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After June, midsummer is approaching, it is the hottest season of the year.

In addition to the highly anticipated World Cup events in full swing, this hot season is filled with exciting “hot spots” for
imported food industry professionals.

First of all, the State Council executive meeting decided to further reduce the tariff of the imported daily consumer goods
since Ist, July of this year. The reduction involves 1,449 tax items, and the average tariff rate on imported processed foods
including farming, fishing aquatic products and mineral water will fall from 15.2% to 6.9%. This is undoubtedly a major
positive news for the imported food industry.

Secondly, the news that an experimental free trade zone would be built in Hainan island is even more of a “blockbuster”
that has attracted everyone’s attention in the industry.

Whether it is the tariff reduction or the Hainan New Deal, the development of the entire imported food industry will
undoubtedly embark on an incredible fast track. Being involved in the industry, how can we take this rare opportunity to
further improve the industry ecosystem and unite to create prosperity?

In this era of speed acceleration, we can only win the world by uniting together.

In 2018, faced with new challenges such as blockchain and new retailing, it is the responsibility of the Guangdong Bird’s
Nest Industry Association to lead the industry out of new models and new opportunities. We will join hands with the
Guangdong Imported Food Association to create a large-scale imported food B2B platform - IFA and at the same time
present the traditional Chinese health culture on it, and to benefit those people who love bird's nest, love health and beauty.
We sincerely hope that IFA will seize business opportunities in the golden age of China's imported food market and make

great achievements. 'Food to China" is getting better and better and continues to rise in new areas.

SKHEES

I HERBADE RITEK

Eileen Zhang

Executive President

Guangdong Bird’ s Nest Industry Association
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CRAFT BEER EXQUISITE LIFE
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All the ancient sages were lonely; only the wine
drinkers have left their names.

Now, the Chinese people are famous for their love of craft beer.
According to Euromonitor (a market research and consultancy
company), China had replaced the United States as the world's
number one consumer of Stout (a strong dark craft beer) in 2017.
In fact, between 2008 and 2016, the total amount of Stout that the
Chinese people consumed increased by nearly 43 times from 4.5
million liters to 0.192 billion liters.

Not just Stout, the Chinese people’s love for all craft beer has been
soaring. Data shows that China's beer production had fallen for
four consecutive years in 2017, but China's craft beer production
developed rapidly at a rate of 40%. And sales of craft beer are
growing by two or even three times annually.

Undoubtedly, craft beer is becoming a new force that cannot be
ignored in the Chinese liquor market.

In the age of fast industrialization, mass-produced products flood
every aspect of life, which dulls the aesthetic perception. Thus,
more and more people begin to pursue the glamor of individuality,
the warmth of *handcraft” and the label of being different. In this
context, craft beer, a pup culture that originated in America in the
1980s, has gradually spread to China and developed quickly in a

short period of time...
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A different taste
Although craft beer has been popular for more than 20 years

abroad, it is only in recent years that it spread to China. In
2012, craft beer began to rise in Beijing, Shanghai, Wuhan,
Chengdu, etc. Many foreigners (especially Americans) and
Chinese people with overseas learning and life experiences
introduced the craft beer technology to China, which started
this trend directly.

“Craft beer” is named in comparison with “commercial beer”.
Craft beers are innovative and special products made by
small, independent and traditional breweries that are not
controlled by big liquor factories.

Compared with Beijing and Shanghai, Guangzhou does
not have a mature craft beer culture. Fortunately, with the
guidance of some visionaries, the number of craft beer bars in
Guangzhou has increased from only three or four years ago
to dozens now, which is a big step ahead.

In June, when the hot summer meets the quadrennial World
Cup, the Tipsy Craft Beer Bar at No. 289, Guangzhou Avenue
are full of customers from 6 p.m. to the wee hours. This bar,
owned by seniors of the “craft beer society”, is said to have
gathered 28 high-quality craft beers from all over the world
(Belgium, the United States, Germany, Japan and China...),
offering a variety of styles and flavors.

Speaking of the original intention of engaging in the craft beer
business, sommelier Daniel said that it was purely accidental
that he drank a craft beer that was ranked as the eighth of the
world's best, which greatly impressed him and made him fall
in love with it. So he and his friends who also loved craft beer
began to introduce the best craft beer from all over the world
to Guangzhou to let more people feel its charm.

What's suitable is the best

Water, grain, yeasts and hops are the main components
of craft beer. Different ingredients, different varieties and
different proportions evolve into a kaleidoscope of tastes.
Malt brings the sweetness, while hops offer the bitterness,
aroma, extra flavors which play a decisive role in improving
the taste. As a guide in the craft beer bar, sommeliers’ most
important task is to recommend customers beers that are
most suitable to them, especially customers who come to
the bar for the first time. As Daniel said, his job is to let
customers experience different craft beer and to recommend
them different styles and flavors so as to help them find their
favorites.

Tipsy has a wall with graffiti of various kinds of beer, from
“Lager” to "Ale". But Daniel says that the classification of beer
is much richer than what's displayed on the wall. He believes
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that the most important thing for a beginner is to learn how to classify
craft beer so as to find the most suitable one.

Craft beer generally falls into two categories: beer fermented at ambient
temperature and beer fermented at low temperature. Generally speaking,
beer fermented at room temperature is relatively cloudy. The two
categories also use different yeasts. Even beers with the same fermentation
method have difference in colors, smells and tastes. Different products also
have different brewing cycles. In general, it takes at least two weeks to
make craft beer. Some special beers may even take half a year or a year to
let it fully ferment.

Different craft beers have different alcoholic strength, smell and taste,
and even different ‘character’. How to choose craft beer is very personal.
What's suitable is the best. What others think is the best or has the
highest price means nothing to the consumer if he does not like it. Craft
beer lovers generally prefer bitter and stronger beer, as they enjoy the
aroma of hops, said Daniel.

The tastes of craft beers from different countries are varied. Belgium,
known as the "Kingdom of Beer", is the oldest and most famous craft beer-
producing country. Like champagne, craft beer also originated from the
monastery. In Belgium, there are more than 3,600 large and small registered
breweries, each producing a minimum of 6 to 11 varieties. Generally
speaking, the Belgian craft beer’s high alcoholic strength has influenced
its popularity on the market to a certain degree. American craft beer, on
the other hand, although is not as best as the Belgian craft beer in the eyes
of craft beer lovers, it has the largest production and sales in the world
due to the special experience it brings to the consumers. Because of their
early entry into the Chinese market, German beer producers have offered a
simple education to the consumers about beer classification (“yellow beer’,
"white beer" and "black beer"), which brings German beer high recognition

and reputation in the Chinese market.

Craft beer needs time

According to Euromonitor, China consumed 50.58 billion liters of beer
in 2013, the largest amount in history, and then the number declined to
45.6 billion liters in 2016. However the sales value increased at an average
annual rate of 8.4% between 2012 and 2017.

This shows that more consumers choose higher-priced beer while drink
less. Most of them are new young middle class in cities. They are also the
main consumer group of craft beer. What attracts them is not only the
unique taste but also the special feelings. Craft beer, as a niche product,
serves the emotional needs of the consumers. Many people choose craft

beer for the special feelings it brings. They may not know what craft beer
is, but they love the special scenes and experience it offers.

However, there are a lot of problems which hinder the development of
the craft beer market, such as the constraints of policies, foreign culture’s
inadaptation in the local environment, customers’ blind admiration for
commerce beer, and the underdeveloped industrial chain. So China's

craft beer market is actually growing with plenty of hardships.

“The American craft beer movement has had over 20 years of history,
and many breweries have existed for over 10 year, while the Chinese
craft beer market has developed for less than 5 years. Chinese craft
beer still needs time to accumulate experience, including beer-
making technology," said Daniel.

Refinement requires time, whether it is for beer or life. Craft beer

still has a long way to go in China.

CHINA IS NOW THE WORLD'S LARGEST MARKET FOR
BEER, VALUED AT USD 80 BILLION
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According to Fortune, beer comes second only to tea as the most
consumed beverage in China. However, the real trend lies more
in craft beer than your regular grocery store variety of commercial
beers.

Young Chinese consumers are starting to understand and love
craft beer and this is spurring a massive beer culture in the cities,
with frequent beer fests and local bottle shops popping up
around street corners, stocked with an impressive list to choose
from.

Beer is not new to China. They say beer drinking has been a thing
for 9000 years,The first brewery was set up by the Russians
in Harbin, followed by more set up by Germans, Czechs and
Japanese. Some of the best-known commercial beer brands
include Tsingtao, Snow, Suntory, ChinaPabst Blue Ribbon and
Harbin beer.

Craft breweries are growing fast, though they still remain a small
fragment of the country’s beer total market. Craft beer in China
has grown by more than 24-25% in the last couple of years.
Generally speaking, the availability of non-commercial craft
beer is possible because of imports by non-commercial foreign
craft brewers and local beers produced by Chinese craft brewers
— both fueling better beers that check off global standards of
quality, taste, creativity and variety. The opportunity lies in beer
behemoths coming in and buying out successful breweries, and
promoting or even monopolizing their own craft beer at a higher
price point across bars and restaurants to grab market share.

A landmark purchase in Shanghai was in March 2017 with AB

InBev buying out Boxing Cat — a long time independent craft beer
establishment in Shanghai. Boxing Cat came into the limelight
by winning a Gold for China (a first) in the World Beer Festival.
AB InBev (they own Budweiser, Corona, Stella Artois) are also
the ones behind Goose Island IPA and bringing it to the Chinese

consumer.
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DIFFERENT STYLES OF BEER
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SR T AR OERESEE TR, XFER KU
SRR, B—ARERMEFERE, WREEHE (Porter )
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KREHMEER 100% FIREZEZHERL, /NEwE
(Wheat Beer ) MUAMERER 40-60% M/NEEZF, NEZZF
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1%, MRAREE—RIEBNNEASESSPRMFEY
IRARB AR AR ( XNMIRNERETES ) o B,
R EESE R — AR S B AR TR A A, KRR
FMHIBARE—E, REFENORIIRERNO .

TR EREE S IEPPLE F LA RS2
(1) KEHE
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ARERAHMORGRAE —REEERE, MREBERL

FH “Dunkel” ( “BE" MURRE) S “Schwarz” ( "B HEE),
FRAR BN LEERE T

(3) t#5e

TEFEA (Bock ) SR HILTE 13 HLHEEILDR, £4], ©2
—MREM. HEEEEIFRNRIEE, 17 LR e 2R
TEVPXOERL T — TR ASIEE, RORER, EREE, HeRR. #
SRt £y, £5iE5E (Traditional Bock ) ZZHFHRRAAE,;
WHHE 5T (Doppelbock ) RAMBRIRAIES T, FRIEERIL KEH
5 (Mailbock ) BiaR%, MEILERRIRAS; KI5 (Eisbock ) #&
FRIEREHEITAROR, BRBRKE, DUARIRBRIGFLERSEHE Mo

REIEE R IERLL R
(1) KkR2E

AR, BETMET AR E R KRR AT
ZFPRIATLBE, SR EERAR, hEKRNEH,
PR ARV

(2) Gz | B8t | BEEE

XEBERFERIAL/NT, TRUNATSRE. &8, EE%itT
ARl MBI EIMRIA. FIRME. FHMBDE. /A, ERE,
LA

(3) \EZERE
JRENRE (Smoke Beer ) 3R BB EMNEZ FBISHIRE, HH
REEVRIEIR, HARE DR B ENL,

Different Styles Of Beer

There are so many kinds of beer in the world. Can we really understand
their categories and styles? This is in fact not difficult as we only need to
know that there are two basic methods of beer brewing...

First of all, it should be understood that the most basic classification of
beer is conducted based on the brewing process. There are two kinds of
fermentation methods, namely top fermenting and bottom fermenting.
Therefore, beer can basically be divided into three types: beer brewed with
top fermenting yeast (ale), beer brewed with bottom fermenting yeast
(lager), and hybrid beer (which combines two fermentation methods). Most

of the beer are ale and lager.
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(1) What is top fermenting and bottom
fermenting?

History: Originating from the ancient British Isles, ale brewed with
top -fermenting yeasts has existed for thousands of years, while lager
brewed with bottom-fermenting yeasts, created after Columbus had
discovered the New World of the Americas, has only a few hundred
years of history.

Fermentation temperature and time: Top fermenting requires a
higher temperature at about 10-20  °C but a shorter time, while
bottom fermenting requires a lower temperature at below 10°C but a
longer time.

Yeast type: Top-fermenting yeasts are used for top fermenting,
where yeasts float on the top of the wort. Bottom-fermenting yeasts
are used for bottom fermenting, where yeasts sink to the bottom of
the wort.

Style: Ale is generally fuller with obvious fruit or spicy flavour, and
has a strong and complex taste. Its aftertaste has a very pleasant
hop aroma. Many craft beer are brewed with top-fermenting yeasts.
Lager is lighter and refreshing and emphasizes the aroma of malt.
The industrial beer that we often drink is brewed with bottom-

fermenting yeasts.

(2) How does hybrid beer come into being?

Hybrid beer is brewed by combining top fermenting and bottom
fermenting. The fermentation is done at a low temperature while
using top-fermenting yeasts, and at a high temperature while using
bottom-fermentation yeasts. It is difficult to define the style of this
beer, but generally some other additional flavors, such as Porter and
‘Weizenbier, are added based on classic beer styles, or it is brewed

with other unconventional ingredients like vegetables and fruits.

What are the common styles of ale?
(1) Pale ale
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It's called pale ale because a higher proportion of light baked malts
is used. The name "pale ale" began to appear around 1703 and was
considered synonymous with bitter by the 1930s. It was not until
the beginning of the 20th century that bitter and pale ale were
differentiated, but some winemakers in the UK still label bitter as
pale ale. In a typical pale ale, malts and hops are well-balanced, i.e.,
the sweetness of malt is balanced out by the bitterness of hops. The
bitterness together with a subtle fruitiness and sweetness makes

people feel mild and very balanced.

(2) Brown Ale

Brown ale is usually dark amber or brown, with evident chocolate
and caramel flavors. True brown ale appeared in England in the
18th century and was made with 100% brown malt. However,
this kind of beer did not have any advantage at that time, because
many breweries tended to use cheaper light malt to brew beer.
Nowadays, some regions, especially the UK, Belgium and North
America, are considered to be representative producing areas of
sweet beer. There are various styles of brown ale, including low-
alcohol light brown ale, medium-alcohol bitter brown ale, and

heavy taste brown ale.

(3) Porter

The name Porter comes from the English word "porter’. In the
18th-century British docks, workers loved to mix Light Ale, Brown
Ale and aged sour-smelled Brown Ale. Inspired by this, a British
brewer brewed this taste of beer, which was popular with market
porters. That's how the beer got the name "potter’. Porter is black
in color and has a very smooth taste. The sweetness and bitterness

of caramel balance well, with a taste of chocolate.

(4)Stout
Stout and Porter are in fact of the same origin. After Porter was

introduced to Ireland, the locals improved it and added roasted

black malt to its raw materials. Stout has very deep color and a dry and rich
taste, like chocolate, toffee and even coffee. The aftertaste is sweet. Being so
similar, what's the difference between Stout and Porter? In fact, compared with
Stout, Potter tastes more like pure malt, with much lighter taste of caramel. If

we compare Stout to sweet chocolate, then Potter is bitter chocolate.

(5) Wheat Beer

Most beer are brewed with 100% of barley malt, while wheat beer is brewed
with 40-60% of wheat malt. Wheat malt produces a brighter and fresher taste.
And its high content of malt protein gives beer a taste of banana and a whiter
color, so wheat beer is also called white beer. On the whole, wheat beer has a

smooth, medium sweet taste, with notes of clove, banana, toast and yeast.

(6) Belgian Ale

Since the beginning of the 20th century, Pilsner has become the world's most
popular beer for various reasons. In order to resist this trend, Belgian beer
brewers started to brew all kinds of ale. Belgians like to add a variety of sugars
and spices to beer, thus creating beer with a wide variety of styles and tastes,

ranging from sour, sweet, bitter, to spicy.

(7) Sour Ale

Sour ale, an ale with a sour taste, originates from Belgium. The traditional
brewing method is to put ale into a large cask for ripening. The lactic acid
bacteria, acetic acid bacteria, wild brewer's yeast and other bacteria brought
by the cask produce a variety of sourness. The result of the final ripening is a
deep red wine with a rich sour-sweet fruit flavour, a hint of malt sweetness, a

distinctive sourness, faint woody notes and a complex fruitiness.

(8) Lambic

Lambic, also from Belgium, is a more special beer. In fact, in a strict sense, it
is neither ale nor lager, but naturally fermented beer—in a ventilated room
fermented with natural wild yeasts in the air (which is quite demanding on the
environment). In addition, Lambic is usually aged with barrel and produced by

blending different vintages, showing a rich flavor and deep taste.

What are the common styles of lager?

(1) Pale Lager

Pale Lager is the most widely produced and sold beer in the world. Rice or corn
may be added to the raw materials. Usually the beer is in light golden yellow.
It is lean, light in taste and has a slight malt aroma. The most representative

of this style is Pilsner, which originated in the 19th century Pilsner Region of

the Czech Republic and is now the most popular beer in the
world, accounting for 2/3 of the world's beer production.
Pilsner has a refreshing light taste, and a very strong wheat

aroma.

