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CFDA	 Investigated	 into	 Illegal	 Conducts	 Spotted	 by	
CCTV	

The	 state	 food	 and	 drug	 regulator	 took	 action	 in	 time	 to	
investigate	 problematic	 conducts	 by	 food	 and	 drug	 companies	
exposed	by	China's	state	broadcaster	on	the	gala	show	aired	on	
Consumers'	Day.	

The	exposed	problems	include	false	advertisement	conducted	by	
food	 companies	 by	 means	 including	 seminars	 and	 other	
marketing	 campaigns.	 Some	 food	vendors	also	 illegally	claim	 to	
produce	food	that	can	cure	disease.		

The	state	authority	 immediately	requested	provincial	 regulators	
in	 Anhui,	 Jiangxi,	 Shandong	 and	 Hubei	 province	 to	 investigate	
into	relevant	companies	and	products	in	their	areas.	

The	 local	 regulators	 immediately	 launched	 special	 campaign	 to	
inspect	 relevant	 conducts.	 The	 national	 authority	 said	 it	would	
follow	up	with	further	inspections	in	areas	where	the	companies	
are	based,	and	 talk	 to	 local	 consumers	 to	 further	 look	 into	 the	
problems	in	the	local	market.	(Source:	CFDA)	

CFDA	Clarifies	on	How	to	Define	Food	Fraud	

The	national	 food	and	drug	 regulator	 recently	 released	a	policy	
document	on	how	to	punish	fraud	related	to	food	safety.		

Food	 vendors	 of	 general	 food	 who	 claim	 their	 products	 to	 be	
able	 to	 cure	diseases,	or	 to	 be	pure	 green	or	not	polluted,	will	
get	punished	for	food	fraud.	

The	document	also	says	that	food	added	with	illegal	additives	or	
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any	chemical	that	does	harm	to	human	beings	will	be	
defined	as	product	of	food	fraud.		

Applicants	 of	 Health	 food,	 food	 of	 special	 use	 and	
infant	 formula	 will	 be	 punished	 for	 fraud	 if	 they	
provide	 fake	 information,	 data,	 material	 or	 sample	
when	registering	with	the	country's	regulators.		

Food	producers	of	 the	above	conducts	will	be	 fined	
based	 on	 the	 regulation,	 and	 will	 possibly	 be	
blacklisted	 by	 the	 national	 authority.	 Their	
information	will	also	be	reported	to	relevant	financial	
institutions.	(Source:	People's	Daily)	

Chinese	 E-Commerce	 Sellers	 Prefer	Amazon	
for	International	Access	

Chinese	 e-commerce	 outlets	 keen	 to	 make	 inroads	
abroad	 prefer	 to	 sell	 on	 Amazon	 than	 homegrown	
platforms,	a	new	survey	of	more	than	900	Chinese	e-
commerce	sellers	has	found.	

Of	 the	 major	 sellers,	 62	 per	 cent	 said	 they	 sell	 on	
Amazon,	 compared	 to	 45	 per	 cent	 on	Wish,	 and	 40	
per	 cent	 on	 AliExpress,	 a	 division	 of	 Alibaba.	 Ebay,	
Lazada,	 and	 JD.com	 all	 accounted	 for	 smaller	
portions	of	the	pie.	

The	 survey,	 conducted	 by	 Payoneer,	 a	 b2b	 online	
payments	 company,	 found	 that	 of	 the	 respondents	
who	 preferred	 Amazon,	 they	 felt	 the	 retailer	 to	 be	
trustworthy	 and	 favored	 its	 emphasis	 on	 quality	
products	and	simple	and	fair	rules.	

The	 respondents,	 which	 included	 manufacturers	 in	
both	 China	 and	 Hong	 Kong,	 found	 that	 the	 leading	
categories	 for	 sellers	 include	 electronics	 and	
accessories,	 followed	 by	 clothes	 and	 then	 home	
goods.	

