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EUROPEAN CHAMBER 
LOBBYING HIGHLIGHTS

Meeting with the President of the European Council, Herman van Rompuy

Position Paper Presentation Meeting with the Commissioner of the Chinese State Food 
and Drug Administration (SFDA), Shao Mingli

Position Paper Presentation meeting with the Assistant Chairman of the China 
Insurance Regulatory Commission (CIRC), Chen Wenhui

EURObiz Lobbying Report
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Submissions of comments on the Chinese Social Insurance Law and on the Foreign 
Investment Catalogue

Meeting with the French Minister of European Affairs, Mr. Laurent Wauquiez

Meeting with the European Commissioner for Research and Innovation, Máire Geoghegan-Quinn

Meeting with the Deputy Director General for Enterprise and Industry (DGENTR), Daniel Calleja

issues regarding current business operating conditions in 

Lobbying Report  EURObiz
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Other Lobby Highlights in Brief

Media Highlights 

EURObiz Lobbying Report
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YOUR VOICE
Send Us Your Feedback!
EURObiz welcomes letters to the editor and comments from readers
about our articles, our publication and the activities of  the European

Chamber of  Commerce in China. 

Let us know how we're doing! 
Let your voice be heard in the European Chamber's official,

nationally-distributed magazine.

All letters become the prope rty of  the European Chambe r. The European Chamber rese rves the right to edit any and all 
material rece ived. Sending of  the letter implies consent for publication.

Write to us at EURObiz@europeanchamber.com.cn. We look forward to hearing from you!



EURObiz Cover Story

The Luxury 
Experience in 
China

China’s role in the global luxury market is becoming more significant 
year by year. Many international brands are starting to see a recovery in 
their global sales after three tough years, yet despite this China remains 
one of the brightest growth prospects. A new report by accounting and 
advisory firm KPMG shows that luxury companies are pursuing very 
different strategies in China, according to the scale of their operations 
and ambitions. 
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recognised an average of  57 brands, 

need to be innovative and explore 

and associate certain countries 

2011 
survey

010 
survey

2006 
survey
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EURObiz Cover Story

The Role of Digital 
Marketing

tive in overall brand building and 

and store positioning, in order to gain 
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once per week

Once every 2 
weeks
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dency to browse luxury and beauty 

on web ads for financial products, 

Prospects for Domestic 
Brands
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are gaining international recognition 

a rising sense of  national pride and 

KPMG is a global network of profes-
sional firms providing Audit, Tax and 
Advisory services. To read KPMG’s 
new report entitled Luxury Experi-
ences in China, visit: 
www.kpmg.com/cn

The European Chamber 
Comments on China’s Luxury Tax

Recently, the Ministry of Commerce 
(MOFCOM) has indicated that import 
tariffs on luxury goods may be lowered 
prior to China’s National Day celebrations 
on 1st October, 2011.

Approximately one year ago, MOFCOM 
submit ted a proposal  to the State 
Council regarding the revision of tariffs 
on imported luxury goods. This was 
called the ‘Motion regarding the revision 
of Luxury Goods Import Tariffs’. The 
proposal included a wide variety of 
luxury goods.

On 15th June, 2011, a spokesperson for 
MOFCOM, Yao Jian, stated at a news 
conference that the government is 
considering a reduction in import tariffs 
to stimulate an increase in domestic 
spending. Earlier, Jiang Zengwei, the 
Vice Minister of Commerce had stated 
that reducing taxes on cosmetics and 
high-end watches would encourage 
domestic sales. It has been stated that a 
wide variety of goods, such as cosmetics, 
c loth ing, luggage, footwear, hats , 
alcoholic beverages and cigarettes will 
see a two to 15% cut in import tariffs, or 
will even become duty-free. Cigarettes 
and alcoholic beverages are expected 
to be among the first items to have their 
tariffs cut. In an effort to boost domestic 
demand and to attract Chinese citizens 
who make luxury purchases overseas 
to instead purchase these goods within 
China, these cuts are expected to be 
introduced prior to the national holiday 
that starts on 1st October. 

Recent statements in the media have 
also indicated via MOFCOM’s comments 
on a coordinated government action to 
lower relevant taxes on luxury goods. We 
welcome this initiative.

The European Chamber believes that as 
the Chinese market matures, domestic 
consumption levels rise and Chinese 
consumers spending habits change, the 
definition/classification of a luxury good 
also alters and consequently so should 
the tax levied on them. This will not 
just promote the healthy development 
of the concerned industries, but also 
encourage domestic consumption of 
these products and prevent the Chinese 
Government losing out on potential 
VAT revenue. Currently, some claim that 
Chinese consumers spend 4 times the 
amount abroad on luxury goods than 
they do at home, lowering the tax rate 
would encourage the purchasing of these 
goods domestically, thus likely raising tax 
revenue.

