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Making the Most 
of Market Access in 
China: What Needs 
to be Done?

Keynote presenta�on

Mohammad Abdur Razzaque, PhD
8 June 2022
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• Second largest economy (almost $20 
trillion); largest in PPP terms ($30 
trillion) 

• Largest exporter ($3.3 trillion) 

China 

• A source of massive world-wide 
investment

Despite slowing 
down to a new 

‘normal’, it’s 
growing strong

• Second largest importer – a market 
of $2.7 trillion 

Huge 
opportunity for 
global exporters

• Historical rela�onship, geographical 
proximity

• Duty-free market access for BGD, 
investment opportuni�es

Bangladesh-
China economic 

engagements

tremendous opportuni�es for expanding exports
China, one of the most dynamic global markets, provides 



China’s total goods imports reached $2.7 trillion in 2021
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The U.S. and China: imports of two biggest economies (billion $) 

China USA

Main features of the 
Chinese market

Over 100 ci�es of more than a million people. 

China will soon overtake the USA as the world’s 
largest retail market

Largest community of online shoppers: 700 million

Demand for quality products

Partnering with Chinese companies can unlock 
funding, new markets, technological opportuni�es
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China’s most important import partners 
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Bangladesh has an extended duty-free 
market access in China

In 2020, China offered 97% or 
8,547 Bangladeshi products duty-
free access

Previously, Bangladesh was 
enjoying tariff free access for 61% 
items under GSP and APTA

In FY2022, China added 383 new 
products to the list, making the 
duty-free lines 98% or 8,930 items.
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However, Bangladesh’s exports to China stood at $680 million in FY 2021

Bilateral trade 
dominated by 
Bangladesh’s 
imports from 

China

BGD exports 
<  $1 billion 

with 
lackluster 

performance

Chinese share 
in BGD 

exports just 
2%

BGD imports 
$13 billion 

(25%)
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China’s share in Bangladesh’s total exports is less than 2%;
Apparel products dominate in exports to China
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BGD export share to different markets, 
average of 2019-21 (%)

62: Ar�cles of 
apparel and 

clothing 
accessories, not 

kni�ed or 
crocheted

29%

61: Ar�cles of 
apparel and 

clothing 
accessories, 
kni�ed or 
crocheted

23%

53: Other 
vegetable tex�le 

fibres
17%

03: Fish and 
crustaceans

6%

41: Raw hides 
and skins 

6%

72: Iron and steel
2%

64: 
Footwear

2%

52: Co�on
2%

67: Prepared 
feathers 

1% 39: Plas�cs 
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63: Other made up 
tex�le ar�cles
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Others
10%

BGD export composi�on to China, average of 2019-2021 
(%)
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Bangladesh’s share in China’s import is just 0.04%
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BGD captures just about 4% of Chinese apparel imports.
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Why are Bangladesh’s 
exports not picking up?

Challenges of exports in Chinese market

• 97% duty-free access has been in place for the past one and a half 
years
• Covid-19 disrup�ons with China's Zero-Covid policy
• Communica�on barriers
• BGD has more a�rac�ve tariff margins elsewhere (12% in EU, 17-

18% in Canada)
• Small Chinese apparel market – less than $10 billion
• China has a strongly compe��ve manufacturing capacity
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Chinese market for apparel is very 
small; export success based on 
clothing only is not viable

China’s apparel 
import value is less 
than $10 billion, in 
comparison with 
$180 billion in the 
EU, and almost $90 
billion in the USA

Apparel imports, 2021 (billion $)

Rank Importers
Imports, 2021 

(billion $)
World 436.7

1 United States 87.3
2 Germany 41.9
3 France 24.2
4 Japan 23.8
5 United Kingdom 20.8
6 Spain 18.5
7 Netherlands 16.4
8 Italy 16.2
9 Poland 12.5

10 Korea, Rep 10.5
11 China 9.7
12 Canada 9.7
13 Belgium 9.0
14 Switzerland 8.3
15 Hong Kong 8.0
16 Russia 8.0
17 Australia 7.4
18 Austria 6.9
19 United Arab Emirates 6.1
20 Denmark 5.5

Bangladesh’s export items vis-à-vis Chinese import composi�on

Bangladesh’s exports to China China’s import from the world
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Some major comparators also enjoy duty-free access. 
Hence, the compe��on is intense.

