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The Non-Alcoholic Beverages Market in China

EXECUTIVE SUMMARY

This report examines the market for non-alcohalic beveragesin China. The information contained in
this report was drawn primarily from secondary sources and the Canadian Embassy in Beijing.

The non-acohoalic beverage category in Chinaiis very broad. The market comprises traditiona Chinese
beverages, western soft drinks, and a new developing sub-sector. This new sub-sector includes
western-style products produced specificaly for the Chinese market, and more traditiona beveragesin
new prepackaged formats. For the purposes of this report bottled water will be excluded from the
non-acoholic beverage category.

The Chinese non-acohoalic beverages market was vaued a over US$4 hillion in 1996. Imports made
up less than 2% of the market. This smal percentage was due to an increasing number of joint ventures
between foreign multinationals and smaller domestic producers. These joint ventures dlowed for a
large increase in domestic production which effected the import market. However, to avoid a collapse
in domestically owned non-alcoholic beverage production, the Chinese government recently placed
restraints on dl future joint ventures. This move has opened up opportunities for exportersin many
niche markets outside the traditiona cola sub-sector.

Although fundamenta economic indicators point to continued growth, imports can be inhibited by
Chinese trade barriers, an underdeveloped distribution system, inadequate infrastructure, and an
inefficient banking sector.
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_Market Overview

The non-acoholic beverage market in Chinais dominated by domestically produced beverages. Mgor
playersinclude traditional Chinese producers and multinational firms like Coca-Cola and Pepsi-Cola
Inc., who have established production facilities throughout China

There was sgnificant growth in the vaue and Sze of the non-alcohalic beverage market in China
between 1992-1996. However, 1995 witnessed a marked decline in non-acoholic beverage imports.
This was due to improved production facilitiesin China, and Hong Kong'sincreasing roleas a
reexporter of high qudity food and beverage products for China.

The average incomes of Chinas urban population is more than double that of rurd residents.
Subsequently, the mgjority China's non-acoholic beverage sales occur in its urban regions. In rurd
aress, boiled water and tea are the most common non-acoholic beverages. Exporters should,
therefore, targest their products at Chinas 340 million urban residents.

Market Size and Projections

The import market for non-acoholic beverages in Chinawas valued at over US$60 million in 1995.
Reexports from Hong Kong accounted for US$52 million of the total import market.

The southern provinces of China, dong with Beljing and Shanghai, are the strongest markets for most
consumer goods. Shanghal is often used by foreign companies as atest market for new food and
beverage products. Guangdong is the fastest growing market in China, and the closest province to

Hong Kong.

The retall sde of most non-acoholic beverages in China varies greetly by region. While carbonated
drinks dominate most regions in China, many other beverages maintain a sizable share of the market.
Exporters are advised to examine the various regiona preferences closdly.

Carbonated beverages are the largest segment of the of the non-alcoholic beverages market. The tota
market for carbonated beverages was vaued at US$2.8 billion in 1996, comprising 76% of the

Page 4



The Non-Alcoholic Beverages Market in China

non-acoholic beverage market. Sport drinks are relatively new to China, but have quickly become the
second largest sub-sector with atotal value of US$842 million. Both of these sub-sectors are
dominated by Coca-Cola Corp. and Pepsi-Colainc. who control over 50% of the market.

Orange drinks are the highest sdlling carbonated beverage in China followed closdly by colas and clear
lemon-lime drinks. China has a number of clear carbonated beverages cdled Chi- Shui which are
especiadly popular. Diet colas and other diet carbonated drinks have seen adecline in sales over the
past four years, in some cases as high as 100%. Carbonated beverages are most popular in urban
areas amongs the younger segments of the population. Drinking canned Carbonated beveragesis
viewed as a satus symbol which enhances their popularity.

The fruit juice market is growing because of the changing preferences of severd segments of the
population. Women and older generations have shown interest in fruit juices because of their perceived
hedlth benefits. Natura fruit juices are the most popular juice products because of their quaity and
nutritiona vaue,

Applejuiceisthe most popular fruit juicein Ching, but pinegpple juice is growing in popularity and has
quickly become the second highest sdlling fruit juice. Theintroduction of tropica fruit juiceshas dso
been successful. Coconut juice and amond drinks have become popular luxury gift items. Fruit juices
are taking market share away from carbonated beverages because of improved qudity, product
variety, and agrowing belief that fruit juices are a hedlthy dternative.