(2) Dark Lager

Dark lager has a wide range of colors, ranging from amber to a
very deep reddish brown. Its alcohol content is usually 4.5-6%,
with baking, cacao beans, caramel, and other flavors. Being
medium-bodied, it tastes soft and full. The dark lager that
people are familiar with is generally German dark lager. If we
see ‘Dunkel” ("dark”) or *Schwarz' ("black’) on the label, the

beer is what we call Germany dark lager.

(3) Bock

Bock first appeared in northern Germany in the 13th century.
It was at first a dark ale with a distinctive malt flavour, but
was transformed into a lager by Munich's winemakers in
the 17th century. It has a rich flavour, a heavy body, and a
deep dark color. Bock also comes in a variety of categories.
Traditional bock has a noticeable malt flavour. Doppelbock
is an enhanced version of traditional bock and a stronger
flavour. Mailbock is light in color and has intense hop flavour.
Eisbock is frozen while being brewed and ice residues are
removed later to enrich the flavour and reach the designated

alcohol content.

What are the styles of hybrid beer?

(1) Fruit Beer

This is easy to understood. Fruit beer is produced by adding
juice to beer or directly mixing it in malt for fermentation. It
has both beer foams and the fragrance and sweetness of fruit,

and is more popular with girls.

(2) Vegetable/ Spice/ Herb
Beer

The raw materials for this type
of beer are varied, like vegetables,
spices, herbs, etc. Th varieties
include cocoa beer, parsley beer,
pepper beer, pumpkin beer, bitter
gourd beer, cucumber beer and so

on.

(3) Smoke Beer

Smoke beer refers to a beer brewed
with smoked malt. With a heavy
peat smell, it is favored by heavy

taste enthusiasts.
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B2, LWEMEFERBES, HE 2018 F4), H2IHEAH 6000
ZREBAE] RS TEEMNMEERM, XERHRI< (Brewers
Association ) AT ZF—FREERIEE FIANGR: 2017 FEREERE
JEHE S 2635 A%, [EIEEIEAn 5%, tb 2016 Fit—Hii8,
FEERMBEEEERN T M, 2016 FREERIEERL S5 T I
FIFNBREK, HEREBKA 6% X MR =F
RIZ 13%. 18% F1 18%, SRINIBHAIE T, ERERENRE
AR R RS, REEERETHHE TET 1% 15
EREHE ST T EMEEDHHEN 12.7%, BEREE AT S
T 260 1ZZETTHTHESRN (RGN 8% ) —SHEE L BIEA
A 23.4%

WMEVKEERTHE (Microbrewery, fE/=8%4 1.5 FHIAT)
FIASERNE EIEIE (Brewpub ) WSTRA 7 B MERH BB KN
T6% thih@it, ML TFEEMAFEERMAE (40 Sam Adams.
Sierra Nevada %) FN#hX K, JE#RE O 4R Z A/ N EL
HOEERIE

EE AR B BB ARG REEEIREET 1975 F,
B HEEERGERIZE (Anchor ) 4 Anchor BHER
XEI "B, EEABERITE R RS LR RIS T,
FAIZERGTE AR AAGIEE . SESE RIS SRR, ORI
FEEEEAEEN M ERNE BRI AXEZNRNE, X
ENEEIETREFR, BEENBAERA, ATl mEERE
AR SR B EAE AR E MR, HORE AR, R
FAFEESIDN OB,

As a nation, the U.S. now has more beer styles (150+) and brands
(20,000+) to choose from than any other market in the world. As of
carly 2018, more than 6,000 breweries are responsible for the beer
brands available in the U.S. These breweries have had many successes
and challenges, but they could not have developed their reputations
as producers of the world’s best beer without support from beer
lovers.

According to the Brewers Association, the sales volume of craft beer
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in 2017 was 25.35 million barrels, an increase of 5% year-on-year, which
was slower than the growth in 2016. Craft beer in the U.S. has entered
the maturation phase. In 2016, it bid farewell to the rapid growth
during the past few years and witnessed a year-on-year increase of sales
volume by 6%, compared with 13%, 18% and 18% in 2015, 2014 and
2013 respectively.

Although the growth has slowed down, craft beer still performed
much better than the entire beer market. Last year, the sales of U.S.
beer market fell by 19%. The sales volume of craft beer contributed 12.7%
of the total beer market, and its value of sales reached $26 billion (an
increase of 8% year-on-year), which accounted for 23.4% of the total
sales amount of the entire beer market.

Microbreweries (with an annual output of less than 15,000 barrels)
and brewpubs contributed 76% of the increase in the sales volume of
craft beer. In other words, compared with national craft beer brands
(such as Sam Adams and Sierra Nevada) and regional manufacturers,
consumers may prefer local microbreweries.

In 1975, the first bottle of American craft beer Anchor, which means
‘freedom’, was produced. American craft beer brewers pour the spirit
of freedom into every bottle of their beer. They would add coffee, cheese
and even pepper and other flavors into the beer, making American beer
with unique tastes become popular brands in no more than 41 years. A
large amount of hops are used in producing American beer, so you will
feel its strong foam stability, quite delicate taste and the unique aroma

of hops.

(1) MRS E S RIRE

AERABIIRE KT NENRE, EEMRE> HEMRM
BretE, FE—BELCREEFL SR ATEETER
EEIE, KRB REZH N EEFPRACIRBE, =
F, EESIHA S Statista FFHITA EEEH B RESHE 19
Fo 1980 FHERERIEHABIREER, RMNMIE SRS
HNIEHREERRANRE, BE1EHREBREIG, FMFIAAZA)
EERIBIX R, " AEXEEA SRS S - 15
THTE (Ken Grossman) fEFE. /3K, XMNARIRARERE
JBENE T B 10 {ZETTHIRE Mg

(2) WLiSEE 244 55 i - 4 e i

REEREA SRR AR - BISE (Jim Koch ) S4tbiang
TETARIREIR - WEHT (Samuel Adams ) ¥HT RIS & EERFR.
KRENGTE “HHRANELL R — B EANRELRES" , £
20 42 90 FEAR, BLRIXFhA R AE P HINETE 2 B3k SR AV IE R
1 ZIRERI AT B ERBEREE, FRMIERNAZEZ AN
xof &t NEUNRTET AR EEA @R, BAS, AR SR
A= R £ R A R ALY T B — 3t AR S ARG AONEIE AR = —
WHINEREEHTHE, W4, REPRAASERRXERK
FELAAEEREE o

(3) BB HIRE

FAE LR 00 R, AMRERZ SR, 1995 4,
36 5 55— IR 55 BB AN T AR I N S B 4 SE 08 S FE R AU
1%, CRMENZFRIEHSEEAXERISARN, FRRAEEN
FEORRAD, " FIISREERESE X E - /R (Gregory Hall) €l
I TWAIINA B KA BANERERANGTE, 8RR EG
TEBE S T A NAES), BRTFHREARDRZL BASEA
BERERE, MEREEDBERK 7 ik, B2, ERM
36 5 i St E G A E & KRB SR R AL AR e AR 188 T ERH
Wtke  “HINA, RAZIDESUSERRSE FIEE E, ML
BRABREERAE" iR, “R2eUH S EREIREIEN, 7
ERGFHNEE, LRI ESEEMNETELRELIR,

(1) sSierra Nevada Pale Ale

Sierra Nevada Pale Ale is a remarkable beer: Groundbreaking upon its
release and still a critical and commercial darling all these years later,
the beer’s focus on American hops has established it as the country’s
signature pale ale. (Last year, Statista ranked it as the 19th best-selling
beer in the U.S.) “When we first brewed our pale ale in 1980, we knew it
was a departure from what was available, but as serious home brewers,
it was what we and our friends loved to drink,” explains Ken Grossman,
founder and owner of Sierra Nevada Brewing Co., about his humble
homebrewing roots that have resulted in a brand worth an estimated $1
billion.

(2) Sam Adams Boston Lager

The big breweries “spill more beer than I make all year,” Jim
Koch, founder of the Boston Beer Company, famously espoused
in early ads for his brand, Samuel Adams. For many drinkers in
the 1990s, that imagery of spilled beer was their first occasion
to consider the idea of craft brewing, then warmly referred to
as microbrewing. But in an ironic twist, it was Samuel Adams’s
massive growth that made the brand so important to small
brewers everywhere. As the company’s flagship Boston Lager
went on to become one of the first independently-made brews
to be ubiquitous on beer lists.

Today, the Boston Beer Company is America’s largest modern
craft brewery.

(3 ) Goose Island Bourbon County Brand Stout
Today, it seems like every brewery displays a stack of wooden
barrels in its taproom, showing off forthcoming barrel-aged
creations. But back in the ‘90s, it was unusual to barrel-age
beer. “The first time Goose Island brought Bourbon County
Brand Stout to the Great American Beer Festival, we entered
as an Imperial Stout, as there were few categories in 1995,
explains Gregory Hall—the former Goose Island brewmaster
who created what's considered to be the first whiskey barrel-
aged beer and currently the man behind Virtue Cider, an equally
forward-thinking Michigan cider brand. “The beer was a hit,
but it was DQ'd for being too strong, with notes of barrel and
bourbon.” he says. But Hall took a larger lesson from BCBS’s
unfortunate first appearance at GABF. “I argued that making
a great beer should be the point, rather than following style
rules better than the rest,” he says. “Innovation is what makes
American craft beer the best in the world. It's true in every other

industry in America.”
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57 E R 6 FEEEEIEPTERIE, X 6 FMEHEBE A H B
LEF Bt o

EEF BB & T E SR ANBHF ALY, DR B & IR
EFMRENKRE, BWRORVRNIABEZ. B,
NGB RTEATT 736 FEA Mt T EMBRE o T, LR
FHSEREEMEM L E EHERG T2, WA5aEFIag
FRMEE, RATTHREFMBENOR, LanEER
Trapist (#FREbH4S ) TREE, BRSSP EFERNEEZE,
MEZNAEIER D, AREBEEERRENE: BERMN
Duvel B, SMNEGIEH Delirium Tremens MHRIEHE, TH
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Belgium is the country with the longest history of craft beer. The
history of Belgian beer dates back to the first Crusade (1096-1099),
which was far longer than Belgium's history as an independent
nation. Belgium has a land area of 30,528 square kilometers, but only
178 breweries, including the global beer giant Anheuser-Busch InBev
Group. The country is a pioneer in beer and the birthplace of craft
beer. Belgian craft beers are best known for its abbey beers. There are
only 6 kinds of beers that are brewed in abbey, all of which are from
Belgium.

Belgian beers lay particular stress on malt and yeast in raw materials

and thus have a strong taste of malt and yeast. At first, raw materials
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for beers included only malt, yeast and water. It was not until 736
AD that hops began to be used in beer brewing. Therefore, Belgian
craft beers' raw materials proportion tends to be traditional. Today,
although there are various kinds of Belgian beers, what remain
unchanged are the tastes of malt and yeast. For example, wheat
malt is often used in brewing Abbey/Trabist types, while a very
small amount of hops is added. Typical Belgian beers include Duvel
(meaning devil and referring to a Belgian strong ale), Delirium
Tremens nicknamed “lose virginity liquor” (Belgium strong dark ale),
St Feuillien Grand Cru specially brewed for celebrations, and Kasteel
Red (KriekBeer, a fruity drink) that tastes like wine. Tasting Belgian
beers will be a unique experience for you. They not only have high
alcohol content, but also taste distinctive and balanced.

(1) Delirium Tremens

Delirium Tremens J&F ELFIBH#A M —F, HEEH "t
REMRE o IZFEREEAERE T 1988 FF 12 FIFF 1989
F7 BE RET LR, EMR BFERE. BR,
ELXERGRAEEH, LEREE, OWEN, WENEE

AREBOEZ, BEREAEBIELIL0RE, EHREE—~8
HREVRER AL S A BIRREIZOREHIR . REBIRE, (EHRZ

SESEENNLERID, 8.5% IEREERIERIE L/LTRER
MR, ILATHRRARE T, FEEXE "LE5E" Z#Ho
X SRR L 4 56 RS K Stuart A, kallen PRI “ HitHE
SFHIE" o

(2) BB (Duvel )

BREL (Duvel ) WS H AL EFNEBENRSE, ©
EHOWRAE RERE, DBARIUE, EHERENIERLR
BRE, “EE 2HEEE ERT RER, ERMERL
LA 2 B RIEE S R MG — R B,
SENEE. ARABIR. LBMENORK. EREE, &

ERFETIX RS B 8.5% MNP, AHAE. FERIE. BEMIEM, b
B (Duvel ) ERINE, HEEEREE. WELEHNAR, REEHF
TRER TR, ERIEFINEEZ ROREED, LWEEAID
Michael Jackson 4%t 5 KIRAMRE> —,

(3) Grand Cru
FELEFIRE,  “Grand Cru” RIEHHR, SEENTARS 2,

2 “RIE" o £TZ L, Grand Cru ERIEBWBGH TR AT,
BN R AN E E EEFIR 2, ARG Grand CruMERTES th ARZ,
ERAZE AR “Crand Cru” FE “HHR" . X MBERA
&, BRI T Grand Cru BEERIHFZRIE. &FE LAY Grand Cru
NEA BT LRI IR B B R, ERENEHE, ER
3 ERIBIEERE. CHhHSEEESERR, EBL. KX
LSRRG A RIX Ao Orand Cru SEEMEEMLLRS, 12
BRELERE | BETSIRIEIETEIR , HIASERA A M ARMEVR . B3k
TEREM. A ARSI BEEREA TR

(4) Kasteel Red

Kasteel Red ( FHTHFLLME ) B FKREEN—F, RElH
BRYZEZF. K. BESURTDAMS, EIMNT BT EBS
A, R—FBiY bR ARG H A KRB, 7EER
AR S, REUSINGR T EAS HEI, ARk T
RREHHIKRIR, TR —FEA B LIRBRIKREE, Kb E,
IXFhK RAGIIE S LEF B ZUME B /RGNS, TR S IA
8%, ZITRERE 12, Mzl B, TR B LOSHINER
BTHEBENREZ,

(1) Delirium Tremens

Delirium Tremens as a Belgian pale ale is considered "best beer in the
world". It was first brewed in December 1988, and made its debut on the
Ghent Festival in July 1989. It has a clear golden body resembling white
wine, and a mellow taste. With a good touch of malt, Delirium Tremens
has a strong note of citrus and spice followed by a fruity, cherry aroma
and sweetness. The aftertaste of it is lingering. The rich fruity taste of
Delirium Tremens makes the drink popular among ladies around the
world. It is easy for one to over-drink, for the 8.5% ABV this drink is
perfectly covered by its taste; therefore, some even call it 'Lose Virginity
Drink." This beer was nominated the "Best Beer in the World" by the
American beer hunter Stuart A. Kallen.

(2) Duvel
Duvel is deemed as a leading brand among Belgian ales from various
aspects. It is the first to apply in-bottle re-fermentation, which gives
the beer a smooth taste. It is now the best-selling Belgian special beer.
In Flemish, "Duvel means "devil". It is a strong English stout inspired
by McEwan's Scotch Ale. Within this 8.5% ABV ale contains its golden
color, crisp taste and clear aroma. The combination of citrus, cider and

yeast builds up its fragrance; and a touch of yeast and hop keeps the taste

of pale malt around. Duvel is a masterpiece of the art of Belgian
beer. It was nominated one of the top five beers in the world by

the beer master Michael Jackson.

(3) Grand Cru
It is a term describing the top tier of beers in Belgium; they
are regarded as beers for the nobles. The requirement for the
brewing of a Grand Cru is strict; thus, not many breweries are
qualified to brew Grand Cru, even in Belgium—the kingdom of
beers. Chinese importers often translate 'Grand Cru' as ' &5%
*, which means nobility; this translation may sounds shallow,
yet it reflects the specialty of Grand Cru beers. Most Grand
Cru beers are strong Belgian pale ales. Their blonde bodies
resemble Champagne. In fact, it has been served in weddings
and ceremonies in place of Champagne. Grand Cru beers have
comparatively higher ABV, combined by a strong taste of sour
malt and a touch of hop, and accompanied by a subtle aroma of
caramel, honey and fruits. They taste completely different from

other beers.

(4) Kasteel Red
Kasteel Red is a kind of top-fermented fruit beer. Besides
essential elements such as malt, water and yeast, it also contains
cherry juice, sugar and other ingredients. Instead of relying on
its fruity taste, Kasteel has greater emphasis on its taste as a
beer, making it more suitable for male to drink. Actually, its
8% ABV shows that it is a strong Belgian ale. Meanwhile, its
Original Gravity is only 12°P, making it tastes strong, sweet,
sour, dry and easy to drink. All of these characteristics help it to

win praise from its buyers.
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Germany is the largest beer drinking country and the second largest
beer producer in the world, boasting of 1,300 breweries and 5,000
types of beer. According to official statistics, each German drinks 138
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liters of beer a year, and Germany can consume up to 6 million liters
of beer a year. There is no nation in the world that loves beer more
than Germans. The Oktoberfest, which grandly takes place in October
every year, always attracts worldwide attention. As a country that
emphasizes rules and discipline, Germany also legislates for beer. In
1516, it promulgated the German Beer Purity Law, which stipulated
that German beer could only be brewed with barley malt, hop, water
and yeast. Therefore, German beers have become synonymous with
pure beer for recent 500 years. Although the purity law was later
revised for several times, the basic spirit of strictly restricting the raw
materials was carried forward. Nowadays, as many as 6,000 kinds of
German beers are made from four basic ingredients (water, malt, hop
and yeast) through different combinations and brewing methods.