HS code China’s tariff rates

MFN LDC ASEAN APTA

03 7.1 0.0 0.0 6.1

30 1.5 0.0 0.0 1.4

39 7.4 0.0 0.2 6.5

41 8.7 0.0 0.0 7.9

42 7.8 0.0 0.0 6.6

52 7.6 0.0 0.3 6.6

53 6.1 0.0 0.0 5.3

61 6.8 0.0 0.0 4.7

62 6.6 0.1 0.1 5.1

63 6.0 0.1 0.1 5.9

64 9.0 0.0 0.0 6.8

67 7.8 0.0 0.0 7.1

68 11.0 0.0 0.0 10.4

72 4.3 0.0 0.0 4.2

90 4.0 0.0 0.0 3.7

• Comparator countries also enjoy duty-
free access in China under ASEAN-China 
FTA
• China applies the same RoO to ASEAN-

China FTA and the LDC-specific 
preferences
• Single transforma�on for apparels; 
• Regional Value Content of at least 40%; or

Change in tariff classifica�on at the 4-digit 
level.

Bangladesh’s export concentra�on is different from 
other successful countries in Chinese market

VietnamBangladesh
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Korea Rep. Malaysia

India Myanmar

Less integra�on with retailers and lack of par�cipa�on in marke�ng, 
sales and a�er sale services are major barrier to export success in 
Chinese market

• Bangladesh operates 
at manufacturing 
stages of the value 
chain
• Low integra�on with 

retailers who are 
involved in sales, 
marke�ng and a�er-
sales services

Research & 
development 

(R&D)

Design and 
branding Manufacturing Distribu�on 

Marke�ng, 
sales and a�er 
sale services
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China's stringent labeling and packaging regula�ons are 
major concerns

According to China’s Product Quality Law (2009 
Amendment), labels on products or their packaging must 
meet the following requirements:

• Showing cer�fica�on of product quality inspec�on;

• Showing in Chinese the name of the product and the 
name and address of the manufacturer;

• Showing in Chinese the specifica�ons, the grade, the 
name and content of major ingredients of the product 
as necessitated by the proper�es and usage 
requirements of the product;

• Showing clearly in a prominent posi�on the 
produc�on date and the service life or expiry date; 
and

• Showing warning marks or warning instruc�ons in 
Chinese for products that are liable to be damaged or 
to endanger personal or property safety in case of 
misuse. 

Given the current quality of Bangladeshi items, it is very 
difficult to compete in China.

BGD
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Plas�c goods
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Export diversifica�on is very limited for BGD. And this is a problem 
for exploring market opportuni�es

Cambodia Myanmar

Bangladesh Vietnam

Way forward for Bangladesh
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Bangladesh should develop a 
long-term strategy for export 
promo�on to the Chinese (as 
well as the Indian market).

• Half-hearted a�empts to 
building trade and 
investment rela�onships with 
China are not helping 
Bangladesh

• Bangladesh must recognize 
the long-term significance of 
the Chinese market

• Very limited progress on a 
possible trade agreement 
with China

Bangladesh should consider signing a trade agreement 
to boost Chinese investment-backed export expansion

• Start nego�a�ng a trade agreement
• The poten�al trade nego�a�on with China 

can consider an FTA or PTA
• Even without an FTA, there is huge room for a 

more produc�ve and meaningful PTA
• FTA/PTA must be complemented by 

investment facilita�on
• Under a trade agreement, Bangladesh can 

nego�ate for con�nuing the current market 
access while opening the Bangladeshi market 
with longer implementa�on period.

• Under the exis�ng situa�on, a BGD-China FTA 
could increase Bangladesh’s exports by 
almost a quarter; if the FTA is complemented 
by 10% trade facilita�ons, exports would 
double.
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BGD-CHN FTA BGD-CHN FTA + 10% trade facilita�on

Impact of BGD-China FTA on Bangladesh's exports to 
China (% change from baseline)
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Export promo�ons backed by foreign investment

• A�ract Chinese investments (in RMG, leather, ICT, electrical components, plas�c products, etc.)
• Advantage of low labor cost and poten�ally large supply capacity can enhance profit margins
• Special Economic Zone (SEZ) for Chinese investors

As part of trade agreement, China can consider Bangladesh as a regional 
manufacturing hub to supply to other markets

• China also needs to diversify its produc�on and supply chains base
• Bangladesh is a country that can offer economies of scale in produc�on given its large labour force 

Chinese investors can invest in sectors which heavily depends on imports from 
China 