Hot drinks are declining in popularity in China. Teg, in particular, has seen a decrease in total market
share, but continues to be apopular beverage in many regions. Lemon teais one of the most popular
productsin the sub-sector, and the introduction of cold teas and avariety of herbal teashasaided in
decreasing the decline in teels market share. However, amgority of tea consumed in Chinais boiled
tea leaves, not prepackaged single servings. Chinamaintains asmall coffee market, 80% of whichis
controlled by multinationas Nescafé and Maxwell House. Chinaimported US$200 million worth of
coffeein 1995.

Teais conddered avegetable drink in China, and this sub-sector is receiving increased government
attention. The Chinese government is anxious to stop the decline in the tea market, and is taking steps
to protect and promote this domegtic industry. Smilarly the government is developing a number of
vegetable juice products as a means of dedling with surplus vegetables and minimizing waste from the
agriculture industry. This product will target the growing segment of the Chinese market that is seeking
hedthly dternatives to western soft drinks. Both of these sub-sectors would be difficult entry points for
Canadian producers.

While some traditional sub-sectors are declining, industry sources predict Chinas non-acoholic
beverage market will maintain its annual growth rates of 20%. The fruit juice, and carbonated beverage
sectors are expected to lead the non-acoholic beverage markets growth with average rates of 25%
per year until the year 2000. A number of niche markets are available to dedicated exporters. While
the market for carbonated beverages is dominated by two multinational corporations, fruit juices, heath
drinks, and regiond beverages offer other opportunities.

Tropica fruit juices are new and increasingly popular in the Chinese market. Juices made from regiond,

or locd fruits are especidly popular. Foreign producers have found that tailoring western-style
beverages to regiond preferences has expanded their consumer base. The first such product was
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introduced in 1997 as a pilot project in Shanghai. Coca-Cola marketed a fruit beverage made from
regiond tropical fruits, produced in ajoint venture with alarge Chinese non-acoholic beverage firm.
The product used Shanghal as atest market and has initialy proved very successful.

Soya-milk beverages have aways been popular in China, but recently producers have offered
prepackaged single-serving products which have been well received. In fact, dl milk based beverages
have experienced growth. Med supplement beverages have shown strong growth with Chinese
consumers looking for convenience foods, and yogurt drinks have increased in popularity due to new

formats and packaging.

Hedth drinks, such as semi-medicind beverages and nutrient enhanced drinks, have traditionaly been
popular in China, but new products made from expensive herbs and roots, such as ginseng, are

expanding the popularity of the segment.

The Competitive Environment

Production and retail costs of most non-alcoholic beverages have been lowered considerably because
of the numerous foreign firms who have invested in the outdated production facilities and didtribution
systems of China. These lower costs, and improvements in qudity have hel ped expand the consumer
base for non-acoholic beverages. Price will continue to be a primary concern for amgority of Chinas
consumers.

Coca-Cola Corp. and Pepsi-ColaInc. control over 25% of the non-alcoholic beverages market in
China, including 50% of the carbonated beverage market. The dominance of these two companies has
weakened domestic producers of non-alcoholic beverages. However, domestic producers are still
present in this market, and dominate the rura regions, but an increasing number of joint ventures
between foreign and domestic firms has left only one Chinese beverage producer with anationa
presence.

The import market is dominated by producers from the Pecific Rim, namey Taiwan, who provide

familiar beverages, and benefit from the cost savings that their proximity and specid trade rdaionships
provide.

The Canadian Position
Between 1991-1995, Canada's non-acoholic exports to China were sporadic. In 1995, Canada
exported US$12 000 worth of non-alcoholic beverages. While a seemingly smal amount, thiswas a

ggnificant increase over the four previous years.

A number of foreign firms, including Canadian producers, have invested in locd manufacturing to
produce their products with loca supplies. this has grestly increased profits for most firms.

Recent moves by the Chinese government have opened up possible opportunities for dedicated
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Canadian exporters. With large multinationa firms currently unable to expand their production facilities
past their present cagpabilities, many niche markets will remain open to competition. Current production
facilities are geared towards producing internationally recognized name brands which has left the
developing sub-sectors reliant on imports and foreign capital.

Asian beverage companies are dso turning their attention to the small but fast-growing niche markets.
These companies are primarily focusing on the rebuilding the popularity of old brands, and more
traditiona products, although many smaller producers are o keen on developing new products. The
desire to develop new products could provide joint venture opportunities for Canadian producers.

