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A striking interest in China from 
Italy 
By Saro Capozzoli, Founder of JESA Investment Ltd 

 

Back in China after a tour of conferences held in 

Italy in mid-October within the "Destination 

China" frame, successful formula created by 

Unicredit, we are now able to sum up and share 

with you some considerations. Among the various 

meetings in Turin, Naples, Cremona, Florence, 

Milan, Frosinone, etc., we met hundreds of com-

panies that crowded the various events. Honestly, 

we were surprised. It has been long time since 

China has not attracted that level of interest. 

From a difficult country to understand and seen as 

a threat (thanks to our media and Italian jour-

nalists that clumsily cast sinister light on the 

Chinese development they actually could not 

understand), we can now perceive the desire to 

explore opportunities in a "new" China, an in-

creasingly challenging market and no longer only 

the world's factory. 

The interest on the various issues gives us an 

answer on where we need to insist: luxury, fash-

ion but not only; food, lifestyle, tourism and, let 

me add, on the high quality of our industrial 

products. But, during the conferences, a reality 

emerged: companies need to be closer to this 

market, you can no longer expect to sell frozen 

mozzarella from Italy but you have to start think-

ing about how to produce it on-site freshly and 

anticipate others, who are getting organized, from 

producing it in our place. If we want to crack the 

markets, we need to act! This is an example. Do 

we want to sell wine? Good, so lets set up consor-

tiums and establish commercial businesses on-site 

that directly sell our wine, which allows ourselves 

to profit from the mark-up, not letting lucrative 

profits to the Chinese who don’t even know what 

they are selling. That is another example. Thus, we 

want to give you a message: Italian producers 

need to take control of their own destiny, leaving 

policy behind, as I don’t see hope that Rome will 

realize that what is happening there doesn’t help 

our economy nor our image. 

In November, we will be in Burma. We will let you 

know more on the next appointment with this 

newsletter, always more read and appreciated 

among more than 6,000 readers around the World. 

Thank you. 

 

* * * ITALIAN VERSION * * * 

 

Reduci da un tour di conference svoltasi in Italia, a 

metà Ottobre, nel frame della fortunata formula 

ideata da Unicredit “Destinazione Cina”, possiamo 

ora tirare le somme e condividere con voi alcune 

considerazioni. Tra i vari incontri a Torino, Napoli, 

Cremona, Firenze, Milano, Frosinone, etc. ab-

biamo incontrato alcune centinaia di aziende che 

affollavano i vari eventi. Sinceramente siamo 

rimasti sorpresi. Era tempo che la Cina non atti-

rava così tanto interesse: da entità difficile da 

capire e vista come un pericolo (questo grazie ai 

nostri media che come in maniera maldestra 

hanno gettato luci sinistre sullo sviluppo cinese 

che non riuscivano a capire), si è oggi percepita 

la voglia di esplorare le opportunità offerte nella 

“nuova” Cina, una MERCATO sempre più esigente 

e non più la fabbrica del mondo. 

Vedere l’interesse sui vari temi, ci dà una risposta 

su dove dobbiamo insistere: lusso, fashion ma 

non solo, food, agroalimentare, life style, turismo 

e, aggiungo io, dall’alta qualità dei nostri prodotti 

industriali. Ma è emersa anche una realtà: si deve 

essere vicino a questo mercato, non si può più 

pretendere di vendere mozzarelle congelate 

all’Italia ma si deve iniziare a pensare come 

produrle in loco NOI e cercando di togliere lo 

spazio ad altri che si stanno organizzando a 

produrle in Cina al posto nostro. Vogliamo pren-

dere i mercati, dobbiamo agire! Questo è un 

esempio. Vogliamo vendere vino? Bene, allora 

consorziamoci e stabiliamo delle società com-

merciali in loco per vendere il nostro vino diret-

tamente, profittando dal mark up noi stessi e non 
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lasciando lucrosi profitti ai cinesi che non hanno 

neanche idea di cosa stanno vendendo. Ecco un 

altro esempio. Vogliamo quindi lanciare un mes-

saggio: l’Italia produttiva deve prendere in mano 

il proprio destino lasciando la politica alle spalle 

dato che non vedo speranze che a Roma ci si 

renda conto che quanto succede lì, non aiuta la 

nostra economia e immagine. 