• Tex�le sector, machinery and equipment etc.
• Sensi�ze Chinese investors about the market access benefits that Bangladesh enjoys 

Focusing on product quality is cri�cal for export 
success in China

• Chinese consumers are focusing more on high-quality products
• 61% of Chinese consumers prefer purchasing premium products
• 49% of Chinese consumers purchase premium products online from 

overseas retailers, which is much higher than the global average rate 
(24%)
• Bangladesh should enhance product quality and standards and move 

up in the quality ladder
• FDI could help with technology transfer and product quality 

upgrada�on

Page  - 16



Extended period for LDC-specific benefit

• LDC gradua�on in 2026; duty –free benefit 
will end with gradua�on

• Comparators will con�nue benefi�ng duty-
free access under ASEAN-China FTA and RCEP

• 42.3% of exports will face 15-20% MFN duty

• Gradua�on will have significant impact –
poten�al exports fall by 12.5%-18.7% of 
current exports to China

• BGD must request for an extension of LDC 
preferences (China extended some benefits 
to Samoa a�er its gradua�on) 

• With an extended LDC preference period, 
BGD can nego�ate a trade agreement with 
China.
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Alternative to an FTA, Bangladesh can consider joining RCEP.

• Regional Comprehensive 
Economic Partnership (RCEP) –
free trade agreement among 
15 Asia-Pacific countries
• Joining RCEP could also expand 

exports to China significantly.
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Impact of joining RCEP on Bangladesh's exports (% 
change from baseline)

Overall exports Exports to China
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Bangladesh should adopt aggressive export promo�on 
strategies targe�ng the Chinese market

• Par�cipate and organize trade fairs, summits etc.
• Single country export fairs in China 
• Export pavilion in China (Vietnam and other comparators already have 

pavilions in China)
• Business-to-business (B2B) collabora�ons
• Engage Bangladesh embassy in China in export promo�ons
• Establish linkages with retailers (invite Chinese traders to promote 

Bangladeshi export items)
• Government support for par�cipa�on in trade fairs
• One-stop services for every sectors for Chinese investors and importers

• Difficult to gain export 
success based on 
garments only (Chinese 
import composi�on =)

• Electric equipment, 
leather and footwear, 
plas�cs, light 
engineering, and 
electrical components 

• China provides duty free 
access for leather items 
in 2022 (which was not 
included in the duty-free 
list previously)

Promote 
exports 

from 
other 

sectors
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Selling online can be a successful marke�ng route to China.

• Mobile online shoppers—842 
million in 2021

China—largest e-
commerce market in the 
world (digital economy—

38% of China’s GDP)

• B2B e-commerce accounts for 
41% of the total e-commerce 
sales in China

China accounts for more 
than half of the world’s e-

commerce retail sales, 
(bigger than the 

combined total of Europe 
and the US.

• E-commerce par�cipa�ons in 
Chinese market can help 
boost exports

Taobao, JD.com, Tmall, 
Alibaba, Suning.com, 

Xiaohongshu, Amazon 
China, Vipshop are major 

e-commerce sites.

• Operate through Chinese 
online channels.

Establish exporters 
linages with Chinese e-

commerce organiza�ons, 
delivery channels, and 

logis�cs suppliers

Having a local presence 
on the ground with 
na�ve Chinese 
speakers is essen�al to 
build sales in China

•(a common advice given to European and American exporters by their 
governments) 

•The importance of personal rela�onships in Chinese business culture

Building business rela�onships is 
key to success in China 

•Use local agents and network partnersLanguage and cultural differences 
are major factor impeding trade

•Because of the size of the market, one should consider having more than one 
agent or distributor.

Exporters should establish 
rela�onships with local agents, 

distributors or other local partners
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Concluding remarks
• Chinese market will remain important and keeping the duty-free market access will be 

cri�cal 
• The tradi�onal LDC-type duty-free market access alone cannot guarantee export success
• An extremely compe��ve environment as other countries are also eager to expand sales
• A�ract Chinese investment for promo�ng supply response
• China also needs to diversify its supply chains given the emerging geopoli�cal 

compe��on
• A trade agreement with China will be cri�cal in boos�ng Chinese investment-backed 

export expansion
• BGD must diversify beyond garments – Chinese investments can help
• Aggressive export promo�onal ac�vi�es 
• Establish close B2B rela�onship
• Local level presence and online business ac�vi�es are a must for export success in China
• Develop an export marke�ng strategy for China

Thank you!
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