The Chamber also recognises that this 
initiative needs joint coordination from 
different government organizations and 
looks forward to the announcement 
of  the pract ica l  pol ic ies  and thei r 
implementation.
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Clearing The Air: 

China Moves Towards 
Private Aviation

That China would open its skies to more private planes was music to the 
ears of aviation industry executives and buffs around the globe. But the 
politics of private aircraft are far more complex, discovers EURObiz’s 
Steven Schwankert, as he enters the world of the ultimate luxury 
product.

space, but also instructed officials to 

endure extensive and unannounced 
year can attest to significant delays 

EURObiz Cover Story
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cial airports, according to CAAC, 

Flying the Not So Friendly 
Skies

would pass over a string of  cities in

are arbitrary and of  course are never 

 July/August 2011 EURObiz   19



Aircraft Sales: Up, Up and 
Away

service providers interested in serving 

eral regulation, private aviation in 

ness purposes, for now, private planes 

Anastas said, expressing a viewpoint 

The First Private Pilot

EURObiz Cover Story
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Hawker Beechcraft cockpit

Hawker Beechcraft inside cabin
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China’s Luxury Market
China's Luxury Market Overview

EURObiz Industry Focus

Market Segmentation (in terms of Sale Value in 2010)

Top 25 Cities in China in Terms of Total Retail Sales of Consumer Goods in 2009

Total value of China’s luxury market, 2008-2013

Data Source: World Luxury Association, ACMR Industry Research

Data Source: National Bureau of Statistics of 

China, ACMR Industry Research

Data Source: 

World Luxury 

Association, 

ACMR 

Industry 

Research

ValueUnit: Billion Euro Growth

Total Retail Sales of Consumer Goods 

(Billion Euro)

Unit: Billion Euro
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Industry Focus  EURObiz

All China Marketing Re-
search Co. Ltd. (ACMR) 
is a leading provider of 
business information 
and market research, 
focusing on collecting, 
studying and analyzing 
data and information 
on the macro economy, 
industrial sectors, en-
terprises and business 
markets in China. 
www.acmr.com.cn

The Number of Stores of Luxury Brands in China, 2011

Data Source: ACMR Industry Research, Public Information

Number of Stores, 2011

Data Source: ACMR Industry Research, Public Information

Number 

of Stores, 

2011

Data Source: National Bureau of Statistics of China, 

ACMR Industry Research

Per Capita GDP in China’s First and Second Tier Cities, 2009

Unit: Euro Per Capita GDP(EURO)
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Number of Stores, 2011
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Hitting The Target
Veteran China 
marketer David 
Wolf takes a 
look at Beijing’s 
new restrictions 
on luxury 
advertising, and 
how companies 
can turn them into 
better and more 
creative marketing 
messages. 

EURObiz COVER STORY

Restrictions placed on luxury 

pearances, in outdoor advertising 

Too many of  the 
impressions, or 
ad appearances, 
in outdoor 
advertising are 
received by 
people who have 
no intention or 
ability to buy 
the product 
advertised.

Why Should We Care?

ers are paid to deliver sales, not worry 

Four Principles

Principle I:  
There are more effective ways 
to market luxury goods in China 
than mass media.  

24   EURObiz July/August 2011



industry, it is even possible to lead 

Principle II:  
Learn to understand, measure 
and avoid “negative effective-
ness” in marketing in a country 
with deep and active social fault 
lines, regardless of what is being 
sold. 

people are not only not attracted by 

Principle III: 
In enlightened self-interest, 

those in the marketing profes-
sion need to behave with greater 
sensitivity to the people at the 
bottom of China’s pyramid.  

Rolex’s ads have 
a distinct aura 
of  class, style, 
and excellence, 
and have helped 
establish the 
company at the 
top of  the luxury 
timepiece market, 
all without sex or 
decadence.
Principle IV: 
Great luxury marketing goes for 
the brain.  

celebrating explorers, pioneers, and 

of  class, style and excellence, and 

Selling Baubles Better

David Wolf is the CEO of Wolf Group 
Asia, a Beijing-based management 
advisory firm providing strategic 
communications counsel to compa-
nies. www.wolfgroupasia.com

COVER STORY  EURObiz
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The European Chamber’s 

Survey 2011

EURObiz Business Outlook

DEVELOPMENT OF REVENUE AND PROFITABILITY, 2010-2011

20%

41%

14%

32%

30%

37%

29%

39%

16%

37%

22%16% 13%

7%

27%

7%

Increased substantially (>20%)

Increased (5-20%)

Remained the same (+/-5%)

Decreased (5-20%)

Decreased substantially (>20%) 

2011

3%

201020112010

Revenue Profitability

78% 71%

2% 3% 3%

C

 

annual 

ranging set of  data yet collated for 
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Business Outlook  EURObiz

global success and failure is no longer 

getting easier to enter or operate in 

and natural resources are leading to 

RESPONDENTS' COMPARATIVE ADVANTAGES, 2011 [%]

62%

64%

69%

70%

73%

Brand recognition

Process management and operations

Management efficiency

Product innovation and design

Product quality

Comparative advantage 2011

High Stakes

 

are well positioned to contribute to 

Healthy Competition  
Drives Excellence

A Fair Deal?
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EURObiz Business Outlook