A novembre saremo in Birmania. Vi faremo sapere 

di più al prossimo appuntamento con questa news 

letter, sempre più letta e apprezzata. Grazie. 

 

 
 
The importance of gift-giving in 
China 
By Eva Maria Stolz  

Confucianism has had a significant impact in 

shaping Chinese culture. The practice of gift giving 

as to establish and reinforce social relationships, 

which is embedded in Chinese culture, is one of the 

main heritages of Confucian philosophy. It reflects 

fundamental values such as li (social courtesy) 

mianzi or face (respect) and guanxi (relationship 

building).  

According to estimations of the Chinese Gift In-

dustry Research Institute, in China the gift market 

is worth RMB 768 billion per year, of which RMB 

505.5 billion for consumer demand and RMB 262.9 

billion for corporate demand1. Due to rising dis-

posable incomes, Chinese consumers are increas-

ingly looking for high-quality and fancy gifts, 

making imported foods, wine, electronic products 

and luxury brand goods, such as handbags, a very 

popular category. The gift-giving market repre-

sents therefore one of the main opportunities for 

European companies that are designing their entry 

strategy for the Chinese market.  

In 2011, gift giving in China was estimated to ac-

count for around 50% of chocolate consumption2, 

60% of wine consumption3 and 30% of luxury 

consumption4. Even if in 2013 the growth in luxury 

consumption significantly decreased, due to a 

government’s anti-corruption campaign that pro-

hibits using public funds for buying luxury gifts, 

other items were not that much affected5. 

The most important holidays with respect to gift 

giving is Chinese New Year, also known as Spring 

Festival (usually in late January or early February), 

accounting for about 60% of the gift market6, fol-

lowed by Mid-Autumn Festival, also known as Moon 

Festival (in September), even if during this cele-

bration most people give eachother simply moon 

cakes. National Day (October 1), Labor Day (May 

1), Singles Day (November 11) and Chinese Val-

entine’s day (August) are other traditional popular 

Chinese dates for gift exchanges. Besides this, the 

increasing influence of western culture has added 

Christmas, “Western” New Year and “Western” 

Valentine’s day to the Chinese calendar of “gift 

holidays”. 

During celebrations, a huge boost in sales of retail 

and consumer products can be registered. On last 

year’s Singles Day Alibaba Group, operator of 

China’s biggest e-commerce platforms Taobao 

and Tmall.com, reached record sales of RMB 19.1 

billion in just one day. Products sold ranged from 

clothes, books and furniture to travel packages 

and restaurant meals7. During the Spring Festival 

week in 2012, China’s retail sales amounted to 

RMB 470 billion, a value approximately 20% 

higher than the weekly average sales for the year 

(RMB 398 billion) registering a year on year 

growth rate of 16.2 %, which exceeds the one 

recorded for the annual retail sales (14.3%)8.  

The huge size of the Chinese gift market and the 

increasing preference for imported goods with a 

long history and unique brand heritage represents 

a great opportunity for Western producers of 

high-quality goods. An entry strategy that focuses 

on the gift giving market could be interesting 

especially for small and medium enterprises that 

usually face significant difficulties when trying to 

approach importers and large retail chains. In 
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fact, such a strategy has the benefit to allow small 

and medium European enterprises, which are 

leaders in their niche, to target the Chinese market 

even without having the volumes usually re-

quested by international retail chains and leading 

import-export operators. These small and medium 

enterprises could enhance their performance, and 

eventually share some costs by teaming up with 

manufacturers of complementary goods. Italian 

Food & Beverage companies, for example, could 

offer gift baskets of different products “Made in 

Italy“, as these are a very popular gift category 

due to their excellent reputation of safety and 

quality.  