German beers are brewed based on a strict ratio of raw materials, with
malts taking up 50%. This shows that German beers are mainly based
on malts which give German beers a sweetness and fragrance of malts.
The purity of malts produces a unique quality of German beers, whose

taste changes with time.

German has hundreds of years of history in developing beer brewing
craft. After more than 168 hours of fermentation, the malts produced have
a strong aroma, a delicate taste and rich foams which can last for more
than 5 minutes. At present, two top universities in Germany have offered
courses on brewing technologies. Its internationally leading brewing
technologies not only attract many international beer masters to learn
beer brewing skills, but also provide technical assurance for high-quality
German beers.

Craft beer is enjoying great popularity — more than a third of Germans
(36.5 percent) have already tried it (among regular beer drinkers, the
figure is 49 percent). The specialty beers are particularly popular among
men. According to the survey, almost every second man in Germany (47.1
percent) has tried craft beer at least once. The popular beverage is also
very appealing to young people — more than half of 25 to 34 year-olds

indicate that they have tried craft beer at some time.

(1) REEEH
Rz EHREERANTAEEEEAAS], ENEARE R

B SN EHTAS S E — A SRR, RIREE

FEAKEBERH, JFEERHRNEETZSR.

(2) ERATET

FTRSEREIESE, T 1422 FEA ST 30RN S AL
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PR, REBE 80% U EIAGTF THIETZ, ERIREA
SRKRMATHR TRATE TS, R ZENSHREN AMEN

SEHE,
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SEfNESERER, YT A SRS T,
EMEKIRELE, BIRIER AR,

Products

(1) Krombacher

Krombacher is Germany's largest privately-owned beer group
company. Its beer brand "Krombacher" is the second-ranked
beer brand in Germany's top-selling beer list, which tastes

smooth and sweet, and has a special smell of hops.

(2) Konstantin
This German brand of craft beer adopts the ancient brewing
process for the production of high-wheat low-alcohol
beers developed from 1422. The brewery is still not fully
industrialized with more than 80% of traditional hand-made
processes retained. Without prejudice to the flavor of beers,
ancient methods are used to prevent the excessive damage to

human body caused by excessive alcohol and higher alcohol.

(3) Erdinger
Erdinger, commonly known as white beer, is the German beer
with the largest sales volume in the world. It sells well in more
than 80 countries and enjoys the reputation of “Wheat King' in
Germany. Unlike other wheat beers, Erdinger is filtered before
bottling and has a stable quality even if it is kept for a long time.
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The Czechs like to talk about beer and they also like to drink

beer. Pilsner, one of the world’s most popular beers, was invented
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in Plzen, an hour’s drive from Prague. Most pubs and restaurants
offer only one type of beer, such as Pilsner Urquell or Budweiser (a
beer from Budvar). Prague is also home to U Fleku, one of the oldest
beer bars in the world which started supplying beer in 1499. It can
be said that Czech beer has a good reputation around the world.
Czech beer brewing can date back to several centuries ago and the
earliest known beer brewing appeared in 993. In the early days,
massive production of beer took place around the abbey and wheat
beer was particularly sought after then and gradually developed
later. Pilsner Urquell brewery was founded in 1842. At the same
time, Budweiser was produced in Budweiser. Although Czech is
mainly famous for its pale golden beer, you can also enjoy dark beers
or other powerfully brewed beers in Czech bars. It is such a rich
variety of beer that makes Czech’s history.

The Czech Republic is the country with the largest per capita beer
consumption in the world. In 2014, the per capita population even
reached a staggering amount of 143 liters, much higher than the
110 liters of Germany which ranks the second after it. In addition,
this country is somewhat special to beer lovers, because it is the
hometown of Pilsner beer and Sachs hops. In 1839, the inhabitants of
the Bavarian town of Pilsen crowdfunded the construction of a craft
brewery where the dim, turbid, poor-tasting beer in the market then
was improved and the bitter Plisner with bright, clear straw-yellow
color, malt-like fragrance and authentic hop bitterness.

Pilsner beer is named after the Pilsner city of the Czech Republic.
Strictly speaking, Pilsner is also the world’s first Lager beer. It is
mainly pale. Modern Pilsner color ranges from light yellow to gold,
and the flavors used are also quite different. At present, there are
three kinds of popular Pilsner in the world, including Pilsner of
Germany, Pilsner of the Czech Republic and Continental Pilsner.

(1) FRERE

£z F Breznice MU ERERA ) p sz T 1506 &, , HEIS X,
HA BRI /R B E MR @7, 2006 £, J9iXNFSEMERIRRES
ALY 500 F Mk H. FAvREERVES 2F 1700 F4A4, EWN
ERRERMEFARE, SRR T ERIIME—MREFNER
WE, LI BT MEEE — B S0 BESE ARG,
TEERAR B SR AT HORRTE

(2) {AmeERE

1LNVER N IS AREE T B MAE, FIS R AR E S 4
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NS 17 Al 75 2 R S, 1991 5 10 A 26 S, Stanislav Bernard,
Josef Vavra 1 Rudolf mejkal EHF/E T F 16 L2 @IEAIHK
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Products
(1) Herold Beer

The castle brewery in Breznice was founded in 1506 and have been
brewing Herold beer without interruption. They celebrated the 500th
birthday for this historic brewery in 2006. The new Herold Brewery
was built around 1700. With beautiful baroque architecture and malt
fermentation room, it represents a unique architectural jewel of the
Czech Republic of unmatched value. It has been brewing the beer of the
best quality by strictly using traditional techniques.

(2) Bernard Beer
Bernard is a long-established Czech beer brand. Its unique formula and
traditional production process make Bernard Black Beer, Bernard Gold
Beer and other products of its brand enjoy a high reputation in the world
beer industry. On October 26, 1991, Stanislav Bernard, Josef Vavra and
Rudolf Smejkal reopened the Honnpolet Brewers brewery built in the
16th century.

(3) Montenegro Beer

The Montenegro Brewery is located in the Montenegro city
in the Moravia region. According to the history of Furopean
beer, famous breweries are all named after the place that they
are located in as only the most prestigious ones in the area can
be named so. In the written European literature on beer, the
Czech Republic’'s Montenegro beer dates from 1298 and has a

history of more than 700 years.

(4) Pilsner Beer
Pilsner or Pilsener beer (Pils in German) generally refers to beer
made using Pilsner's brewing methods. It originated from the
city of Pilsen of Czech Republic. It is a Lager beer brewed with
light malt and heavy bitter hops by bottom fermenting. The

maximum wort concentration does not exceed 12.5 degrees.

FOODTO CHINA 19



@erStoryliﬁEw$

Britain
i [FH

R B 55 ALY Technavio M B HT LW 4R & B 7=
( Technavio A EIBR#BIE 5000 MTAARM L A (9T 5 BFTAN
HIRAHT) , FREOMAKEEREE TS, I 1% NES
BRI, S EERRIBET 5 E T 7R MFIRIN,
EERBAMGEL R, EAR%EE,

RS, RERBEREETE 2017 E£I15K32%, FE
FE, MEEPBRARISISRBKAOSE L. AW, BE
AEFERRTIZA IR, IR Bk ERTATRENED,
ARG AARSNE MR S EE R R BT o A ERUTA
BIEANEVEESRE, BCNZNEEESE A PRILE
FIMERIR, s HREMEIS KRN, RIERE
PR B, FEARPAER HENEHZENE T,

2017 FEEAFIRIE L & BB RRE, BERE
T AR IS S IS E R GOSN, FFEREEERER
ARHEMTH IS N R RHERERNEN, T
SEM e IMRIER S BEHT R

T 24 EAS AR A 17 W B AR R A A B T 45 B R

LS HTHHIMNEN, HEESRRNAIEERIER
EFF ARSI, a1, ME R RIS EE R X
Ventures 7S i 43 F 2 1 188 B L H9 W LR H R AP
BIFME. ATREATE, REREEMVHEELEE N,
FE QB SRBAEARFIRES, 768 G OE S FEIEAI LY
2,

According to Technavio’s latest forecast report (Technavio
provides professional market research and data analysis for over
5,000 international industries), the future European craft beer
market will grow at a compound annual growth rate of 11%. The
global craft beer market is mainly concentrated in the Americas
and Europe. The U.S. is the largest beer producer, followed by
Britain.

Overall the UK Craft Beer market has seen incredible growth and
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interest in 2017 so far, and doesn’t look like slowing down anytime
soon. The increased competition locally and internationally, however,
means that breweries need, more than ever, to stand out from the rest.
Those businesses with ambitions to grow will need to be clear on how
they are going to increase loyalty, awareness, distribution and growth
whilst maintaining quality and consistency, striking the balance of
focus between production, sales and marketing,

A look across the media and job boards in 2017 shows that businesses
in the craft beer industry are becoming more creative in their approach
to growth strategy and more open to expanding their internal sales and
marketing abilities. Whilst they continue to employ sales reps, many
are also investing in marketing professionals internally and externally.
And while the UK’s craft beer sector is still working out how to
mobilise and increase its market share, big brewer Ventures division,
and Heineken with their recent acquisitions are just two examples.
With a lack of equal resources, craft beer businesses need to work
together, to use savvy techniques and strategies in order to get on more
bars and shelves.

(1) ¥ERHA

TEAR 2 EENRSERAS P, Brewdog BERIILREZSEA
M—, XthE—RWEHFTHAT, TP RFZ
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(2) |ER - BB

FRER - LEATREEL BN RIS MLE HeT
1758 G, AT IS MsRER - SLERYEBE, 2HKEILED
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(1) Brewdog
The Brewdog is undoubtedly one of the most famous among many
British craft breweries. It is also an extremely proud company that has

provoked many well-known breweries in the industry, such
as the Stella Artois, the parent company of Hoegaarden White
brewery that we introduced before. Everyone knows that the
beer’s alcohol content is generally within 15%, but the brewers
simply remove the water after it is frozen and crystallized,
increasing the alcohol content to as high as 67%, which makes
the present Snake Venom (Viper).

(2) Samuel Smith Brewery

Samuel Smith is the oldest brewery in Yorkshire, England,
founded in 1758 and located in Temmest. It is the oldest
brewery in North Yorkshire, England. Until now, they still
maintain to be a small-scale, independent family business and
are proud to use traditional methods to make good beer.

(3) Adnams

Adnams is an old British brewer and started making beer
as early as 1872. This company began to be widely known
to Chinese drinkers on the eve of Christmas 2015 when
Adnams rolled out its Triple Knot Tripel. The beer is brewed
with lavender, jasmine, and orange blossom. With a hint of
jasmine and lavender, the Triple Knot Tripel has been warmly
welcomed by those drinkers who have a liking for floral
fragrance since its debut.
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IF A COUNTRY HAS SOCCER,
IT ALSO NEEDS BEER
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Beer Cup) , 3£ [E M 3B %5 (Great American Beer Festival) ,
FERMEY A S EXEMEG S (Craft Brewers Conference
& BrewExpo America) , SAVOR: EERREELS & KA % (
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JEG& (Homebrew Con) , “=[E A HIAEEAZE (National Homebrew
Competition) LA % 2% = #5 FR & & /& (American Craft Beer
Week ) o

RRSESHREMNERSHIX BA BSHIRNT:

Country Beer Entries | Winners | Winning Rate
penama 9 1 1%
Belgum 70 7 10%
Tawan 36 2 6%

United Kingdom 148 7 5%
N etherlands 65 3 5%
Finland 21 1 5%
United States 5814 242 4%
Canada 468 14 3%

Germeny 267 9 3%

Mexico 98 3 3%

Itdy 65 2 3%
France 30 1 3%
Brezil 290 5 2%
Audrdia 136 3 2%
Jpan 151 2 1%

The world cup and beer have always been related. Frank Zappa once
said, “If a country has soccer and nuclear weapons, it also needs beer”.
Beer and football seem to have a mysterious connection. To football fans,
watching a fierce competition while drinking beer is undoubtedly a great
enjoyment.

The World Beer Cup is the biggest beer competition in the world, which
is also known as “The Olympics of Beer Competitions ". It was started by
the Brewers Association in 1996, and has been held every two years since.
After 20 years of development, the Beer World Cup has become the most
influential event in the global beer industry.

During each World Beer Cup, over 200 professional beer tasters / judges
from all over the world gather in America, evaluating thousands of entries
of more than 90 categories to select Gold, Silver Copper, Champion

Brewers, Brew Guru and other awards.

2018 WORLD BEER CUP

May 3, 2018—The Brewers Association (BA)—the not-for-profit trade
association dedicated to small and independent American craft brewers—
announced the resultsof the 2018 World Beer Cup awards. The largest
competition to date, the awards were presented at the conclusion of the
Craft Brewers Conference & BrewExpo America® at Music City Center
in Nashville, Tenn.

Beers were judged during six sessions over a period of three days by an

elite panel of 295 judges from 33 countries—72 percent of whom
were from outside the United States. Judges evaluated 8,234
beers—a 25 percent increase in the number of entries from the
2016 World Beer Cup. Of the 2,515 participating breweries, 807
were from outside the United States.

Out of a possible 303 awards in 101 beer style categories, 302
were awarded. One gold award was not given in Category 36,
International-Style Pilsener.

“Beer brings people together,” said Charlie Papazian, founder
and past president, Brewers Association. “The World Beer
Cup showecases the breadth of the global brewing community
and winning an award symbolizes one of the greatest brewing
achievements. Congratulations to all the winners on this

remarkable accomplishment..”

Competition Highlights

Average number of beers entered per category:

82 (a3 percent increase from 2016)

Most-entered categories in 2018:

377 entries in Category 93, American-Style India Pale Ale

196 entries in Category 94, Imperial India Pale Ale

196 entries in Category 28, Wood- and Barrel-Aged Strong Beer
190 entries in Category 29, Wood- and Barrel-Aged Strong Stout
Number of countries represented: 66 (a 20 percent increase from
2016)

Countries with the most awards:

United States: 242 / Canada: 14 / Germany: 9

Country with the highest winning rate: Belgium (10 percent)

About the Brewers Association

The Brewers Association (BA) is the not-for-profit trade
association dedicated to small and independent American brewers,
their beers and the community of brewing enthusiasts. The BA
represents 4,000-plus U.S. breweries. The BA’s independent craft
brewer seal is a widely adopted symbol that differentiates beers
by small and independent craft brewers. The BA organizes events
including the World Beer Cup, Great American Beer Festival, Craft
Brewers Conference & BrewExpo America, SAVOR: An American
Craft Beer & Food Experience, Homebrew Con, National

Homebrew Competition and American Craft Beer Week.
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CHINAS VAT RATE FOR IMPORTED WINES REDUCED
TO 16% AND COMBINED TAX TO 46.9% FEBEO
AEBIBEMER TEE 1626, LalibifEE 46.9%
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Recently, the Ministry of Finance and the State Administration of
Taxation announced to adjust the value-added tax (VAT) rate. The
wine VAT rate will be adjusted from 17% to 16%, and the standard
for small-scale taxpayers has also been adjusted. According to
announcement, for those who have VAT taxable sales or importation
of goods, where the original rate of 17% and 11% is applied, the tax rate
shall be adjusted to 16% and 10% respectively since May 1st.

In item 54 of the various taxes announced, imported goods are also

included. Calculated on the basis of a VAT of 16%, the combined tax
rate for imported wines will be changed to 46.93%, compared to 48.2%
previously. Insiders pointed out that wines from places such as Australia,
Chile, New Zealand, and Georgia have lower tax rates because they have
a free trade agreement with China.

In addition, in this new regulation, the provisions of the standards for
small-scale taxpayers have also been revised: the annual sales standards
to define small-scale industrial and commercial taxpayers have been
raised from 500,000 yuan and 800,000 yuan respectively to 5 million
yuan. Within a certain period of time, companies that have registered
as general taxpayers are allowed to register as small-scale taxpayers. This
will allow more companies to enjoy tax concessions. The adjustment of
the VAT is an industry-wide general policy that not only gives the wine
trader more room for commercial operations, but also helps the value of

imported wines to rise again.

CHINAS CROSS-BORDER E-COMMERCE
TRANSACTION TO EXCEED RMB 12 TRILLION BY 2020

2020 FFHREFSIRE
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A few days ago, Kuazhitong Outrun Brand Research Institute and the
China (Zhejiang) Investment and Financing Service Center jointly

issued the “2018 China’s Outrun Brands Development Report”. The

report pointed out that export cross-border e-commerce has grown
rapidly and gradually seized the traditional trade’s share of market.

In terms of sales channels, cross-border e-commerce platforms and
cross-border logistics and distribution are the key to the development
of cross-border e-commerce. Amazon, e-bay, Aliexpress and Wish
are the most important channels for China’s export cross-border
e-commerce. In terms of market size, China’s export cross-border
e-commerce industry, after many years’ of growth, especially the
explosive growth after 2010, has already become a market with a
huge scale. According to the 2016 China’s E-commerce Market Data
Monitoring Report, China’s cross-border e-commerce transactions
reached 6.7 trillion yuan in 2016, an increase of 24% year-on-
year. Among them, the scale of export cross-border e-commerce
transactions was 5.5 trillion yuan.

