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Abstract 
 
Title: The New Silk Road: Swedish apparel companies’ challenges in China’s 
Market 
Publication Year: 2014 
Author: Xin Luo 
Supervisor: Håkan Tordstensson 
Keywords: China’s standard of textiles and apparel, global textile value chain, 
Swedish Apparel Company, China’s market 
 

Background and problem: As one of the major emerging markets, China has a 
large population, stable growth in GDP and increased consumer spending power 
which has attracted the whole world’s retail business. Many international clothing 
brands have increased investment or speeded up the pace into the China’s market 
(Chen et al., 2007; Cui 2000).  
 
However, because of the differences in economy, policy and culture, it sometimes 
results in difficulties in meeting standards and accessing the market with effective 
strategies (Cui, 2000). Numbers of clothing brands have been found not reach the 
Chinese standards of textile and apparel. These problems force the brands 
withdraw their substandard products from shelves, pay fines, and exposed by the 
media, therefore the brands suffer not only economic losses, but also the damage 
of their images and reputations. 
 
The identified problem corresponds to two research questions: 

• What are the main challenges for apparel companies to conform with 
Chinese standards? 

• How have the Swedish textiles retail companies responded to these 
standards? 
 

Methodology: A qualitative research approach was taken to collect relevant data. 
In the first phase, literature review was used to collect information related topics 
of the thesis. Because this paper was addressed on China’s market as the focus of 
the investigation, both China’s and Swedish academic databases were utilized. In 
the second phase, the author developed the work by doing an interview with 
Klaus Ziegler, the founder and owner of the Quality Partnership LLC in China; an 
in-depth international laboratory located in China identified the impact of the 
China’s standards and regulations and two email interviews with the managers of 
two Swedish apparel retail companies. Moreover, few informal interviews with 
professors in the Swedish School of Textiles and experts from Business Sweden 
were made to reach better understanding of thesis topic. 
 
Conclusions: Findings provide insight on Chinese highly growing standards 
regarding quality and service; International exporters face a lack of understanding 
of these standards in China’s textile market; The research of two retail companies 
indicate that the companies can conduct better conformity of Chinese standards by 
setting specific requirements to control the production, paying attention to 
labeling related rules, cooperating with developed export agents, professional 
third-party laboratory, and so on. 



 

 
3 

Table of Contents 
 
Abstract .................................................................................................................... 2 

Table of Contents ..................................................................................................... 3 

1 Introduction ........................................................................................................... 8 

1.1 Problem background ...................................................................................... 8 

1.2 Problem discussion ........................................................................................ 8 

1.3 Purpose and research questions ...................................................................... 9 

1.4 Scope and delimitation of the study ............................................................... 9 

1.5 Disposition/ structure of the report .............................................................. 10 

2 Current conditions .............................................................................................. 12 

2.1 China textile industry’s new role in the globalization ................................. 12 

2.1.1 China’s textile industry ......................................................................... 12 

2.1.2 China textile and clothing market .......................................................... 13 

2.2 Swedish exports ........................................................................................... 15 

2.2.1 Swedish exports situation ...................................................................... 15 

2.2.2 Swedish export to China market ........................................................... 16 

2.2.3 Swedish textile and China’s market ...................................................... 18 

2.3 China’s standards in textile industry ............................................................ 18 

2.3.1 China’s regulation on import commodity ............................................. 19 

2.3.2 China’s quality surveillance system ...................................................... 20 

2.3.3 Groups of standards in China ................................................................ 21 

2.3.4 China’s standards and international standards ...................................... 22 

3 Theoretical framework ........................................................................................ 24 

3.1 Textile supply chain ..................................................................................... 24 

3.1.1 Global textile value chain ...................................................................... 24 

3.2 The role of a foreign agent ........................................................................... 27 

3.3 Textile labeling ............................................................................................. 27 

3.4 Brand names ................................................................................................. 28 

4 Methodology ....................................................................................................... 30 

4.1 Literature review .......................................................................................... 30 

4.2 Primary research ........................................................................................... 30 

4.3 Comment of data .......................................................................................... 32 

4.4 Interviewed companies ................................................................................. 32 



 

 
4 

4.4.1 Company I ............................................................................................. 33 

4.4.2 Company II ............................................................................................ 33 

5 Empirical studies ................................................................................................ 34 

5.1 Problems identified by AQSIQ .................................................................... 34 

5.2 Interview with Klaus Ziegler ....................................................................... 35 

5.2.1 Differences between Chinese Standards and European Standards ........ 35 

5.2.2 Reason for non-conformity ................................................................... 36 

5.2.3 Suggestions to exporters ........................................................................ 36 

5.3 Interviews with Swedish apparel companies and agents ............................. 37 

5.3.1 Viewpoint on Chinese standards ........................................................... 37 

5.3.2 Responses by Swedish companies ........................................................ 40 

6 Analysis and discussion ...................................................................................... 41 

6.1 Analysis of conformity work in China ......................................................... 41 

6.2 Reasons of non-conformity .......................................................................... 42 

6.2.1 Technical barriers to market access in China’s market ......................... 42 

6.2.2 Lack of understanding of Chinese standards ......................................... 42 

6.2.3 Ignorance by international brands ......................................................... 42 

6.3 Reactions by Swedish companies face Chinese standardization ................. 43 

6.3.1 Collaborating with other organizations ................................................. 43 

6.3.2 Improvements within knowledge of China’s standards ........................ 44 

6.4 Method discussion ........................................................................................ 44 

7 Conclusion .......................................................................................................... 46 

7.1 Conclusion of findings ................................................................................. 46 

7.2 Future study .................................................................................................. 46 

Reference: .............................................................................................................. 48 

List of appendices .................................................................................................. 54 

Appendix 1 – Interview guides (English) .............................................................. 55 

Appendix 2 – Interview transcripts (English) ........................................................ 58 

1. Interview with laboratory (China) .................................................................. 58 

2. Interview questions answered by Company I ................................................ 61 

 
 
 
 



 

 
5 

List of Figures 
 
 
Figure 1   Overview of the thesis ........................................................................... 11 

Figure 2   China VS World's textile exports .......................................................... 13 

Figure 3   Per capita annual consumption expenditure on clothing ....................... 14 

Figure 4   Increase in total retail sales of clothing ................................................. 14 

Figure 5   Swedish exports of goods in 2012 ......................................................... 15 

Figure 6   Net trade goods by exports and period, SEK million ............................ 16 

Figure 7   China's product quality supervision and management system .............. 20 

Figure 8   Structure of supply chain ....................................................................... 24 

Figure 10 Problem of imported apparel products in 2011 ..................................... 34 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  



 

 
6 

List of Tables  
 
 
Table 1  Top 15 destination countries of Swedish exports .................................... 17 

Table 2  China standardization system .................................................................. 21 

Table 3  Mandatory standards for textiles and apparel .......................................... 22 

Table 4  Differences between GB 18401 and European standards ........................ 23 

Table 5  Labeling requirements in China ............................................................... 28 

Table 6  Interviewee List ....................................................................................... 32 

 

 
 
 
 
 
  



 

 
7 

List of Abbreviations 
 
 
AQSIQ General Administration for Supervision, Inspection, and Quarantine 

AIC Administration for Industry and Commerce 

BEMs Big emerging markets 

CIQ China Entry-Exit Inspection and Quarantine 

CCA China Consumer Association 

CNKI China National Knowledge Infrastructure 

FZ Industry standard 

GB Compulsory Chinese national standard 

GB/T Voluntary Chinese national standard 

GDP Gross Domestic Product 

QTS Bureaus of Quality and Technical Supervision 

RMB Renminbi, the official currency of China 

SAIC State Administration for Industry and Commerce 

SCB Statistiska centralbyrån: Statistics Sweden 

SEK Swedish Kronor, the official currency of Sweden 

WTO World Trade Organization 

  

  

  



 

 
8 

1 Introduction 
 
This chapter begins with a brief background of the problems on China’s market of 
substandard imported products. A brief discussion will be applied afterwards and 
led to the research questions of the work. Then it is followed by the purpose and 
the delimitations of this thesis study. 

1.1 Problem background  
 
In the 21 century, the trend of the globalism economy has been bringing 
worldwide market players great chances and challenges. On this basis, China’s 
textile and clothing industry has been undergoing tremendous changes, and so has 
the market. It is benefiting from being a WTO member since 2001, the lower 
tariff rates, grantee of trading rights to qualified enterprises and individuals, and 
access for foreign-funded retailers to reach China’s second-tier cities have led 
China become a full player in the global supply chain (International Trade Centre, 
2011). It is not only the biggest producer and exporter of textiles and clothing, but 
also a huge potential buyer and importer, backed by a fast-growing market, China 
is regarded as one of the most attractive destinations for foreign firms to enter 
(Tse, 2010). However, along with all the benefits from this market, some 
international companies have encountered difficulties to enter China due to the 
strict entry barriers or failures to meet Chinese standards when doing business on 
the market. Therefore, researches on how to understand China’s clothing standard 
system, how to get better understanding and adapt to the quality requirements and 
changes in China’s market are needed. 
 
The choice of this study subject reflects the author’s interest in quality and supply 
chain management in textile industry. The idea of doing research on Swedish 
textile company meet China’s compliance appeared a couple of months ago when 
the author was doing internship at Quality Department of a Swedish apparel 
company. As an international student from China, the author is also driven by the 
willingness to know the home country’s fashion business from a different 
perspective. Therefore, China is chosen and analysed as a market target in this 
study and combined with supply chain knowledge gained from the Swedish 
School of Textiles. 

1.2 Problem discussion 
 
When a company enters to a foreign market, there are many obstacles to 
overcome and numbers of specific standards and requirements to live up to. In the 
sake of controlling the hazardous substances in textile products, improving textile 
product quality, ensuring people's basic safety and health and to enforcing the 
general safety and technical specifications for clothes and textiles sold in China, 
plenty of standards and technical requirements are set by the government to 
restrict both internal and external firms established in China.  
 
In order to successfully overcome the major obstacles and work smoothly in the 
long term, it is important that Swedish apparel companies get well prepared. The 
deep understanding of China’s compliances and requirements related to textiles 
and clothing product can help Swedish companies have the possibility to foresee 
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potential problems that may happen in the future value chain and reduce risks of 
rejection. 

1.3 Purpose and research questions 
 
The purpose of this study is to reach an in-depth understanding of what are the 
challenges for Swedish garment companies entering in China where product 
quality standards and compliance are different from international ones. In 
addition, to research on what Swedish retail apparel companies have responded to 
conform to those standards. 
   
The experiences of two Swedish companies in the textile and clothing industry 
sell products in China are investigated. The findings show that the establishment 
in China is more challenging than other markets, and Swedish companies are on 
the process of adjusting themselves to conform those standards. 
 
The identified problem corresponds to two research questions: 
 

• What are the main challenges for apparel companies to conform with 
Chinese standards of textiles and apparel? 
 

• How have the Swedish textiles retail companies responded to the Chinese 
standards? 

 
The research on these questions would be of interest to Swedish textile retail 
companies that in the current situation have already established in China or regard 
this market as a future goal.  
   
The study aims at investigating the potential problems related to quality, safety, 
and compliance to standards for Swedish retailers or brands entering Chinese 
market. Therefore, an empirical study has been chosen to collect qualitative data 
for the study. Collecting information of current compliances and standards in 
Chinese market will be the starting point of this work. 

1.4 Scope and delimitation of the study 
 
The author has collected academic materials and several labels from China to 
provide a better data support. However the interviews and researches related to 
Chinese regulations and standards were mainly conducted in Sweden due to the 
long distance to China in fact. The process to overcome the obstacles is presented 
from a Swedish retail company overview. In terms of the standards research, there 
was no specific standard focused. A group of textiles and apparel related 
standards and the China’s standard system were analysed. 
   