In order to successfully pursue a gift giving based 

strategy, a company should always tailor its pro-

ducts to the needs and the taste of Chinese 

gift-seeking consumers. A perfect example of this 

strategy is represented by the successful ex-

periment of the American leading ice cream 

company, Häagen-Dazs. Taking inspiration from 

the shape of the traditional Chinese Moon Cake, 

the company introduced an Ice Cream Moon Cake 

to its product range that is sold exclusively during 

the Mid-autumn festival. Today, sales of moon 

cakes make up 28% of Häagen-Dazs's revenue in 

China9. 

When a company markets its own products as gifts, 

besides quality, an effective branding activity and 

an attractive packaging are critical. When buying 

unfamiliar products, Chinese consumers rely 

heavily upon brand recognition. Thus, appropriate 

marketing campaigns are fundamental. Further-

more, in order to assure that the packaging meets 

the local taste, this aspect could be outsourced to or 

designed in cooperation with specialized Chinese 

companies.  

Ferrero for instance represents a wonderful exam-

ple of success of an Italian company that estab-

lished a presence in China by first breaking into the 

gift market. High prices, an image of quality and 

exclusive packaging (the Italian made chocolates 

were packaged in Hong Kong) – were and are the 

factors that characterized its offer10. 

In conclusion, the widely used Confucian practice of 

gift-giving in a country where more and more 

people are ascending into the middle and high 

income class, developing a strong demand for 

imported, high quality products, represents one of 

the most compelling opportunities for companies 

that have among their key strengths quality, his-

torical heritage, aesthetics and attention for details. 

Therefore if exploited properly gift giving could 

represent the door of entrance to the Chinese 

market for many Italian small and medium en-

terprices. 

References: 
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Shanghai Free Trade Zone 
By Marco Rastelli 

Finally, on September 28th, the Shanghai Muni-

cipal People’s Government released the “Admin-

istrative Measures for the Shanghai Free Trade 

Zone”. Billed as a path-breaking experiment for 

China's economic and financial reforms, the zone, 

formally called the China (Shanghai) Pilot Free 

Trade Zone, is a new economic model in the city’s 

Pudong New Area comprising the existing tar-
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iff-free port areas and the Pudong Airport, and will 

integrate free movement of goods with financial 

innovation. It was originally approved in July but 

officially unveiled with a public ceremony on 

September 29th. The zone will first span 28.78 

square kilometres and, if proven successful, will be 

expanded to cover the entire Pudong district 

(1,210.4 square km) to be eventually replicated in 

other parts of the country.(1)    

As a consequence of the launch of the new 

free-trade zone, there were immediately reactions 

in some key sectors of Chinese economy. Office 

rents in Shanghai’s designated free-trade zone 

have doubled in three months as building owners 

take advantage of companies rushing to register 

an address in the region. A surge in demand for a 

presence in the 29-square-kilometer area has 

pushed up asking rents to 4.2 RMB (0.49 EUR) per 

square meter per day(2), double the level recorded 

in July. “There is definitely lot of speculation al-

though the effect we see in the free-trade zone is 

not going to twist the overall office market in 

Shanghai. For a long time, we will see a lot of 

companies registered in the zone but operate 

outside” reported Sam Xie, a research director at 

the Los Angeles-based CBRE Group, at a press 

conference in Shanghai. According to the original 

measures, the main functions of the Shanghai FTZ 

should be as follows: 

 

 Promoting the opening-up of the services 

industry and the investment management 

system reform; 

 Fostering the opening-up of the financial 

industry;  

 Innovating the supervision service mode;  

 Establishing an administrative manage-

ment system in line with the international 

investment best-practise and trade rule 

systems;  

 Cultivating an international and lawful 

business environment. 