Despite	China's	economy	showing	sustained	signs	of	
weakness,	 its	 e-commerce	 industry	 continues	 to	
surge.	 According	 to	 China's	 National	 Bureau	 of	
Statistics,	Chinese	retail	websites	sold	nearly	US$590	
billion	worth	of	goods	last	year,	an	increase	of	33	per	
cent	 from	 the	 year	 before.	 Meanwhile,	 eMarketer	
predicts	 China	 will	 account	 for	 40	 per	 cent	 of	 the	
world's	retail	e-commerce	sales	this	year,	an	increase	
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from	35	per	cent.	

New	 technological	 advancements	 are	 lowering	
barriers	among	manufacturers	in	China	which	now	
have	 the	 opportunity	 to	 compete	 with	 brands	 in	
markets	around	the	world.	

"The	 'brand'	 matters	 less,"	 Scott	 Galit,	 CEO	 of	
Payoneer	says.	"Now	the	consumer	is	just	shopping	
for	 what	 they	 want:	 the	 description,	 the	 review,	
not	the	brand."	

Payoneer	 works	 with	 sellers	 on	 e-commerce	
platforms	 to	 facilitate	 the	 payment	 process	 for	
manufacturers.	

Sellers,	 who	 until	 several	 years	 ago	 could	 barely	
reach	 buyers	 across	 their	 own	 country,	 can	 now	
utilise	 marketplaces	 to	 reach	 buyers	 across	
continents.	 Even	 small-scale	 sellers	 can	 distribute	
their	goods	to	large	number	of	buyers,	leveling	the	
playing	field	for	operators.	

"Instead	of	going	through	a	brand	or	intermediary,	
they're	able	to	leverage	this	marketplace	as	a	new	
intermediary,"	 Galit	 said	 "A	 very	 powerful	 way	 to	
get	 into	 marketplaces	 around	 the	 world	 that	
otherwise	would	have	been	possible."	

While	opportunities	have	increased,	close	to	half	of	
the	 respondents	 cited	 an	 increasing	 number	 of	
fellow	 Chinese	 sellers	 as	 the	 biggest	 challenge	 to	
selling	online.	

http://storefronts.supplysideshow.com/?cmpid=USCHINAHPABOX1-13
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This	 competition	 could	 be	 what's	 driving	 more	
sellers	 to	 use	 multiple	 marketplaces.	 "There's	 very	
much	a	growing	opportunity	and	adding	additional	
marketplaces	is	helping	growth,"	Galit	added,	noting	
the	more	marketplaces	a	manufacturer	sold	on,	the	
larger	their	volume	tended	to	be.	

But	China	could	just	be	setting	the	stage	for	a	global	
e-commerce	movement.	"We	think	we're	very	early	
days	 for	 e-commerce	 in	 places	 around	 the	world,"	
Galit	said,	who	works	with	partners	building	brands	
in	Africa	and	Latin	America.	 "Everyone's	 seen	what	
Amazon	and	Alibaba	has	done	by	offering	a	massive	
offering	 and	 now	 marketplaces	 around	 the	 world	
are	looking	to	replicate	that."	(Source:	SCMP)	

China	 Consumer	 Day	 Show	 Skewers	 Nike	
Shoes,	Muji	Foods	

China's	annual	consumer	rights	day	television	show	
turned	 its	 spotlight	 on	 U.S.	 sports	 brand	 Nike	 Inc	
(NKE.N)	 for	 misleading	 advertising	 and	 Japanese	
brand	 Muji	 for	 selling	 food	 products	 allegedly	
sourced	from	part	of	Japan	affected	by	radiation.	

The	state-run	China	Central	Television	(CCTV)	show	-	
which	 can	 have	 brands	 and	 their	 corporate	 PR	
teams	 scurrying	 to	 take	 evasive	 action	 -	 said	 Nike	
had	misled	consumers	over	high-tech	air	cushions	in	
some	of	its	"Hyperdunk"	basketball	shoes.	

Similar	to	CBS	network's	"60	Minutes"	in	the	United	
States,	the	CCTV	show	-	known	as	"315"	in	reference	
to	 global	 consumer	 rights	 day	 on	 March	 15	 -	 has	
previously	named	and	shamed	firms	from	Apple	Inc		
to	Volkswagen	AG	.	