Distribution Channels

Overview of the Distribution System

The digtribution system in Chinais decentralized and regiondly based. This has led to wesk
inter-regiond trade. Each region has the mandate to oversee its own food and beverage industry.
Consequently, loca officids often regard local markets with proprietary interest and frequently creete
barriers to entry for goods from other regions or countries.

Given Chinas internd trangportation difficulties and regiond differences, exporterswill likdy find it
difficult to target the entire Chinese market. As aresult, Canadian producers should initidly explore
opportunitiesin regiond markets.

Non-a coholic beverage manufacturers have begun to develop their own distribution systemsin China
to lower production costs and expand their market presence. Multinational companies have entered
into joint ventures with some regiona beverage producers merdly to exploit their existing regiond
digtribution channdls given that implementing anationd distribution system is very difficult.

__Importersand intermediaries

Chinese importers usualy want to establish direct trade links with foreign suppliers, athough in the past
they found it more convenient to use a Hong Kong intermediary, and in some cases ill do. Hong
Kong middiemen arefdling out of favour with most Chinese buisnesses becasue importing products
directly reduces cogts for local companies. Canadian companies attempting to entre the Chinese
market will find it more cost effective to approach suitable buyers directly in the local market.

Using an intermediary has the advantages of superior market intelligence and improved communication
for cusomer servicing.

__Retail digtributors

Page 7



The Non-Alcoholic Beverages Market in China

Retail outletsin China can be classified into state owned, collective, and privately owned enterprises,
including individualy owned distribution outlets. State owned outlets are responsible for most of
Chinas large department stores, and account for about 40% of retail outlets. These outlets do carry
various non-acoholic beverages, but they carry mainly domestic products, and few imports.
Collectively owned enterprises primarily consst of co-operatives in villages and towns, though there
are a'so some shops in the large cities that operate under this system. These enterprises carry limited
amounts of imported non-alcoholic beverages. Thisretail distribution accounts for around a quarter of
the nationa distribution system. Private enterprises account for afifth of Chinese retall outlets, but the
share is predicted to grow, at the expense of collectively owned enterprises. This sector includes the
developing supermarket and hypermarket industry. Western-style supermarkets are new to China, but
they are developing rapidly. Supermarkets carry the highest percentage of imported and western style
non-acohalic beverages. These markets will provide the best entry point for imported non-acohalic
beverages as they are geared towards the new more affluent Chinese consumer.

Loca markets and convenience stores are the most prominent retail outlets for non-alcoholic
beverages, but thisis expected to change as the younger generations in China have begun to frequent
new western style supermarkets amost exclusively.

___Food service operators

Fast food restaurants are beginning to gppear in some of China's larger centres, aswell as more
upscae western style restaurants. Both these and hotel restaurants would be a good venue for
introducing new products as they cater to the upper middle class Chinese and expatriates, both of
whom have higher digposable incomes.

Direct sales

Foreign companies are not permitted to directly engagein trade in Ching, other than the direct
marketing of goods they have manufactured in China. Accordingly, exporters need to use adomestic
Chinese agent for both importation and marketing within the country. While companies can set up
representative officesin Chinato promote their products and gain market information, they are not
alowed to engage in direct profit making activity.

Equity or contractud joint ventures can be advantageous to companies which plan to take advantage of
the rgpidly developing markets of Chinaand Asa Thisis particularly true of companies whose
products are costly to transport. Joint ventures are arranged and gpproved by the China Soft Drinks
Asociation which isadivison of the government branch of China Light Indudtry.

In late 1996, the Chinese government placed limits on al future joint ventures in the non-alcoholic
beverage industry. This move was primarily focused at dowing down Coca-Cola Corp. and
Pepsi-Cola Inc. who have dl but removed Chinese ownership from nationd non-acohalic beverage
production. Recent joint ventures involving these companies were viewed as hogtile take overswith
few pogtive effects for the domestic non-acoholic beverage producers. While this action could impede
future joint ventures, acommitted producer could enter into a partnership if the integrity of the Chinese
partner was maintained, and the ded was mutudly advantageous.

Page 8



The Non-Alcoholic Beverages Market in China

Promotional consider ations

Chinese consumers prefer to have both Chinese and foreign label's appear on imported food and
beverages. Chinese labels are desired, for ease of understanding, and foreign labels are beneficia as
they are perceived by Chinese consumers as evidence of a products high qudity. Large or bulk
packaged goods for retail are not popular because most homes are small and few people own cars.
Consumers are price conscious in this market, but whenever possible they prefer to pay for quality
products rather than cheagper goodss based soley on price. In the non-alcoholic beverage segmert,
consumers are wary particularly of lower priced domestic products. Historically, Chinese non-acoholic
beverages have had difficulty passng government hygiene standards. Aslate as 1993, only 30% of
Chinese carbonated beverage producers passed government tests.