The report predicts that China’s cross-border e-commerce
transactions can still maintain an average compound growth rate
of 20.1% annually. By 2020, the scale of cross-border e-commerce
transactions will reach RMB 12 trillion, accounting for over 37% of
the total import and export volume of goods. With the continuous
improvement of Internet technology, overseas e-commerce companies
have also demonstrated their own advantages such as convenient

transactions and rich functions compared to offline retail.

= \/ALAYSIAN FRUITS ATTACK THE CHINAS MARKET
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SNanyang Business Daily” reported that 2017 was a year of
agricultural harvest in Malaysia. With the government’s strong
support, local agricultural products, especially fruits, have made

several breakthroughs in exploiting overseas markets. Among those

Malaysian fruits, pineapples, durians and jack-fruits are the most
recognized and popular one with a great market potential in the
future.

According to data from Ministry of Agriculture and Agro-based
Industry of Malaysia, the total value of agricultural products exported
to China last year was RM 12.86 billion. Mangosteen, papaya,
watermelon, litchi, longan, frozen durian, rambutan and coconut
fruits exported from Malaysia are crazily loved by the Chinese people.
In October 2017, the first batch of Malaysian fresh MD2 pineapples
was shipped to China, earning another pot of gold for the farmers
of Malaysia. Director of the Malaysian Pineapple Industry Bureau
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pointed out that this was a historic moment. He disclosed that at this
stage, the annual export volume of pineapples was RM 150 million. The
government has set a target to double the total export volume of MD2
to RM 320 million by 2020. To encourage entrepreneurs and farmers to
grow pineapples, the Bureau opens government land for appliers who
wants to grow MD2. Business people are allowed to apply for 10 hectares
and farmers 1 to 3 hectares.

Mr. Roger, Deputy Minister of Malaysia’s Ministry of Agriculture and
Agro-based Industry, said that compared to Hong Kong, Singapore,
Canada and other traditional markets, China is a huge new market for
Malaysian agricultural products. He is confident that with perseverance,

Malaysian fruits are going to earn a place in China’s market.

CHINA TO INCREASE IMPORT OF

AGRICULTURAL PRODUCTS
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According to the latest statistics, in the first quarter of this year,
the total import and export volume of China’s agricultural products
totaled 49.92 billion U.S. dollars, an increase of 10.0% over the
same period of last year. In 2017, China’s agricultural trade volume,
import volume, and export volume all hit historical highs. From
2001 to 2017, the trade volume of China’s agricultural products
increased from USD 27.9 billion to USD 201.39 hillion, an increase
of 13.4% year-on-year, of which the import value increased from
USD 11.8 billion to USD 111.6 billion, an increase of 16.1% year-on-
year. At present, China has become the world’s largest importer

of agricultural products with its imports account for 1/10 of global
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agricultural trade volume, and its bulk agricultural products such as
grain, cotton, oil, meat, and milk are fully imported. Since 2004, the
trade deficit in agricultural products has continued to be unfavorable.
The current deficit has reached a scale of 40 to 50 billion U.S. dollars
per year.

At present, China has become the world’s largest importer of
agricultural products, and the United States is the world’s largest
exporter of agricultural products. The industry believes that the
agricultural trade between China and the U.S. is to some extent a one-
way trade mainly based on China’s imports. The reasons may lie in the
difference in resources between the two countries and China’s large
consumer demand. The U.S. has abundant arable land and farms of large
scale, while China’s agricultural land and water resources are relatively
scarce and farms are usually small. So China tends to import land-
intensive and production-intensive products, which are precisely what
the United States’ good at producing. With the rapid development
of China’s economy, consumer demand for agricultural products has
grown rapidly in recent years. In addition, China’s agricultural product
market is highly open to the rest of the world with low import tariffs.
On the whole, importing agricultural products will benefit not only
Chinese consumers but also the U.S. producers and is conducive to the

stability of both markets.

2018 CHINA CONVENIENCE STORE DEVELOPMENT
REPORT RELEASED: INDUSTRY GROWTH RATE

REACHES 23%
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Recently, at the 2018 China Convenience Store Conference, the
China Chain Store Management Association and the Boston
Consulting Group jointly issued the “2018 China Convenience Store
Development Report™. The report shows that the rapid development
of digital transformation is the most prominent feature of convenience
stores in 2017, But there is still a big gap between China and Japan
where the convenience store industry is more developed.

The report selected 55 convenience store companies in China
to survey. Statistics show that in 2017, the growth rate of the

convenience store industry reached 23%, the number of offline stores

exceeded 100,000 and sales amounted to RMB 190 hillion. Both the
number of new stores and store sales increased. The first and second
tier cities are hot spots for growth, but most stores are concentrated
in regions, and none has made a nationwide distribution. There
is still a large gap between China’s and international convenience
store market in terms of profitability, product structure, joining
mechanism, and store network management. The average daily sales
of 55 sample companies in the survey is about RMB 5,000 yuan,
lagging behind international industry leaders and thus under greater
pressure.

Mr. Sun Da, a managing director of Boston Management Co., Ltd.,
pointed out in the report that at present, the commodity structure of
convenience stores in China needs to be optimized. The proportion
of fresh and semi-finished products in market convenience stores in
Japan is 30%-40%, and 45% of China’s 55 sample companies’ ready-
to-sell sales are less than 10%; the proportion of self-owned brand
in Japanese convenience stores is 40-50% while 80% of sample
companies in China sell less than 10% self-owned brand in their
stores. In addition, the joining mechanism in China is still not perfect.
34% of the sample enterprises still have not yet developed the joining
mode.

For the future development of the convenience store industry, Mr.
Pei Liang, president of the Chain Store Management Association,
said that in the past, companies were paying more attention to
promotions and commodities. Now that the capital has entered the
China market, the competitive landscape of the convenience store
industry has undergone tremendous changes. Convenience store
companies should start from consumers, research and insight into
the changes of consumers, especially young consumers, to ensure the

sustainable development of the industry.
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CHINAS BEEF IMPORTS TO INCREASE BY 76% IN

THE NEXT 10 YEARS
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The Fifth China Beef and Mutton Industry Conference, sponsored by
the China Meat Association and the Chifeng Municipal Government,
will be held on July 17-19 in Chifeng, Inner Mongolia. According to
the organizers, China’s beef market has long relied on imports. It is
expected that the amount of beef imports will increase by a net 76%
in the next 10 years. How to promote the high-quality development of
the domestic beef industry will be the main topic for discussion at this
conference.

The data shows that in 2017 China’s total consumption of cattle
and mutton was 7.94 million tons and 4.9 million tons, respectively,
ranking first and third in the world. In spite of this, China’s per
capita annual consumption of beef and mutton is far below the world
average, and domestic beef and mutton production cannot meet
market’s demand. Especially beef, influenced by many factors such as
long feeding cycle, high production costs, and backward development
methods, has long depended on imports to fill the demand gap.
Customs statistics show that in the first quarter of this year, China’s
frozen beef imports continued to grow at a relatively fast pace. The
total import volume reached 212,000 tons, a year-on-year increase of
32.29%. In March, the monthly import volume reached 76,000 tons,
an increase of 28.8% from the previous month. It increased by 26.7%
year-on-year.

According to the latest China Agricultural Outlook (2018-2027)
released by the China Agriculture Outlook Group of the Ministry of
Agriculture and Rural Affairs of China, China’s beef production will
reach 8.63 million tons by 2027, with an average annual growth rate
of 1.7%. Based on the calculation of China’s total imported beef of
695,000 tons in 2017, China’s beef imports will increase by a net 76%

in the next 10 years, with an average annual growth rate of 7.6%.

CHINA HAS BECOME THAILAND'S FASTEST
GROWING IMPORTER OF DURIANS
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China has become Thailand’s fastest growing importer of durians
According to Thai media, more than 60% of durians in Thailand are
exported overseas every year. Durians are popular among consumers
especially in China, Vietnam and other countries and China has
become Thailand’s fastest growing importer of durians with almost all
durians in the China’s market produced in Thailand. At present, China
allows the import of fruits from more than 40 countries and regjons,

among which Thailand is very one that China imports the largest

number of fruit varieties from. There are more than 20 species such
as durian, mangosteen, tamarind, rambutan and was apple. China is
Thailand’s largest trading partner. In 2017, Sino-Thai bilateral trade
volume reached 80.92 billion U.S. dollars, of which agricultural
products are one of Thailand’s major export commodities.

Thailand’s “World News” reported that, according to statistics
of Trade Policy and Strategy Offic of Thailand’s Ministry of
Commerce, Thailand’s export amount was as high as USD 18.094
billion in April 2018, which was 12.34% higher than the same
period in 2017. Thailand exported a total of 120,000 tons of
durians with a market value of approximately USD 220 million, of
which 56,000 tons was sold to China, 7 times of the same period
in 2017. Pimchanok Vonkorpon, Director of Trade Policy and
Strategy Office, said that from January to April 2018, the net value
of Thailand’s import and export trade was as high as USD 673
million, which was mainly benefited from the markets of China,
India, Cambodia, Myanmar, Vietnam, the European Union and
Japan. At present, the Ministry of Commerce of Thailand is further
developing a comprehensive strategic development plan for the
fruit market, and decided to start with three kinds of fruits: durian,
coconut and mangosteen. The China’s market is one of the main

targets.

WORLDFIRST HELPS CHINA'S CROSS-BORDER
E-COMMERCE INTO ANZ MARKET
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WorldFirst, an international payment company established in the
United Kingdom, starts to open accounts for Australian dollars (AUD)
and New Zealand dollars (NZD) transactions for Chinese clients.
This move, in sync with the launch of Amazon Australia, will allow

online sellers of all kinds to access vast opportunities in the world’s
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top markets with easy, convenient, and secure payment tools.
WorldFirst received cross-border e-commerce receipts in overseas
markets since 2004 and has now supported 66 online sales platforms
worldwide. Since B2B accounted for 80% of the entire cross-border
e-commerce market share, WorldFirst just launched in the April of
2018 the first e-payment product--World Account-for cross-border
B2B sellers in China, which will help to reduce the difficulty in
receiving proceeds from overseas.

As China has become one of the largest import partners of Australia
and New Zealand, the two markets have great potential for
Chinese local cross-border e-commerce sellers. In the face of such
huge business opportunities, WorldFirst helped Chinese cross-
border e-commerce companies receive Australian dollars directly
from platforms such as Amazon Australia. After that, transactions

with Australia and New Zealand have become easier and cheaper.

Moreover, opening or holding Australian dollars and New Zealand
dollars receiving accounts is free, which means that customers will
only be charged for transactions. With WorldFirst's Australian dollars
and New Zealand dollars receiving accounts, customers can receive
Australian dollars from Australian and New Zealand clients, enjoying
a more favorable exchange rate in the international trading market.
They are just operating in the same manner as “local merchants”, which
enables them to avoid bank charges arising from cross-border and cross-
currency transfers.

It is reported that WorldFirst's Australian dollar account has special
receiving account details for sellers to obtain payments from Amazon’s
or other markets’ sales and fully control their international payments. At
present, WorldFirst has already launched accounts for Canadian dollars,
euros, pounds, yen and US dollars. The Australian and New Zealand

dollar accounts will join this ranks.

INDONESIAS FRUIT EXPORTS RISE BY 6.13% IN
THE Q1 OF 2018 AND CHINA REMAINS ITS MAIN

EXPORT MARKET
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Affected by the strong demand for tropical fruits such as
mangosteen, banana and pineapple in the global consumer market,

Indonesia’s latest statistics show that in the first quarter of 2018,
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the country’s fruit exports increased by 6.13% year-on-year, totaling
325,200 tons. In terms of export markets, China is still the largest fruit
importer of Indonesia, closely followed by Japan, Singapore, Australia, and
the United States.

Mr. Sarwo Edhy, Director of Fruits Division of Department of Horticulture,
Ministry of Agriculture, Indonesia, said optimistically that in the coming
period, Indonesia’s fruit exports will continue to maintain a good
momentum of growth. In addition, Indonesia’s domestic fruit demand
is also rising, which is related to the Indonesian government’s policy
of restricting fruit imports since 2012. In that year, Indonesia’s former

President Susilo Bambang Yudhoyono’s administration ordered that a

routine check by registered laboratories on imported fruits is a must,
which directly led to a decline in the competitiveness of imported fruits
in the Indonesian domestic market.

Tuti Prahastuti, Director of Indonesia’s Agricultural and Forestry
Product Export Department, pointed out that the Indonesian
government is working on expending new overseas markets for its local

fruits. One of the measures is to strengthen cooperation with other

countries’ inspection and quarantine departments. At present,
this initiative has achieved initial results with the Indonesian
fruit industry has obtained qualifications for access to high-end
markets such as the EU and Oman. The Middle East countries
including Saudi Arabia and the United Arab Emirates, as well as
West Asia and Africa, will gradually lift the ban and increase the

import of Indonesian fruits.

GROWTH OF IMPORTED BEER SLOWS DOWN WITH
DOMESTIC BEER PRODUCTION ENJOYS THE LARGEST

INCREASE IN 16 MONTHS
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The General Administration of Customs announced the import
data of the beer industry in April, 2018. The data shows that the
growth rate of import value and quantity in April has slowed down
significantly compared with the first three months. The increase in
domestic beer production amount has been expanding month by
month in 2018, and in April 2018, the largest increase since 2017 has
occurred. Data shows that in April 2018, China imported 57.485
thousand liters of beer, an increase of 2.8% year-on-year; the value
was 3,990.1 million yuan, an increase of 8.0% year-on-year.

In fact, the amount and value increase of imported beer of 2018 have

been slowing down month by month in the first four months. The

data shows that the amount and value of imported beer increased
by 83.9% and 71.5% respectively in January 2018, and 19.1% and
20.5% respectively during January to April. The amount and value
of imported beer have grown rapidly since the start of 2018 but the
growth rate has slowed down. However, although the growth rate
of imported beer has gradually slowed down each month in 2018, the
growth rate of imported beer in 2018 is still relatively high compared
to 2017.

Correspondingly, April has also seen the largest increase in domestic
beer production in 16 months. According to the statistics, since 2014,
domestic beer production has experienced a 25-month decline, and
has finally turned positive in August 2016. Since 2017, domestic beer
production has experienced positive growth during May to July and
has declined in the remaining months. Entering 2018, the growth
rate of domestic beer production will once again be negative and the
increase will be enlarged month by month. Specifically, domestic
beer production during January to February, March and April of 2018
increased by 0.7%, 2.5% and 6.1% respectively. It can be seen that
the growth of domestic beer production in 2018 has been expanding
month by month, and in April 2018, the largest increase since 2017 has

occurred.
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TOP 10 BEST PACKAGED
FRUIT JUICE BRANDS IN THE

WORLD
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Hot summer is the show time for all kinds of beverages. In
the past, carbonated beverages dominated the market, but in
recent years, fruit juice has become the new favorite due to
people's increasing health awareness.

Natural, additive-free and nutritious fruit juice not only helps
consumers replenish water in hot weather and make them
feel refreshed, but also provides them with vitamins and
minerals necessary for the human body. Fruit juice is healthier
compared with carbonated beverages, and therefore a better
replacement. The options are diversified . In addition to single
flavored juice like orange juice, grape juice and lemon juice,
there are also various kinds of novel-flavored blended juice,
which contains a variety of nutrients and more balanced
vitamin composition.

So what are the world's top ten best packaged fruit juice
brands in 2018? Let’s find out.
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Tropicana
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Tropicana is the world's number one juice brand,
which is headquartered in the United States. In
1947, a fruit trader named Anthony Ross founded

the Tropicana company in Florida, where fruit

is abundant. In 1954, the company pioneered
the use of pasteurization to treat orange juice.
Since then, it has become the largest single
buyer of oranges in Florida, which is estimated
to process about 60 million boxes of fruits.
Tropicana has unique cartons and packaging
methods to keep the freshness and high quality
of their products. This beverage is the flagship
product of Tropicana, which brings consumers
the experience of 1009% pure orange juice from
Florida.

In 1998, Tropicana was acquired by Pepsi and
became an important part of Pepsi’s global
beverage strategy. Tropicana has been popular
all over the world for 60 years for its pure,
natural, nutritious and delicious taste. Its
product portfolio has been enriched constantly
to present a comprehensive line of fruit juice
options, including 100% pure fruit juice,
nutritious juice, mixed juice, fruit juice for young
people, and children's fruit juice. Globally, 20
boxes of Tropicana beverage are sold per second.
In 2007, Pepsi Tropicana entered the Chinese
market with representative products including
Guobinfeng and Xianguoli, which greatly
attract Chinese consumers with their pureness,

deliciousness and nutrition.
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Simply Orange
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The Simply Orange Juice Company is a company in
Apopka, Florida, that was founded in 2001 and is a brand
of The Coca-Cola Company. In 2002, it expanded to
the southeast United States. By 2003, the company had
national distribution. The three launch varieties of Simply
Orange were Original, Original with Calcium and Grove
Made. Simply Orange added a fourth variety in 2004:
Country Stand with Calcium.