GOVERNMENTAL POLICIES PERCEIVED AS DISCRIMINATING 
AGAINST FOREIGN INVESTED ENTERPRISES (FIE), 2010-2011

33%
43%

36%
46%

2011201020112010

Perception over last 2 years Outlook for next 2 years

Governmental policies 
discriminate against FIEs

tives for business planning for any 

 

face in

5 MOST SIGNIFICANT REGULATORY OBSTACLES, 2011

35%Local implementation of Chinese standards

Lack of coordination of different regulators

42%
Discretionary enforcement of broadly
drafted laws and regulations

39%Lack of harmonisation with global standards

38%Registration processes for companies/products            

40%

Significant
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What It Means for 
European Business

China’s New Social Insurance Law: 

One of the most important business events of the summer took place on 1st July, when 
China’s new social insurance law came into effect. Announced late last year, the impending 
inclusion of foreign employees as part of the scheme has made it a hot topic and a cause 
for concern among European businesses. Grayson Clarke explains the new act and what it 
means for companies operating in China.

EURObiz Law & Regulation

been around on a nationwide basis 

different regulators, unified social 

ency and legal recognition of  social 

European Chamber event on the New Social Insurance Law, 14th June in Beijing.
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Law & Regulation  EURObiz

own social insurance regulations in 

disputes exist, particularly between 

insurance individual account on a 

ance funds struggling to provide for 

in abeyance and funds restricted to 

ture of  individual saving, one strong 

Grayson Clarke and interpreter Zheng Xijun at a social insurance office in Shenzhen looking at individual contribution 
records on screen.
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Yue Shanghai Hotel stands at 
the core of Shanghai’s dynamic 

business hub … 
on a landscape that highlights 
the magnificent view of the 

famous Century Park. 

Offering a superb combination 
of comfort, chic and charm 

with uniquely-designed rooms 
and suites; exquisite dining; 

distinctive business and 
recreational facilities and 
service style that assures 
guests of the ultimate 

stay experience.  

800 Hua Mu Road, Pudong New Area
Shanghai 201204, China

800 201204
Tel  +86 21 3852 2222
Fax +86 21 3852 2223

customercare@yueshanghai.com
www.yueshanghai.com

Century Park
Yue@

EURObiz Law & Regulation

to national level for pensions and 

been proud to sponsor training for 

central actuarial division in consists 

security needs to be recognised as a 

civil servants at all levels trained in 

is not a luxury but a necessity for 

Grayson Clarke ITAT Expert for Fund 
Management EUCSS Project. The EU-
China Social Security Reform Co-
operation (EUCSS) Project is a five 
year forty million Euro co-operation 
project, launched in April 2006 which 
has the overall objective of supporting 
the transition to a sustainable social 
security system in China. The Project 
consists of two interlinked compo-
nents: The 1st component works with 
central government on policy related 
reforms; and the 2nd component sup-
ports the implementation of selected 
reform initiatives in 6 pilot provinces.

A team photo from the recent EUCSS Round Table in Prague.
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email: allen&overychinamarketing@allenovery.com
website: www.allenovery.com

CONTACT INFORMATION: 

Peter Thorp 
Managing Partner, Mainland China

 
No.1 Jian Guo Men Wai Avenue, Beijing 100004, China

Tel +86 10 6505 8800 
Fax +86 10 6505 6677

 

Firm introduction: 

 
 

 

 July/August 2011 EURObiz   33



EURObiz Monetary Policy

As the Euro continues to travel on shaky ground due to financial crises 
in countries like Greece, some observers are speculating about the 
future of the unified currency. Simultaneously, China is increasing its 
Euro holdings to offset its reserves of other currencies, to the delight 
of European regulators. In this dynamic environment, EURObiz’s Steven 
Schwankert talks to David Marsh, Co-chairman of  monetary think-tank 
Official Monetary and Financial Institutions Forum (OMFIF) about the 
Euro’s future and China’s plans for it.

David Marsh: 
A New Currency Constellation

EURObiz (Eb): You’ve used the 
phrase “new currency constella-
tion”. What do you mean by that 
and what is the Euro’s role in it?

David Marsh (DM): 

Eb: You’ve also talked about the 
concept of a new Euro. What do 
you mean by that?

DM:

EURObiz’s Steven Schwankert interviewing David Marsh after the European Chamber’s Breakfast event on May 20th, in Beijing
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Monetary Policy EURObiz

Eb: Do you think that currency 
will become a political issue in 
Sino-European trade, the way 
that the value of the RMB has 
in trade between the U.S. and 
China?

DM

Eb: How can the two sides im-
prove currency and economic 
ties?

DM:

Eb: Tell us about the release of 
your updated book “The Euro – 
The Politics of the New Global 
Economy”, which is not only 
available in a new edition in Eng-
lish, but also now for the first 

time published in Chinese.

DM:

David Marsh’s book “THE EURO – THE POLITICS OF THE NEW GLOBAL CURRENCY”.
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EURObiz (Eb): How are Chinese 
companies doing lobbying for 
themselves in Europe, especially 
at the European Parliament?

Jeremy Galbraith (JG): 

Eb: What about the flip side: 
how are Chinese companies per-
ceived in Europe, and at the Eu-
ropean Parliament?