The result of this study can only partly reflect the ever-changing quality standards 
situation in China's textile industry due to the complicatedness of global supply 
chain. Because the two Swedish textile companies in case study which have 
sophisticated experience with overseas retailer experience and always live up to 
most of the legal issues in their expansion strategies. These companies have good 
quality and safety profile of their textile supply chains. So, the interviewed 
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information only presents some of the best cases regarding standard conformity in 
China. To draw a more comprehensive picture, further studies and investigations 
are needed. 

1.5 Disposition/ structure of the report 
 
In order to answer the research questions and connect all the sectors smoothly, the 
thesis was structured as Figure 1 and explained as following: 
 
The first chapter presents background information of the problem in China’s 
market regards to non-compliance, and discussion of the problem related to 
requirements and compliances in foreign market entries. Additionally, the design 
and research questions of the study are addressed which is followed by the 
concern of delimitations.  
   
Chapter 2 introduces the current situation related to the chosen topics. For 
example, the introduction of China’s import market and exports situation of 
Sweden are presented. Then the textile trade between China and Sweden is 
analysed. This chapter also gives a description of Chinese surveillance system and 
regulations system, and therefore, the current problems related to Chinese market 
entries are also discussed in this section. 
   
The theoretical framework is placed at the third chapter and explains the basic 
concepts related to this research. For example, the concepts of global textile value 
chain, export agent and the China’s standards system have been presented. 
   
Methodology is also included in this chapter, which introduces the design and 
implementation of the study briefly. This work is a combination of descriptive 
literature study and qualitative research. The process of gathering data and 
analysing data is addressed and followed by an evaluation of the quality of the 
study in terms of research’s validity and reliability. 
   
The main part of the report is at chapter 5, where the findings of the gathered data 
from literature and interviews are divided and discussed separately.  
   
Thereafter, chapter 6 analyses the viewpoint on Chinese standards by interviewed 
Swedish companies and describes their responses.  
   
In the end, the report is finished with a conclusion drawn from the analysis to 
answer the research questions and a proposal for future study. 
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2 Current conditions 

 
The current condition of this study has been divided into three different sections. 
In the beginning, a general introduction of China and China’s textile industry are 
provided in order to help the readers understand China’s market of textiles and 
apparel. The China’s market differs in many aspects from any other country’s 
market with its history and basic condition. Thereafter, the Swedish exports and 
the facts of the trade between these two countries are also presented, and followed 
by a brief overview of China’s current textile related standard system. 

2.1 China textile industry’s new role in the globalization 
 
“Yes, it’s a tough market. And yes, your competitors may have gotten there first. 
But the biggest mistake would be choosing not to invest in China.” 

 
──Edward Tse, the chairman of Booz & Company  (Tse, 2010) 

2.1.1 China’s textile industry 
 
China has been a key player in the textile industry for a long time (Qiu, 2005; 
International Trade Center, 2011). Since the ancient times, textile production and 
technologies have emerged in China. According to the legend, the earliest record 
of Chinese textile is the Empress Si Ling Shi made a fabric from a bombyx mori’s 
silk, dating back to 5000 to 7000 years ago (Eberle et al., 2014, p. 21). Later the 
”Silk Road” trade was run through Central Asia connecting China and the 
Mediterranean countries with business of silk, wool, cotton and hemp, etc. (A. 
Sheng, 2005). The trade had given an enormous impetus to the development of 
Medieval Europe’s textile industry. Meanwhile, it also strongly influenced 
China’s economy and built the reputation for advanced textile producer.  
 
However, during the modern times, due to the absence of the Industrial 
Revolution and unstable society state, the competitiveness of China’s textile 
industry fell behind. This scenario did not improved until 1949, when the new 
Chinese government has applied a large amount of resources to support and 
develop the textile and clothing industry to become one of the traditional 
beneficial industries in China (Qiu, 2005). With the economic reforms and the 
open door policy adapted from 1979, textile industry was chosen as one of 
China’s domestic industries for promotion in the global economy.   
 
Moreover, in the past decade, China has implemented all the commitments of the 
World Trade Organization Agreement on Textiles and Clothing, which 
accelerated its integration into globalization (International Trade Centre, 2011). 
As a result, China has been experiencing a drastic change in its textile and 
clothing production, so has the market. Chinese competitiveness in low labor cost, 
undervalued currency rate, increased Foreign Direct Investment and technological 
expertise have resulted in a shift in the country’s textile industry (Biselli, 2009). 
 
Currently, the textile and clothing industry is the largest manufacturing industry in 
China, which has around 24,000 enterprises and 8 million workers. Moreover, the 
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textiles became the first industry to enter the global market, which has a highly 
competitive position (Moore, 2002). The global share of China’s textile and 
clothing exports has achieved remarkable growth from 2.6 percent in 1970s to 
approximately 30 percent today. Even during the last-round world financial storm, 
the global market shares of Chinese textiles and garments in European Union, the 
United States, and Canada still maintained sustained increasing (China research 
and intelligent Co. Ltd., 2012).  
 
Especially in the EU, China’s textile and clothing products has accounted for the 
largest market share, even ahead of the combined result of Turkey, Tunisia and 
Morocco. Furthermore, this growth of imported Chinese textile and clothing 
product is predicted to continue by EU (European Commission, 2005).  
 
 

 
 

Figure 2 China VS World's textile exports 

Source from China research and intelligent Co.Ltd, 2012 

2.1.2 China textile and clothing market 
  
China is retaining its status as the world’s textile leader. At the same time, with a 
population of 1.35 billion and the stable growth of economy, China acts 
emergently as one of the world largest consumer markets for home textiles and 
clothes currently.  
 
During the transitional process of industrialization and urbanization, growing 
amount of citizens has been moving to urban area. In the year of 2012, the 
National Bereau of Statistics published China’s urban residents average per capita 
disposable income hit RMB 24565 in 2011 and the urban households spent RMB 
1674.7 on clothing with a sustained increasing compared to the past years 
(Chinadaily, 2012). All of these factors, for instance, rising living standards and 
growing demand for textiles and garments contribute to an increase potential of 
China’s apparel market. The Figure 5 shows the average annual consumption on 
clothing by urban and rural Chinese customers from 2001-2011: 
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Figure 3 Per capita annual consumption expenditure on clothing 

Note: According to the National Bureau of Statistics, “Clothing” includes 
garments, shoes, hats, accessories, tailoring, Source from: International Trade 
Centre, 2011.  
  
Moreover, the Chinese government has been dedicated to reshaping the Chinese 
growth model in international trade from over-reliance exports state to domestic 
consumption, which may result in a slower economic growth (Embassy of 
Sweden et al., 2013). However, in the long run the reform is believed to gain a 
sustainable economic growth. And this is proved by a research by Business 
Sweden in 2013, which showed that “China’s economy is coming down to more 
sustainable levels” (Liberg, 2014) 
 
As a result, China’s textile and clothing imports have grown steadily in the past 
decade, the value of imports reached USD 19.03 billion in 2011, among which 
clothing products was rising most dramatically, with a growth of 11% (Chinese 
research and intelligence Co., Ltd. 2012). Moreover, the increase of total retail 
sales of clothing (includes garments, shoes, hats, accessories, tailoring) was stable 
and it is estimated to continue in the future because of the recovery from previous 
financial storm (see Figure 4). 
 
 

Year 2006 2007 2008 2009 2010 2011 
yoy% change 12.9 28.7 25.9 18.8 24.8 24.2 
 

Figure 4 Increase in total retail sales of clothing 

Source: National Bureau of Statistics of China, 2013 
 
The booming China’s apparel market has opened up for suppliers getting access 
to not only high-end, but also medium and low-end consumer markets. In this 
way, it creates lucrative business opportunities for international clothing brands 
and retailers, which encourage them to establish in the Chinese domestic market 
or expand market share there. Well-established foreign apparel brands, for 
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instance, H&M, Zara, Esprit, etc. have accelerated their expansion into China’s 
apparel market and enjoyed big success (International Trade Centre, 2011), while 
new entrants are also seeking approaches to have a stronger presence in China. 
China’s role as a production will decrease in the future, but the importance as a 
significant domestic growth market will increase. 
 

2.2 Swedish exports 

2.2.1 Swedish exports situation 
 

Swedish economy is relatively small, but it has highly participated into the growth 
of global trade. The country’s trade is more export-oriented, which is proven by 
the data released by the World Trade Organization on April 2012 that Swedish 
exports accounts for 50% of its whole GDP. The exports here consist of both 
goods and services (Global Finance, 2014; WTO, 2013; Svengren Holm and 
Tijburg, 2012).  
 

 
 

Figure 5 Swedish exports of goods in 2012 

Source from Hartzell, 2013 
 
Many statistics show that Sweden in general has fallen behind its export share 
both in the world and in Europe. Recently, because of the export expansion of 
BRIC countries: Brazil, Russia, India and China, the Swedish exports have 
gradually lost its stability of the share in the global economy (Christian Ketels, 
2009; WTO, 2014). In the trade among EU countries, Swedish exports have fallen 
behind compared to others. The rank is at 17th when export is measured in relation 
to the GDP. Even though, the total exports value has been slightly grown from 
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804200 million Swedish Kronor (SEK) in the year of 2000 to 1170200 SEK in 
2012, and the average annual growth rate was 2.8 percent in the last decade 
(2013). Despite the valley in 2009, occurred a reduced trend, which the most other 
countries have also experienced due to the financial crisis.  
 
 

 
 

Figure 6 Net trade goods by exports and period, SEK million 

Source from SCB, 2014a 
 
 
The Swedish fashion and textile export has seen a remarkable growth during the 
last decade, hitting SEK 10 billion in 2010 (USD1.5 billion), a 10 percent increase 
compared to 2009. The current sales are concentrated in Europe (Embassy of 
Sweden et al., 2012). 
 
Among these, the manufacturing industry represents for a large proportion in 
export business, and textiles including clothes, shoes and accessories accounts for 
2 percent and equals a value of 21000 million SEK (Svengren Holm and Tijburg, 
2012). 

2.2.2 Swedish export to China market  
 
”We are now going back to normal, meaning China and India as the world’s 
leading economies” 

 
──Mauro Gozzo, Chief Economist Swedish Trade Council, 2011 

 
Swedish companies are widely represented in China. This country is the second 
most important export market for Sweden outside Europe and the largest trading 
partner in Asia with a 39545 million SEK in 2013 (SCB, 2014b; Embassy of 
Sweden et al., 2013).  
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Currently, China is undergoing the process of industrialization and urbanization, 
which gives a unique dual structure to its current consumer market. With the 
growth of per capita GDP and per capita clothing consumption, China provides a 
promising market with unprecedented potential to many foreign exporters. 
Therefore, a large amount of Swedish companies have been keen to grasp the 
opportunities in the huge potential China’s market.  
 
Since China’s reform and open-up policy was introduced, a more relaxing and 
active trade between Sweden and China has formed and it performs well. During 
January to December 2013, Swedish exports of goods decreased by 7 percent 
compared to the same period of 2012. At the same time, Sweden export to China 
retains increasing and the rate was 5 percent with amounted of SEK 39545 
million. Swedish companies have also performed well in China’s market and the 
trade with China is approximately 90 billion SEK every year.  
 
Between the year 2000 and 2010, the growth of goods that China has purchased 
from Sweden has more than doubled. The purchased goods rate of all Swedish 
exports was 2.4 percent to 3.5 percent respectively (Ketels, 2009). China is 
indicated to continue the growth and be more competitive than these European 
market partners. All these facts indicate the positive connection between Swedish 
companies expand their business in China. 
 