Their products employ computer-modelled blending of

fruit juices to render a uniform taste year-round. Various
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products under this name include Simply Orange Pulp

Free, Simply Lemonade, Simply Limeade, Simply Grape
Fruit, Simply Apple, Simply Fruit Punch and many
more. It makes a number of not-from-concentrate orange
juices and other juice drinks and fruit juices that are sold
refrigerated in a distinctive clear plastic bottle and green
twist top with a large green seal. The bottles have a wide
body that starts tapering to a narrow neck at the top of
the label.

Simply fruit juice is tasty and refreshing, and does
not contain any preservatives, colorants or artificial
fragrances. To ensure the original flavor of fruit juice,
Simply buys fruit from all over the world every year. Most
oranges are selected manually according to the strictly
established standards. In fact, every bottle of Simply juice
is printed with the word "Fresh Taste Guaranteed’, which

is their commitment to consumers.

V8
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V8 Vegetable Juice was developed by W.G. Peacock
(1896-1948), the founder of the New England Products
Company, which manufactured individual vegetable
juices under the brand name Vege-min. Having had
only mediocre sales performance, in 1933 Peacock began
blending the Vege-min juices into one product and

selling this new concoction as 'Vege-min 8'. A grocer

in Evanston, Illinois, recommended to shorten the name to
simply "V-8". In 1948, the Campbell Soup Company acquired
the brand from the Charles Loudon Packing Company
in Terre Haute, Indiana, and has maintained continuous
production of the beverage through the present day.

The fruit juice gets its name based on the fact that it contains
a mixture of 8 fruits or vegetables in it. Various fusions
like Strawberry Banana, Pomegranate Blueberry, Tropical
Orange, Peach Mango and Cranberry Blackberry are available
in the market. The original V8 is made mainly from water
and tomato concentrate, and reconstituted vegetable juice
blend: water and concentrate of eight vegetables, specifically:
beets, celery, carrots, lettuce, parsley, watercress, spinach,
and tomato. Tomato juice makes up around 87% of the
total drink. Campbell's has produced several varieties of the
drink, such as Original, Spicy Hot, Lemon, Picante, Low-
Sodium, and Organic. The products are sold worldwide with
the United States, Australia, United Kingdom, Canada and

Mexico being their major markets.
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This brand is a subsidiary of the Coca-Cola Company and
is the largest manufacturer of fruit juices in the world. It

was initially found in the year 1945 and is based in Texas,
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US. Minute Maid was the first company to market
orange juice concentrate, allowing it to be distributed
throughout the United States and served year-round.
The firm opened its headquarters in Sugar Land Town
Square in Sugar Land, Texas, United States, on February
16, 2009; previously it was headquartered in the 2000 St.
James Place building in Houston.

Minute Maid is a product line of beverages, usually
associated with lemonade or orange juice, but which
now extends to soft drinks of many kinds, including
Hi-C. The brand’s popular fruit juices are Minute Maid
Pulpy Orange, Minute Maid Lemonade and other of
fruits like Strawberry, Pineapple, Apple, Banana, and
Guava. Minute Maid is sold under Cappy brand in
Central Europe and under Fruitopia in Norway. In
Russia and CIS Minute Maid is produced under the
brand'M o s C e m b 5 '(Moya Semia, "My Family").

Langer
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This is an American fruit juice brand that was found in 1960. Since
the formation of the company, the Langer family has remained
actively involved in every aspect of making juice, from production and
marketing to quality assurance.

Family owned Langer Juice Company, Inc., has emerged as a major force
in the very competitive juice industry. Producing beverages in many of
the high volume categories that include apple, cranberry, grape, citrus,
pomegranate and tropical blends, the Langer brand can be found in

major retailers across the country. Recently they have expanded their
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Since the early 1980's, Ceres Fruit Juices has been successfully
exporting its brands to a great number of international markets.
Currently we are exporting to more than 84 countries in Africa, Europe,
the Far East, Middle East, Asia and North America.

The company is named after the town of Ceres in the Western Cape,
South Africa where it was founded in 1986 by local fruit farmers as
a way to add value and expand the market for their produce. The
Ceres valley is an important fruit growing region in southern Africa,
particularly for apples, pears and stone fruits. Ceres became a wholly
owned subsidiary of the Cape Town based Pioneer Foods in 2004. It is

named after the Ceres Valley that is an important fruit growing region

Langers Plus product line to include nine varieties of enhanced
100% juices, which contain added nutrients, essential
antioxidants, minerals and herbs. The newest additions
include a vitamin enhanced water and No Worries brand
cocktail mixers. They have been expanding their product line

with more and more new juice blends.

Ceres

in the Southern Africa. Its various products include Ceres
100% Juice, Ceres Delight, Ceres Sparkling, Ceres Spring
Water, and Ceres Nectar Concentrate.

Rich in vitamins and minerals, without sugar and
preservatives, Ceres fruit juice is both nutritious and tasty.
Considered to be "exotic', it strives to become the most

nutritious and refreshing drink for consumers.
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This is a New York based company that is specialized in
production of fruit juice and organic juice products. It is one of the
fastest growing companies in the United States. In 1975, Gordon
Crane founded Apple & Eve and started a fruitful journey . For the

past 40 years, they've remained focused on the singular mission

Ocean Spray
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formed sitting around consumers’ kitchen table: to provide consumers
with pure, healthy juices that taste as good as they are good for them.

To meet the needs of different consumers, Apple and Eve launched
a variety of fruit juices, such as Apple, Grape, Kiwi Fruit and
Pomegranate, among which Apple and Cranberry are the most popular.
Apple & Eve fruit juice is rich in nutrients and minerals needed by the
human body, and has no artificial flavors, sugars and colorants. For
Apple and Eve, each bottle of fruit juice has been paid 100% of efforts.
They have always been dedicated to providing consumers with new

flavors and new products.

HESS, RILZINEEWE. P BRSOk, U8
BEWEM,

L, ZAEDBRTERTRAFEEGEANZ 0
1, KB TERPAS, EHERTERMNEZNENR,
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Ocean Spray is an agricultural cooperative of growers of
cranberries and grapefruit headquartered in Lakeville/
Middleborough, Massachusetts. This American fruit juice
manufacturing company founded in 1930 is known for its products
of cranberries and grape fruits. It currently has over 700 member
growers (in Massachusetts, Wisconsin, New Jersey, Oregon,
‘Washington, Florida, British Columbia and other parts of Canada,
as well as Chile). The cooperative employs about 2,000 people,
with sales of $1.2 billion in fiscal year 2013 and account for 70%
of North American cranberry production. Their products include
cranberry sauce, fruit juices, fruit snacks, and dried cranberries.
Most of their fruit juice is made of berries, such as blueberries,
blackberries and cranberries, etc. There are also grape, pineapple,
cherry juice, etc. for consumers to choose.

In fact, they have gained immense popularity by bringing
extensive innovation to the filed with first of its kind juice blend
and packaging. Its cranberry juice is their hot-sale product and it

won the ChefsBest Award for best taste.
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Frooti
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Frooti is the largest-selling mango flavoured drink in India.
It is the flagship product of and the most successful drink
offered by Parle Agro India Pvt. Ltd. in India and Parle Agro
Nepal Pvt. Ltd. in Nepal. Frooti was launched in 1985 in
TetraPak packages. The fruit juice is exported to the United

Del Monte

Del Monte originated in 1886 when a Californian food
distributor developed a premium branded coffee for the famous
Hotel Del Monte in Monterey, California. By 1892 the food
business had expanded and the Del Monte brand appeared on
its first can of peaches. By 1909 it had developed its well known
Del Monte shield and since then Del Monte has developed its
growing, producing and packing of fruit products across the
world.

The brand is one of the largest marketers in the US and
several products by the brand holds the number one or two
positions in the market share. The brand’s other products
include canned fruits, vegetables, sauce, broth and many more.

With overl00 years’ experience of fruit juice production,
the company can make sure that the fruit is picked at the right to
ensure its good taste. Different kinds of oranges can be made into
different flavors of fruit juice. It is worth mentioning that Del
Monte advocates ‘make the best use of everything'. In the case of
orange, for example, the pulp is used for juice, the epidermis can
be made into fodder for animals, and the oil from the epidermis

can be used in juice, cosmetics or seasonings.

States, Australia, the United Kingdom, the United Arab
Emirates, Malaysia, Saudi Arabia, Maldives, Singapore, Thailand,
Mozambique, Ghana, Malawi, Nigeria and many other countries.
Frooti was launched in a green rectangular Tetra Pak as a ready-
to-serve mango drink. Although it wasn't the first mango drink,
Frooti quickly acquired a large market share. The packaging
played a major role behind its success, since it could be carried
easily and conveniently. Frooti also provided a refreshing mango
taste that translated into a huge demand for itself.

Over the years the brand has experienced a series of
repositioning. From the original tagline "Mango Frooti, Fresh
and Juicy" to “Juice Up your Life". Eventually, the original tagline-
*Mango Frooti, Fresh and Juicy" was reinstalled. The present ad
campaigns focus on reaffirming Frooti's leading position across

India in a confident manner.
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According to statistics, by 2020, China's middle class will
increase to 4 millions and the per capita disposable income
of 273 Chinese cities will catch up to that of Shanghai. As
the Chinese middle class pay increasing attention to health
and nutrition, dietary supplements and nutritional health
products are becoming increasingly popular, thus bringing
about a huge and highly promising health food market. More
and more foreign health food brands are pouring in for a
share of this delicious "cake' — How to benefit from this $25+
billion market? Recently, Jeff Crowther, Executive Director of
USCHPA offered his opinions.
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China Food and Drug Administration (CFDA) has put dietary
supplements into the category of "health food". Crowther once
predicted in an interview that the size of China's health food market
is about $25 billion. It is difficult to know the precise value of the
Chinese health food market, as the products in this market include
food, beverage, etc.

Four years ago, CFDA began to revise the regulatory procedures for
health food. Health food products require a *blue hat" logo, which may
take three years to register. Health food producers also need to invest
in expensive clinical tests. Such restrictive system will make many
participants quit the Chinese health food market. Crowther said that
the growth of health food in China is slower than expected because
restrictive regulatory systems tend to impede investment.

The Chinese regulators want to change the situation. In July, 2014,
the National People's Congress approved the Food Safety Law of

bz e S i)

RELEIMEAIREGNENRE, BRESE. TEY
FIEHETIRIC AN E AR B BRI Lo Crowther B&R7R,
EH A RSB A ERR AR, ST EE
TERERPRRLIER DRONERE 14, HRERNER
HSRIR, EREMTHEX BT &, ILREETRER
HEPRRAR, XRIREEM,

ILE, $HHMRERERNRAENEEZMN, PEASTE
EEERDBOERAREDH 2018 F, BWAEAXETER
ONC 237 7 3{ZETHIRIESIEK AR, XRBIEFRREE
M—%25, 7, WHEFPIAE ONC 40 % FA&H. William
Hood&Co. FBIEA A William Hood i83&: “AHtAFERRERT

the People's Republic of China (Revised Draft), which incorporated
the registration process of dietary supplements into the notification
system to make it simpler. For some restricted supplements, CFDA
should be notified before they enter the market and they do not need
to be submitted to the “Blue Cap” for selection.

For health food producers, the “Blue Hat” registration process is a
big challenge because it takes three years to get approval, and the
registration fee for each product exceeds $150,000. According to
Crowther, "additionally, it takes one more year to record the process,
which costs about $15000 to $2000”.

The notification system is only applicable to vitamins and mineral
supplements, and so far only a few companies have completed the
process, so it is still in the early stage, but this situation may change.
Crowther said that the recording process of vitamins and minerals
should be closely watched, because other ingredients may be added to
vitamins and minerals, such as fish oil, lutein, lycopene and ginseng,
which might be put into the approval list. This helps to speed up the
market entry process and reduce the time and money required to

obtain registration approval.
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Regulators are looking for simpler procedures, while investors, retailers
and consumers pay more attention to cross-border ecommerce.
According to Crowther, the Chinese consumers are most interested
in mature international brands and they search the Internet to
find popular things around the world. Nowadays, with the fast
development of social media, it is important for international brands
to reach the Chinese consumers through the help of social media like
‘WeChat.

In recent years, investment activities for health food have increased
significantly, and it is not rare that Chinese companies take over
American brands. In 2018, the Harbin Pharmaceutical Group
established a $300 million strategic partnership with the American
retailer GNC. It is one of the most important deals in recent years.
Now, the Harbin Pharmaceutical Group owns 40% share of GNC.
William Hood, founder of William Hood & Co., said, "Why is the
Chinese buyer interested in GNC? It is because GNC is well known in
China, and is a small business with great potential overseas. At the time
of the deal, GNC already had five retail outlets in China. Investment
is the fastest way for the development of China's domestic industry.
Investment in or control over international brands paves the way for

the sustainable development of the industry.”
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Nowadays, health and health care have become hot topics for Chinese
consumers. China’s “National Fitness Program” also encourages people to
do more physical exercises. According to Crowther, 'data show that there
are a lot of sport events such as marathons, bicycle races and triathlons
held in China every year. These activities increase the number of exercisers

and raise people’s interest in nutrition, especially protein and amino acids,

ST A2 AR AR Lancelot & 1 E T

SRR, MEENHOBRTHNEDLRE, FEA
TR, thWAREAE T HERABE. Bk ILH
REEHRZPEBHRENSHR. A, ERNRESR,
TR E T35 B0 A F B AN 3 AN sk BEIN . 25 E 0 S
Lancelot, XMEHETEA T IARRRE MR ZHCMAIRE D
FF AR, BT PETHHNERE, SEERHERE,
“Lancelot BIR—FE ZM/~f, " EREFZEFH L. @
Bt 2 Lancelot W4 & K Dr. Oto Kosta 7E3##3 (Food To
China) ZERIBEE, “HEECSHRABEITHTHHH

such as BCAA formula, pre-exercise formula and creatine.” He said
that the USCHPA will hold the Sport Nutrition Industry Summit
in Shanghai on August 15th, which will be an ideal opportunity
for international companies to enter the Chinese market, and they
will be able to get the latest information on sport nutrition at the
meeting.

Crowther said that the Chinese consumers are also very interested
in probiotics and Omega-3 fatty acids in addition to sport nutrition.
"Omega-3 fatty acids have more advantages because they have
been in the market longer than probiotics. Probiotics are mostly
used in the dairy / yogurt industry. They have not yet had a major
impact on the supplements market mainly because of the "Blue Hat"
restrictions.

He added: 'like other companies around the world, I think many
Chinese companies are interested in using big data to customize
supplements, and collecting information through wearable devices

or blood tests to do health research.
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In recent years, with the rapid development of China’s imported food
market, Czech food is not strange to the Chinese people anymore.
Czech beer, meat, dairy products, etc. are very liked by the Chinese
consumers. However, Czech health products are not as popular as those
from Australia and the United States.

Lancelot is a popular dietary supplement brand in Czech, Europe and
America. Aiming at the great business opportunities in the Chinese
market, it has announced its intention to enter China. 'Lancelot is a
unique product,” said Dr. Oto Kosta , a famous doctor of medicine in
Czech and the developer of Lancelot, in an interview with the “Food To
China” magazine. ‘I believe it will be a leader in the dietary supplement

market! "

F2C: Please introduce the opportunity of
developing Lancelot, its main components and
functions.

LANCELOT was developed by elite doctors, biochemists, pharmacists,
naturopaths, and nutritionists. The whole process took five years and
included trials of individual stages of its development with patients.
Its individual components are described in detail in the annex of this
article. The function of LANCELOT is primarily to boost energy,
strength, and vitality.

F2C: What kind of people does Lancelot apply to?
LANCELOT is intended for those with physical and mental exhaustion

and stressful work (managers, soldiers, policemen, athletes, politicians),
those who have already exhausted their biological potential (seniors)
or are often ill. It is intended for both men and women from 15 years of
age. It is not recommended to pregnant and breast-feeding women and
children under the age of 15.

F2C: How about the popularity of this product in
European or American market?

Given that there was no product with such a comprehensive effect on

the market in the past and I am not aware that there would be one
at present, it has become enormously popular, especially in Central
Europe, Canada, and the USA. The producer has managed to take a
visionary step, with a small box taking the place of the whole hospital
including doctors! Whoever understands this vision will soon become
the market leader in the field of food supplements everywhere in the

world.

F2C: What are the latest trends in health products
market in Czech? What kind of health food do
local people prefer?

Food supplements that provide comprehensive benefit to the user
in terms of energy, vitality, strength, and the increased resistance
of the organism to the negative effects of microbes, viruses or other
environmental factors, and especially those that are made of natural
ingredients are far preferable. For instance, in 2012 in the Czech
Republic, counting 10 million inhabitants, people spent 5.5 billion
crowns (254 362 477.23 USD) on food supplements!!

F2C: It is predicted that the scale of Chind's health
care products market will reach US $25 billion.
What do you think of this market?

It is a great opportunity for unique and extraordinary products such as
LANCELOT - whoever is to seize this opportunity (to make use of it)
on a particular market - as a proper visionary - first, not only they will
become the leader in the field of food supplements but also the symbol

of economic success!

F2C: What do you think of the prospect of
Lancelot in China market?