The	 two-hour	 show	 -	 a	 mix	 of	 undercover	 reports	
and	 song-and-dance	 -	 also	 highlighted	 Japanese	
brands	including	Muji,	owned	by	Ryohin	Keikaku	Co	
(7453.T),	 which	 it	 said	 sold	 food	 products	 in	 China	
from	an	area	of	Tokyo	where	high	levels	of	radiation	
were	detected	in	2015.	
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A	Ryohin	 Keikaku	 spokesman	 said	 on	 Thursday	 the	
firm	 was	 "not	 selling	 any	 food	 products	 in	 China	
from	areas	banned	from	exporting	due	to	concerns	
about	radioactive	contamination".	

Muji's	China	website	said	it	was	a	misunderstanding,	
as	 the	 company's	 registered	 address	 and	 the	 food	
production	site	were	different.	

Chinese	 Foreign	 Ministry	 spokeswoman	 Hua	
Chunying	 said	 Japan	 had	 not	 given	 clear	 answers	
about	the	effect	and	extent	of	radiation	 leaks	from	
the	Fukushima	nuclear	crisis	of	2011	and	called	for	
greater	transparency.	

	

Nike	 said	 in	 a	 statement	 it	 had	 sold	 300	 pairs	 of	
Hyperdunk	 shoes	 in	 China	 last	 year	 with	 "an	
inaccurate	product	description	stating	that	the	shoe	
contained	 airbags".	 The	 firm	 added	 it	 had	
apologized	to	consumers	and	offered	compensation.	

"We	 will	 fully	 cooperate	 with	 the	 government	
regulators	 regarding	 their	 inquiries,"	 the	 company	
said.	The	Greater	China	region	accounts	for	over	10	
percent	of	Nike's	global	sales.	

The	 show	 also	 took	 aim	 at	 fake	 eye	 doctors	 for	
scamming	 patients,	 animal	 breeders	 for	 over-using	
medicines	to	make	animals	grow	faster,	and	China's	

http://en.siriopharm.com/
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Wikipedia-like	Baike.com.	

The	315	 show	 can	 hit	 a	 firm's	 reputation	 if	 singled	
out	 for	 bad	 corporate	 behavior.	 Apple	 was	 forced	
into	 a	 rare	 apology	 in	 2013	 after	 criticism	 on	 the	
show	of	its	China	after-sales	service.	

"Pretty	much	all	 the	big	corporations	have	their	PR	
machines	ready	to	jump	into	action	because	they've	
seen	 what	 happens	 when	 companies	 are	 not	
prepared,"	 said	 James	 Feldkamp,	 Shanghai-based	
CEO	 of	 independent	 China	 consumer	 watchdog	
Mingjian.	

While	the	annual	program	has	 lost	some	of	 its	bite	
in	 recent	 years,	 Wednesday's	 version	 was	 harder	
hitting	 than	 last	 year's,	 which	 criticized	 local	 food	
delivery	 apps,	 fake	 online	 sales	 and	 dodgy	 false	
teeth,	but	didn't	take	aim	at	any	major	international	
firms.	

However,	many	 in	 China	 steered	 clear	of	 the	 show	
altogether,	 while	 online	 chatter	 was	 more	 muted	
than	 in	 previous	 years.	 Viewers	who	 tuned	 in	 said	
they	were	underwhelmed	by	 the	 show's	 corporate	
exposés	and	any	impact	would	likely	be	short-lived.	

"This	 year's	 show	 was	 a	 laughing	 stock,	 there	
weren't	 any	 really	 big	 cases	 in	 there,"	 posted	 one	
user	on	Sina	Weibo	using	 the	name	Master	Tan	Xi.	
"Why	 do	 they	 bother	 still	 holding	 it?"	 (Source:	
Reuters)	

Chinese	 Cosmetics	 Industry	 Immune	 to	
Economic	Slowdown	

In	 spite	 of	 the	 ups	 and	 downs	 of	 the	 economy,	 it	
seems	 people's	 pursuit	 of	 beauty	 remains	
unchanged.	