 

Rank Country Total Export Share % Changes % 
2012 2013 2012 2013 2013 2013/2012 

  Total 1170 436 1091467 100 -7 
1 1 Norway 120 502 116 705 10.7 -3 
2 2 Germany 114 780 109 372 10.0 -5 
4 3 Finland 75 344 76 955 7.1 2 
6 4 Denmark 74 953 73 400 6.7 -2 
3 5 UK 90 043 71 329 6.5 -21 
5 6 USA 74 962 67 859 6.2 -9 
7 7 Netherland 61 041 57 763 5.3 -5 
8 8 Belgium 55 390 54 619 5.0 -1 
9 9 France 53 195 49 631 4.5 -7 
10 10 China 37 770 39 545 3.6 5 
11 11 Poland 30 299 29 207 2.7 -4 
12 12 Italy 26 227 25 405 2.3 -3 
13 13 Russian 23 641 23 614 2.2 0 
14 14 Spain 18 226 18 068 1.7 -1 
15 15 Japan 17 071 14 726 1.3 -14 

 
Table 1 Top 15 destination countries of Swedish exports 

Source from SCB, 2014b 
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2.2.3 Swedish textile and China’s market 
 
The connection of Swedish textile industry with China traces back to the decade 
of 1990s, when Sweden was experiencing its third migration from Europe to Far 
East countries and later moved to China. The previous two migrations were from 
Sweden to Finland in 1960s and from Finland to Portugal, Eastern Europe in the 
period from 1960s to 1970s (Mattila, 2007). China has dominated global textile 
and clothing trade since then.  
 
Nowadays, Sweden continues having close business relationships of textile 
trading with China, with the change from only imported customer country to 
increasingly export apparel to China’s market. 
 
Comparing the level of exports by China, Chinese imports of textile and clothing 
from Sweden are still quite small. But the Scandinavia brands are enjoying an 
increasing popularity and reputation of their quality and design in the emerging 
country. The Swedish Company climate survey in 2011 and 2013 indicated most 
of Swedish companies who have established in China responded that product 
quality was their biggest perceived advantage in competition in China’s market 
(Liberg, 2014). 
 
The interest in Scandinavian, especially Swedish design and products has become 
huge in China (Han, 2012). Numbers of Swedish clothing retailers like H&M, 
Lindex, Indiska and KappAhl have established their brands to China. H&M has 
newly opened 74 new stores in China in 2013, with a total of 205 stores in China 
by the end of 2013. The increased amount of China’s new stores ranks first in 
H&M’s global market and the profit from China consisted for 4.4 percent of the 
company’s annual result (H&M, 2013). These successful expansions have 
contributed to the fact. 
 
It is also noticeable that product quality and design are regarded as the strongest 
advantages for Swedish companies in China, whereas the greatest obstacles they 
have declared are the lack of compliance to China’s standards and regulations 
(Liberg, 2014). Furthermore, the non-transparent governance has also make the 
Swedish exporters in a difficult condition. The thesis will give an in-depth 
description of the problems in later chapters. 
 

2.3 China’s standards in textile industry 
 
“Manufacturers of textile, apparel and footwear brands must comply with a 
number of standards and regulations when selling product into the Chinese 
market”. 

──Jane Jiang, Textile World (Jiang, J., 2012)  
 
The quality and safety of products in China does not have a high reputation 
abroad. In recent years, the issue of China’s textile safety has been a primary 
focus of the media in China and overseas due to the hazardous chemicals scandals 
of substandard clothing. Last year, Greenpeace, the leading independent 
environmental campaigning organization revealed around 38 percent of children’s 



 

 
19 

clothes are substandard due to the excess of chemicals like NPEs, phthalates, 
antimonies (Deans, Macleod, 2013). Mr. Ziegler, the owner of Quality 
Partnerships LLC, consultant firm with specialization in Chinese standards, 
assumed that China’s suppliers are more price sensitive than quality sensitive, 
therefore, the products in the China’s market have lower performance than in the 
global market (EUSME, 2014). As a result, in the sake of acquiring good quality 
products, customers began to pay a premium for international brands (Qiu, 2011). 
 
This background information makes foreign retailers believe that the Chinese 
product safety regulations and the government supervision are currently 
underdeveloped and lacking (European Commission, 2005). However, currently 
international enterprises have experienced pressures from Chinese regulations 
when they exporting commodities to China’s market. In the year of 2011, the 
Chinese government announced worrying inspection and supervision results of 
imported garments, where 1521 of 14959 spot-checked batches garments were 
found substandard and the annual failed detection rate was 10.2 percent (The 
Central People’s Government of the People’s Republic of China, 2012; Xinhua, 
2012). 
 
In fact, China now has a complete law system and well-developed standards to 
provide a sound legal and regulatory foundation for ensuring the quality and 
safety of the products sold in the market (Yao and Yueh, 2009). These standard 
supervisions will also be conducted by an advanced China’s Quality Surveillance 
System lead by The State Council of the People’s Republic of China. Therefore, 
the benefit for international brands’ expansion to China could only be obtained 
when their product and service meet the relevant quality and environmental 
standards (ibid). 
 
The specific law system relating to textile import market consists of Production 
Quality Law and several authorities’ rules in this regard. 

2.3.1 China’s regulation on import commodity 
 
In order to meet the needs of the import and export commodity trade, the State 
Administration for Commodity Inspection has published a list - The List of 
Import and Export Commodities subject to Inspection Enforced by the 
Commodity Inspection. The current edition was issued on December 1, 1990 (Liu, 
2001). There are 17 sections with 303 types of imported commodities are 
numbered for the purpose of inspection (State Administration for the Inspection of 
Import and Export commodities, 1990). Among these, Textiles and textile article 
are cataloged on section XI with 56 types; raw hides and skins leather, fur skins 
and articles are selected at section VIII with 19 types; footwear and headwear are 
at section XII with 9 types on this list. The quality of all the items on the list will 
have corresponding provisions. 
 
The Chinese import and export commodity inspection is regularly in accordance 
with the principle of protecting human health and safety, animals, plants, 
environment, and the protection of national security. The inspection and 
quarantine authorities implement legal and administrative regulations on the 
import and export commodities on the list. 
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The standard of Import and export commodity is the foundation of other quality 
and quality related regulations and guidelines on the market, which is always 
listed in import and export trade contracts to adjust the relationships among trade 
parties. 

2.3.2 China’s quality surveillance system  
 
Figure 7 shows the China’s product quality supervision and management system. 
China’s textiles and textile articles supervision falls within several governmental 
and non-governmental bodies. Moreover, it is a multistage management system in 
practice. These governmental departments consist of the General Administration 
of Quality Supervision, Inspection and Quarantine of the People’s Republic of 
China (AQSIQ), State Administration for Industry and Commerce (SAIC) and 
their related local authorities. Particularly, the AQSIQ is leading Entry-Exit 
Inspection and Quarantine Bureaus (CIQ) and Local Bureaus of Quality and 
Technical Supervision (QTS). Meanwhile, Local Administration of Industry and 
Commerce (AIC) is subject to SAIC, and its main responsibility is the supervision 
on China’s market.  

Besides these, the supervision on market is also from the non-governmental 
department: China Consumer Association (CCA) and its subordinate 
organizations local Consumer Association. Every department in this multi-
department supervision system has clear lines of responsibility and good 
collaboration to operate efficiently. 

 

Figure 7 China's product quality supervision and management system 

Source from Production and Marketing Law (Qi, 2007) 
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2.3.3 Groups of standards in China 
 
According to the Law on Product Quality, textile and apparel products sold in 
China’s market should be complied with numbers of mandatory quality and safety 
requirements and relevant product standards and they are categorized into 4 
different groups:  
 

Grade Code Stand Level 
Level 1 GB National Standard 
Level 2 FZ Industry Standard 
Level 3 DB Local Standard 
Level 4 Q Enterprise Standard 

                
                                     Table 2 China standardization system 

Source from Production and Marketing Law (Qi, 2007) 

“GB” stands for national mandatory standard, which is the core of technical 
requirements and standardization in China. 

Industry standard FZ is the abbreviation of “Fangzhi” which means “textiles” in 
Chinese; it is the textiles industry standard. 

DB is the local standard to standardize technical requirements within a province, 
region or municipalities in the absence of national standards and industry 
standards. 

Q is the abbreviation of Chinese word “Qi ye”, which means enterprise. This 
enterprise standard is registered and used by company who pursues higher or 
special quality for its own product. 

In the textile industry, not so many DB and Q standards are used. However, there 
are still around 700 regulations and standards defining quality and safety for 
different textile and apparel products published by Standards Administration of 
China. The standards have covered almost the whole textile and apparel supply 
chain from raw materials to finished product.  

According to “Product Quality Law of the People’s Republic of China”, product 
quality shall include two parts of requirements: product quality and label, there 
are mainly four mandatory standards are related to textiles and apparel (Wang and 
Gao, 2009): 
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Mandatory standard Code Standard Name Applicable area 

GB 18401-2010 
National general safety 
technical code for textile 
products 

Textile apparel 
Textile accessories 
Home textile 

GB 5296.4-2012 

Instruction for use of 
products of consumer 
interest- Part 4: Textiles 
and apparel 

Labeling requirements 
 

GB 20400-2006 Leather and fur- Limit of 
harmful substances 

Leather garment 
Leather accessories 
Fur garments 

GB 21550-2008 
Restriction of hazardous 
materials in polyvinyl 
chloride artificial leather 

PVC garment  
PVC accessories 

 

Table 3 Mandatory standards for textiles and apparel 

Source from Gao and Wang, 2009 
 

2.3.4 China’s standards and international standards 
 
Chinese standards are sometimes modified versions from the respective 
international standard or globally accepted standards (Kuhn, 2013), but frequently 
have slightly different technical requirements and changes according to China’s 
own industry conditions. The way to represent the degree of consistency between 
China’s standards and reference international standards can be divided into three 
different levels and named as “Identical”, “Modified” and “Nonequivalence”. In 
order to have a good performance in conformity of China’s standards it is 
important for exporters to identify the differences between China’s current 
standard and the international reference standard: 
 
In Europe, the requirements for textiles and apparel are mainly voluntary, while in 
China those general requirements are compulsory and strictly required by law (EU 
SME, 2013). Chinese mandatory standards are very explicit and detailed. All the 
products are covered by a large number of specific standards. Besides this, Table   
shows the comparison of chemicals between GB 18401 and the standards 
implemented in EU. 
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No Program China GB 18401 EU or EU members Differences 
1 Banned Azo Dyes 

(mg/kg) 
23 restricted aromatic 
amines  

EU 
DE 
DE  

Accordance 

2 Formaldehyde 
Content (mg/kg) 

Cat. A: 20; 
Cat. B: 75; 
Cat. C: 300 

 Accordance 

3 pH value Cat. A: 4.0-7.5; 
Cat. B: 4.0-7.5; 
Cat. C: 4.0-9-0.  

 China’s standard higher 

4 Extractable heavy 
metals， mg/kg 

-- -- Accordance 

5 Ni -- EU 
DE 
Swiss 

EU standard higher 

6 Cd (mg/kg) -- EU 100 
DE 

EU standard higher 

7 Cr(VI) (mg/kg) -- DE mindre än 3mg/kg DE higher 
8 PCP -- EU: 1000mg/kg 

Netherland, 
Austria:5mg/kg 
Fr: 5mg/kg; 0.5mg/kg 
Sw:PCP.TeCP:10mg/kg 
 

EU standard higher 

9 Corlor fastness Cat.A 
Water:4; 
Perspiration:4; 
Rubbing:4;  
Saliva: 4 
Cat.B 
Water:3; 
Perspiration:3; 
Rubbing:3 

-- China’s standard higher 

10 Odor None -- China’s standard higher 
11 TBT&DBT -- EU 0.25%-1%: 

      0.1%: 
 

EU standard 
Higher 

12 PVC -- EU 
DE 
Netherland, Austria, 
France, Swiss 

Eu standard higher 

13 Flame -- EU: banned TBB, 
TRIS, TEPA  
DE:banned TRIS, 
TEPA, PBB 

EU standard higher 

 
Table 4 Differences between GB 18401 and European standards 

Source from Ministry of Commerce of the People’s Republic of China, (n.d). 
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3 Theoretical framework 

 
The theoretical framework is divided into three different sections. The first part 
will outline the textile supply chain and then a description with emphasis on the 
structure of global supply chain. Later on, the role of an export agent in the 
apparel value chain will be examined. In the third part, the evaluations of Chinese 
standards from other literature researches are considered. 