Product promotion will be important in Chinas larger consumer markets. Markets, such as Shangha,
are highly competitive and have many imported goods. In many cases a products success is dependent
on advertisng and promotion. Most loca Chinese people are extremdly influenced by advertisments
and commercids, such astelevison, billboards, and in-store promotions.

Considerationsfor Market Entry

L ocal standards and regulations

China continues to use standards and certification practices which their trading partners regard as
barriers to trade. For manufactured goods, China requires that a quality licence be issued before goods
can be imported into China. Obtaining such licences can be atime-consuming and expensive process.
China often requires testing and certifications of foreign products to ensure compliance with standards
and specifications unknown and or unavailable to the exporter.

__Health and food safety

Despite multilateral commitments and market access agreements, China continues to use unscientifically
based standards and certifications. Chinas phytosanitary standards are often overly drict, unevenly
applied, and not backed by modern scientific practices. The National Health and Quarantine
Adminigtration now requires dl imported food items be affixed with alaser sticker indicating the
products safety. Importers are charged five to seven cents a sticker, and the stickers must be affixed
under state adminigtration.

___Packaging and labelling
As of September 1, 1996, Chinese law requires that al food and beverage products (domestic and

imported) have Cantonese/Mandarin labels clearly stating the type of food, brand name, trademark,
manufacturer name and address, country of origin, ingredients, date of production, and product expiry
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date. Other information may appear on the label, but the Cantonese/Mandarin (smplified characters)
language requirements must be met. Research suggests that the new |abdling requirements are

cons stent with what the consumer wants and will aid in protecting consumers, producers and retallers
from fake, inferior, or expired beverages entering the market.

__Retail Packaging

Attractive modern packaging plays an important role in the non-acoholic beverage market. Chinese
consumers often equate an attractive package with quality. In national consumer surveys, Chinese
consumers have openly stated they would pay more for attractive packaging, and not only for imported
products. Many foreign firms have redesigned their packaging to maximize their internationa logo,
added eye catching colours and characters, and the necessary Cantonese or Mandarin characters.

Another concern for non-acoholic beverage packaging in Chinaisthe size and format of the package.
Western style packaging, while atractive and sought after, typically makes the product unaffordable.
There are many options and variationsin place in the indusiry.

Canned drinks are believed to be a status symbol in China, but thistype of packaging severdly limits
market Size asit puts the cost of the product out of the reach of most Chinese consumers. Cardboard
packaging isin use for most types beveragesin Ching, but its successis hinged to the products low
cost, and not its apped. Consumers generdly purchase beveragesin this format when there is no other
option. Cardboard has become common at sporting events and other large entertainment venues.
Many foreign non-acoholic beverage companies have smply reconfigured their own packaging to suit
the Chinese market. For instance, Coca-cola markets its carbonated beveragesin smaller 200 ml
bottles. By cutting down on quantity and packaging, the product became more affordable to the
average Chinese consumer.

__Documentation and Procedures

__Required documentation

The following documentation may be required to import goods into China. In generd, exporters should
comply with the importers or shippers ingtructions for the number of copies of each document thet is
required. The information in each document should correspond exactly to the detals contained in other
documents for the same shipment. The description of the goods must be clear, concise and incorporate
dl rdevant details and cogts. A respongible officid of the exporting firm (or authorized agent) must Sign
the document.

Mall and Parce Post shipments require postal documentation in place of bills of lading. Air cargo
shipments require air wayhbillsin place of bills of lading. The name of the People's Republic of China
should appear on the documentation and al parcels should be sedled.

There are anumber of required documents for product entry into Chinato which there must be strict
adherence. Required Documents include the following:
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Commercid Invoices: Always required, there is no pecific format they must follow.

Pro-Formalnvoice: May be required when negotiating the import contract.

Bills of Lading: Always required. (See Mail and Parce Post and Air Cargo).

Packing List: Required for each shipment. At aminimum it must note the weight and contents of

each package.

Certificates of origin: May be requested. A standard form is usudly issued.

= Sdes Contract: Required.

= Insurance Certificate: Only if you are insuring the shipment. (The Chinese usudly insure the
products themsalves).

= Import Quota Certificate: Required for genera commodities, where gpplicable.

= Import Licence: Required if the importer is not registered as a nationd foreign trade corporation.

