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SINODIS is a leading distributor in
China of many leading Swiss food
brands, and was one of the most
successful foreign-owned start-ups
in the country. In 2011 it was sold
by its founder to French company
Savencia (previously Bongrain).
The Bridge talks to its current CEO,
Swiss national Werner Schuppisser,
about the success of the company

and the food industry in China.
by Mark Andrews

What is the history of SINODIS in China?

SINODIS was founded in 1996 and today we manage a portfolio
of more than 60 world leading brands from 14 different countries.
SINODIS supplies international and local retail chains, online stores,
4 and 5-star hotels, restaurants, bakery chains, and caterers with a
comprehensive range of over 2,000 products from gourmet, dairy,
pastry, grocery, and confectionary categories in over 130 Chinese cities.

I've had the pleasure of leading our outstanding team of over 700
SINODISers for more than three years now, having spent more than 17
years in the country.

We don'’t see ourselves as simply an importer or distributor of
‘goods’. Our motto ‘Good Food - Good Living’ exemplifies the values
and the mission that we have given to ourselves. We want to share our
passion for delicious, healthy and convenient food with China, and in
doing so, we promote a high quality, healthy, modern lifestyle.

SINODIS imports many Swiss- and other European food
products to China. What are the key attractions to the Chinese
market of these products?

There are probably two key factors which drive the growth for
imported food in China. Firstly, there is the improving lifestyle
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that comes with economic growth. The rise of the middle class
with their larger, disposable income has been a major change in
China. With the increase of income came a demand for a better
quality of life. Consumers in China, foreigners and locals alike,
desire to experience an increasingly better lifestyle, and that
naturally includes better, healthier and more pleasurable food and
ingredients.

Secondly, there is the aspect of food safety. The safety of our
products is paramount. We pay the utmost attention to make
sure that our clients and consumers get top quality food and
ingredients, which absolutely comply with the strictest standards
available.

Switzerland still has a very high reputation among consumers.
Chinese consumers associate Switzerland with a clean, pastoral
type of environment, along with a reputation for quality and
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efficiency. Our products that are ‘made
in Switzerland’ provide consumers with
confidence of their high quality and good
taste which fits their sophisticated lifestyle
aspirations. We're proud to be the exclusive
agents for some of the world’s most famous
Swiss food brands including LINDT, KAMBLY,
EMMI, KAEGI, etc.

Do you think that International food and
drink companies have benefited from the
low trust that Chinese consumers have in
the safety of local food products? Are local
standards improving?

I've been in the FMCG industry for many years and the
development of the food industry in China has certainly been
impressive. Local brands are getting better and better, and
brands from abroad need to continuously be able to justify why a
consumer in China should pay a premium for them. I do see the
standards improving and supervision getting more stringent.

Still, I think that the passion of Chinese consumers for
imported food is not just about safety. More and more it’s about
taste and the overall experience itself and so it becomes more
and more a ‘lifestyle-choice’. Chinese consumers are certainly
becoming more sophisticated and selective in what they
consume.

Every so often a scare story will emerge on fake wine or fake
food products. How much is this really an issue?

Fake products are always a threat to consumers and the industry
as such. That is why SINODIS insists on working only with the
world’s most trusted food brands. We then control the supply
chain from factory to clients, to ensure that the products reach
their consumers in their best possible condition.

There is no compromise on food safety in SINODIS. While we
can't speak for the industry, we do hope that the whole industry
is fully complying with the laws and regulations. Certainly, the
increased awareness of the public seems to be having a positive
impact.

Online purchase of products in China is enjoying explosive
growth. How is this affecting your sector, and how is
SINODIS adjusting?

The last decade has seen an explosion in e-commerce and key
to that growth has been establishing trust in the eyes of the
consumer. We have a lot of expectations in this business and like
the rest of the retail industry, food retailers are adjusting to the
changes in consumer’s purchase behaviours.

At SINODIS, we have built a dedicated unit which is already an
important player in e-commerce for imported food. We operate a
number of our own stores, flagship stores for our trusted brands,
and of course we work closely with key partners in this exciting
industry.

It is one of our fastest growing businesses and we continue to
invest heavily in our teams and brands, to ensure that our clients
and consumers will enjoy our products wherever they are. ©

Chinese consumers associate
Switzerland with a clean, pastoral
type of environment, along with a
reputation for quality and efficiency
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