3.1 Textile supply chain 
 
According to Mentzer (Mentzer et al., 2001), supply chain is identified as “a set of 
three or more entities (organizations or individuals) directly involved in the 
upstream and downstream flows of products, services, finance and information 
from a source to customers." The main actors of a supply chain are people or 
companies that take part in the activities of the supply chain, which consists of 
suppliers, manufacturers, distributor, retailers, and customers. Moreover, since the 
target of supply chain is to meet customer needs and then gain profit (Chopra and 
Meindl, 2001), this states hints that a customer is the main focus of supply chain.  
Here a basic supply chain structure is shown in Figure 2: 
 

 
Figure 8 Structure of supply chain 

Source: Chopra and Meindl (2001) 
 

3.1.1 Global textile value chain 
 
Under the trend of globalization, value chain has been identified into two different 
types: “producer-driven” and “buyer-driven”. In the producer-driven value chain, 
it is usually that the capital and technology intensive industries like aircraft, 
computers and other heavy machinery play major roles. While the buyer-driven 
value chain is the place for manufacturers, companies, retailers in labor-intensive, 
consumer-goods industries including apparel, footwear, toys and other accessories 
(Gereffi and Memedovic, 2003). 
 
As a buyer-driven value chain, primarily the textile supply chain comprises main 
actors like textile companies, apparel manufacturers and retailers. A typical 
apparel global value chain is more complex and presents as a combination of five 
linked networks that located in both developed and developing countries, which 
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are raw material network, component network, production network, export 
network and marketing network. The Figure 3 is given an example based on the 
Swedish company’s structure of global value chain in textiles. 
 
No companies would begin a new foreign market without first thinking through 
and get plan for the process and procedures. It takes time for manufactured 
products to reach the market and be sold to end-users. The process includes 
distribution and promotion, acting as the key factors to reach a product’s success. 
As a fashion exporter, it is always challenging to start all over with product 
license, distribution channels and promotion strategies. Therefore, in order to 
make the work done well, companies have three different solutions according to 
their needs (Stone, 1994): 
 

1. Open own export offices in the new market and staff with new personnel; 
2. Rely on the services of a third-party agent, expert or intermediary. 
3. Hire a company with specialization in exporting and selling fashion 

products； 
 
Among these, the first two solutions are suitable for experts who participate in 
direct sales. However, the cost of time, finance, expertise and energy to open own 
offices is large and sometimes with higher risks, which most small and medium-
sized enterprises (SMEs) in the fashion industry cannot afford. In the real business 
environment, most of the experts would choose the second solution that work with 
intermediary or agent to distribute and promote their products for less cost. In the 
indirect sales, help from a company and specialists who are into distribution and 
promotion for fashion products are needed. 
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3.2 The role of a foreign agent 
 
In a direct distribution and promotion process of textile supply chain, textiles and 
apparel products are usually sold to a wholesaler, distributor, manufacturer, or 
sometimes to a retailer. In terms of indirect international sales, products are 
handled by export management companies, export trading companies, export 
merchants and export agents. 
 
An agent works as sales representative for one or several foreign exports, based 
on the contract between the exporters. Normally their work area including 
developing market strategies according to the local situation, taking and placing 
orders qualified to local regulations and meet customer’s demand. Occasionally 
they should also provide consulting services and the help with packaging, labeling 
and documentation.  
 
It is necessary that the company have a certain degree of knowledge about their 
partners and choose the right one that can help their supply chains create better 
value for the final customers. Sometimes the biggest challenge is to find an agent 
that best suits the company’s needs since it requires better vision and planning. 
For example, before negotiating and working together, it is important for the 
exporter learn legal rights and legalities the agent has in the market country in 
case of any risks happen during the cooperation. In most cases, the agent must 
have an authority to commit to cooperative exporter.  
 
Generally, the way to find a suitable agent should follow the steps below (Stone, 
1994): 
 

1. Actively explore, locate and solicit leads on trading partners; 
2. Carefully screen the list of potential partner choices; 
3. Narrow the list to few candidates; 
4. Appoint the representative and negotiate a contract with the chosen agent; 
5. Keep constant contact and provide qualified product to keep motivated 

cooperation. 
 
Under favorable conditions, trust would be another important aspect to sustain the 
enthusiasm of the relationships in the long term (Witt, 2003; Rudzki, 2004). 
 

3.3 Textile labeling 
 
The textile labeling regulations and legislation are enforced by numbers of 
countries and aim to protect the textile industry in two ways (USAID, 2007): On 
one hand, these regulations provide final consumers explicit and accurate 
information about the raw materials, countries of origin, quality and care; On 
another hand, they protect fair competition in the textile market by striking false 
advertising or promotion of the product. 
   
In the global textile and apparel trade, in some developing countries, labeling 
requirements are placed as obstacles to protect domestic textile industries. For 
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example, the United States claims India’s strict rules of labeling have a burden 
affected the country’s import trade (USAID, 2007). 
   
At the same time, China’s labeling requirements are regarded as complex and 
detailed ones than other developed countries. In the European Union, fiber content 
information of clothing must be provided on sewn-in labels (Eberle et al, 2004). 
According to China’s standard GB5296.4-Instructions for use of products of 
consumer interest-Part 4: Textiles and apparel, product information should be 
printed on both hangtag and sew-in permanent label. The detailed content of 
China’s labeling information is displayed in table: 

 

Table 5 Labeling requirements in China 

Source from GB5296.4- 2012 Instructions for Use of Products of Consumer 
Interest – Part 4: Textiles and Apparel 

Note: √ means compulsory information; ○ stands for voluntary information. 

3.4 Brand names  
 
Brand name is alternative competitive assets that firms can use to generate 
significant economic profit. It can be used to carry most of the information to 
“advise the consumer of special, high quality product” (Eberle et al, 2004; 
Nelson, 1974). In the marketing area, brand names can work with company’s 
image to create a mood to customers, build consumer confidence, promote 
community goodwill, and stimulate their excitement about the product (Frings, 

Item Example 
Instruction 

for Use 
（Hangtag） 

Permanent 
Label 

Name and address of 
responsible business 

General agent in China √  Address……. 
Product Identity  √   
Product sizes or 
specification 

According to GB/T1335 ○ √ eg. 175/84A 
Fiber composition 
and contents 

According to FZ/T 01053 ○ √ eg. 100% Cotton 

Care instruction 
According to GB/T 8685 

○ √ 
	  

words can be used if needed 
Executive standard 
code 

GB/FZ/DB/QB √   eg. FZ/T 81007-2012 
Product quality 
grade Good/Excellent/Acceptable √   

Product safety 
category 

GB/FZ 
Catalog. A/B/C √   

Use and storage 
precaution   ○   

Country of Origin  √   
Product effective 
term   ○   
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2005; Cobb-Walgren, 1995). In China, quality related issues and brand name are 
closely related. For this reason, a brand owner must ensure the quality of product 
and service associated with his brand image (Ambler at el, 2008, p.397). 
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4 Methodology 

 
In undertaking this report, a research method was developed and tools were 
designed to gather relevant data: The data collection was mainly generated 
according to the research questions mentioned in chapter 1. Thereafter, it is drawn 
from available statistics and findings from literature reviews and direct contact 
with laboratory representative, company managers, and CEOs. The data was then 
analysed systematically to reach qualitative conclusions about China’s textiles 
standards challenges to international exporters and Swedish retail companies’ 
responses. The research methodology consists of: 

4.1 Literature review 
 
Literature research was done in the beginning to get a deeper understanding of the 
thesis topic and to gain a comprehensive academic background. The literature 
here includes textbooks, journal articles, newspaper and information from 
websites. The investigated information are on the growth patterns, export trends 
of investigated targets. Since there are not so many previous studies or researches 
related to this topic are available, the theoretical review was then addressed to get 
a basic description of global textile supply chain and textile labeling standards. 
Through the research on the connections among these concepts, the author gained 
broader knowledge to embark later on the following case studies.  
 
Literatures in English or Swedish are not the only potential source in this 
research, while secondary sources as National Bureau of Statistics data, Industry 
statistics from China Textile Science Research Institute and selected media 
sources in Chinese language have been used. The author has chosen several 
articles that address the researches of China’s textile market and Chinese 
standards of textile and apparel from “China National Knowledge Infrastructure” 
(CNKI), which is an electronic platform with the most comprehensive China-
based information globally, also named the China Integrated Knowledge 
Resources Database (CNKI.net). The rest of them are from China’s government 
and authorities’ official websites. 

4.2 Primary research 
 
As the purpose of the study is to find out how the Swedish textile and clothing 
brands respond to Chinese standards system, and the study is conducted in the 
perspective from Sweden, a qualitative interview with Swedish retail companies 
was therefore needed. The author initially decided to contact amount of Swedish 
brands based on a piece of hot news in 2012—”Swedish Fashion Goes China- 
successful China visit for nine Swedish brands” (Embassy of Sweden, 2012; 
NordicChinese Times, 2012). The listed brands are Gina Tricot, Lindex, Ten 
Points, Polarn O. Pyret, Indiska, Glaes Göran, Oscar Jacobson, and Elvine and 
Björn Borg. Besides of them, some other well-known Swedish brands have been 
contacted. However, there were not enough responses from them afterwards, 
some of these companies rejected the interviews because of the changes of their 
establishment performance in China or strategies to enter China. Therefore the 
author continued the research with other planned interviews. 
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The investigation of the two interviewed Swedish retailer companies was started 
up through on-line research. The aim was to gain background information about 
the detailed global supply chain structures of those two retailer companies, and 
how they manage in China’s market and their process to conform to Chinese 
requirements. 
 
The implementation of semi-structured interviews was the main method to get 
access to primary sources. The interviewees were a production manager and a 
production operations director from two Swedish apparel companies. They are in 
charge of quality work procedures related to chemicals, testing and compliance 
for their products. An interview with a third-party laboratory was conducted to get 
basic information on Chinese standards and main problems from their customer 
companies. Based on the agreement with two retailer companies, the name of 
them and their distributors in China will be anonymous and substituted with 
different letters. A background of the companies and distributers involved in the 
study will be presented later on. 
 
Several informal interviews were also applied, for instance, a discussion with 
Area Manager & Market unit Manager from Business Sweden after the seminar 
“Doing Business in China and India” hold in Jönköping, 2014 March, 19th. 
Another discussion was with professor Heikki Mattalia from the Swedish School 
of Textiles, who has a vast experience and knowledge of working with European 
companies to enter China’s market. The last but not least, the author also 
contacted Klaus Ziegler, one of the leading experts on standardization and 
certificates in China.  
 
Considering the fact that the retail companies and labs represent different sectors 
in a textile value chain, two different groups of questions were prepared for 
interviewees accordingly. The interviews were carried out through emails in the 
beginning due to the limitation of time and finance, further contacts was done via 
Skype meetings and telephone calls afterwards to answer freely or follow up 
detailed information. 
 
The questions were aimed to ask obstacles encountered by interviewed companies 
when exporting their products to China’s market. The responders were also 
requested to answer freely and give their comments on the identified problems. 
 
Persons interviewed during in this study were as follows: 
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Location Company Person 

China Shanghai Third-party Testing Organization Senior Manager 
China Beijing Quality Partnership LLC Owner: Klauz Ziegler 
   
Sweden Company I Production Operations Director 
 Company II Production Manager 
   
China Beijing Distributor of Company I Personal: no-named 
China Beijing Import Agent of Company I Manager: Mr. Liu 
   
Sweden The Swedish School of Textiles Professor: Heikki Mattalia 
 Business Sweden Area Manager 

 

Table 6 The list of interviewee 

The author has collected several hangtags and permanent labels on apparel from 
China as empirical reference. 
 