Where gpplicable, ingpection certificates issued by the State Administration of Import Commodity
Inspection or itsloca bureau are required. Any specific requirements should be spelled out in the
importing contract for each transaction.

__Authentication of documents

The Chinese government requires that some documents be authenticated, such as certificates of sde
and letters authorizing an exporter's loca agent or importer to act on their behaf. Companies should
rely on their loca contact to inform them of the specific requirements for their products. The documents
should be notarized in Canada and can be authenticated to by sending them to the Department of
Foreign Affars and Internationd Trade (thereis no fee for this service) a the following address:

Department of Foreign Affairs and Internationa Trade
Authentication and Service of Documents (JLAC)

125 Sussex Drive, Ottawa, ON K1A 0G2

ATTN: Mario Nufiez-Suarez

Telephone: (613) 992-6602

Facamile: (613) 992-2467

__Customs Duties, Tariffsand Taxes

Despite a number of steps taken pursuant to itsinternational commitments, including removing
non-tariff measures (NTM's) such as quotas and licensing requirements, China il maintainsalarge
number of non-tariff adminigtrative controls to implement its trade and indugtria policies. In addition to
quotas and licenaing requirements, China aso redricts the type and number of entities within China
which have the legd right to engage in internationd trade. Foreign exchange baancing regulations could
a0 further restrict imports even for firms that possess the right to import. Moreover, despite recent
moves to lower tariffs, Chinds tariffs remain prohibitively high. Nomina most favoured netion tariffs
facing goods entering Chinaiin 1995 ranged as high as 150%, and averaged 35%.

All imported non-alcoholic beverages are subject to a 17% vaue-added tax. A duty of 30-75% is

levied depending on the type of beverage. As of 1997, non-alcoholic beverages, both domestic and
imported, were not subject to a sales tax. However, the Chinese government is planning to impose a
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8% tax on non-alcoholic beverages in the near future.

Measures that can act as non-tariff barriers are administered at national and sub-national levels by the
State Economic and Trade Commission (SETC), the State Planning Commission (SPC), and the
Ministry of Foreign Trade and Economic Cooperation (MOFTEC). These non-tariff barriersinclude
licences, quotas and other import controls. The level of imports permitted under these measures are the
result of complex negotiations between the Centrd Government and Chinese minidtries, state
corporations, and trading companies. MOFTEC uses import licences to exercise an additiona
nationwide system of control over some imports. Many products are subject to both quotas or
restrictions and aso to import licensing requirements. For these products, after permission has been
granted by other designated agencies for importation, MOFTEC must decide whether to issue a
licence. MOFTEC officas dam that import licences are issued automatically once other agencies have
approved an import.

Although Chindsimport approva process remains complex, Chinais taking some important stepsto
streamline the process and to reduce gradudly the range of imports subject to non-tariff barriers.
Centra Government agencies have published many, though not dl, of their import adminigtration laws
and regulations, making Chinas trade regime more transparent. China has aso taken stepsto diminate
import restrictions no later than the end of 1997 in accordance with itanternationa trade commitments.
Neverthless, Chinadill maintans NTMs on some products that were scheduled for remova in 1994.

China has taken steps to reduce tariffs pursuant to its bilateral commitments in an effort to boodt its
World Trade Organization (WTQO) accession bid. In November 1995, Chinds President Jang Zemin
announced that Chinawould make tariff reductions on more than 4000 tariff line itemsin 1996. Chinas
dtated god was to bring its average nomind tariff down to about 15% in 1997.

In addition to import tariffs, imports may aso be subject to vaue-added and other taxes. Such taxes
are to be charged on both imported goods and domestic products, but application has not been
uniform, and these taxes may be subject to negatiation. China has used the combination of tariffs and
other taxes to clamp down on imports that officias believed threatened domestic industries.

Businesses bringing goods into China often complain about Chinas customs valuation practices.
Different ports of entry may charge different duty rates on the same or smilar products. Because there
isflexibility at the loca level in deciding whether to charge the officid rate, actua customs duties are
often the result of negotiations between business people and Chinese customs officers.

Since 1988, China has established a number of duty free import/export zones. Chinaaso hasfive
gpecid economic zones: three in southern Guangdong province, one in southern Fujian and the idand of
Hainan These zones are setup to facilitate foreign investment and trade. They offer lower business tax
rates and operating costs, better investment climate, more devel oped infrastructure, and lower local
taxes and rent. In deciding where to locate, some foreign firms have found that willingness of authorities
to cater to pecific needs of the investor is more important than officia incentives. Even though the
specid zones provide incentives, investors should not forget to consider the normal factors for choosing
alocation - including, most notably - distance to market, and availability of supplies and labour.

