
Membership store Sam's Club 

believes young mothers, its most 

important consumer group at 

present, are also willing to pay for 

lifestyle services alongside regular 

shopping. This month, Sam's Club 

launched a Premier membership 

card, based on the existing 

RMB260 personal membership, 

with increased rewards, high-end 

medical and lifestyle services, 

online shopping, free mail and 

other services, priced at RMB680.  

In addition, Sam's Club is imple-

menting a project that will see 200

-300 square metre warehouses in 

urban locations depending on a 

store’s catchment to service 

online shopping needs of consum-

ers within three kilometers of the 

facility.  

These changes are designed to 

attract more members, increase 

repurchase rate and attract re-

newals. However, there are many 

retail market models in China, and 

there are players able to match 

Sam’s in terms of purchasing 

convenience, product depth and 

price concessions. Sam’s stores 

are now focused on suburban site 

selection, wholesale supply and 

other membership retail features. 

Whether the offer is superior 

enough for the Chinese retail 

market is also worth considering. 

Taobao now lets product pages access Xiaohongshu content 
Sam's Club China 
promotes a new 
membership 

classification system Since last week, the mobile Taobao Application has 

begun testing new features, and products can now 

access content of review site Xiaohongshu. The 

screenshot (fig.1) shows how a merchant can add 

content from Xiaohongshu related to a specific 

product. Many existing beauty brands are already 

using the function.  

Combining Xiaohongshu and Taobao represents 

another push by Alibaba on “eCommerce 

contentization”. "Red Seeding" on Xiaohongshu has 

been a focus of brand operation in recent years, and 

the eCommerce platform will benefit from the 

community traffic delivered by Xiaohongshu.  

Yonghui Supermarket has launched a merger and 

integration of its B2B business. As the main business of 

Yonghui Investment Co., Ltd., Caishixian began with the 

positioning of Yonghui Central Fresh Food Factory. 

Currently, it is defined as a producer and platform service 

provider for fresh food ingredients. The business is 

concentrated in two major blocks: provision of fresh food 

products and semi-finished food products for Yonghui 

stores and supplying B2B services to catering enterprises, 

restaurants and canteens. Last year, Caishixian 

contributed a total of 1.7 billion yuan to Yonghui. 

(continue on next page) 

Yonghui integrates its B2B business and receives a capital increase  

of 950 million yuan 

Merchants can also place more content on the Xiaohongshu platform, while Xiaohongshu must 

strengthen its own content control. If and when the two are fully connected, Xiaohongshu will take 

efforts to maintain the professionalism, readability and sharing of content. Xiaohongshu has also 

been building its own eCommerce channel and commodity supply system, and how its online busi-

ness might develop in the future is attracting attention. 



Danone reaffirms objective to be supe-
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Danone has reaffirmed its 2020 objectives. An 

ROIC2 target of around 12% has been postponed to 

2022, mainly due to currency fluctuations and the ap-

plication of new accounting standards. 

Danone confirmed its objectives of: 

ǻ Accelerating like-for-like sales growth to 4%-5% 

by 2020, based on following dynamics: 

ǻ Strong like-for-like sales growth above 5% in 

Specialized Nutrition; 

ǻ Also achieve strong like-for-like sales growth for 

Waters above 5%; 

ǻ Solid like-for-like sales growth of 4% to 5% in 

Essential Dairy & Plant-based. 

 

After 12 months of exceptional growth in China, sales 

are contracting in the short term, amid changes in 

Infant Milk Formula market dynamics. Combining its 

global and local strengths, Danone is fundamentally 

ready to address, in the mid-term, new profitable 

growth opportunities, positioning its strategy towards 

faster growth areas, including seizing opportunities 

emerging from the evolving lifestyles and needs of an 

ageing population. 

Get rid of the burden? Diageo sells off 19 low-end 

spirits brands 

Diageo has agreed to sell Seagram’s VO whiskey and 18 other brands 

to closely held US distiller Sazerac Co. for USD550 million as the mak-

er of Johnnie Walker focuses on higher-end labels. “Consumers are not 

drinking more, but drinking better,” said Diageo Chief Financial Officer 

Kathryn Mikells. Diageo's move is also aimed at optimizing its product 

portfolio and improving profitability. 

Nowadays, many international spirits giants are facing slowing growth. 

Part of the reason is that millennials have gradually become the main 

driving force of consumption. Their alcohol consumption habits are 

shifting, and their preferred price and category has changed. According 

to Diageo's FY 2018 report (as of June 30, 2018), although the compa-

ny's global sales increased by 0.9%, the overall share showed a slight 

decline of 1%. 

However, high-end spirits have shown great potential. Overall sales of 

American spirits have grown steadily over the past year, with high-end 

products delivering nearly 10% growth – such as some Irish whisky 

brands, with a sales increases of almost 13%.  

Yonghui integrates its B2B business and receives a 
capital increase of 950 million yuan 

On November 26, Yonghui issued a notice saying that to improve the 

company's B2B business offer, Yonghui Supermarket, Zhuhai 

Gaoyuying Enterprise Management Consulting Partnership, Ningbo 

Sequoia Binsheng Equity Investment Partnership and Youda proposed 

that Yonghui Investment Co., Ltd. would increase its capital, added 

registered capital of RMB950 million. 

 

The capital increase illustrates the company's strategy of developing 

the B2B business segment and coordinating with the original sector. 

The accounting procedures of Caishixian is also being changed, with 

the innovation business reduced during the transition period. Overall 

performance will be impaired, and according to the company, current 

profit is expected to increase by RMB130 million. This can also raise 

the barriers to competition in fresh food categories at Yonghui 

Supermarket. 