4.3 Comment of data 
 
Due to lack of similar studies that comprehensively analyze or summarize the 
standards applied in China’s textile industry for imported international textile 
brands, the analysis was mainly done with the information collected from 
methods above.  
 
There is a gap between theory and practice: 
 
In the beginning, the author planned to contact both Swedish exporters and their 
customers - the importers of the Swedish companies’ products in China’s market, 
in the sake of discussing the whole supply chain performance. However, the 
contact to Chinese operators did not work smoothly. Not so much background 
information from China was collected in the practice. 
 
The differences between theoretical requirements from Chinese authorities and 
the surveillance in the real market should be concerned and explained as well.  
 

4.4 Interviewed companies 
 
In the study, two Swedish outdoor textiles and clothing retail companies have 
been investigated; an international laboratory located in China has been 
interviewed. As the author has make agreements with the respondents to 
guarantee the target companies’ confidentiality, their names will be omitted in the 
report and substituted as Company I and Company II. The real name of 
interviewed laboratory is replaced with symbols. 
 
Both of the interviewed companies are brand owners and retailers in their global 
supply chain and have great power to influent in the decision making process than 
other partners along their supply chains. 
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4.4.1 Company I  
 
Company I is a Swedish textiles and clothing company with specialization in 
outdoor apparel and equipment. The main product groups are hardware, clothing 
and footwear. A major part of their products are sold in Nordic region, but with a 
fastest growth in Asia market includes China. Company I does not have own 
manufacturer, and their production are mainly located in Asia and two European 
countries. Most of their purchasing goods are from China and Vietnam. 
 
In the process of selling products to China, Company I is working with an agent 
and a distributor. The distributor is a leading specialty outdoor retailer in China, 
which has over 30 high-level outdoor stores in China’s first-tier cities and 
currently they are in the process of quick expansion to second-tier and even third-
tier cities. They presenting more than 200 different international outdoor brands in 
China’s market, the products consists of clothing, footwear, camping and 
traveling, Climbing ropes & rock-climbing shoes, skiing, books and maps and etc.  
 
Company I has a brand agent between the distributor and itself. There were not so 
much information got from this agent in this research, but it has been proven by 
Company I that most knowledge and understanding of the China’s retail market, 
and the consumer trends were from this Agent I and Distributor I. 

4.4.2 Company II 
 
Similar to Company I, the interviewed Company II is also an outdoor apparel and 
equipment retail company. Their products spread all around the world recent 
years and China is one of their fast growing markets. The Product Manager of 
Company II was interviewed via email.   
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5 Empirical studies 

 
This chapter provides a preliminary overview on problems currently identified by 
different market operators via emails, phone calls and Skype meetings. Later, 
how those Swedish brands have responded towards Chinese standards has been 
listed. The data gathered through authorities’ posts and reports has been placed 
according to different themes. The interview guide and transcripts in the 
empirical study can be found in the appendix.  

5.1 Problems identified by AQSIQ 
 
 

 
 

Figure 10 Problem of imported apparel products in 2011 

Source from General Administration of Quality Supervision Inspection and 

Quarantine, 2011 

 

Figure presents the main problems were found in the imported apparel products 
by AQSIQ in the year of 2011. Annually around 40 percent imported clothing 
were applied with random testing, which was including inspection of garment 
quality and labeling. 1521 out of 14959 batches of imported clothing were 
detected to be substandard and valued USD 12.2 million, the failure rate was 
10.17%. In the quality testing, substandard cases of colorfastness accounts for the 
largest share, accounting for around 46 % of all failed samples. It is followed by 
the failure of fiber content, which stands for 27 % of total substandard products. 
PH value failed in 371 cases, and the rate was around 22 %, ranking as the third 
biggest problem (AQSIQ, 2012). 
 



 

 
35 

The inspections carried out on textile and clothing products were implemented by 
the Law of the People’s Republic of China on Import and Export Commodity 
Inspection and Regulation for the Implementation of the Law of the People’s 
Republic of China on Import and Export Commodity Inspection (Dehousse et al., 
2000). 
   
In an interview published in People.com.cn Director of the National Textile 
Products Quality Supervision and Inspection Centre Mr. Wang said “one of the 
reasons to these substandard product situations we have got to face is that China is 
a lack of effective detection methods, China has not yet established a strict 
apparel market access system. There is a huge gap between standards and the 
operation in fact. Although the apparels are supposed to be checked before 
entering China’s market, but not every batch will be checked; Although the 
shopping mall’s management has the responsibility to ensure the products are 
accordance with their executive standard code, in fact not every shopping mall 
carry out the regulation as required. The absence of regulation results in frequent 
quality problems occurs. China’s market should establish a sound regulatory 
regime for imported products and fill the gap.” (Zhang, 2007) 
 

5.2 Interview with Klaus Ziegler 
 

 

Klaus Ziegler is the founder and owner of the   
company Quality Partnership LLC. This firm is 
located   in Beijing, China, offering support and 
assistance in accessing the market and   
understanding Chinese standards to companies. He 
has over 20 years work   experience in the field of 
standardization, certification and testing.   
Currently, he is standing for DIN (the German 
Institute for Standardization) in China. (Linkedin, 
2014; Quality   Partnership LLC, 2014) 

5.2.1 Differences between Chinese Standards and European Standards 
 

• Chinese standardization background 
 

Mr. Ziegler was asked to give his opinion on the different backgrounds of 
entering Chinese market and European market. He explained that in Europe, the 
market access is freer; companies do not need permit to bring goods to European 
market. However, when it comes to China’s market, the situation is opposite that 
the entry is much stricter. He thought about it was because of the unique Chinese 
background. As the China’s state is bearing the responsibility for the safety of the 
products on the market, the certificates are issued either nationally or by relevant 
ministries. 
 

• Standard making process 
 

He explained that standardization making processes in EU and that in China are 
not the same neither. The differences are mainly addressed in the purpose of 
standardization and the mode of standards development. In China, standard works 
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as a tool by the government to support and control industry, which requires the 
relevant ministries attach higher importance on standardization squarely. In this 
way, the industry itself just plays a supportive rather than a driving role in the 
standard making process (Ziegler, 2013). On the contrary, in Europe the standards 
are originally developed by players in the industry, and aimed at serving for the 
industry. Therefore, the process of making European standards can be considered 
as a voluntary process by market players and it is more business driven. 
 
Klaus Ziegler also mentioned that China had actually started working on reducing 
the gap between its domestic standards and international standards by exporting 
its Chinese standards to developing countries and introducing Chinese 
standardization work at international level (Kuhn, 2013).  

5.2.2 Reason for non-conformity  
 

In terms of the substandardly imported products in China, Mr. Ziegler presented 
that the common mistake made by companies entering China’s market is ignoring 
the Chinese approval conditions and the Chinese standards. They may simply 
send products to China under their own assumption that they can come inside. 
However the fact is if the product stuck at the customs, and it should be sent back 
or destroyed.  
   
Language can be seen as one of the reasons that hamper imported companies 
comply with Chinese standards, but it is not a major barrier (Zigler, personal 
communication, May 27, 2014). 

5.2.3 Suggestions to exporters 
 
With Mr. Ziegler’s experience, a number of multiple services are already 
available in the global market to help exporters who are interested in distributing 
their products to China. It is always helpful and meaningful for these exporters 
have support from three different channels:  
  
1.   Experts and consultants located in China who can provide advices during your 
export process; 
2.   Distributors with good performance in local China’s market; 
3.   Trustful third-party agent’s information on export practice and customs. 
   
It is reasonable and necessary to send all the products to the same customs as the 
customs testing varies from province to province. “Generally, the poorer 
provinces have stricter testing requirements on imported products” (Ziegler, 
personal communication, May 27, 2014). 
   
“Never ship your product before you make sure they comply with Chinese 
standards”(ibid), since there is a risk of non-conformity. The penalty related to 
non-compliant product will be additional cost of returning, recall and fine 
according to different grades of severity. 
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For those product which hardly in accordance with Chinese standards, there are 
two solutions for exporter to apply (ibid): 
   
1.  Do not set China as the target market for this product 
2. Apply to a new standard for its own product, and this will take a long time 
between 2-5 years. 
 

5.3 Interviews with Swedish apparel companies and agents 

5.3.1 Viewpoint on Chinese standards 

5.3.1.1 Chinese standards are too detailed 
 
According to EU operators in China’s market, Chinese standards are more 
detailed than those in any other countries. There are hundreds of different specific 
standards taking effect on the market for each textile product. The content covers 
all production requirements in the entire supply chain, ranging from inspection, 
production guidelines and testing requirements for product performance. 
Furthermore, there are three different quality grades for each product standard, for 
instance, qualified grade, first grade and high-class grade. Garments sold on the 
market must meet at least the qualified grade of the product standard, and both the 
quality grade and relevant product standard would sign on the hangtag. 
   
Product standards normally belong to recommended standards. It is recommended 
to carry out and classify products according to their characteristic. However, once 
the product standard is declared as directive standard, it will be considered as a 
mandatory standard from the authorities point of view. If the products with this 
declared label fail to comply with the standard, they are not allowed to be sold in 
the Chinese market. Therefore, additional careful planning is always required to 
avoid failing to meet Chinese requirements (Jiang, 2012). 
 
When an interviewed manager was asked about his opinion of China’s standards, 
”China’s standards are absolutely much more complicated. Especially with 
regard to the Care Label information which forces us to make unique labels for 
each color and size. It is hard to understand why that is necessary in China since 
there’s no other country in the whole world needs that. Also, all the fabric testing 
is totally unique for China.”(Company I, personal communication, May 10, 2014) 

5.3.1.2 Customs formalities are complex  
 
In the customs procedure, usually authorities take very long time for a full check 
of companies’ documentation, which leads to more cost in time and finance in 
waiting. 
 
What’s more, companies believe customs create extra problems for imported 
goods according to the policy and in the sake of protecting domestic textile 
industry. 
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5.3.1.3 Non-transparency  
 
China currently implements a large variety of trade restrictions affecting the 
imported textile products, and their distribution on the domestic market. Non-
transparent governance includes complicated or conflicting regulations or unclear 
government decision-making. 

5.3.1.4 Discrimination between exporters and local company 
 
From the detour experienced by interviewed companies, they believe that in 
China’s market there are so many procedures to run to establish in China. 
Therefore, a locally rooted and well-networked Chinese company would have 
better access to authorities and enjoy an indirect benefit from this (Company I, 
personal communication, May 10, 2014). 

5.3.1.5 Labeling requirements are complex 
 
Both Swedish retail companies and the interviewed agents in China stressed too 
detailed labeling requirements have been identified as a problematic obstacle for 
import products sold in China’s market. The common mistakes are addressed in 
missing of Chinese hangtag (Instruction for Use) or permanent label; incomplete 
information or sign faults. According to the information from two Swedish 
companies, Chinese detailed labeling requirements have obstructed their export 
work, which also leads to additional cost. Labels are supposed to be attached on 
the garments or textiles before shipped to China; otherwise they should go with 
the substandard labels and be modified by warehouses that have been qualified by 
CIQ.  
   
As presented in the background chapter, GB5296.4- 2012 is the current standards 
applied on textiles labeling. Information on both Instruction for Use and 
Permanent label must be in simplified Chinese. It consists of name and address of 
responsible business, product identity, executive standard code, product quality 
grade, product safety category, country of origin, product sizes or specifications, 
fiber composition and contents and care instruction, etc. Moreover, the contents of 
these different points are connected with other standards like GB18401-2010, 
GB/T29862-2013, GB/T 1335, GB/T 8685 and other related product standards. 
One of the interviewed managers claimed the difficulties for the company to 
know which product quality grade they belong to and the approach to be qualified 
with the first level. Some producers even have to bear higher cost to print extra 
labels in case of failure in meeting Chinese standards. 
   