__Transportation and Storage
Chinasinfragtructureis poor. It can be so inefficient and costly that, in some cases, products shipped
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from North America can compete well with domestic products from distant parts of China. Shipping
(by seq) isthe easest mode of transport. Many existing and planned plants are on the coast or dong
rivers, so they may take advantage of naturd trangportation routes.

The trangportation system in China has limited the Sze of most Chinese beverage companiesin the
past. The lack of an adequate nationd rail service has been partialy blamed for creating Chinas
diverse and regiona non-acoholic beverage market. With the introduction of industry giants,
Coca-cola Corp. and Pepsi-Cola Inc. a semi-nationd distribution system is evolving, but this system
remains fairly exclusve to the two companies. A matching system will develop for the hundreds of
other companies as regional markets are defined, but this has yet to happen.

Adeguate amounts of Storage facilities exist a most ports, but the quality of the storage facility may
leave something to be desired. Most are fine for generd cargo, but they are rarely climate controlled.

___Export Financing and Payment

__Credit and Payment Conditions

The usual methods are letter of credit terms. This method accounts for amost 80% of al transactions.
More liberd terms, such as open account are in use, but are not recommended without prior market
knowledge. Credit terms vary widdy, usualy 60-90 days.

The Renmimbi Y uan (RMB), or peoples currency, remains generaly sound. The basic unit is the yuan.
The Renmimbi is technicaly market determined, dthough there are many foreign currency lawswhich
restrict thisin practice. Foreign exchange delays of one to two months are currently reported after local
currency cover is made. Loca currency delays average one month. The import cover can average
between 6-8 months.

__Cultural and Business Practices

Canadian exporters need to understand the cultural nuances of doing businessin China. Although
productivity and output are not ignored, they usualy take a back seet to harmony. Person to person
didogueisthe preferred method of communication. Writing (letters, facamiles, memos) isthe least
preferred method. Committing something to paper usudly requires the gpproval of many people
throughout the bureaucracy.

Chinese business executives prefer to establish long term relationships, partly because of the difficulty
of enforcing contracts. The services of agood interpreter, especialy one who understands the culture
and the language, are invauable. Y es can mean no in some cases, usudly when it isimpolite to say no
to aguest and agood interpreter can inform you of these types of stuations. Aswell, be preparedto go
over everything many times, in the same meeting and again in subseguent mestings.
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APPENDIX A -- Statistical Tables

The Non-alcoholic Beverage Market in China, Sales Volume and Per centage Growth by
Flavour, 1993-1995

% Growth % Growth

Flavour 1993 1994 1995 1993/1994  1994/1995
Orange 181,494 205,421 222,146 13.2 8.1
Cola 78,369 184,581 217,059 135.5 17.6
Lemon-Lime 120,674 140,896 177,347 16.8 25.9
Apple 132 101 155 -23.5 53.5
All Other 376,920 299,537 311,816 -20.5 4.1
Tota 757,589 830,536 928,523 9.6 11.8

Source: ERC Statistics International, Confectionery Market in China, 1994.

TOP

APPENDI X B -- Trade Shows and Promotional Venues
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Bevtek and Brewtek Internaiona Beverage and Brewing US Contact

China Production Exhibition IMEX Management
July 1998 6525 Morrison Blvd Ste.
Convention Centre, 402
Shanghai, China Charlotte, NC 28211-3532

ChinaBrew &
Beverage

PFP Expo -
Drinkmac & Pac

Teephone: (704)
365-0041
Facsmile: (704) 369-8426

Internationa Brew & Beverage Processing Business and Industry

Technology and Equipment.
July 1998

Beijing Exhibition Center,
Bdijing, China

Trade FairsInc.

4/F Antel Bldg 144-148
Des Voeux Rd., Hong
Kong

Telephone: 2895-2633
Facsmile; 2866-1773

Internationd Beverage & Brewery, Packaging  Copro Int. Service

& Maerids.
March 1998
Convention Centre,
Guangzhou, China

2003-4 Hing Yip
Commercid
Centre 272-284
Des Voeux Rd.
Hong Kong
Telephone: (852)
2541-9196
Facamile: (852)
2545-7639

APPENDIX C - Non-Alcoholic Beverage Importersin China

China National Cereals, Oils and Foodstuffs
Import and Export Co.
Jngxin Bldg, 2A Dong San Huan Bel Lu,

Bdijing, China, 100027
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Telephone: (86-1) 466-0684

Shanghai Tea Import and Export CO.
74 Dianchi Rd.