Jeremy Galbraith is the 
CEO of public relations 
firm Burson-Marsteller for 
Europe, the Middle East 
and Africa. In an interview 
with EURObiz’s Steven 
Schwankert, he explains 
why many remain “Euro-
skeptic”, the difference 
between a good lobbyist 
and a bad lobbyist, 
and why any European 
business person should 
care what legislation 
comes out of the European 
Parliament.

Start Early and Maintain 
Transparency

Lobbying Europe: 

EURObiz Lobbying
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JG: 

possible standard in order to be sold 

Eb: What is the difference be-
tween a good lobbyist and a bad 
lobbyist?

JG: 

Eb: How are MEPs making deci-
sions today? What influences 
them?

Eb: What do European consum-
ers respond to? Should compa-
nies be engaging in corporate 
social responsibility (CSR) activi-
ties?

JG:

Eb: Why should companies target 
the European Parliament, rather 
than trying to establish relation-
ships in the major markets in 
Europe where they operate or 
sell?

JG: 

Eb: You said in your presentation 
that China just doesn’t neces-
sarily care that much about its 
relationship with the European 
Union. Why would that be?

JG:

Lobbying EURObiz

Jeremy Galbraith:  
Rules for Lobbying 

the European Parliament

1. Be transparent.
2. Be part of the thinking process.
3. Understand the process.
4. Know the range of people with whom 
you need to discuss the issue.
5. Think politically.
6. Back up arguments with evidence.
7. Identify the ultimate audience and 
set clear objectives.
8. Mobilise people.
9. Use all relevant communication 
channels, including the media.
10. Recognise diversity.
11. Be prepared to compromise.
12. Be creative and memorable.
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Green energy and wind power are among the hottest topics in China 
and the environmental movement today. China has become a world 
leader in wind power technology, but issues remain regarding market 
participation and the opportunity for expansion of the industry, both in 
China and elsewhere. Steve Sawyer, Secretary General for the Global 
Wind Energy Council, examines the issues for wind power in emerging 
economies, including both the opportunities and barriers for European 
companies.

EURObiz Renewable Energy

new wind power capacity was in
stalled in developing countries and 

attractiveness of  wind power for 

nology in an ever widening group of  

Wind Power In China – 
a Booming Market

ing its power generation capacity to 

derpinned by favourable policies to 

After four years of  doubling its in

production capacity is now at least 

nese wind turbines will soon be fully 

The Chinese Wind Power Sector

wind power potential also provides 

More than Just Hot Air: Wind 
Power in Emerging Economies
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 Renewable Energy EURObiz

Offshore Wind Power In China

The Potential For Wind Power  
in China

on a few regions and provinces in 

Wind Power In Other Emerging 
Economies

of  wind power, but industry experts 

an outstanding wind resource, espe

drivers for wind power in developing 

infrastructure and access to financ

GWEC is the global wind industry trade 
association, providing a credible and 
representative forum for the entire 
wind energy sector at the international 
level. Our mission is to ensure that 
wind power establishes itself as one 
of the world’s leading energy sources, 
providing substantial environmental 
and economic benefits. http://www.
gwec.net/
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EURObiz Trade

How the iPhone Distorts 

How iPhones are Produced

While not a luxury item per se, the iPhone 4 became the must-have bauble in the early part 
of 2011. Aside from establishing a new high benchmark for the electronics maker’s products, 
it also sparked a new wave of smugglers and even a new import tax. Dr. Xing Yuqing from 
the National Graduate Institute For Policy Studies, Japan, examines how the smartphone has 
gone from being a fetish product to a trade war weapon.
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Trade  EURObiz

iPhones and the Sino-U.S. Trade 
Imbalance

bution and painted a distorted picture 

iPhone Trade and the Apprecia-
tion of the Chinese renminbi

Could the iPhone be Assembled 
in the U.S.?

Manufacturer Component Cost
Flash Memory $24 
Display Module $19.25 
Touch Screen $16.00 
Application Processor $14.46 
SDRAM-Mobile DDR $8.50 
Baseband $13.00 
Camera Module $9.55 
RF Transceiver $2.80 
GPS Receiver $2.25 
Power IC RF Function $1.25 

Broadcom (USA) Bluetooth/FM/WLAN $5.95 
Numonyx (USA) Memory MCP $3.65 
Murata (Japan) FEM $1.35 

Dialog Semiconductor (Germany) Power IC Application 
Processor Function $1.30 

Cirrus Logic (USA) Audio Codec $1.15 
$48.00 
$172.46 
$6.50 
$178.96 

Toshiba (Japan)

Samsung (Korea)

Infineon (Germany)

Rest of Bill of Materials
Total Bill of Materials
Manufacturing costs
Grand Total

 Table 1
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two possible reasons for Apple to use 

tive way to practice corporate social 

EURObiz Trade

[1] When calculating trade deficits between PRC 
and the U.S. in iPhones, we assume that all 
parts supplied by Broadcom and Numunyx were 
imported from the U.S.

[2] The parts provided by Broadcom and Nu-
munyx are shipped back to the U.S. within the 
ready-to-use iPhones. They are “round tripping” 
exports, which should not be considered as ac-
tual exports in the value-added approach.