In the check result of the first half-year of 2011 by Shanghai CIQ, more than half 
of the suspected substandard products were found problems on their labels. Other 
statistics have revealed even products of famous brands have encountered 
problems in accordance in Chinese labeling regulation. In this concern, 
an interview respondent gave an example of their mistake in printing right signs 
on the imported products in 2013, when a consumer even threatened them with a 
lawsuit (ibid). 
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5.3.1.6 Fiber of content requirements 
 
In Chinese textile market, the textiles and garments should comply with a new 
national standard GB/T29862-2013, which has taken effect from 1st of May 2014. 
Fiber of Content is the percentage of fiber types and fiber composition of textile 
and clothing products, representing the cost and comfort of wearing apparel. It is a 
crucial item to judge the quality of textiles as the Chinese legislation aims to 
provide a high level of protection of consumer. Moreover, an increasing amount 
of consumers are concerned a lot about fiber of content in the purchase of textile 
products. 
 
However, from the data provided by the interviewed third-party laboratory, the 
result of China Domestic Market Surveillance by CIQ indicated the 
disqualification rate of fiber of content was from 29.1 percent in 2012 to 49.5 
percent in the year of 2013. 
 
The first reason is due to the brand owners’ quality consciousness; they do not 
pay attention to related standards. Instead of checking and controlling the 
procedures of the information transferred to the label, they just mark the labels 
according to the supplier’s casual verbal. In another case, company uses low 
quality fibers in the production for a lower cost, however, they attach the high-
grade natural fibers mark to reach a high promotion which is a fraud that harmful 
to consumer’s interests and health (Gu, personal communication, May 7, 2014). 
Some exporters have marked the largest component of the apparel fabric, but 
missed signing other components with less percentage according to GB5296.4. 
The last reason is due to translation errors or operation errors, which result in the 
fabric information on labels does not match that on the real garments.  

5.3.1.7 Language 
  
There is a general complaint about the difficulty in implementation of Chinese 
language: 
 

• Language of standard: From the interview to the laboratory, there is no 
official translations are published by the authorities in China. ”Except few 
mandatory requirements, there are not many standards in an English version 
officially. In this way, producers or companies have to select and translate the 
respective Chinese standards by themselves or pay for specialists in other 
organizations.” There is a risk of applying unreliable translations offered by small 
and shaky companies. It is, therefore, imperative to cooperate with professional 
agencies with a deep knowledge of China’s product compliance and quality 
surveillance, which can provide more trustful standard information and other 
services to ensure companies enter China more smoothly (ibid). 

 
• Language of labeling: Besides, labeling is one of the most important 

requirements for products sold on Chinese market. All the marks with information 
of product name, factory name, factory address, scope, level, content and 
instruction of use on local and imported products should be printed in simplified 
Chinese. 
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5.3.2 Responses by Swedish companies 

5.3.2.1 Cooperation with third-party testing organization 
 
In the year of 2012, Beijing Exit Inspection and Quarantine Technology Center 
and TÜV SÜD, an international service corporation from Germany with focus on 
consulting, testing and certification, signed a cooperation agreement for 
compliance work in China’s market. The cooperation between the accredited lab 
an third-part lab aims to offer a more efficient, accurate and authoritative service 
platform to international textile enterprises, and ensure the imported clothing 
comply with China’s quality standards, testing and inspection requirements. 
   
Numbers of world’s leading third-party certification testing organizations, like 
Intertek, TUV, SGS, UL and Intertek have focused on the opportunity in China 
and prepare to make a big fuss in imported area in China. They are changing their 
business priority from buying products from China to helping foreign brands enter 
Chinese market.  Services aim to strengthen foreign brands or importers 
understanding of Chinese laws and regulations, China’s standard system and 
quality related requirements. The cooperation with these expert organizations can 
provide a systemic control of products to meet market access standards and 
consumer demand for safety and health, hence lay a solid foundation for 
successful international brands sold in China’s market  (Cao, 2011). 

5.3.2.2 Find the right agent 
 
One of the interviewed company managers emphasized the importance of a 
systematic approach to research and analyze the important of agent for the 
international market when he answered the question of how to find the right agent. 
   
The author has collected information that described the company had spent 
around two years in looking for the suitable agent help them establish business in 
China’s market. Moreover, the final one was from their decision among 40 
choices of candidates. 

5.3.2.3 Improvements within studying standards 
 
The Swedish respondents have applied several methods in order to improve the 
knowledge of local standardization. For example, hiring staff or consultants 
specialize in China’s product quality issues. The helpful advise and assistant from 
the people located on target market will help the company save considerable cost. 
 
In addition, public Swedish governmental sources of detailed information are 
available at low or no cost to imported exporters. Embassy of Sweden and 
Swedish Chamber of Commerce in China provide useful reports and researches 
for the trade between China and Sweden (Wang, personal communication, May 
13, 2014).  
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6 Analysis and discussion 

 
In this analysis part the author will present the challenges identified by Swedish 
brands in China. Further on the focus will be addressed how interviewed Swedish 
companies have reacted to those standards and solutions offered by experts in the 
regulatory field. Findings from theory and empirical study will be connected for 
discussion when needed. 

6.1 Analysis of conformity work in China 
 
From the current situation research with a focus on Chinese standardization and 
the empirical study, highlighted the fact that China’s standards and regulations of 
textiles and apparel are very different in comparison to typical international 
standards. Moreover, they have influenced exporters’ business strategies in this 
market. According to Paquette (2006), the effect of regulation and standard 
become prominent in an international exporter’s supply chain decision-making. 
   
From the empirical study, the Swedish firms have already noticed the pressure 
from Chinese standardization. However, during the research, it is also noticeable 
that the Swedish companies’ understanding of Chinese standards is still 
insufficient.  
 
Most responses from interviewees express their complaints about the strict 
product standards and labeling rules in China. However, the interviews with 
distributors have revealed the reinforcement is not enough in the market. It results 
in some of the technical barriers are actually less damaging in practice than 
previously expected by these exporters. 
 
Product quality and safety rules: At customs, spot-check tests by CIQ are 
stressed at mandatory standards, and there is still possibility for nonstandard 
product access to market. In terms of market, under the laws and regulation rules, 
commodity inspections and sanitary controls are randomly carried out by AIC. 
However because of the randomness of these kind of checks, there are still leaks 
in practice.  
   
Labeling rules: According to Chinese mandatory requirements, apparel labels 
must include numbers of descriptions wherever applicable. Moreover, the content 
must be presented in an accurate and clear way in case of misleading customers. 
The language must be simplified Chinese also increase the difficulties to exporters’ 
conformity operation. However, usually there is no fine for products failed to 
labeling rules when they go through the spot-check by CIQ at the customs. 
Interviewed agents suggested that fault labels are allowed to replace by distributor 
or forwarder’s warehouse that are qualified by CIQ. 
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6.2 Reasons of non-conformity 

6.2.1 Technical barriers to market access in China’s market 
 
From the expert’s viewpoint, technical barriers to trade are increasingly difficult 
nowadays. Some of the registration procedures are a real burden for foreign 
companies, “because the entire approval process is an internally self-contained 
system” (Ziegler, 2014). Especially some product or items are covered by 
standardization but without recommended methods to demonstrate them. For 
those products, testing is associated with additional cost; and it is still hard to 
comply with. For instance, textiles and clothing in black or some other dark color 
are not easy to enter China due to the non-conformity in colorfastness testing. For 
example, so far there are no published solutions to meet current Chinese 
colorfastness testing requirements for dark color garments. 
 
Moreover, AQSIQ has released a new policy (QC 2010-492) regarding imported 
textile products on China’s market. According to the new policy, supervised 
testing and inspection will apply 100% on more than 300 imported textile 
products. The non-conforming products will bear the risk of being returned, 
destroyed or required to modify labels, while an extended logistic time and cost. 
However, this policy is not applied on products “made in China” (Mao and 
DeVito, 2012). 

6.2.2 Lack of understanding of Chinese standards 
 
The lack of governance transparency is by far a main problem expressed by 
international textile and clothing companies in China. This happens to the 
producers before shipping goods to China, during clearance and retail in China’s 
market (Dehousse et al., 2000) 
 
“A brand’s product must comply with the laws, regulations and standards of the 
local market,” said by Wang Zhuo, the secretary-general of China National 
Garment association. Standards vary in from country to country, which requires 
foreign brands to make adjustment of product quality and production standards 
timely in different markets. However, the current situation of substandard 
imported products scandals shows that many international brands, even high-
ended brands are not fully in accordance with the quality standards set by Chinese 
government and there is a lack of understanding of the Chinese market 
environment. 
   
Compared to other countries, China’s market has a huge and a complex system. In 
China’s market, “all instructions, displays, manual, etc. must be provided in 
Chinese language. This is both the legal requirements and an expectation of 
Chinese consumers.” (Kuhn, 2013) which brings challenges to foreign brand 
owners to get a complete understanding. 

6.2.3 Ignorance by international brands 
 
The textiles value chain is gradually performing in a global environment, where 
more global production, global sourcing and global market are applied. In this 
case, it is important and emergent for brands have a sufficient understanding of 
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different markets and organize better production and supply chain. However, the 
interviewed experts of China’s market and compliance work claim that numbers 
of imported brands are blindly confident to send their products to China. As they 
believe the conformity of quality standards will be the same as other countries 
(Wang and Gao, 2009; Ziegler, personal communication, May 27, 2014). 
 

6.3 Reactions by Swedish companies face Chinese standardization 
 
The information from current conditions in chapter 3 reveals that China has built 
up a developed quality standard system with different standards to ensure safety 
of textile and apparel products sold in China’s market. While, the empirical study 
helped us come to see that companies are adapting towards the challenges of 
China’s standardization. The exporters have reflected on their own practice and 
work on improving their knowledge about China’s standards. 

6.3.1 Collaborating with other organizations 
 
The collaborations with support of conformity to China’s standards explained by 
respondents are local expert, third-party testing laboratory and company’s 
distributor and agent.  
   
The difficulties in complying with Chinese standard often not trivial, and requires 
special expertise. Company needs to set expert on the ground of China, if not, it 
has to seek expert advice from outside. Swedish companies have contacted the 
third-party testing organizations, preferably located in the market, for testing from 
fabric samples to textiles and apparel. 
   
When an international brand cooperates with a third-party testing laboratory, they 
will be guided to follow Chinese testing standards in the manufacture process. 
The more standards-compliant production will reduce the unnecessary production 
costs and time.  At the same time, this partnership can help producers understand 
the Chinese domestic technical standards, and provide testing and services 
according to China’s national conditions and market demands, which also helps to 
avoid the negative effects caused by non-compliant products. For example, the 
reputation loss and profit loss. 
 
As the information generated from interview with Klaus Ziegler, the main 
responsibilities of developed agent can be: 1. Market access in China, as they can 
help small and medium-sized enterprises obtain licenses needed in China as well 
as providing professional translation of Chinese standards and technical methods 
document; 2. Normalization, this is about building global cooperation and 
communication between European and China, which is good for standards 
promotion in a long term; 3. The results from agent’s experience would be helpful 
to build new certification systems in China (Ziegler, personal communication, 
May 27, 2014). 
 
In the case study, the cooperation between Company I and its Distributor I also 
indicates the benefit of working with a right distributor in a new market. 
Company I is going on the track of sound progress in China. Foreign distributor 
can help to extend credit to end-users (Stone, 1994). ”It is important to have long-
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term contract with a distributor which specialize in handling the marketing, 
advertising product, and seek for solutions to conform to local standards" 
suggested by Distributor I. 

6.3.2 Improvements within knowledge of China’s standards  
 
Chinese customers generally believe that product from Swedish brands are 
superior to Chinese product, this favoritism of imported brands have made the 
Swedish company enjoy a great popularity in this market (Liberg, 2014). 
However, the lack knowledge of Chinese standards and regulations is a risk to 
non-conformity; hence it may break companies’ reputations and the trust of 
customers.  
   
