesday, said 99.5 percent of dairy products
checked last year were up to standard and no
illegal additives, such as melamine, had been
detected in fresh milk for the past seven
consecutive years.

This year, mobile has replaced the PC as the most
popular device for online shopping in China.
According to Nielsen, 59% consumers use desktops
for shopping, 57% use laptops while 81% of online
shoppers use smartphones.

The improvement of quality in the milk industry
has been made as China has taken several
measures over the past years to regain public trust,
including tightening supervision, shutting down
unqualified dairy operations, and increasing policy
support.

Convenience is the major driver behind the
popularity of mobile shopping, with 71% consumers
stating that mobile devices are more convenient
than PCs. What’s more, 52% of the respondents said
that they prefer mobile devices because of the
convenience of mobile payments, an increase of 10%

The country's milk industry has long been in the
shadow of a high-profile 2008 safety scandal, when
infant formula produced by Sanlu Group, then a
leading dairy company in northern China's Hebei
Province, was found to contain the chemical
melamine, which killed six babies and left
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thousands seriously ill.
Following the incident, more contaminated milk
products were discovered nationwide, prompting
scared Chinese consumers to turn to overseas milk
products, especially for infants.
Despite the official figures in improvement of
domestically produced dairy products, however, the
feelings of Chinese consumers remain mixed.
"I still will not buy Chinese milk powder for my
baby," said Yang Yang, a new mother in Beijing. "My
daughter drinks breast milk and I have stored some
milk powder from Japan for her ... No one dares to
risk their babies' lives to test the safety of Chinese
milk products."
Wang Lei, another new mother in Beijing also said
she would not choose Chinese baby milk products,
as she thinks that imported baby milk products are
easy to buy online and not too expensive.

Liaowang Institution, said the dairy quality report
will be regularly released by the DAC and will serve
as an important way for consumers to know more
about the industry.
Wang said that although Chinese dairy product
quality has improved dramatically since 2008, the
situation was still challenging, and the biggest
challenge lies not just in quality, but in consumer
confidence. (Source: Xinhua)

MOA to Propose GM Food Safety Law
China's agricultural authority promised Thursday to
advise the country's legislature to formulate a law
on GM (genetically modified) food safety at a later
date, restating that GM food on the Chinese market
is as safe as non-GM food.

While some remain skeptical, others say they have
faith in domestic milk products.
Wang Jian, whose daughter is 3-year-old now, said
she has always been a firm supporter of Chinese
infant formula. Wang said her daughter had tried
many products and the infant liked a Bright Diary
formula most, a domestic brand based in Shanghai.
"I've also compared ingredients of both foreign and
domestic infant formulas, and I believe the Chinese
formula is the most suitable for Chinese babies,"
said Wang.
Li Xiaoli, a nurse from Hebei with an 18 day-old
baby girl, said that so far she has fed the baby with
breast milk but will choose domestic formula in the
future if necessary. She said the official report
released Tuesday has increased her confidence.
Wang Xianzhi, a food industry analyst at the

In response to proposed legislation on GM food
safety, the Ministry of Agriculture (MOA) said on its
website that regulations issued by the State Council
in 2001 and the revised Food Safety Law of 2015
already provide a legal basis for GM food
production and management.
The MOA said it would propose legislation on GM
food safety to China's lawmaking body "at a proper
time," when further regulation needs arise.
The MOA stressed that GM food safety standards
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are scientific and strict, so GM products produced
under China's system of safety evaluation and
supervision are as safe as traditional non-GM
products.
However, some experts questioned the MOA's
assertions about existing regulations and laws
related to GM products.
Xia Youfu, a professor at the University of
International Business and Economics and an expert
on trade in GM products, told the Global Times that
although the MOA is responsible for supervising GM
food safety, it should not act as a "referee" and
"player" at the same time.
"The MOA, which has a duty to study and
popularize GM agricultural products, has
cooperated with many giant GM food producers
such as Monsanto. How can it also play a role in law
enforcement on GM food safety?" Xia said.
He argued that it is therefore necessary to
formulate a law authorizing other governmental
bodies to supervise food safety.
Lu Baorong, a biology professor at Fudan University,
told the Global Times that the current regulations
and laws have yet to clarify the threshold value of
transgenic components at which food products are
classified as GM.
Although current regulations on genetically
modified organism (GMO) labeling stipulate that all
products containing GMOs should be labeled as
GM, many products that mix GMOs to one degree
or another may not follow the regulation.
If a GMO content threshold is set, below which GM
foods will not be labeled, labeling rules will be
observed more strictly, Lu said.
The safety of GM foods has been a subject of broad

public debate in China since 2013, when GM food
opponent and former China Central Television host
Cui Yongyuan had an online spat with Fang Zhouzi, a
science writer and advocate of GM food. Many
citizens sided with Cui, questioning the safety of GM
foods.
The Legal Weekly reported in September 2014 that
71 lawyers in China had sued companies over poor
GMO labeling of cooking oil. (Source: Global Times)