Year 2007 2008 2009
iPhone Sales in the US* (million 
Units)

3 5.3 11.3

Shipping Price/unit**
(the US dollar)
China’s Export to the US in 
iPhone (million US dollar)

687 922.2 2,022.70

China’s Trade Surplus with the 
US in iPhones

N/A N/A

China’s iPhone exports to the US 
based on value added ( million 
US dollar)

19.5 34.35 73.45

Value added / total exports 2.80% 3.70% 3.60%
China’s trade surplus with the US 
in iPhones based on value added

N/A N/A

174 179229

 Table 2
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Participate in lobbying efforts 
and publication of 

the Chamber’s annual 
Position Paper

Network with European and 
Chinese executives at over 

200 events each year

Share best practices and get 
access to the latest information 

through our working groups 
and forums

European Chamber Members:

CONTACT US NOW TO BECOME A MEMBER!
membership europeanchamber.com.cn

www.europeanchamber.com.cn
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EURObiz (Eb): Please introduce 
TUI China for those of our read-
ers who may not be familiar with 
your operations.

Eb:  TUI  China was recently 
awarded one of only three out-
bound travel  pilot  program 
licences for China. Why do you 
think TUI was selected?

second, we are all global players in 

Eb: Why is the Chinese outbound 
market important? Why did TUI 

In late May, the Chinese 
government announced 
the launch of a pilot 
programme that for the 
first time granted foreign 
tour operators access to 
China’s outbound travel 
market. Among the three 
companies participating 
in the programme is TUI 
China, the local operation 
of the German travel 
giant. EURObiz’s Steven 
Schwankert spoke with 
Marcel Schneider, Chief 
Executive Officer of TUI 
China travel Co. Ltd about 
the opportunity presented 
by the new programme and 
the Chinese travel market.

TUI China Begins Outbound 
Travel Services

OUT, OUT AND AWAY: 

EURObiz Outbound Travel
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China want this licence?

Eb: How are the needs and wants 
of outbound Chinese travelers 
different than those of other 
travelers?

and ever since as an observer tried 

Eb: How can a foreign tour oper-
ator hope to compete in China? Is 
it possible to compete on price? 
How does TUI China distinguish 
itself?

Eb: TUI China also offers pack-
ages within China. What advan-
tages does TUI offer domestic 
travelers, both Chinese and for-
eign?

tent tour guides are trained according 

grow, but could do so in an even fast

Outband Travel EURObiz
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NANJING 
In the first of our series on cities and regions where the European Chamber serves its 
members, we look at business opportunities in Nanjing. Tony Brooks reports on a city with 
lots of land and a high rate of growth.

According to a recent report 

nicipality into a critical driver of  re

Potential

Human Resources

Clusters and Logistics

As a provincial political capital and 

Emerging Industries

also been very successful at attracting 

EURObiz City Focus

46   EURObiz July/August 2011



Comparison with Shanghai

Living Environment

Tony Brooks is currently a PhD candi-
date at the University of Cambridge. For 
more information on Chinese politics, 
business and government relations 
please contact Tony at adb57@cam.
ac.uk. 

"Nanjing is an excellent location for our company. The 
city combines a well-developed infrastructure and 
accessibility, one of  the leading education systems in 
China and offers an attractive living environment. At 
all times our investment has been fully supported by 
the local Government and we are looking forward to 
expanding our activities in Nanjing."

Dr. Bernd Blumenberg, 
President BASF-YPC Company Ltd., Nanjing

City Focus  EURObiz

Skyline of Nanjing, picture taken at the Mochou Lake by Bjoern Walter
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tunities to gain strategic advantage in 

lenges and practical steps to protect 

Maannaagggingg RReetuuurrnn ooonn IInnnvvvesesttmmmmmeennt
andd IImmmproovvvinng PPPeerffooormmmmaaancncee

overall business strategy to focus on 

Prroovvidddee SSeeccuuritttyy foorrrr FFinnnannnciinnnng

gages and a variety of  fundraising 

Managing IP 
as a Business Asset

For new knowledge-driven businesses, it’s not hardware or products 
that create value for the company, it is intellectual property and rights 
to the creativity and ideas produced. IPR Helpdesk’s Phillip Healey 
discusses protecting that output in the same way a company would 
register and handle physical products.

EURObiz IPR
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1.PPrroovvvidinngg seccccuritttyyy ffoorrr eeexiissssttinngg 
bannkk bbborrrroowwinnngg.. 

2.PPPrroovvvidinngg ssseeccuurrrittyyy fooor nneewww 
deebbtt. 

of  lending usually carried out by 

3.PPaateeent ((and othheeerr IPP) mmmmoorrtt-
gaggee. 

4.CCreeaaatinngg aa veeeehhicclllle ffooor rrraaiissinngg 
equuittyyy..