According to ”Product Quality Law of the People’s Republic of China” and by 
many other responses (Ziegler, personal communication, May 27, 2014; Gu, 
personal communication, May 7, 2014), GB18401-2010, the National general 
safety technical code for textile products and GB 5296.4 the Instructions for use 
of products of consumer interest- Instructions for use of textiles and apparel are 
regarded as the most important standards for textile products to conform to. 
 
Therefore, before designing a Chinese market entry strategy or extension strategy, 
Swedish companies need to be aware of differences between these Chinese 
standards and pay special attention to colorfastness, PH-Value tests and labeling 
requirements. 
 
Once all these detailed requirements have been implemented, they will help to 
improve the companies’ performance and meet the growing expectations from 
Chinese customers. 
 

6.4 Method discussion 
 
The research process involves two stages: a descriptive literary study and case 
studies based on interviews. Collection of secondary data was planned via reading 
already published scientific articles, journals and dissertations; however, as an 
emerging market, limited information was found research on China’s market or 
Chinese standardization from an international market player’s perspective. 
Therefore, the primary data collection was stressed, and it was from several 
interviews with Swedish companies, different operators along their supply chain 
and experts in Chinese quality field, aims to answer the research questions and 
identify the major obstacles apparel companies may encounter when meeting 
China’s standardization and requirements in practical cases.  
   
Global textile supply chain is a complex issue. It might not be enough to analyse 
Chinese regulations’ influence on Swedish companies based on only two study 
samples. Therefore, it is hard to cover and discuss the whole supply chain work in 
this current study. The problems selected and described in paragraphs above are 
merely microprint of the challenges exporters encounter in Chinese business, and 
the interviews perceive the operations of these companies. Regarding these 
factors, it might be difficult to have exact same answers and results from 
repeating the study. However, the data used in this thesis study was collected 
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correctly, and the background of data collection process has been explained, it 
played a key-supporting role of this study.   
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7 Conclusion 

 
In this chapter, the author will summarize and discuss the findings through the 
literature and analysis. In addition, the discussion of conclusion and proposals for 
future will be addressed. 

7.1 Conclusion of findings 
 
A major conclusion that emanates from this research is that Chinese standards 
have a considerable impact on imported brands when they play in China’s market, 
which leads to additional cost of time and finance in their supply chain (EUSME, 
2014). The positive result could be achievable by exporters if only they improve 
their understandings and attention on Chinese standard system and regulations, 
the differences between Chinese standards and relevant international brands, and 
identify the right standard fully to comply with.  
   
However, from the interviewed information of one Swedish company in this 
research, neither the company itself nor the distributor in China is clear about 
Chinese standards, which results in risks of non-conformity. It also reveals that 
international market players ignore the importance of complying Chinese 
standards. 
   
Another finding is also noteworthy that, in order to get great success in China’s 
market, some reactions have emerged from companies due to the fact of stricter 
enforcement by Chinese authorities and non-compliant products scandals. A 
company was recommended to hire local experts in China or cooperate with other 
organizations globally for the standards conformity.  
   
Considering the practice of companies entering big emerging markets (BEMs), it 
is important to identify the best practice by reflecting on their experiences and 
knowledge in the new market countries (Cui and Liu, 2000). Instead of just 
transporting product to China and bearing the risk of non-compliant penalty, 
global companies should focus on enhancing and valuing local market’s 
standardization system and requirements. Only in so doing can the company meet 
local customers needs with a better performance and get favorable development. 
 

7.2 Future study 
 
In consideration of the inherent complexity of the China’s current regulatory 
situation and the fact that the distance to China is far, there are 
still few limitations of this study: The delimitation has indicated that this thesis 
project was mainly conducted in Sweden, while the contacts with Chinese market 
players did not go smoothly. Therefore, certain future study directions would be 
open:  
 
(A) Future study could be to a more extended research on Swedish companies’ 
local partners in China for a more extensive observation of the entire textile value 
chain. Doing so would enable a detailed assessment of their contributions to 
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Swedish textile companies to meet Chinese standards, and address the result from 
a Chinese overview. 
 
(B) For further study it is also recommended making researches of more retail 
actors in the textile industry. In this work, the two companies have similar supply 
chain and situation, good performance in China, which may not representative of 
the entire market. Case studies could be made on certain companies even hade 
failed in meeting China’s requirements of textiles and clothing, in order to learn 
from their lessons. 
 
(C) This work casted some light on the value of brand name. As different factors 
should be taken into account when a foreign company doing study on a new 
market, for example, brand names can work as an additional asset for company to 
have an emotional connection with local customers and also build a quality image 
(Cui and Liu, 2000). An interviewed retail company believed brands are more 
important to China’s market than that in other markets. The relationship between 
quality management and brand management could also be studied to help 
imported companies enter China more smoothly.  
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Appendix 1 – Interview guides (English) 
 
The interview guides are divided into two parts. The first one is for the laboratory 
located in China and the second one is for two Swedish companies.  
 
Because the author has already prepared knowledge about the background of 
Chinese standardization, the question guide to the laboratory is simplified to some 
unknowns. 
 
Interview with laboratory 

• About China’s Standard 
 

o Standards related to textiles or apparel 
o Compliance requirements 
o Labeling requirements 
o Can ISO or other international standards be used instead of Chinese 

national standard GB? 
 

• About Compliance 
 

o Minimum requirement to sell products in China 
o Any different requirements for items sold on different retail channels? 
o Any different requirements for items sold on different locations in 

China? 
o The process of quality supervision for importing textile goods into 

China 
o Governmental authorities in charge of quality surveillance 
o What are their responsibilities separately? 
o What are the penalties if failure happened under these authorities’ 

inspections? 
 

• About Testing and Report 
 

o Can a garment product be qualified by a fabric report? 
o Does a shopping mall in China require brand owner/importer/retailer to 

offer test reports for the products sold within the mall? 
 

• About Labeling 
 
o Related standard to labeling of textile products 
o Information required on the label of an apparel or textile product 
o Information required on the permanent label 
o Language used on label 

 
• Challenges 

 
o Current challenges for foreign companies to comply with Chinese 

standard 
o Suggestions 
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Interviews with Swedish apparel companies 
 
In order to guarantee the company’s confidentiality, the company’s names are 
anonymous in the thesis if it needed. 
 
Introduction 
 
• Please describe about the company and its value chain. 

o History or general information 
o Main supplier region and their corresponding shares (preferably 

the interviewed company also has production outside of China) 
o Main customer region: Which one is the biggest market?  
o How long have your business established in China?  

 
• How does the company manage the quality related issues usually? Issues like 

compliance, testing, label and chemicals? 
 
Manufacturer segment  
 
• Does the company always analyze your suppliers Code of Conduct? 
 

• Does the company have production in China? If yes, do your Chinese 
suppliers have better quality awareness and control compared with 
overseas suppliers in accordance with Chinese standards?  

 
Retail segment (Focus on Chinese market here) 
 

• How is the company’s current business situation in China?  
What are the retail channels there?  
 
Where are they located? 
How is the mapping for future? 
 

• What is the company’s experience in finding most suitable customers and 
retail channels in China?  

 
• If there are any local standards you need to follow according to the shops 

location? 
 
Government, laws and regulations 
 

• How was the procedure to find out the important Chinese standards or 
regulations to follow? Do you work with testing institution in China? Or 
just work with your local distributor’s knowledge? 

 
• If there is any challenges in meeting China’s quality standards? (Language? 

Relations with government? etc.) 
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• Have you ever experienced any product or service did not meet the 
Chinese market standard? How was it resolved? Is there any product 
cannot be sold in China due to some requirement? 
 

Labels 
 

• As China has specific standards of Instruction for Use (GB 5296.4-2012). 
Some of the requirements are not requested in EU market. What is your 
solution to make sure the company’s product comply with the Chinese 
label related demands? 

 
Chemicals related issues 

 
• Does your company’s Resticted Substance List fully match China’s 

standards (GB 18401- 2010; GB 5296.4)?  
 

• Imported product samples should be approved before entering China’s 
market, and China only admits the test results from the labs approved by 
Chinese government, how does your company apply its product tests?  

 
Extra information to add up Future Study 
 

• How did your company decide the Chinese name? 
 

• Do you think a good name will help to promote brand in a new market? 
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Appendix 2 – Interview transcripts (English) 
 

1. Interview with laboratory (China) 
 
Skype meeting Sweden, 2014-05-07  
 
Interviewee: Mr.Gu (Senior Manager, As Gu); 
Interviewer: Xin Luo (As Xin) 
 
Xin: Are there any standards or regulations imported apparel companies 
have to comply with when entering to China’s market? 
 
Gu: Yes. According to “Product Quality Law of the People’s Republic of China”, 
product quality shall include two parts of requirements: products quality and 
marks/labeling. The most important and mandatory standards for imported textiles 
and garments are GB18401 (GB18401-2010 National General Safety Technical 
Code for Textile Products) and GB 5296.4 (GB 5296.4-2012 Instructions for Use 
of Products of Consumer Interest – Part 4: Textiles and Apparel). Among these, 
GB 18401 is intended to control the chemicals, colorfulness and etc. in textiles 
products. The later one is to ensure the label information, focus on fiber 
composition. CIQ (China Entry- Exit Inspection & Quarantine Bureau) will pull 
samples and test according to above 2 mandatory standards, but as an importer, 
they should guarantee the product meet both mandatory and product standards. 
 
According to “Product Quality Law of the People’s Republic of China”, product 
quality shall include two parts of requirements: products quality and 
marks/labeling. For textile apparel, GB 18401, GB 5296.4 and related product 
standards should be met.  
 
Xin: What is the process of quality supervision for importing textile goods 
into China? 
 
Gu: The shipped goods from other countries will firstly be spot-checked and 
tested by CIQ and the standards GB18401 and GB 5296.4 will be stressed here. 
The checked goods is chosen according to “Statutory Inspection Catalogue” 
(Catalogue of Import and Export Commodities Subject to Inspection and 
Quarantine Enforced by Entry/Exit Inspection and Quarantine Authorities). 
Moreover, for the products out of Statutory Inspection Catalogue, CIQ will also 
perform inspection called as “Periodical Inspection”. 

If the products don’t meet related requirements of fiber composition, it is allowed 
to modify the label information or change labels in CIQ qualified warehouse. But 
if the products mismatch GB 18401, they have to be destroyed or return shipped. 
When it comes to the market, a large range of product standards is applied. So 
except the two mentioned mandatory standards, a garment must meet and sign the 
specific product standard on its label as well. 
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Xin: According to the scope and approval standards, China’s standards 
consist of national standards, industry standards, local standards and 
enterprise standards. If the products are going to be sold in different regions 
in China, shall companies pay more attention on different local standards? 
 
Gu: As far as I know, the local standards don’t have a strong impact in Chinese 
textile industry. With the previous experience, if the company has complied with 
GB-18401, GB 5296.4-2012 and related product standard, it does not need to 
worry about many issues related to local standards. 
 
Xin: What are the main differences between China’s standards and 
international standards? Are China’s requirements more difficult to follow? 
 
Gu: Compared with other international standards, China’s standard is more 
detailed. But it is hard to say which one is more difficult. To a certain extent, 
China’s standards are even looser than international ones. However, China has 
several specific standard indexes, such as Colorfulness to dry rubbing has to reach 
level 3, which is not mandatorily required by other countries. Some other 
companies have problems in signing information in correct form on labels. 
It is noticeable that China has quite a few product standards; the related one will 
be signed on the garment label as Executive Standard Code. These standards are 
optional in other markets, but imperative and very detailed here. I believe this can 
be regarded as a big challenge for imported textiles and clothing company’s 
expansion to China. 
 
Xin: I have collected several garments label samples of Instruction for Use 
from China’s market and found some of them don’t meet the Chinese 
standards GB 5296.4, and Greenpeace or some other organizations have 
reported amounts of scandals of imported substandard garments. Can you 
help me to explain this phenomenon? 
 