Never Mind the Gucci, Here's the Fish Oil:
China's Shopping Army Reboots Australia
Retail
In 2013, student Na Wang began shipping fish oil
capsules to China from Sydney to help pay the rent.
Now, she's in business, part of a growing army of
Chinese shopping agents sending Australian food
and diet pills home to feed rampant demand.
Wang, 33, is one of up to 40,000 Chinese 'daigou' in
Australia, retail consultants say, using social media
and mobile payment apps to buy goods to order for
mainland China customers. While daigou first made
waves in the West shipping luxuries from Europe
like Gucci handbags, the new Australia breed deals
in 'white gold' - baby milk formula - and other
consumer staples.
More affluent, health-conscious Chinese shoppers
want safe Australian goods, a trend stoked by
tainted China food supply scandals. This year,
brands like formula maker A2 Milk (ATM.NZ) have
begun exploring ways to harness the growth of
daigou, rather than compete with them, targeting
cross-border e-commerce that's seen by
consultancy ThinkChina at $1 trillion this year.
"People in China just love Australian products," said
Wang, boxing up an order of Maca Plus, a powder
said to boost libido, and detox treatment Fatblaster
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Coconut. "They like the quality," said Wang, an
economics graduate from Shandong province still
studying English as she looks for a job. "Nothing is
expensive for them."

Some, like Wang, even broadcast their shopping live
via WeChat's video service to show buyers the
products are genuinely from stores in Australia, not
counterfeit Chinese goods.

It's not all plain sailing for daigou, back home or in
Australia. In April, Beijing tightened rules on crossborder online shopping, though in Australia
shoppers like Wang say orders haven't been hit.

Wang and her daigou competitors typically charge
premiums of about 50 percent above the sticker
price on Australian store shelves. But even allowing
for shipping fees, that still means the buyer pays
much less for the same product in a Chinese store assuming it is available.

Meanwhile, at the height of a 2015 boom in
demand for milk formula from China, triggered by a
food safety scandal, daigou attracted criticism in
some Australian media for vacuuming up supply and
leaving domestic shoppers empty-handed.
But the scale of the new trade has alerted retail
brands to potential new sales via daigou tie-ups that
might otherwise be beyond the reach of mid-tier
consumer goods makers.
"Everyone's working on it (daigou tie-ups) now,
including all the big brands," said Benjamin Sun,
director at ThinkChina. "If you think about global
markets, what Australia can offer to Chinese online
consumers is food, supplement and dairy, not so
much fashion and luxury goods."
Daigou - meaning 'on behalf of' in Chinese establish a network of prospective customers on
popular online messaging app WeChat, owned by
internet giant Tencent Holdings Ltd.

A bottle of 200 capsules of Blackmores Ltd's
(BKL.AX) Fish Oil is available in Chinese stores at
three times the Australian retail price of A$26.50.
Blackmores says about 40 percent of sales came
from China - both direct exports and via daigou but declined to comment on dealings with daigou.
Waiting for shipments are buyers like Lu Jiwei, a
thirty-something software worker from Dalian. Lu
buys about once a month from three or four daigou
suppliers, stocking up on Australian dairy, wine and
nutrition products.
"It's a bit more expensive, but not too much more
to buy through daigou versus buying Chinese
products," said Lu.
"Mainly it's to do with food safety concerns. Food
safety standards here are perhaps a bit lower, and
then you've got the source of milk because in China
it's more likely that it will be affected by air
pollution."
The difficulty of doing business in China for smaller
would-be exporters has led consultants specializing
in Chinese markets to increasingly advise Australian
companies to team up with daigou.
Peter Nathan, chief executive of A2 Milk, a New
Zealand infant formula maker that also produces in
Australia, said the firm was looking at ways to work
more closely with daigou.
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While food makers are keen, some big retailers have sought to tap the Chinese market directly
themselves. (Source: Reuters)
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