5.SSeeccuuuritiissattionnnn ((booooondd iissssuueee)). An 

6.SSeeccuuure aaassssetssss tto bbbbenneeefit t a ttthhiirrdd
parrtyy..

al activities, protected by appropriate 

Deevvissiinnng aann IIP SSSStrratteeggyy

overall business strategy will always 

assets, intangible assets can be used 

ate for any planned use as security for 

The China IPR SME Helpdesk is a Eu-
ropean Commission funded project 
that provides free, practical, business 
advice relating to China IPR to Euro-
pean SMEs. To learn about any aspect 
of intellectual property rights in China, 
visit our online portal at www.china-
iprhelpdesk.eu

IPR  EURObiz
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EURObiz SMEs

Quality, Innovation and Technology: 

Opportunities for European 
SMEs in China’s Textiles 
and Apparel Market 
While European consumers would quickly and correctly think of China 
as the world’s leading textile and apparel exporter, the development of 
that industry has created unique opportunities for European Small and 
Medium-sized Enterprises (SMEs). Chris Cheung and Lisa Kim of the 
EU SME Centre show how Europeans can break into a market segment 
believed to be dominated by China.

The EU member states were the 
fifth largest source of Chinese T&A 
imports, making up 8.3% of China’s 
T&A imports by value in 2010. 

Among these member states the 
following were the largest contributors 
to the 8.3% of imports by value:

France (1%) 

(0.4% each)

(0.2% each)

Growth Drivers conscious and are willing to spend 

%
 S

ha
re

 in
 im

po
rt

ed
 v

al
ue

Source: International Trade Centre & EU SME Centre
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SMEs  EURObiz

China’s main imports include cotton (36%), 
manmade filaments (13%), manmade staple 
(short) fibres (10.2%) and wool, animal hair, 
horsehair yarn and fabric (9.8%).

Impacted by the financial crisis, textile and 
apparel imports in China declined from EUR 17.9 
billion in 2006 to EUR 15.2 billion in 2009, hitting 
the bottom at a negative growth rate of 12.9%, 
but bounced back to a positive 36% in 2010 to 

EUR 20.7 billion because of a mild recovery in 
the developed economies and an expanding 
domestic market. 

Online clothing purchases 

2007 2008 2009 1H 2010 2012e 
Total value of online clothing 
purchases in CNY billion 22.3 36.6 30.87 n/a 80 

% of total clothing retail 3.23% 4.68% 9.70% 12.8% 17% 

 

‘Sexy’ Textiles

new uses and applications for textile 

portation and personal protection are 

Yarns 
8.1%

Fabrics
28.5%

Apparel 
29.1%

Non-apparel products
34.2%

China textiles market segmentation: percentage of share by value, 
2009

Note: 2007-2008 data from China intelliConsulting Corp.; 2009-2012e from iResearch 
In the table, 20091H means the first half of 2009, while 2012e means 2012 estimated.

 U
S 

D
ol

la
r 

m
ill

io
n

Source: International Trade Centre

Source: Datamonitor
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of  functional and industrial use fab

European High Quality and Inno-
vative Design

- Special Fibres and Yarns for 
Functional Textiles

clean energy sectors, and its focus on 
energy saving and pollution reduction 

erate opportunities for increased use 

- Eco-Dye for Eco-Friendly Textiles

- High-End Fabrics

- Textile Machinery/Equipment

- Design and Development

- Specialty Apparel Boutiques

specialise in particular product lines 

- Online Apparel Boutiques

The EU SME Centre and the Tex-
tile and Apparel Sector Report

EURObiz SMEs

KPMG is a global network of professional firms providing Audit, Tax and Advisory services. We operate in 150 countries and have 
138,000 people working in member firms around the world. 

KPMG China has 13 offices (including KPMG Advisory (China) Limited) in Beijing, Shenyang, Qingdao, Shanghai, Nanjing, 
Chengdu, Hangzhou, Guangzhou, Fuzhou, Xiamen, Shenzhen, Hong Kong and Macau, with around 9,000 professionals.

Driven by integrity and quality, KPMG is committed to offering insight and experience to help you overcome business 
challenges.

kpmg.com/cn

52   EURObiz July/August 2011



EURObiz Events

Site Vist to Sheme Factory, Chengdu VIP-Dinner, Chengdu 

Discussion & Debate on Key HR 
issues in the R&D sector, Shanghai, 
11:40-14:00, Sofitel Hyland Hotel, 505 
Nanjing East Road

Member Speed Meeting, Guangzhou, 
18:30-21:00

International Mixer, Chongqing

4th European Chamber Human 
Resource Mixer -  Wine & Snacks, 
Calming Atmosphere & Networking, 
Nanjing 

European Chamber Summer Party, 
Beijing

This event will address issues that aim 
to enlighten Human Resources in R&D 
area: 

Talent Definition: What sort of 
capability & quality we source from 
the Chinese market? 

Sourcing: Channel management & 
internal alignment 

Evaluation: How to identify & validate 
candidate’s capabilities. Who is taking 
the leading role in talent acquisition, 
HR Directors or Hiring Managers?

This year’s HR mixer will again provide 
an opportunity to make friends, to 
network, and to share experiences 
with each other. The participants 
come from different backgrounds, 
cultures, and companies. And what 
better common ground to we have 
than our lovely city, Nanjing. The event 
will include a unique photo exhibition 
from a Nanjing based artist as well as 
delicious wine and snacks.