 

But, how free will be the trade-zone? Despite the 

lack of details, the SFTZ guidelines promise to 

liberalise some strategic sectors. Officials have 

outlined six areas where industries will be opened 

during the next three years: financial sector 

(banking, health insurance, leasing), shipping 

(ocean shipping and management), value-added 

telecom services, professional services (legal, 

credit investigations, travel agencies, investment 

management, construction services), enter-

tainment venues and last but not least the educa-

tion and training sectors.(3) Ten banks (eight Chi-

nese and two foreign) have already received ap-

proval to open branches in the zone. They include 

Citigroup and Development Bank of Singapore, as 

well as all of Chinese largest banks. Other meas-

ures announced so far include an end to China's 

long-standing ban on videogame consoles, al-

lowing foreign companies to make them within 

the zone and to sell products across China.   

While Dos are scarce, there is a long list of Don'ts 

in the form of a “Negative List” for foreign in-

vestors. Just a day after Chinese officials opened 

the free-trade zone the Government announced 

on its website nearly 200 restrictions on foreign 

investments, which could make the venture far 

less attractive to global companies. According to 

the “General Plan for the Shanghai Free Trade 

Zone”, foreign investment in all sectors should be 

allowed unless listed as prohibited or restricted 

under the Negative List. The list is divided into 17 

different classes (agriculture; mining; manufac-

turing; electricity, gas and water production; 

construction; wholesale and retail; transport, 

warehouse and postal service; information, 

software and IT; financial services; real estate; 

leasing and business services; scientific research; 

public facilities; education; health and social ac-

tivities; culture, sports and entertainment) and 

will have a huge impact on the way to run busi-

nesses.(4)  Apart from these special administra-

tive measures, foreign investors are prohibited 

(or restricted) from investment in industries 

which are prohibited (or restricted) by China, or 
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by international agreements/treaties China con-

cluded with other countries/jurisdictions. For areas 

falling outside the Negative List, pre-approval will 

no longer be required for foreign investment 

projects and establishment of foreign investment 

enterprises; instead filing (i.e. reporting) re-

quirements must be provided. The list applies only 

to the rest of this year, well-informed sources say 

it will be revised in 2014, giving Beijing the op-

portunity to slim it down. Officials involved in the 

project implementation said also that the scope of 

the restrictions reflects a continuing power strug-

gle by the regulators to limit the reach of the zone, 

and it wasn't clear how such fights would be re-

solved. The government's reluctance to fully lib-

eralize a free-trade zone that covers just 29 square 

kilometres also suggests the difficulties top Chi-

nese leaders face in putting together a national 

strategy of economic overhaul, which will be 

probably unveiled next month in a 

much-anticipated Communist Party meeting in 

Beijing.  

 

So, despite the gush, the launch was a let-down. 

Hardly any senior government figures turned up. 

The scheme seems to be unclear and will not ac-

tually include several hoped-for reforms: access to 

the uncensored internet, cuts in corporate tax and 

permission for foreign auctioneers to sell antiqui-

ties. More troubling is that few details were given at 

all. The situation is not totally clear, the gov-

ernment is not dissolving the uncertainty about the 

nature of the project and its future development. 

“The new zone shows that the new government is 

keen on making reforms", said Stefan Sack of the 

European Chamber of Commerce in China but he 

added that "a free-trade zone in Shanghai alone will 

not change how business is done in China". “Do not 

be fooled by the early caution, we still remain very 

ambitious” replied Professor Chen Bo of the 

Shanghai University of Finance and Economics, who 

has advised the government on the Shanghai Free 

Trade Zone. Mr Chen believes that internal and 

external factors are forcing a change in China’s 

economic model. The new free-trade zone definitely 

shows the Government commitment on further 

opening up China to international markets and to 

global companies but it cannot be considered as a 

turning point for Chinese economy without the right 

framework behind.  
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