Gu: As we have discussed, most of the products need to pass spot-check by CIQ 
(Entry-Exit Inspection & Quarantine Bureaus). But it also happens that some 
products may miss the check and enter China’s market afterwards. In the 
meanwhile, CIQ will focus on checking the compliance according to mandatory 
standards. If any product has met mandatory standards, but has not reached the 
product standards, it still continues entering the China. In this way, currently there 
are indeed some substandard products on the market. 
 
Xin: What would be the supervision work to those products? 
 
Gu: When the products have entered China’s market. There are mainly three parts 
of supervision applied: The first one is AIC (Administration for Industry and 
Commerce), which has random inspection in shops on local market, and the 
penalties include fine; Confiscation of the illegal incomes; If the circumstances 
are serious, the business license will be revoked or criminal responsibility will be 
investigated. Secondly, QTS (Local Bureaus of Quality and Technical 
Supervision) is an agency that has supervision on market and also factories 
located in China. The substandard products can be modified; otherwise, they have 
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to be destroyed instead. The third one is a non-governmental organization: CCA 
(China Consumer Association), which will handle reports from countrywide 
consumers and has inspection rights on local market as well.  If any products have 
been found on the market, they will be exposed through the mass media, 
destroyed or shipped back.  

Xin: What are the other challenges do you think to meet China’s standards 
right now? 
 
Gu: I do think language is a barrier for international companies to understand and 
follow related China’s standard. Nowadays, China has quite a few complex 
standards, and many Standardization Technical Committees. This will definitely 
result in a lack of understanding of specific standards both for local and overseas 
firms. Except few mandatory requirements, there are not many standards in 
English Version officially. Most of them are translated by some organizations, but 
not very reliable. It is needed to cooperate with professional agencies with a deep 
knowledge of China’s product compliance and quality surveillance, which can 
provide more trustful standard information and other services to ensure companies 
enter China more smoothly. 
 
Xin: From Intertek’s webinar “Exporting Textile Products to China”, I have 
learnt a lot about and quite interested in China’s label requirements. Could 
you help me to explain the figure from Intertek’s webinar: In the failed test 
parameters identified during market supervision conducted by the SAIC 
(State Administration for Industry and Commerce), 49.5% was failed due to 
problem in Fiber Composition? 
 
Gu: It can be different fiber content between label and the garments, but 
sometimes it may just because the label information was not in correct form. 
But after May 1st, 2014 GB/T 29862-2013 Textiles-Identification of Fiber Content 
has replaced the FZ/T 01053-2007, I believe the new-implemented standard will 
make companies easier to follow. The figures will not be same high as before. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 
61 

2. Interview questions answered by Company I 
 
Emails, Sweden, 2014-05-13.  
 
Interviewees: Mr. Claus (As JC) – Product and Operations Director 
Interviewr: Xin Luo (As Xin) 
 
Xin: (Introduction) Can you describe your company? 
 
JC: Our company is selling on 28 different markets, mainly in Europe and Asia. 
We have 200 employees currently spread over Sweden and countries where we 
have subsidiary organizations.  
 
Xin: Where are your main supplier region and their corresponding shares? 
 
JC: In Asia, China and Vietnam have approximately 65% share and other 35% are 
in Europe, mainly in country Estonia and Portugal. 
 
Xin: Where do main customers located? How about China market share? 
 
JC: The Nordic region is still the biggest sales, Europe is second, but Asia is the 
fastest growing market. 
 
Xin: How do you manage the quality related issues usually? For example, 
issues like compliance, testing, labeling and chemicals of products? 
 
JC: We are a member of Fair Wear Foundation and we comply with this 
organization. Our company works on Code of Conduct, which is part of the 
sourcing and development responsibility to watch over. 
 
All suppliers must sign on our Code of Conduct and we execute many audits 
every year, which is applied together with other members of Fair Wear 
Foundation. 
 
Furthermore, at our company the Director of Sustainability is a member of the 
management team and reporting to the CEO, hence the sustainability issues are 
high on the agenda and incorporated in the overall management of the company. 
 
As far as the chemical content in our product, we are a Bluesign® member and in 
2013, 57% of all sold clothing were used Bluesign® approved fabrics. This year 
we estimate that it will be close to 70%. 
 
Xin: The information on your homepage shows that you have a large 
production in China. Do your Chinese suppliers have better quality 
awareness and control compared with other suppliers overseas in accordance 
with Chinese standards? 
 
JC: A large portion of our clothes is made in China because China represents a 
good mix of the core values: Quality, Technical knowhow, capabilities and social 
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compliance compared to the price. However, recently we also find that Vietnam is 
growing a lot and has some assets that match China. 
 
Here I want to stress our Code of Conduct work. Again, our company is a member 
of Fair Wear Foundation. This is not because we want to ”outsource” our 
responsibility, but to ensure that we follow the highest standard and effectively 
execute as many audits as possible thanks to synergies with our brands. 
 
Xin: How is your company’s current business situation in China now? 
What are the retail channels there? How is the mapping for future? 
 
JC: Our presence in China is a Sale respective in the form of a contracted 
distribution relationship. Our distributor is located in capital, Beijing, that’s why 
our presence in the northern part of China is stronger than that in southern China. 
 
Our retail channels include Brand only stores, Shop-in-shop at Department Stores 
and regular multi-brand stores. 
 
Xin: What is your experience in finding most suitable distributor and retail 
channels to apply in China’s market? 
 
JC: Inside our company, the knowledge and understanding of the Chinese market 
is quite limited. That is why we opted to sign a really good distributor with good 
knowledge and understanding of the retail market and the consumer trends. 
 
Xin: As your distributor in China is planning to expand their business to 
second-tier cities, do you know if there are any local standards should your 
products meet according to the different locations of the market? 
 
JC: Not that we are aware of. 
 
Xin: How was the procedure to find out the important Chinese standards or 
regulations to follow? 
 
JC: This information is coming from the Chinese distributor who knows the 
criteria for he different distribution channels. 
 
Xin: Have you ever experienced any product or service did not meet the 
Chinese market standards? How was it resolved? Is there any product 
cannot be sold in China due to some requirement? 
 
JC: We have only had one incident where the Country of Origin information was 
changed for bulk production, but we failed to inform our China distributor. 
Therefore, the Country of Origin information on the sign in the department store 
was different from the label on the product. However, a consumer threatened our 
distributor with a lawsuit, but they settled on an amount outside court. 
 
Xin: Does your company have own Restricted Substance List? Do you update 
it according to China’s standards? 
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JC: No. We follow the extended Restricted Substance List and our Bluesign® 
fabrics exceed the Restricted Substance List standard. 
 
Xin: What is the process for your get through the quality surveillance to 
enter China’s market? Because China’s market only admits the test results 
from the labs approved by Chinese government, how does your company 
apply the test of your product? 
 
JC: We send all fabrics to our Distributor and they have them locally tested, 
mainly to check that material composition is according to care label. 
 
Xin: As far as I know, your company has a well-know Chinese name, which 
is quite popular with Chinese customers. In this way, do you think a good 
name with help a foreign company to promote brand in a new market? 
 
JC: A strong brand and the emotional ties we create between the consumer and 
the brand is, besides the quality and function of the product, the most important 
factor. We think that the brand is more important in China than most other 
markets. 
 
 
3. Interview questions answered by Company II 
 
Emails, Sweden, 2014-05-13.  
 
Interviewees: Mr. Wang (As Wang) – Production manager 
                       Mr.Sun （As Sun）- Distributor manger 
Interviewr:     Xin Luo (As Xin) 
 
 
Xin: (Introduction) Can you describe your company? Where are your main 
supplier region and their corresponding shares? 
 
Wang: Main suppliers are in Asia, where where Vietnam is the biggest supplier 
country, China is the second largest supplier country. We also have production in 
Sri Lanka and in Europe.  
 
Xin: Where do main customers located? How about China market share? 
 
Wang: Europe is the biggest customer region, where Germany has the biggest 
sales turnover.  
 
Xin: How long have your business established in China? 
 
Wang: Since 2007/8  
 
Xin: How does your company manage the quality related issues usually? 
Issues like compliance, testing, label and chemicals? 
 



 

 
64 

Wang: We have a standard supplier vendor compliance agreement, which is 
signed by both sides. 
 
All the fabrics are tested each season by our in-house Lab and third party Lab to 
ensure the quality fulfill our standard.  
When it comes to Labels, we have standard layout which adapts to different 
markets standard/regulations, exp. We have special Chinese care label for China 
market.  
 
We have strict control on the chemicals that used on our garments. Our chemical 
guideline complies with all requirements from REACH, and different restricts 
from local suppliers as well.  

 
Xin: How is your current business situation in China? 

Sun: To maintain a healthy growth. 

Xin: What are the retail channels there?  

Sun: Shopping mall and Outdoor store 

Xin: Where are they located? How is the mapping for future? 

Sun: The brand positioning as a professional outdoor. In the future we will make 
it to the life in the direction of the development.  

Xin: What is your experience in finding most suitable customers and retail 
channels to in China? 

Sun: Find suitable for consumer groups and customers is just one aspect. 

Our team will also need the connotation of the brand product features and 
other information to share with our retail staff. The comprehensive 
communication through them to the final consumer advocacy results in 
better sales promotion. Of course also includes many others such as the unique 
features of the terminal display forms of products suitable promotion activities. 

Xin: Does your company always analyze your suppliers Code of Conduct?  
 
Wang: We have a standard CoC, which is agreed between the suppliers and our 
company. We are a member of Fair Labor Association. 
 
Xin: As I know, your company has production in China. Do your Chinese 
suppliers have better quality awareness and control compared with overseas 
suppliers in accordance with Chinese standards?  
 
Wang: We have always had a focus on creating and producing high quality 
garments. We have high skilled suppliers that we have cooperated with for a long 
time, no matter where in the world they are located. We have our own quality 
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team that control each production order and work tightly with the suppliers to 
keep up the high quality level that we are demanding.  
 
Xin: How was the procedure to find out the important Chinese standards or 
regulations to follow? Do you work with testing institution in China? Or 
work with your Chinese distributors knowledge? 
 
Wang: We work with a third party Lab in China closely, and we have our own in-
house test Lab and QA team located in China. Our distributors in China also 
inform us if there are different requirements in China market.  
 
Xin: If there are any challenges in meeting China’s quality standards?  

 
Wang: Our garments generally fulfill with the China standard.  

 
Xin: Have you ever experienced any product or service did not meet the 
Chinese market standard? How was it resolved? Is there any product cannot 
be sold in China due to some requirement? 
 
Wang: China has stricter standards when it comes to col. fastness, PH value etc. If 
the products did not meet the China standard, we have to redirect the order to 
other markets and at the same time work together with our fabric supplier to solve 
the issue from next order.  
 
Xin: As China has specific requirement of Instruction for Use (GB 5296.4-
2012). Some of the requirements are not requested in EU market. What is 
your solution to make sure your products comply with the label requirements 
in China? 
 
Wang: We have added extra label only in Chinese, which fulfills above standard.  
 
Xin: Does your company’s Restricted Substance List have to update to match 
China’s standards (for example, GB 18401-2010 and GB 5296.4)?   
 
Wang: Yes, we have our chemical list updated yearly basis, and it covers the 
China’s standard as well.  
 
Xin: Imported product samples should be approved before entering China’s 
market, and this market only admits the test results from the labs approved 
by Chinese government, how does your company apply its product tests?  
 
Wang: All tests that can be done in the development stage are carried out when 
we develop the fabric. Our distributor will test the garment again after the goods 
are imported, to make sure all standard are fulfilled.  
 
Xin: Does your company have a Chinese name? Do you think a good name 
will help to promote brand in a new market? 
 
Wang: Yes, we have, and we agree that the name can help the company’s 
promotion in the local market. 



 

 
66 

 
	  
	  
	  
	  
	  
	  
	  

	  
	  
	  

	  
Visiting adress: Skaraborgsvägen 3 l	  Postal adress: 501 90 Borås	  l	  Website: www.textilhogskolan.se 

 