Shangha 200002, China

Telephone: (86-21) 6329-8888
Facsmile: (86-21) 6329-1989

Shandong An Baili Foods and Beverage Co.

Ltd.

20 Longshan Rd., Tengzhou,
Shandong, 277500, China
Telephone: (86) 512-879
Facsimile: (86) 513-809

telephone: (011-86-10) 6832-7585
Facsimile: (011-86-10) 6831-1309

Mountain Tai Shenli mineral Water Co.
Ltd.

DongshanRd.,

Shangdong province, 271500

Telephone: (86) 821-003

Shaanzi Longshou Dali Mineral Water
Co. Ltd.

Yuhong Village,

Duanja Township, Ddi County,

Shaanxi Province, China

Telephone: (86) 222-631

Facamile: (86) 222-631

_APPENDIX D -- Key Government Contacts and Support

Services

Canadian Gover nment Contacts

Canadian Embassy

199 Dong Zhi Men Wai St.,

Chao Yang Didtrict,

Bdijing, China, 100600

Telephone: (011-86-10) 6532-3536
Facsimile: (011-86-10) 6532-4072

Canadian Export Development Cor poration
152 O'Connor St

Ottawa, ON K1P 5T9

Telephone: (613) 598-2500

Facsamile: (613) 598-2503

Agricultureand Agri-Food Canada Market Support Divison (TCM)

Sr John Carling Bldg.

930 Carling Ave.

Ottawa, ON K1A 0C5
Contact: Randy Nelson
Telephone: (613) 759-7637
Facamile: (613) 759-7506

Department of Foreign Affairs and Internationa Trade.
125 Sussex Drive

Ottawa, ON K1A 0G2

Telephone: (613) 995-1773

Facamile: (613) 944-0050
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__Chinese Gover nment Officesin Canada

Embassy of the Peoples Republic of
China

515 St. Patrick Street,

Ottawa, ON, K1N 5H3

Telephone: (613) 789-3434
Facamile: (613) 789-1911

Chinese Consulate

240 St. George Street
Toronto, ON. M5R 2P4
Telephone: (416) 964-7260
Facsmile: (416) 324-6468

Chinese Consulate

3380 Granville Street
Vancouver, BC V6H 3K3
Telephone: (604) 734-7492
Facsmile: (604) 737-0154

__Chinese Government Officesin China

China Council for Promotion of International | Customs General Administration

Trade (CCPIT)

1 Fuxing Men Waidgie,
Beijing 100860
Telephone: (01) 801-3344
Facsamile: (01) 801-1370

Guangdong Province Foreign Economic
Relationsand Trade Commission

305 Dongfeng Road C

Guangzhou 510030

Telephone: (020) 333-0860

Facamile: (020) 334-4112

Ministry of Agriculture

11 Nonzhanguan Nanli, Hepinili
Beijing 100026

Telephone: (01) 500-3366
Facsamile: (01) 500-2448

Ministry of Foreign Affairs

225 Chaoyangmenne Ddie, Dongs
Beijing 100701

Telephone: (01) 513-5566
Facamile: (01) 512-9568

Building Ead, 6 Jan Guo Men Wai Ddie
Beijing 100730

Telephone: (01) 519-4144

Facamile: (01) 512-6020

Guangzhou Foreign Economic Relationsand
Trade commission

1 Fu Qian Road, Guangzhou 510032
Telephone: (020) 333-0360

Facsmile: (020) 334-0362

Ministry of Foreign Trade & Economic
Cooperation, Guangzhou

Foreign Trade Centre Building

117 Liu Hua Road, Guangzhou 510014
Telephone: (020) 667-8000 Ext. 86011
Facsmile: (020) 667-7040

Ministry of Foreign Trade & Economic
Cooperation(MOFTEC)

2 Dongchangan Je, Dongcheng Qu,
Beljing 100731
Telephone: (01) 519-8114
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Facsimile: (01) 512-9568

Chambers of commer ce and industry associations

China Chamber of International
Commerce

1 Fuxingmenwa Dgjie, Beijing
Telephone: (86-10) 6851-3344
Facsimile: (86-10) 6851-1370

Chamber of Commerce CCPIT
Shanghai Sub-Council

14/F New Town Mansion

55 Loushanguan Lu

Shangha, China

Telephone: (86-21) 6275-0700
Facamile: (86-21) 6275-6364

Canada-China Business Council
Suite 802, 110 Yonge Street
Toronto, ON M5C 1T4
Telephone: (416) 954-3800
Facsmile: (416) 954-3806