Company Turnaround and Interim 
Management in China, Beijing, 
16:00-19:00 Hilton Beijing Hotel, 1 
Dongfang Road, East Third Ring North 
Road, Chaoyang District

Professional interim managers Viktor 
Arak and Max Braendli speak on the 
subject of "Company Turnaround and 
Interim Management in China" on 

an interim manager?

play in reversing major corporate 
setbacks?

around a company’s fortunes? 

Outbound Conference, Shanghai, 
8:00-12:30, The Longmont Hotel

GM Briefing:  latest trends in labour 
market, Tianjin

Successful European SME 
entrepreneurship in Foshan-ASYTEC 
FACTORY TOUR, Foshan, 
11:15-14:00, Foshan Asytec Metal and 
Plastic Products Limited

Effective Customs Compliance 
Management, Tianjin

July 
2NDSat

Sat

Sat

Wed

Tue
Wed

Thu

Wed

Wed

Fri

Tue 5TH

6TH

7TH

13TH

13TH

29TH

Thu 18TH

27TH

27TH

31ST

30TH

Event information is subject to change. For full details, 
please visit our website: www.europeanchamber.com.cn/view/events

 Events Calendar EURObiz

August
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2

EURObiz Events Gallery

BEIJING

CHENGDU

NANJING

1

1

1

2

2

3

3

4

EUROPEAN CHAMBER            
EVENTS GALLERY

1.SME Conference on  
1 2 t h  M a y  -  t h e  f i rs t 
large-scale Chamber 
conference in Beij ing 
to provide a platform 
for European SMEs to 
receive expert advice and 
insight on the key issues 
that SMEs have to face in 
China.  

2.“The Future of  the 
World Monetary Sys-

tem: Three Currencies 
in Search of a Future – 
Perspectives for Euro, 
Renminbi and Dollar Co-
existence” on 20th May 
with David Marsh, co-
chairman of monetary 
think-tank Official Mon-
etary and Financial Insti-
tutions Forum (OMFIF) 
and Steven Schwankert, 
Chief Editor of EURObiz.

3.“The impact of China’s 
New Social Insurance 
Law” on 14th June  - 
questions  including the 
impact on overall staffing 
costs and the treatment 
of  expatr iates  in  the 
scheme were discussed.

4.European Chamber’s 
Business Confidence 
Survey 2011 on 25th 
May in partnership with 

Roland Berger Strategy 
Consultants. This year’s 
survey draws on feed-
back from nearly 600 
European companies and 
offers insight on Europe-
an business confidence 
in the Chinese market 
at a time of impressive 
growth, rising competi-
tion, and the release of 
China’s 12th Five-Year 
Plan.

1.Seminar on Advertising 
in the 21st Century: Why 
everyone needs to think 
differently on 19th May - 
top executives, marketers, 
agencies and media people 
attended; more than 300 
member and non-member 
companies participated in 
the event. 

2.European Day Party on 
20th May - more than 300 
participants attended.

1.Europe Day Photo Exhibition was hold on 11th May - 
more than 120 member and non-member companies par-
ticipated in the event.

2.Spring Garden Party on 28th May - participants  enjoyed 
the Jinling Dragon World Music Band to celebrate the ar-
rival of  spring  in Nanjing.

3.Second Badminton Tournament on 18th & 19th June - 
12 companies’ teams had  strong competitions in these two 
days. BASF-YPC won the 1st place of the tournament, DT 
Travel won the 2nd place and Nanjing International School 
won the 3rd place.
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1.Member Speed Meeting on 19th May in Grand Mercure 
Shenzhen. This business networking event provides a good 
opportunity for members to get to know each other better.

2.Europe Day on 28th May - a family celebration, that was 
organized at the Sheraton Shenzhen Hotel.

1.Breakfast event with the 
President of the European 
Council, H.E. Mr. Herman Van 
Rompuy on 18th May at the Hy-
att on the Bund in Shanghai. 

2.”Shanghai  International 
Financial Forum – Interna-

tionalization of the RMB” on 
April 12th with the Shanghai 
Municipal Government Finan-
cial Services Office - a half-day 
conference focusing on recent 
trends towards the greater in-
ternationalization of the RMB.

3.European Business Confi-
dence Survey 2011 Shanghai 
on 27th May in partnership with 
Roland Berger Strategy Con-
sultants.

4.R&D Conference on 26th April 
- bringing together a range of 

experts to cover topics including 
tax, indigenous innovation and 
IPR. 

5.“Where Experts Advise and 
Develop Business” on 13th May 
- for the 3rd time the Business 
Solutions Clinic, together with 

the Italian and Spanish Cham-
ber, brought together expert 
service providers and compa-
nies looking for free business 
advice.

1.EU Commission visit in 
TianjinSite visit in Airbus 
& Vestas on 9th & 10th 
June.

2.GM Briefing: Insight 
into European business 
confidence in the Chinese 
market on 2nd June.

3.Exhibition: ICE, Jour-
ney to the land of Ice-
bergs on 28th May - 30th 
June.

4.Europe Day Celebration 
on 28th May - a sunny 
afternoon in the Victorian 

Lounge, Astor Tianjin.