Even	 though	 the	 country	 has	been	undergoing	 ups	
and	 downs	 in	 recent	 years,	 the	 Chinese	 cosmetics	
industry	 has	 managed	 to	 maintain	 a	 compound	
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average	annual	growth	rate	of	8.2	percent	between	
2011	 and	 2015,	 according	 to	 global	 market	
consultancy	Euromonitor	International.	

With	 demographic	 changes,	 increased	 consumer	
spending	 as	 a	 result	 of	 higher	 incomes,	 a	 better	
understanding	 of	 cosmetics	 consumption	 and	
multiple	sales	channels,	the	momentum	is	expected	
to	 gather,	 according	 to	 Euromonitor,	 with	 the	
compound	average	annual	growth	rate	expected	to	
reach	 6.7	 percent	 between	 2016	 and	 2020.	 The	
value	 of	 the	 Chinese	 cosmetics	 market	 can	 reach	
435.2	billion	yuan	($62.6	billion)	by	2020.	

To	pave	 the	way	 for	 the	 faster	development	of	 the	
Chinese	 cosmetics	 industry,	 a	 new	 policy	 was	
introduced	 by	 the	 finance	 ministry	 in	 September	
2016	 which	 abolished	 the	 consumption	 tax	 for	
ordinary	 cosmetic	 products.	 The	 tax	 for	 high-end	
cosmetics	 was	 reduced	 from	 30	 percent	 to	 15	
percent.	

	

While	the	central	government	is	calling	for	a	supply-
side	reform,	people's	consumption	habits	have	been	
changed	 accordingly.	 With	 the	 rise	 of	 the	 middle	
class	 in	 China	 and	 with	 more	 disposable	 incomes,	
consumers	are	now	showing	a	preference	for	luxury	
products	with	higher	prices.	

http://www.nsf.org/
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According	 to	 the	2016	third-quarter	 fiscal	 report	of	
South	 Korean	 brand	 LG	 Care,	 the	 high-end	 brands	
such	as	Whoo	registered	a	phenomenal	44	percent	
increase	 in	 sales.	 Sales	 of	 YSL	 and	 Giorgio	 Armani	
under	the	umbrella	of	L'Oreal	China	 increased	by	a	
significant	40	percent	and	50	percent	respectively	in	
the	third	quarter.	

This	 trend	will	 only	 increase.	More	 consumers	 are	
using	 their	 smartphones	 to	 go	 online	 and	 order	
items.	 Many	 customers	 are	 shopping	 more	
frequently	 for	 cosmetics	 and	 skincare	 products	 on	
the	internet.	

According	 to	 Shenzhen-based	 ASKCI	 Consulting	 Co	
Ltd,	 the	 total	online	sales	volume	of	 cosmetics	and	
skincare	 products	 reached	 182.3	 billion	 yuan	 in	
2015	and	is	expected	to	reach	548.2	billion	yuan	by	
2020,	 with	 the	 compound	 average	 annual	 growth	
rate	at	24.6	percent.	

Jason	Yu,	general	manager	of	market	 research	 firm	
Kantar	Worldpanel	China,	said:	"Consumers	used	to	

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.		
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buy	more	skincare	products	online	three	years	ago,	
because	 the	 price	 difference	 between	 online	 and	
offline	 channels	 might	 be	 as	 much	 as	 30	 percent.	
But	 we	 have	 noticed	 consumers	 are	 buying	 more	
cosmetics	 products	 online	 in	 2016.	 The	 products	
which	meet	the	demand	of	middle-class	consumers,	
such	as	cosmetics,	have	shown	robust	growth."	

Although	 global	 market	 players	 still	 take	 up	 the	
leading	 positions	 in	 China,	 domestic	 brands	 are	
rising	rapidly.	

Sheng	Yongming,	senior	 consultant	at	 international	
research	 firm	 Roland	 Berger	 in	 China,	 said:	 "As	 a	
rising	domestic	cosmetics	brand,	Chando	focuses	on	
the	low-end	market	and	has	been	expanding	rapidly	
too.	 KanS	 meets	 the	 demands	 of	 office	 workers	
while	 Pechoin	 has	 managed	 to	 rebuild	 its	 brand	
image."	(Source:	China	Daily)	
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