Canadian Commercial
Corporation (CCC)

50 O'Connor Street, 11th Floor
Ottawa, ON K1A 0S6
Telephone: (613) 996-0034
Facsmile: (613) 995-2121

China Chamber of Commercefor Import/Export of
Foodstuffs, Native Produce, and Animal By-products
95 Belheyan Dgie

Dongchengu, Beijing, China

Telephone: (86-10) 6513-2569

Facsimile: (86-10) 6513-9064

Asa Pacific Foundation of Canada
666-999 Canada Place

Vancouver, BCV6C 3E1
Telephone: (604) 684-5986
Facsmile: (604) 681-1370

Canadian International Development Agency
Business Cooperation Branch, Bureau for Asa
200 Promenade du Portage

Hull, QC K1A 0G4

Telephone: (819) 997-7901

Facamile: (819) 953-5024

Canadian banksin China

The Bank of Nova Scotia
Guangzhou Branch
Unite 1005-1007, Main Building

The Bank of Nova Scotia
Beijing Representative Office 1205-06
ChinaWorld Tower, ChinaWorld Trade Centre
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Guangdong Internationa Hotel
339 Huan Shi Dong Lu
Guangzhou, 510098
Telephone: (86-20) 8331-2323
Facamile: (86-20) 8331-1799

Bank of Montreal

Room 707, Nobletower

22 Janguomen Wai Dgjie
Beijing

Telephone:(86-1) 512-3442
Facsmile:(86-1) 512-3442

Canadian Imperial Bank of Commerce
Internationa Club

Jan Guo Men wal da Je

Beijing

Telephone:(86-1) 532-3164
Facsmile:(86-1) 532-5385

Royal Bank

Union Building, Room 403
100 Yan An Road East
Shangha 200002
Telephone: (86-21)320-2823
Facsmile:(86-21)320-0417

1 Janguomenwai Avenue
Beijing, 100004

Telephone: (86-10) 6505-0552
Facsmile: (86-10) 6505-0553

Bank of Montreal

Room 2603, North Tower
World Trade Centre
N0.371-375. Huan Shi Lu
Guangzhou, P.R.C.
Telephone: (86-20) 778-3718
Facsmile: (86-20) 778-4893

Royal Bank of Canada

Unit 18-20, Leve 6, ChinaWorld Tower
No.1 Jan Guo Men Wai Ave.

Beijing 100004.

Telephone:(86-1) 505-0358
Facsmile:(86-1) 505-4206

Royal Bank of Canada

Suite 1208, East Block,

International Comercia Building.
Shenzen

Telephone:(86-755)226462/4 ext. 1208

Reader Evaluation

Please help the Team Canada Market Research Centre to produce market reports which meet your
information needs by completing this evauation form and returning it by facamile a (613) 943-8820.

Thank you for your vauable input.

1. How did you obtain a copy of thismarket report?

I InfoCentre FaxLink system [ Government worldwide web site

I« InfoCentre hdp line

I« Loca government office  [x Other:

I InfoCentre bulletin board system

2. How would you describe this market report?
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Strongly agree Agree No opinion Disagree Strongly disagree

Useful I I (P M= P
Complete Ix Ix < P Ix
Well organized Ix Ix < M= Ix
Well written Ix I Ix I <
Ideal length Ix P (P P <

3. In what form do you prefer to obtain thesereports?
< Print I< Electronic

4. Based on the information in thisreport, what specific action(s) doesyour organization plan
to takein thismarket? Check all that apply.

Ix Seek an agent/distributor I Contact Canadian trade office abroad
I Vidt the market I« Participate in atrade show abroad

< Do more research I« Nothing

= Other:

5. What other market reportswould be of benefit to your organization? Please identify
gpecific productsand countries.

6. Which of the following categories best describes your organization? Check one only.

= Processor/manufacturer | =< Government

= Trading house = Student/academia
I« Export service provider | [ Consultant

I« Industry/trade association [ Other:

7. What wereyour organization'stotal saleslast year, in Canadian dollars?

I« Lessthen 10 million = [ 10 million to 50 million
I« More than 50 million = Not gpplicable

Additional comments/suggestions for improvement:
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OPTIONAL — The name of your organization is.

TOP
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