For the reasons I have mentioned in the answer to question No. Five, 1
am very optimistic - LANCELOT has all the prerequisites for success
on the Chinese market as it is absolutely unique and top-of-the-range
among food supplements in this category! In addition, it advocates a
healthy lifestyle, it represents a strong option for disease prevention
and thus protects its users, including entire families, while giving them
a great advantage over those who do not use LANCELOT. It is a really
pleasant surprise for me that work I have been involved in can change

the lives of millions of people.
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UBILOSE - A DELICACY IN BOTH
ANCIENT AND MODERN TIMES
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Zheng He travelled to the West during the Ming Dynasty. According
to Legends, Zheng He's oceangoing fleet met a big storm on a voyage and
was forced to berth at a barren island in the Malay Archipelago, where
they had a serious shortage of food. They found cubilose on the cliff by
chance, and Zheng He ordered his subordinates to pick the cubilose,
wash it, and cook it with clear water for food. A few days later, the crew
had rosy complexions and felt refreshed. After Zheng He returned home,
he presented cubilose to Emperor Yongle. Since then, cubilose has been
soaring in price and become an indispensable dish in the imperial diet.

Ranking the first of among the “eight treasures” through the past
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Chinese dynasties, and recommended by traditional Chinese
doctors as a nutritious food for “nourishing vitality, cubilose
has always been a favorite in the Chinese people’s dining
table. With the improvement of living standards, cubilose has
appeared at the homes of common people and is no longer an
unreachable "high-end" luxury.

Although Chinese people have a long history of eating
cubilose, there are still different awareness regarding how to
select, distinguish and cook cubilose. Zhang Yagqjin, President
of the Guangdong Bird's Nest Industry Association, told
Food2China magazine in an interview: not all the nests built

by swallows can be called ' cubilose ".
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All Swallows build nests, mostly with mud, grass and their own saliva
as materials. Those kinds of nests, often found in the corners of rural
roofs, are not edible, and therefore can only be called “birds ' nests”.
Swiftlets are different, whose nests are made solely of their own saliva.
Only Swiftlets’ nests can be called " cubilose '

Swiftlets live along warm and humid subtropical coasts and on the
surrounding islands. During the breeding season, pairs of male and
female swiftlets will choose sites to build nests. Adult swiftlets spawn
three times a year and begin to build nests 30 days before laying eggs.
At first, they will come to the sites again and again and spit their saliva
on the rock wall to build a semicircular outline, and then the nests are
built up according to the outline. The whole process takes about 30
days. After the baby swiftlets can fly by themselves and fly away from
the nests, farmers will harvest the nests.

The harvested cubilose is 15 to 20 centimeters in diameter and looks
like a white translucent half-moon cup. About 30 days after the baby
swiftlets leave the nests, parent swiftlets will build nests for the
second time. Because of their super memory, they often build nests
again and again at the same old sites.

According to the difference of nesting sites, cubilose falls into two
categories: cave nests and house nests. The nests built by swiftlets in
caves and on coastal cliffs are called cave nests. Cave nests are found
in less-polluted wild caves in forests and not affected by weather
change, and they can more easily absorb the minerals in the rock walls
and from nature, so they have fewer impurities, unique taste and
particularly rich nutrition, which makes them highly sought after on
the market.

However, due to overexploitation in early years, the living
environment of swiftlets has been severely damaged, resulting in
a significant decline in the yield of cave nests. With the increasing
awareness of environmental protection, house nests have gradually

replaced cave nests. House nests refer to nests built by swiftlets in

human-made “swiftlet houses”. Swiftlet houses are not different from
ordinary houses in appearance except that they have some round holes
for ventilation. There are also windows at the top of swiftlet houses
for the birds to fly into and out of the houses. In addition to building
swiftlet houses, how to "allure swiftlets into the houses' is also a
skilled task. Swiftlets are sociable creatures, so people play the sounds
of swiftlets to allure them into the houses. Meanwhile, temperature
and humidity are controlled and no light is allowed in the houses to
create a livable environment for the swiftlets.

From cave nests to house nests, what has been changed is only the
living environment of swiftlets. Their living habits are not affected.
The combination of the natural forest environment and artificial house
technology not only protects swiftlets but also guarantees cubilose
production. With protection from humans, swiftlets have increased
reproduction. Cubilose is harvested timely to avoid nutrition loss and
ensure stable quality.

After cleaning and air drying, cubilose is available for sale on the
market. Cubilose has different shapes and processing methods.
According to the shapes, there are cup cubilose, strip cubilose, shred
cubilose, corner cubilose, etc., but there is no difference in their
nutrient content. Because swiftlets build their nests in different
positions, even cup cubilose can be divided into several categories
such as big triangle, triangle cup, and flat cup. The grade of cup
cubilose is determined by the completeness of its cup shape. Extra
white cup cubilose, which features tight fibers, is the best grade and
more expensive.

Intact cup cubilose may get crushed during processing or
transportation. The strip parts are called strip cubilose, whose taste is
not as good as cup cubilose. Corner cubilose is the parts that swiftlets
use to fix both ends of their nests. It is harder and therefore chewier.
The soak time usually takes more than ten hours. Shred cubilose and

debris cubilose are usually made into cubilose cakes for sale.
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China is the largest cubilose consumer. However, due to the low
yield in the country, most of the products need to be imported from
Southeast Asian countries.

Indonesia, known as the "Country of Thousand Islands’, is the most
suitable habitat for swiftlets. 85% - 90% of cubilose in the world
comes from Indonesia, followed by Malaysia, Thailand and Vietnam.
In recent years, the Chinese government formulated cubilose
standards and stopped temporary measures of cubilose control,
which leads to rapid increase of cubilose consumption. According to
statistics, China’s total import of cubilose was 81.4 tons in 2017, more
than the sum of the previous three years.

Adulteration is hard to avoid with such enormous import. Part of
the cubilose enters China through improper channels and its quality
and safety are not guaranteed. So, how to select genuine high-quality
cubilose? There are several steps: observing, smelling, feeling, burning
and tasting,

Observing - first, observe the color. Natural cubilose is milky white,
a little yellowish, and transparent. Bleached cubilose is particularly
white and it’s hard to see any tiny fluff. Natural cubilose cannot be
100% clean. There is inevitably some black fluff in it. The cubilose
which is especially white and has no black fluff is chemically bleached.
Second, observe the shape. High-quality cubilose is usually half-moon
shaped and has uneven crevices and clear and compact texture, while
artificially processed cubilose has dense streaks, which appears too
neat and orderly to be natural.

Smelling - good cubilose has a slight fishy, musty and even *ammonia’
smell. The smell of chemicals mostly means adulteration.

Feeling - high-quality cubilose feels dry and fragile. Soak it in water
for a while and take out a fine fiber. It has excellent elasticity and
tenacity and is not easy to break. Fake cubilose fibers, on the other
hand, has weak elasticity and will become paste after being rubbed
with fingers.

Burning — we can also testify if cubilose is genuine or fake by burning

it. When burning, natural cubilose has a smell of burned hair and does

not produce any loud noises and sparks

Tasting -- natural cubilose emits the fragrance of protein after cooking
and has a smooth and delicate taste.

These steps can be used to determine if cubilose is genuine or fake.
However, no matter how rich the experience is, it is not as reliable
as professional testing data. Therefore traceability labels for cubilose
are introduced. In 2012, The General Administration of Quality
Supervision, Inspection and Quarantine (AQSIQ) signed prorocols
for inspection, quarantine and sanitary conditions with the Indonesia
and Malaysia governments respectively, which requires building a
traceability system for cubilose imported to China.

At present, many cubilose manufacturers have registered on and
used the traceability platform of the Chinese Academy of Inspection
and Quarantine (CAIQ). Their products will be labeled with QR
codes. As long as they are scanned by WeChat or Weibo, the whole
trace information can be obtained. In addition, we can get a anti-
counterfeiting code by scraping the traceability labels. With more
and more traceability platforms entering the market, cubilose
manufacturers will have more choices. In 2016, Guangdong Bird's
Nest Industry Association introduced ‘Professional Bird's Nest
Brand'. By scanning the QR code, consumers can get not only
detailed information of cubilose products, but also systematical
and comprehensive knowledge of cubilose, such as its value, latest
research results and brand information. Complaint service is also

provided, if necessary.
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Chinese people has been eating cubilose for more than 600 years.
In ancient times, it was called "palace treasure’, and loved by
emperors, generals and the aristocracy; in modern times, it has
became "soft gold” in the eyes of traditional Chinese doctors that
can serve as both food and medicine. As a valuable tonic, cubilose
ranks the first among the “eight treasures” in history, followed by
ginseng, shark’s fin and abalone.

The reason why cubilose is so valuable is that it contains
abundant sialic acid, as high as 10%. It is the only way for humans
to obtain a large amount of sialic acid from natural food, so
cubilose’s nutritional value is incomparable to that of any other
ingredients.

Sialic acid plays an important role in the development and health
of the brain and the nervous system. The time from pregnancy
to 2 years old is the golden period for the development of human
brain. Therefore, if pregnant women eat cubilose, it can not only
provide nutrition necessary for the fetus, but also improve its
immunity and intelligence. So both the mothers and the children
can benefit from cubilose.

The Chinese doctors believe that cubilose is "sweet natured’,
with the effect of 'nourishing yin, moistening dryness and
nourishing vitality'. Beneficial to the health of the lung, stomach
and kidney, it is an excellent tonic for people of all ages. Urban
people nowadays, especially males, live a stressful life. It’s
common for them to smoke, drink, stay up late or have irregular
meals. These unhealthy lifestyles cause different degrees of harm
to the various human organs. With the effects of moistening the
throat, relieving cough, strengthening the kidney and the lung,
cleaning the stomach, and getting rid of greasiness, cubilose is a
rare good food for those who smoke and drink.

It is also good for middle-aged and old people to eat cubilose.
The immune system of the middle-aged and old people becomes
fragile with age, so they are more and more prone to illness.
Modern dietetics believes that cubilose can improve the
immunity of the human body. By eating cubilose, old people can
not only absorb nutrition more comprehensively to delay the
memory decline, but also greatly improve the immunity to rechuce
the possibility of illness.

For women, cubilose is the secret of forever youth. The speed
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of human metabolism slows down with age, and the skin becomes less

supple. So lots of women eat cubilose for the purpose of maintaining their

youth and beauty, which has scientific basis. Modern studies show that

in addition to various amino acids, microelements and minerals necessary

for the human body, cubilose also contains a substance called “epidermal

growth factor’, which can stimulate cell division and regeneration, boost

tissue growth and reconstruction, and thus enhance metabolism.

In short, thanks to the "epidermal growth factor" in cubilose , the

damaged skin can be repaired in time. By boosting metabolism and

moistening the skin, cubilose can effectively reduce wrinkles and make

the skin smooth, clean and firm. Therefore, cubilose can help pregnant

women repair unpleasant stretch marks.

ATING CUBILOSE IS AN ART
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Although cubilose is nutritious and nourishing, we cannot see
its effects immediately. In fact, it takes a long and slow process
for cubilose to achieve its health effects. The correct way is to eat

cubilose on an empty stomach, eat for more times but less cubilose
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each time, eat regularly, and eat at least three times a week. We
also need to pay attention to the time for eating cubilose. From the
point of view of traditional Chinese medicine, the ideal time for
eating cubilose is from 11 p.m. to 1 am., when the human stomach
works the most efficiently, to make sure that the nutrients can
be absorbed as much as possible. The most suitable time for old
people and children to eat cubilose is from 5 am. to 7 am.. Eating
cubilose during this period can not only enhance the metabolism of
the kidney and hormone, but also protect the skin. Eating cubilose
from 3 p.m. to 5 p.m. is the best for moistening the lungs and
recovery.

‘We need to soak cubilose in pure water of 30 °C to 40 °C before
enjoying it. The temperature can be slightly increased in winter.
The soak time is 2 to 8 hours depending on the thickness of the
cubilose and the size of the shred. Then pick out the impurities
and fluff in the cubilose , and add pure water for cooking. Cubilose
basically can be matched with all kinds of ingredients. Good
combination will create wonderful dietary benefits. So how to
make cubilose both delicious and nutritious is also an art.

Cubilose stewed with ice sugar is the most common. Traditional
Chinese medicine believes that ice sugar, which moistens the
lung, relieves the cough, clears the phlegm and removes the fire,
can better play its effects if matched with cubilose. Stewed sugar
cubilose is most suitable for the elderly and the weak people.
Cubilose can also be made into soup or porridge together with
other ingredients such as Chinese wolfberry, jujube, peach gum,
fritillary bulb and Bletilla striata, which is both nutritious and
delicious.

If you don’t want to cook cubilose yourself, you can try the instant
cubilose sold on the market. Instant cubilose is easy to carry and
ready to eat, which saves you the trouble of a series of complex
processes such as cleaning, soaking and stewing. While the instant
products are very convenient, they also ensure the nutritional value

of cubilose.
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With the development of research and processing technology, a lot of
derivative cubilose products have appeared on the market. As cubilose
is synonymous with rarity and luxury, its derivative products, such as
cubilose zongzi, cubilose moon cake, are also regarded as high-end gifts
for holidays. Other derivative products like cubilose coffee, cubilose
biscuit, cubilose milk power and cubilose chocolate also become more
and more popular.

Derivative cubilose products are not limited to food. In fact, they have
also appeared in the beauty industry. Cubilose facial mask, cubilose
cosmetics, cubilose soap, etc. have become common products for
women's skin care. From food to daily supplies, cubilose products can
be found everywhere, which not only increases the industrial value of
cubilose, but also enables consumers to enjoy the nourishment from
cubilose anytime and anywhere.

The development of derivative cubilose products enables cubilose to

About Guangdong Bird's Nest
Industry Association

P ERARR AL

Guangdong Bird's Nest Industry Association (GBIA) is a

iation approved by the Guangdong Provincial

As one of the first models for the self

disciplin redit system of social or tions in Guangdong
Province, GBIA di the lined man:
of thousands of domestic and foreign cubilose enterp:

the rational consumption of the ten-billion cubilose market.

being founded in 2 5BIA h en lead in building

onal cubilo: ourc i r “popularization of

ion, training, marketing and cubilose

directories”, sparing no efforts to promote the mutual benefit and

win-win integration of the cubilose industries in China and ASEAN

break through the limitation of its role as a traditional tonic and become
increasingly popularized. The once "high-end" and “unreachable” cubilose
has entered the homes of common people. It's no longer exclusive to the

nobles, but has become a treasure within the reach of the ordinary people.
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"WE JUST CHANGED OUR MEANS BUT HAVE
BEEN COMMITTED TO OUR ORIGINAL PURPOSE.”
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Having been established for 30 years, Jointek Fine Wines
(hereinafter referred to as JFW) is the first and most famous
domestic wine importer. In the last two years, the big gun in
the wine sector has shifted its focus to creating a whole supply
chain service platform of beverage and food, which attracts wide
attention from people in the trade.

‘Why has JEW not made the decision of transformation until it
entered the 3.0 era? What are the significance and lessons of the
transformation to JFW and domestic imported food industry
at large? When giving an exclusive interview to Food to China,
Vice President of JEW Lu Jianxu said that along the way of
JFW’s development, “we changed our means but have been

committed to our original purpose.”
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F2C: JFW is one of the earliest and largest wine
importer in Ching, but it hasn’t begun to transform itself
to a whole supply chain service platform until its 30th
birthday. Why and what's the meaning behind it?

In previous stages, JFEW focused on working on the import industry,
accumulating overseas resources and superimposing resources of
domestic networks. After over 20 years of development, our boss
came to realize that internationally, JEW could only buy part of the
goods. However, many of our foreign friends also wanted to sell their
products to China, and were in no position to buy all the products
on themselves or with our help. Moreover, we saw the development
opportunities in Nansha brought by the building of Guangdong

Hong Kong-Macau Greater Bay Area. Under such circumstances,
we found we could make good use of JFWs resources at home and
abroad to create a bigger platform rather than specializing in wine
only, thus helping both imported wine producers and imported food
producers to get access to the China market. Domestic dealers may
buy different products with conveniences through the one-stop

service platform run by JEW.

F2C: This year marks the 30th anniversary of JEW’ s founding.
Some people said that JFEW entered the 3.0 Era. My question is,

how is it different from the 2.0 Era and 1.0 Era?Our business didn’t

change in the 1.0 Era and 2.0 Era and won’t change in the 3.0 Era.
‘We have been keeping abreast of the times. JEW’ growth has closely
followed China’s economic development over the past three decades.
In the early stage of reform and opening-up, China opened a “narrow”
door to the outside world and people could receive little information.

People at that time were strongly curious about foreign products,
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but few were engaged in foreign trade. Against such a backdrop, JFEW

advanced its first step. JEW was born in Zhuhai, one of the first special
economic zones in China. Seeing its chance, it directly found the source
and dealt with international producers of imported alcohol. That’s why
we became exclusive distributor of Martell and Hennessy in China.
‘We ensured the supply was authentic and at the same time, worked on
the layout of the whole China market, so our business model was quite
advanced. As a result, we were the global sales champion of Martell at
that time. During the process of doing imported-alcohol business, we
also laid a sound foundation. We earned the first bucket of gold, gained
the share in the whole China market and accumulated experience.

