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“And [food safety concerns] ensure their successful commercialization in China”.
“The French (and European) food safety requirements are
so stringent that just following the rules should be enough to
pass sanitary agreement for importation into China,” points out
Smith Monnerville of Smith d’Oria.

Tipping a glass to luxury libations
According to a repor t by International Wine & Spirit
Research and Vinexpo, China was the largest consumer of red
wine and the fifth largest consumer of wine overall worldwide
in 2013. More than half of the wine consumed in China is
domestic – China ranks second after Spain worldwide in terms
of areas of vineyards (nearly 800 thousand hectares), and
eighth in terms of production (11.1 million hectolitres) per
the International Organization of Vine and Wine – but imports
come close behind and dominate in mid- and high-priced wine
markets. France continues to hold the largest share of the
import market – 38.01% in the first quarter of 2015 according
to WineChina.
Cecile Dekeuwer, a partner of D2K Avocats Law Firm in Lyon,
says that they have noticed an increase in potential investors
in the wine industries, primarily vineyards and bottling. “They
basically buy a château [in France], produce here and export
back to sell.” Li Chen, a legal consultant of HDC Consulting
who collaborates with D2K Avocats, adds that the key driver for
Chinese investors into these wineries is gaining a real, made-inFrance brand in purchasing the château, “knowing that there are
a lot of fakes in the market”.
Knowing the potential risks of and historical best practices
of a delicate artisanal product is of utmost importance when
there is such a high barrier to market entry. Smith Monnerville
cautions, “There are nightmare stories (not concerning Chinese
investors) of past crops included in an acquisition ‘going sour’.
Great wines need to age and their quality is not necessarily fully
known at the time [of harvest].”
Wine may hold perennial allure, however other luxury alcohols
also claim investors’ interest. Will McIntosh, the lead partner of
the international group at Brodies in Edinburgh, sees increasing
attention from Chinese investors in the high-end whisky market
in Scotland. “China’s consumption of whisky has slowed, but it
remains a significant consumer of high-end products,” he says.
“With production ramping up within the industry and a number
of new independent distilleries coming on line, there have been
expressions of interest from a number of Far Eastern players,
including from China.”
“The biggest issue is Chinese investors’ relative unfamiliarity
with the Scottish market,” McIntosh notes.
Figures from the Scotch Whisky Association reveal that
China was the 26th largest market by value (US$59.6 million)
in Scotch whisky sales in 2014; however the association noted
that China was the final destination for many of the products
exported to the third-largest market, Singapore (US$307
million). As reported by the BBC, imports in both countries were
lower in 2014, which the association blamed on the austerity
and anti-corruption campaigns in China.

Fashionable foothold
China continues to be a strong market for clothing consumpຟߟ
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