5.Investment Tour Se-
ries: WuQing visit  on 
22nd April - a state-level 
development area and hi-
tech area between Beijing 
and Tianjin.

Events Gallery  EURObiz

PEARL RIVER DELTA

SHANGHAI

1

2

2

4

TIANJIN

3

3

1

4

5

5

1 2 3

3.Business Confidence Survey 2011 and Business Cock-
tail on 14th & 15th June in Guangzhou and Shenzhen.
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EXECUTIVE COMMITTEE OF THE EUROPEAN CHAMBER

CHENGDU BOARD

NANJING BOARD

PEARL RIVER DELTA BOARD

President
Davide Cucino
Ansaldo STS 
Beijing Ltd.

Chairman
Paul Sives

Proton

Chairman
Helmut Guesten

EMZ

Vice Chairman
Alberto Vettoretti

Dezan Shira & 
Associates

States 
Representative

Eduardo Morcillo
InterChina

Wayne Tan
KPMG

Carlo D’Andrea
Picozzi & Morigi

Benoit Stos
Mazars

States 
Representative
Jens Eskelund
Maersk China

Changmin Wang
Siemens Ltd., 

China

Li Dongjie
Lufthansa

Jeremy Sargent
JSA Guangzhou 

Office

Romain Lochen 
 Viaplast

Jan Scheidgen
FAW-Volkswagen

Gerhard Roeck
BSH

Chairman 
Holger Kunz

TÜV Rheinland
Group

Dieter 
Vanonckelen
Maxxelli Real 

Estate

Wilhelm 
Hummerjohann

BASF-YPC

Nong Ke Qiang
Siemens Ltd., 

China

Susanne Zhang 
Pongratz

Raiffeisen Zentralbank 
Osterreich AG Zhuhai 
Representative Office

Vice-Chairman
Adam McWhirter

Maxxelli 
Chongqing

States 
Representative
François Issard 

Total China Investment 
E&P Ventures

Co-opted 
Board Member

Jacques de Boisséson 
Total China

Observer
Marianne Gumælius

 EU Delegation in 
China

Vice-President
Mei-Wei Cheng

Siemens Ltd., China

Treasurer 
Andreas Feege

KPMG

Vice-President
Piter de Jong

ING Bank

Vice-President
Jens Ruebbert
Deutsche Bank

Vice-President
Miroslav Kolesar

Czech PPF

EURObiz Chamber Board
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Chamber Board  EURObiz

EUROPEAN CHAMBER OFFICE TEAM

Secretary General: Dirk Moens

Shenyang Office

General Manager: 
Sierra Wang

Tianjin Office

General Manager: 
Kitty Wang

Chengdu Office

General Manager: 
Yue Zhou

Beijing Office

General Manager: 
Adam Dunnett

Pearl River Delta 

Office

General Manager: 
Francine 

Hadjisotiriou

Nanjing Office

General Manager: 
Patricia Enzmann

Shanghai Office

General Manager: 
Ioana Kraft

SHENYANG BOARD

TIANJIN BOARD

Heiko Schaefer
Jinbei Johnson 

Controls

Flor Knudt
BMW

Chairman
Eric Bouteiller

Ipsen

Chairman
Gary Scheide

Michelin

Gabriele Castaldi
Goglio

George Van 
Oosten

 Sheraton Hotel

Gilles 
Desesquelles

Airbus (Tianjin)

Ivan Salamin
Alcan (Tianjin)

Xiaobai Wang
Siemens Ltd., 

China

Hermann Georg 
Kleinod

Siemens Ltd., 
China

SHANGHAI BOARD

Chairman
Piter de Jong

ING Bank

Charles-Edouard 
Bouee

Roland Berger
Strategy 

Consultants

Piet Derks
Philips

Martin Kraemer
Lanxess

Valerie Tang
Barco

Thierry Laurent
Roquette

Marco Marazzi
Baker & McKenzie
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EURObiz (Eb): Do you think East-
ern European companies are 
viewed differently than other 
foreign companies in China? If 
so, how?

Miroslav Kolesar (MK): 

been close traditional ties between 

Eb: Since April you are a Vice-
President of the European Cham-
ber. What goals have you set for 
yourself to reach with this op-
portunity?

MK: 

Eb: What suggestions would you 
give to European companies on 
their lobbying strategy?

MK: 

engaged in a strategic industry or an 

Eb: How do you view the con-
sumer finance market in China? 
What changes do you see coming 
up this year?

MK: 

credit products offering unsecured 

One of the founding members of PPF Group's 
presence in China in 2004, he was elected as Vice 
President of the European Chamber in April. 

Miroslav Kolesar, Chief Representative of PPF Group China and Vice 
President of the European Chamber of Commerce in China.

EURObiz The Executive Interview

THE EXECUTIVE 
INTERVIEW: 
MIROSLAV KOLESAR
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The European Union Chamber of Commerce in China is driven and 
funded by its members. The 26 members of the Advisory Council are 
particularly active in representing and advising the Chamber, and make 
an enhanced contribution to the Chamber’s funding.
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EURObiz EVENTS