In the era of imported alcohol, we accumulated much important
experience and learned a lot of essential principles such as importing
true alcohol, ensuring good quality and professional operation. In
that era, resources were concentrated. Although they could release
tremendous energy, those on which our company relied didn’t benefit
our further development. Therefore, we shifted our focus to wines. There
are more wine producers and products than imported alcohol producers
and products. In wine industry, JEW also worked for many years.

Our business logic is simple, which is to meet market’s demand. We
satisfied people’s demand for imported products in the infancy of reform
and opening-up. During this process, two factors were of importance:
competitive cost and efficiency. This year saw JFW entered the 3.0 Era.
In recent years, China’s economy has run faster. People buy more, see
wider, have more choices and pay in various means. In the past, we had
to buy imported alcohol from abroad first and then sold them at home.
Now, things are different. The application of technologies, creation in
modes and vision of consumers in China today are never seen before. But
consumers’ demand for quality products remain unchanged. It is true
that the domestic market is filled with a variety of products. We have
always upheld three principles, namely, authentic source, professional
products and professional operation. Acting on those principles, we have
broadened space for development and expanded our business scope
from beverage to food, which are coupled with culture and experience.
Those are what we provide to consumers. We hope to create a window

that enables consumers to access more good products in the world and

feel assured to buy them. We try to reassure consumers by upholding
our business philosophy and passing on our heritage formed in the past

30 years. The platform we create also meets market need.

F2C: What role does Jovenstars International Logistics
(hereinafter referred to as Jovenstars) play in the JFW 3.0
Era?

There are three pillars underpinning JEW, namely, sales and service
system, professional logistics system and financial service system.
Jovenstars is one of them supporting the supply chain platform.

In the past, importing trade was done in a simple way: we purchased
products from other countries and then sold them at home. That was
all. However, we cannot buy and sell products on a very large scale.
To address that problem, we built a platform to serve some start-ups.
Service innovation and mature technologies make it possible.

In this case, more businessmen may have more customized and
fragmented international purchases. It is impossible to import products
in large numbers at one time and then distribute them bit by bit, because
there are so many links of the chain. Through current technologies, we
can reduce links as many as possible and make trade more flexible. In
a bid to do so, we have created a platform to relocate sample products
from overseas sources and stockpile to bonded warchouse, where we
organize personalized and fragmented purchasers to choose what they
want, so they can directly connect with producers and strike deals.
When facilitating deals, we provide professional services, including the
whole international logistics chain and finance. We think it is in line
with the current situation in China and future trend. The government
is also promoting import. This year will see the first China International
Import Expo in Shanghai. Apart from that, the Guangdong-Hong Kong-
Macau Greater Bay Area is under construction. Our country wants to
create a great bay-area economy, which is in compliance with the Belt
and Road Initiative. It is safe to say that over the past years, we have

changed our means but have been committed to our original aspiration.

F2C: What are the strengths for JFW to create such a platform?
What initial achievements have been made since the service

platform was built?

The strengths are our experience and the abilities of doing
international business for so many years. Firstly, we can pick up
goods at any corner of the globe, and we have the channels and
abilities to do so. We can deliver goods by airplanes and vessels. Our
warehouses can provide different stocking conditions. We also have
a one-stop nationwide delivery system. This is one of our advantages.
Secondly, we have had our own property management system and
application system. Such a large bonded warehouse in Nansha
doesn’t come easily. We have also built after-customs warchouses
in Guangzhou, Shenzhen and Zhongshan. The bonded warehouse
in Nansha serves as a general distribution center that links after
customs warchouses in other cities. So we can serve localities and
surrounding areas. The nine cities in the Guangdong-Hong Kong:
Macao Greater Bay Area can assess effective service through such
a service system. Regarding fragmented and customized purchases
or logistics, we can declare the goods to the customs in Nansha
and transport them to respective destinations when the number of
orders is big enough. We have fixed-route logistic vehicles to deliver
goods to our after-customs warchouses every day. The meaning lies
in recducing cost. For a small Guangzhou-based importer, it may cost
him alot to use professional vehicles to carry a small amount of goods
from Nansha. However, we have logistic vehicles run every day the
way like public transport. So we can deal with these fragmented
orders. This is our strength when developing a system. So far, I have
not seen a second logistic company that provides such a service.

The before-and after-customs systems have been established. The
building has also been put into use. Some exhibitions and trading
activities will be held in the bonded warehouse in Nansha recently.
‘We hope through such events, along with the association, resources
can be organized. Those events may take place in July and We hope

they can be embraced by people and held frequently in the future.

F2C: What are the opportunities for the cooperation between
JFW and IFA? What's your expectations on future cooperation
between the two sides?

JFW is an industrial platform and a business institution. The
founding of IFA is to facilitate the sound development of imported
industry. Our platform requires resource support in all round,
including support in legal affairs, because laws on products and
trading means in different countries vary, which is a complicated
issue. We also hope the association can provide more additional
resources. We have been developing new asset-heavy services
and business models, so we need supportive resources from IFA
as guidance and support. In addition, we hope IFA can create an
enabling ecological circle for the healthy development of the industry
by constantly communicating with consumers. Then IFA and JFW
can work together to connect international resources. The platform
can serve as a stage for parties involved to “give performances”. We

can share such a platform.
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What are the main food products exported from
Uruguay to China? And how about the proportion
of them?

For the time being, the first product that we export to China related to
food is soybean. China has more than 80% of our exports, and the rest of
the exports are distributed among Furopean countries and some Middle
Western countries. So in a sense, it’s like a monopoly for our exports of
this product to China. Then, of course, we have beef which is the star
products of our economy. 40% of the beef exported by Uruguay have
China as its destination. So once again, you are the biggest market for
Uruguayan beef. The rest of 60% of our exports are distributed among
180 countries in the world, mostly Furopean countries, and U.S., but not
only those countries, with all the other countries in Asia, Africa, Latin
America as well. We have export destinations in 180 countries. Normally,
six or five years ago, Russia used to be our biggest client. But since Russia
is struggling right now with their economy, they are not able to afford the

prices of the Uruguayan beef. So now it is China that is the main market,
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alongside with the Furopean Union. They are both markets that have
the economic resources to pay the prices of Uruguayan beef.

Then we have some other products, such as dairy products. When
we talk about dairy products, we talk about milk, we export to
China milk powder and liquid milk, and some other products. You
can't find them in the shop and in the supermarket, but you can
find them as ingredients in the final products here in China. We are
working with this company and other companies in the dairy sector
in order to make the Uruguayan brands more acknowledgeable and
more famous here in the market.

Then we have small experiences that we are trying to foster in the

Chinese market blueberries and citrus.

China is now the largest importer of Uruguay
beef, but for Chinese consumers, they are more
familiar with beef from Australia, Canada or
the United States. What do you think is the main
reason of it?

The answer can be very simple, but also very complicated. It depends
on how you analyze the situation. In 2017, Uruguay was the main
beef supplier in China. According to the current statistics, we are
still going to be the main supplier for the second year in a row. So as
1 said before, the business is under the track but just Uruguay hasn’t
been introduced to the Chinese consumers. First, we have to make
a physical presence in China, which we didn’t have for as long as
the US, Australia or New Zealand. Australia and New Zealand have
been working with Chinese consumers for 20 years now since they
have FTA with China. The United States don’t have it, but they've
always been active here with the right marketing, Our country hasn’t
done that work yet, so this is the process of growing and migration
of the beef sector in Uruguay. The big producers in Uruguay thought
that “okay, the quality of our products is the highest. I have the best
beef, so the marketing will be done by itself. Quality speaks by itself.
But after then, they have learned that it does not work like that. The
advantages would be no use if you didn’t conduct the right marketing
strategies, spend enough money on publicity, try to work with social
media influencers or you were not physically in China. You need to
orient the consumers’ taste and catch their attentions. It's all about

communication.

So when people think of beef, they think of the US, Australia, New
Zealand, European Union, Ireland, for example, a very strong player
in beef market, but they don’t think of us. That’s on us and we
have to work on that. That’s why the Consulate General is trying
to reach associations and companies such as yours, in order to fix
that problems and communicate with the Chinese consumers that
Uruguay is in China and Uruguay is a long standing friend of China.
We have been in diplomatic relations for 30 years now, and this year
is the 30th anniversary of diplomatic relations. That's why we're
having Uruguay Week in the main cities of China. I believe the first
event of Uruguay week in China will be held here in Guangzhou.
1f it goes really well, we will inaugurate the Consulate General by
the end of August. The Minister of Foreign Affairs of Uruguay is
coming by the end of August for the inauguration. As a matter of
fact, 25th of August is our national day as well. So we can combine
inauguration, national day, marketing events for Chinese importers
and influencers. There will be wine and beef tasting, so people can
know at least what Uruguay is able to offer not only to the south of

China, but also to the whole country.

What are the advantages of Uruguay beef?

As you may know, we have very high-quality beef. We don’t have
that much of production. We have a decent amount of production
that is of very high quality. So that's a difficult combination because
our final prices are always quite high but what we offer is not that
big. The reason why our beef is so good is we have been working for
50 years to cross breeds in order to have a better gene pool for our
cows. Normally, we work with the British breeds. We try to cross
it as smart as we can in order to have the better genes and in order
to have the better combination of muscle, bone and quality, etc. So
we've been working for 50 years to have one of the best gene pools
available. That’s why our beef's quality is so high.

Another element that helps our exporters to locate our beef abroad
is that we are the only country in the world that has the single
traceability of each single animal be slaughtered in the slaughter
house. Then we transform the beef and have it exported. When you
go to the countryside in Uruguay, you would see that every single
cow has two earplugs. In one earplug, you can find a chip which
contains a number. The number belongs to each animal, so you don’t
have two numbers in the whole country. Just one number for one
animal. In other earring, you just have the number in case the cow
loses one of the earplugs.

In regard of safety and traceability, we are able to provide as much
information as possible to the Chinese consumer. If the Chinese
consumer wants to know the whole process since the cow was
born till death, when the bucking is done and when the container is
shipped from Uruguay to China, you can know it just by scanning
the QR code or bar code in the supermarket. Those are the reasons
why the Uruguayan beef is so much appreciated in high quality

markets.

How do you understand the imported food market
in Southern China?

In 2017, the president of Uruguay, Tabaré¢ Viazquez, visited Beijing,
Hainan and Guangzhou. When he was in Guangzhou, he told everyone
that Uruguay is open to new negotiations with the Ministry of
Commerce of China, in order to achieve free trade agreement. Uruguay
is undertaking consulting process with the rest of Mercosur countries,
because we are really hoping for a FTA (free trade agreement) with
China. We are talking with the Mercosur countries and China is waiting
for that process to end. Also when Minister Wang Yi was in Uruguay
this January, he kindly requested Uruguay to lead the One Belt One
Road initiative in South America. The Minister of Uruguay, Rodolfo Nin
Novoa, told your minister that Uruguay would be delighted to be the
first country to sign the One Belt One Road initiative, which is the first
step to move forward. That’s another reason why we are opening this
consulate general in Guangzhou, because for us, all our export goes to
the south of China. So it’s only logical to have a presence where all your
production is getting to.

Basically since Guangzhou is the trade capital of China, businessmen
here really know their business and they really know how to distribute
all the food that comes to the ports of Guangdong. No matter which
port, every single port is important to us. And they managed to get
the product from Shenzhen or Guangzhou directly to the north of
China. That's an excellent thing, I congratulate the businessmen from
Guangzhou to get the distribution process so smoothly done in such a

huge country.

What's your expectations to our association or
Food to China?

You have no interests on your own other than getting people to know
each other. You don't have an agenda. You don't have your own company
to support. You're just an association of Chinese importers and exporters
open to the world, focusing on the overseas market. If you don't have it
now you will have it tomorrow. In China you can't avoid it. Something
you need to have in order to be prosperous and make it easier for
everyone. It's not easy for Chinese to get to know Uruguay people. We
have a huge gap between us. As I said before, the globalization is making
the gap much easier to deal with.

You are an association which has a long history. You have very strong
members. You have shown to the Consulate General that you are very
serious and you have been doing this business for a long time. You have a
lot of members on your back and they are very serious as well. For me as
a part of the government, I can tell my businessmen that although there
are some companies offer you the same service, please just work with
the associations that I can recommend. We can introduce to your other

companies that you can do business with.
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SIAL CHINA 2018 CONTINUES TO INSPIRE FOOD & BEVERAGE
INDUSTRY AS ASIAS LARGEST FOOD INNOVATION EXHIBITION

CONCLUDES 19TH YEAR
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SIAL China, Asia’s largest food innovation exhibition expanded
8% in scale comparing with 2017, attracted3,400 exhibitors from
70 countries & regions and 30 domestic provinces and cities, and
welcomed 110,635 professional visitors in 2018Phil Hogan, European
Agriculture and Rural Development Commissioner, officially opened
SIAL China 2018 on behalf of the European Union as Region of
Honour.

SIAL China 2019, the 20th anniversary of SIAL China, will take place
May 14-16 in Shanghai at the Shanghai New International Expo
Center, which will occupy 17 halls.

SHANGHAL, China, June 5, 2018 - SIAL China, Asia’s largest food
innovation exhibition, and the world’s fourth-largest, successfully
concluded its 19th edition on May 18 in Shanghai at the Shanghai
New International Expo Center.

An established trade fair, SIAL China took yet another step forward
in 2018 by surpassing 2017 record-setting figures. SIAL China 2018
expanded to 162,000 square meters (+8% vs 2017), 3,400 exhibitors
(+6% vs 2017) and welcomed 110,635 professional visitors in 2018 (+9%
vs 2017).

In 2018, SIAL China grew beyond an international professional and
commercial exhibition to become an inspiring innovative headstream

for the food and beverage industry.
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On May 16, 2018, a delegation of ministers, ambassadors,
consuls and trade officers attended the Opening Ceremony
of STAL China 2018. European Agriculture and Rural
Development Commissioner, Phil Hogan officially opened
the exhibition on behalf of the European Union as Region
of Honour.

Representatives from the People's Republic of China
included the Director of China Commerce Development
Center, Director of Foreign Economic Cooperation Center
of MOA, Chairman of Gansu Commission of CCPIT,
Chairman of Heilongjiang Commission of CCPIT, Deputy

Director General of Department of Commerce of Shandong
Province, and the Secretary General of Cold Chain Logistics
Committee and Vice President of Chinese Academy of
Agricultural Mechanization Sciences.

Honoured guests from Argentina, Belarus, Brazil, Bulgaria,
Canada, Chile, Colombia, Cuba, Czech, Denmark, Estonia,
Greece, Finland, France, Hungary, India, Indonesia, Ireland,
Lithuania, Mexico, the Netherlands, Peru, Russia, Spain,
South Africa, Sweden, and Uruguay also attended the Opening
Ceremony.

The Region of Honour — the European Union

As the Region of Honour for SIAL China 2018, 26 European
Union (EU) member country pavilions housing 70 EU
delegates occupied 6,000 square meters of exhibition space.
The EU also hosted exciting activities, including cooking
demonstrations, innovative EU-Chinese product pairing
demonstrations by famous chefs, and informative sessions
about EU food quality and safety policies to complement the
wide variety of safe and quality agricultural food and beverage
products on display at the EU member pavilions.

SIAL Innovation

STAL Innovation, well known as the crown jewel of STAL
Network, once again shined at STAL China. In 2018 the
competition which recognizes the most cutting-edge products
in the food and beverage industry received a record number of
submission. In total, more than 600 products were vying for
the prestigious award at SIAL China. In the afternoon of May
16, three of the ten finalists were awarded SIAL Innovation
Gold, Silver, and Bronze Awards, respectively.

The Gold Award went to SAFE CATCH from the USA for
Elite Wild Seasoned Tuna for their low mercury tuna. Mexico
Avocado Honey from CHENGDU MAYALAND TRADING
CO., LTD, China, earned the Silver Award for its originality,
and NOVELTEA from Great Britain captured the Bronze
Award for their innovative cold-brew tea and spirit blends
called “The Tale of Tangier and The Tale of Earl Grey™.

About SIAL China 2019:

@ Scheduled from May 14-16, 2019

® Held at the Shanghai New International Expo Centre

® Approximately 4,300 exhibitors, 112,000 professional visits,
and 199,500 sqm of gross exhibition space

® For more information, photos, and to register, visit: www.
sialchina.com
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THE 15TH CAEXPO: A PARADISE OF ASEAN
FOODSTUFFS AND AGRO-BASED PRODUCTS
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A grand exhibition of quality ASEAN foodstuffs and agro-
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based products will be held at the China-ASEAN Expo
(CAEXPO) from September 12 to 15.

Since 2004, the annual CAEXPO has been focusing on
showecasing quality foodstuffs and agro-based products from 10
ASEAN countries. At CAEXPO, Chinese purchasers can select
their favorite products. The CAEXPO brings a variety of ASEAN
foodstuffs of high quality under one roof and gathers producers,
dealers, retailers and consumers representing China and the
10 ASEAN countries. Quality ASEAN foodstuffs showcased at
the previous 14 CAEXPOs have become very popular in China,
which included candies, dried fruits, nuts, cocoa, chocolate,
puffed food, cookies, cakes and pastries, instant food, canned
food, healthcare food, frozen fruits, ice cream, wines, tea leaves,
coffee, juice, and food and beverage franchised stores.

In addition to the above common foodstuffs and agro-based
products, what other distinctive ASEAN products can we find
at the coming CAEXPO?

BRUNEI — HALAL PRODUCTS
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Over fourteen sessions of the CAEXPO, Brunei Halal products have
grown familiar to more and more consumers in China, especially
those in the northwestern parts where a majority of Chinese
Muslims are inhabited. Products accredited with Halal certification
have tapped into the Chinese market under full support of the
Brunei government and become increasingly popular among Chinese
people. At the annual CAEXPO, Brunei exhibitors of foodstuffs
such as shrimp crackers, cookies, coconut oil and noodles attract a
numbser of loyal fans in spite of their small corporate scale.

CAMBODIA — ORGANIC PRODUCT
SRIBFE— AR~ R

ISR, SRBIWEAF R DI ERAR, ShAER I
HAEHBUS REFHME, REKNBECHES, AA
H O RZ A7 e RIBRAK RIEFRATMNE, FE
KRR REARAGIWAE, WEh "EF" , XIGFHE
TETHREAAKEHRELRR "FERR" BFBK.

BEREENTE, RERN "B CKREZEHPE,
SRIHRB S AR BT SREBEA RN RIENTFEIERAT
FNBE: RESERRH T RIBRShEER VA ENG
17, RENFRBBICKAHETRIRL, RESMATHRE
B, HIREAEIIL T TR TR RIHRACK B E,

BT SRIBIRACK, RBROBMAT . BREBVR" %
WRZPEERENEE, RARBENHE.

In recent years, the Cambodian government have shored up
support to agricultural development and stepped up technological

innovation. As a result, rice yield maintains record highs and rice

becomes the largest contributor to export growth. Natural seed-
grown and free from pesticide or fertilizer, the Cambodian rice is
reputed as platinum quality and secures great popularity among
Chinese consumers who are eager for green products.

The Cambodian rice of platinum quality has been well-known
in China through the CAEXPO. Chen Licheng, Commercial
Representative of Cambodian Ministry of Commerce in Nanning,
fully affirmed the impact of CAEXPO. According to him, the
CAEXPO plays an effective role in promoting the business
cooperation between Cambodia and China. Especially for the
sellers of Cambodian rice, the CAEXPO has become the best
media. Prime Minister Hun Sen’s dream of eating Cambodian rice
in Nanning has come true.

Besides Cambodian rice, Cambodian organic products such as
moringa seed and cashew nut are also loved by Chinese consumers
and become new favorites at the CAEXPO.
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INDONESIA — KOPI LUWAK & COCOA
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Indonesia’s representative food Kopi Luwak has participated in
the CAEXPO ASEAN Coffee Exhibition for consecutive years.
Because of its excellent quality and unique culture, the Kopi
Luwak coffee captures keen interests of Chinese consumers of
the middle and upper classes, who always prioritize quality when
choosing a product. Today, Kopi Luwak cafes have been opened in
many parts of China, and Chinese consumers are no stranger to it.

Indonesian cocas are also favored by Chinese buyers. Various
cocoa products can be made after the deep processing of cocoas by

Chinese merchants.

LAOS — BEER & COFFEE
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Owing to the CAEXPO, Beer Lao, known as the Best Beer in Asia,
has been sold to various parts of China and a dozen countries
in Europe and America. As the designated beer of the CAEXPO
and auto rallies for years, Beer Lao has become a model of Laotian
brands going global.

In recent years, Laos has developed rapidly in economy, focusing
on agricultural and forestry products and achieving remarkable
results. Coffee has become the most exported agro-based product.
Compared with the coffee produced in other Southeast Asian
countries, Lao Coffee has a unique mandheling taste. Moreover,
the excrement of buffaloes is used by farmers to fertilize the soil
instead of pesticides and chemical fertilizers, thus making the
eco-friendly Lao Coffee welcomed by people in Europe (especially
France), Japan and Taiwan. According to an authoritative French
research center, Lao coffee bean is among the best twelve kinds of

coffee beans in the world.

MALAYSIA — DURIAN & BIRD'S NEST
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As the representative food of Malaysia, both white coffee and
frozen durian were first showcased at the CAEXPO and have
been quite familiar to Chinese people. Malaysian handmade
cookies, herbal health products, daily necessities, sauces and other
products are also popular among Chinese consumers.

In addition, bird’s nest, one of the three national treasures
in Malaysia, has become more and more favored by Chinese
consumers. As a leading producer of bird’s nest, Malaysia has
developed excellent processing technology, making its bird’s
nest well received by consumers. Dozens of Malaysian bird’s
nest companies have exhibited their products at the CAEXPO
for consecutive years and scored rich practical outcomes, signing
a number of contracts with wholesalers. In recent years, the
governments of China and Malaysia have been working more
closely to promote the trade in bird’s nest. It is believed that

Malaysian bird’s nest has huge market potential in China.

MYANMAR — AGRO-BASED PRODUCTS
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Blessed with sound climate and rich natural resources,
Myanmar is a land of tropical crops. The government
attaches great importance to agriculture, bringing in
foreign investment for agricultural development. A series
of preferential policies have been adopted to expand the
export of agro-based products such as rubber, beans
and rice. Other major crops for export include cereals,
cassava and sesame. Beans rank the second place in the
world by export volume.

Myanmar enterprises dealing in agro-based products
and foodstuffs scored rich economic outcomes at the
previous 14 CAEXPOs. Myanmar’s tealeaves were
ordered by Chinese purchasers at the CAEXPO.
Mangoes, cashew nuts and other produce have begun
to enter the Chinese market. Coffee and milk tea have
grachually become known to Chinese people.

FOODTOCHINA 67



Exhibition | E&

PHILIPPINES — COCONUT OIL & DRIED MANGO
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Tropical fruits constitute a major part among exports of Philippine
products to China. Coconuts, mangoes, bananas and other tropical fruits
rich in the Philippines are very popular with Chinese consumers, so do the
related processed foodstuffs. At the annual CAEXPO in Nanning, Philippine

coconut products and dried mangoes are known to and favored by more and

THAILAND — CANNED FOOD
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Thailand is a major producer and exporter of agro-based products and
foodstuffs. Apart from the Jasmine rice which is familiar to Chinese
consumers, cassava, tropical fruits, dried fruits, sauces and mangoes, etc. are
major products for Thailand to export.

Thailand is a leading exporter of canned foodstuffs such as canned fruits

and seafood. Agro-based products remain the favorite of trade visitors at the
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more Chinese consumers. Specifically, VIRGIN coconut oil is highly
praised.

As a leader in Philippine leisure food industry, Camellia Food
Manufacturing Company has participated in the CAEXPO for many
times. Its dried banana, dried mango and coconut foodstuffs have
been widely acclaimed since these products are tailor-made for
Chinese consumers. It once became one of the companies with the

highest sales at the CAEXPO.

SINGAPORE — BAK-KUT-TEH
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Singapore is an international finance center and one of Asia’s
important service and shipping centers. Therefore, its participation
in the CAEXPO over the years mainly focused on the exhibition
of financial and service trade. However, Singapore’s Bak-Kut-Teh,
coconut oil, cookies, bird’s nest and other food companies have
sprung up and attracted consumers with their taste and quality,
thus gaining a stable customer base and showing uniqueness in food
exhibition at the CAEXPO.

CAEXPO. Enterprises dealing in agro-based products and foodstuffs
scored rich economic outcomes at the previous 14 CAEXPOs, who
not only concluded orders but also had their exhibits sold out

during the fair period.

VIETNAM — AGRO-BASED PRODUCTS & COFFEE
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This year, the matchmaking fair for the purchase and sale of ASEAN
foodstuffs will continue to be held at the 15th CAEXPO. We are
looking forward to what surprise ASEAN exhibitors will bring
to Chinese enterprises and consumers. Let’s meet in Nanning this

September!

ASEAN FOODSTUFFS EXHIBITED AT THE PREVIOUS CAEXPOS
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Brunei: shrimp cracker, cookie, coconut oil, noodle
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Cambodia: rice, beer, tonic liquor, cashew nut, dried fruit, coffee,
moringa seed
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Indonesia: coffee, coffee products, handmade cookie, shrimp cracker,
bird’s nest
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Laos: beer, instant coffee, juice, nut, rice

DREIE: MHE. P25, Rot. IR F IO REL 1950,
dRA. AR, ERE. R, ZEE. TR, BRE
Malaysia: coffee, milk tea, juice, bird’s nest, handmade cookie, durian,
chocolate, shrimp cracker, ice cream, instant noodle, candy, sports
drink, dried fruit, sauce
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Myanmar: beans, cashew nut, tea, coffee, milk tea
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Philippines: mango, pineapple, dried banana, juice, coffee, coconut oil
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Blessed with sound climate and rich natural resources, Vietnam is a
land of tropical crops. The government attaches great importance to
agriculture, bringing in foreign investment for agricultural development
and establishing a series of preferential policies to expand the export of
agro-based products such as cassava, fruits (pitaya, jackfruit, cashew nut,
dried products, etc.) and rice. Cassava, rice and rubber take up a major
part among the exports.

Vietnamese coffee enjoys great popularity among Chinese buyers for

its strong and specific scent, in which Trung Nguyen G7 is widely
known to consumers. Vietnam is the world’s second largest coffee
exporter. Compared with other Southeast Asian countries, Vietnam’s
geographic location is favorable to coffee plantation. The humid tropical
climate in South Vietnam is good for the growing of Robusta coffee
beans, and the climate in the north, for Arabica. Most of the instant

coffee and high-class coffee are blended with these two kinds of beans.
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Singapore: cookie, cake, coffee, Bak-Kut-Teh, coconut oil, bird’s nest
RE: BRI OFKA. BH) ( RTE (BET. UTT. &
A o AR FEAL BESLL B O (undk)

Thailand: condiment (seasoning, sauce), dried fruit (dried durian,

dried mangosteen, dried banana, etc.), rice, tea, canned food, cakes and
pastries, beverage (coffee)
MR KOk, BE. RTLF

Vietnam: coffee, rice, nut, dried fruit, cakes and pastries

hE—FRREEESBEL
BiE. +86-771-5813015

1ZH. +86-771-5813388

BB . zszz@caexpo.org

China-ASEAN Expo Secretariat
Tel: +86-771-5813015
Fax: +86-771-5813388

Email: zszz@caexpo.org
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THE ADVANTAGES OF ITALIAN WINE
BAAEE AL

REMEDR, REREBIERNTDE, FASTHER, RHERER
KA, RE? BARESEEELR, UTFXSR, ERRITmEHE
AL ERAS.

EZaks
BAAAERMZZ, SESKAEHLMEBEN=AH
W, HRAEZE, BF&T, &K, §12%%, REH
HROFEE-XEZER, 2B AMH/ \MEs, =
ZETHMEARS T, BAFBE—AXEBEXDHT,
T ERIER, HFUARMNEBE=MEM, mASR
HE, BASEMARNTE, REMSIXSHFNERE, a8
EE, AWEE, NN, Ble, TEN, #HEN, 8RS
WEEET, ACRHE, /MEANE, KGR, BRNSS, mEX
SO R I X AR RPN LI, fdERR— A E
EREBl. —RIB—RBAFIE, —F 365 RthREEHER
AREE R, LW%H\E TEEREEWERE?

2. FarEsit

BAFBAWERMEL, MENATIRBRN HRER, &
4N Barolo, Barbaresco, Brunello di Montalcino, Amarone,
Taurasi, Soave Classico, Valdobbiadene £ £ #) & /= X 4% & #
RGNS R EE, BIT 7 H R, BiaEmER, =%
RUABRAFERNEA X hRMERFTUEROH R, BA
FLenh X HETthE H & Nebboiolo, Sangiovese 25 & AF & F,
Bt REHMABNE BT, R RAHIEARREARIEAF
HERH S, 1: HIELESEBE KRR A — = X B UL
RiEEHl, HATRRME> S, BIEXKFER, £K, R,
BEW, KAEBETUEEMNABEHITHEROELRSFC
tto

SN

ERREERRESNSE, hHEEaES, ZMUEM
BREE, MBI PR, AABRREREEE, ERL
FARANENLE, EEEERAFEHATERETH. BAF
ReESRAMEFEHE, HFRERNZI, SEAERNMCE
RS HE, FiZ 50 7T, 300 7T, 1000 TTRA, REEFKE!
BEESHIET, DARSBERAFIE, M4 8 EREAFIE,
HEALELRMRERT, BEXMFHERS ~X, RAEZ
KELBETMRAE B2, HAERNRAE EHMERETHE,
WL EREKBIRAFIE, TWEMNEZ S, BAHEE,

4. STERRIEERC 1%
HWEENAEERAFARR LANE, FEKREHRE
MRRFE, #R2ABEMEN, BTRAFNEFERS, Tk
Rz AR, BREE S ERNBAFE, H5EERD
BREEANR, Ah T ER ERE, RAEFEEEARLERE,
HARBZR, IHAME—R, RERE, XFILAKXABIR
FUHBTER, 4% ERM™XAHMHEFE LR,

5. BHFER

SREAFNEE B XA E R 2 EEHTS, £
H3FRELA, BN KT Alto Adige IRBEIR
JR = tramin B 7= 955 & F B A BUEE 2R Gewurztraminer ;
FEARAEES Friuli IR R K F BRI BB A KR B 15
Ribolla Grilla; 7E B 4% % I 7§ i Marche f9 B 3R 8 /N &
% F & Verdicchio; PEFEEM AL G Etna SBEEST WL
3 W % Nerello Mascalese 1 Carricante; & X F £ &0 AF
Umbria (585 F >~ —H) Sagrantino &%, #EEHENS
A, RELRRE, AR\ TEAF ARG I,
INBIR 228 — EARRER T 7 MR T 22X SRR,
BAFNWEERBWL S LS, RESHA, #ERBEER
B HZRIE

1.Diversity

The number of grape varieties in Italy accounts for thirty percent
of the global total. Italian wine has varied styles in the terms of
varieties, regions, crafts, etc. A lot of new world wine-producing
regions or even countries only grow no more than ten kinds of
grapes. Twenty or thirty varieties are a comparatively large number.
However, a random producing region in Italy can has such a number.
There would be at least three or four hundred varieties if twenty
producing regions are put together. With different characteristics
and technologies, the products are varied, such as white wine, red
wine, dry wine, late harvest wine, dry wine and sweet wine. The
wine barrels are diversified as well, like stainless steel tanks, cement
barrels, small oak barrels, big oak barrels and steans. Drink a Italian
wine a day, you may not have drunk all the wines from Italy a year
later. Which other countries in the world feature such a diversity?

2. Non— reproducability

Italy has great wine varieties, many of which strongly depend
on the local environment, such as Barolo, Barbaresco, Brunello
di Montalcino, Amarone, Taurasi, Soave Classico and
Valdobbiadene. They are high-quality wines that feature strong
characteristics of the producing regions, and thus hard to be
replicated in other producing regions in Italy, let alone other
countries. Although some Italian wine variants like Nebboiolo,
Sangiovese are also produced in other regions, it’s only rare behaviors
of some individual producers, and the quality far falls behind that
of the original Italian wines. So far, no other regions in the world
have successfully replicated the unique Italian style. The non-
reproducability of rare Italian varieties makes them incomparable to
those international varieties like Cabernet Sauvignon, Merlot, Syrah,
Chardonnay and Sauvignon Blanc which can grow everywhere.

3. Strong price performance

High quality often means high price and fame, and thus famous
chateaus and extremely expensive wines come into being. I myself
am a big fan of French wine, but when it comes to price performance,
French wine cannot compare with Italian wine. There are many
superior Italian wines that are not sold at sky-high prices. If you look
for the best wines from those within the same price level, whether it
is 50 Yuan, 300 Yuan or 1000 Yuan, you can always find Italian wine.

Italian wines which are sold at over 1000 Yuan basically belong to the
top grade. However, wines of this price from other countries are far
from being the best ones. Similarly, If you look for the cheapest wines
from those within the same quality level, you can always find Italian
wine as well, which shows the incomparable price performance of

Iralian wine.

4. Perfect addition to the dining table

Wine and bread are essential on the Italian dining table, so basically
all Italian wines are made for meals. Whatever food you eat, you can
always find the perfect Italian wine to match it with. Its natural acidity
and flavor makes it a perfect addition on the dining table. The strong
sense of vitality makes you can't stop. This feeling of drinking to the
heart’s content and intimacy is hard to be found in wine products from

other countries.

5. Limitless potential

Many Italian wine-producing regions and grape varieties are not well
known, especially to the Chinese people. For example, Gewurztraminer
from Tramin in the North, Ribolla Grilla (a aged wine made in steans
with slight flavor of oxidation) from Friuli in the Northeast, Verdicchio
(a sour and smooth dry wine)from Marche along the coast of Adria,
Nerello Mascalese and Carricante (red and white wine with high
acidity and rich minerals) from Etna in Sicily, and Sagrantino (a king
of tannin) from Umbria, the green heart of Italy. Those wines all have
high quality and great potential for development. However, they are
unfamiliar to many consumers due to inadequate marketing of the
Italian wine traders.

Italian wine has so many advantages. What are you waiting for? Import

and drink it now.

FOODTOCHINA - 71



