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TV show "A Bite of China" sparks food flurry
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aving started filming with-
H out much-heralded, "A Bite

of China" a 2012 Chinese
documentary television series on the
China Central Televison quickly
gained popularity and moved a
good number of the Chinese popu-
lation. The series present audiences
with the stories behind the various
kinds of delicious food and the
homesickness, heritage and national
spirit it contains. Along with the
hot broadcast of the documentary
televison series and the remarkable
book "A Bite of China" sold, the
topic around its brand, trademark
intangible cultura heritage draws
high attention among the public.

Cultural products favored widely

The large population and high
variety of climates make China
have gifts of the nature of potential
food material more than any other
country. Chinese never tie ther
cooking to a bored food list. People
here use their wisdom to innovate
and explore new flavors in tradi-
tional Chinese delicecies. “After
aired on the televison dation, the
series remain a hot topic for discus-
sons, forming a ‘butterfly effect’,
have whipped up huge interest a-
mong the public.” Hu Zhanfan,
president of CCTV and the produc-
ers of "A Bite of China' , pointed
out. The documentary was not only
widely viewed hit show in China
with high ratings but also attracted
quite a lot of attention of communi-
cations agencies overseas. In the
early April of this year, China In-
ternational Televison Corporation
had signed letters of intent with

Germany, South Korea, the United
States, Taiwan and Hong Kong in-
cluding more than 20 countries and
regions during the Fegstival De
Cannes.

The remarkable book "A Bite
of China', published by Guangming
Press, has caused many Publishing
Houses’ attention overseas. Now,
Guangming Press has signed the
copyright contracts for Korean, tra-
ditional Chinese and English ver-
sions with publishers from South
Korea, French, Italian, and Spanish
publishers have aready made ap-
pointments to further negotiations
copyrights.

Reignited the brand power

CCTV’s smash hit documen-
tary “A Bite of China” has not on-
ly reawakened the taste buds around
the country but also reignited the
power of its brand. Shanxi fish
mutton steamed stuffed bun’s sud-
den rise to fame overseas was di-
rectly brought about by the brief
screen gppearance in this documen-
tary. Wang Tongyun, the founder of
the food company just with 30,000
yuan registered capital, insisting on
the principle of enhancing quality
and brand image outside, has spent
eight years building the bun into a
famous regional snacks with cultural
elements oversess.

The trademark dispute of “little
sheep” in 2003 made Wang
Tongyun aware that the importance
of the brand protection. He started
to build the brand in the two ways
of improve its popularity and apply-
ing for intellectual property protec-
tion. Wang has obtained a number

of invention patents and trade mark
registrations during the eight years.

With the hot broadcast of doc-
umentary televison series and the
remarkable book A Bite of China
well  sold,fish mutton steamed
stuffed bun has continuoudy im-
proved brand awareness. The com-
pany will step up operating the
dtrategy of brand construction and
developing more chain stores to ex-
pand the market throughout the
country and go abroad.

Stepping up intangible cultural

heritage protection

"A Bite of China' gives a
360-degree introduction from the
beautiful and refined process of
food-making techniques to various
kinds of food preservation method
like sdting, sugaring, oiled, drying
and freezing which including the in-
tangible cultural heritage of making
skills of Jinhua ham, fermented bean
curd and pickles In 2008, the mak-
ing skills of Jinhua ham were enlist-
ed in the national intangible cultura
heritage. As the professiona enter-
prise that manufacture and sell Jin-
hua ham, Jinhua ham company con-
tinued to step up inheriting culture
and innovation and raise price to
thousands of yuan. The enterprise
made a successful IPO in 2010. By
introducing those marvelous Chinese
foods, "A Bite of China' has
touched off a boom in the intangible
cultural heritage of delicious food
which aso promoted the local gov-
ernment to strengthen the protection
of the intangible cultural heritage.

This documentary offers insights
into the unique etiquette and ethics

culture that lie behind the time-hon-
ored history of marvelous Chinese
food. The strong sales of documen-
tary overseas ignite an intense sense
of national identity of Chinese. Law
on Intangible Cultural Heritage of
China took effect on June 1, 2011,
in hopes to ensure the better preser-
vation of the country's culturad lega-
cies (by Feng Fei)
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- In foreign eyes

uawel  Technologies Co.
H plans to spend a total of $2

billion in the UK. and dou-
ble its workforce there over the next
five years, as the Chinese technolo-
gy giant sees growth opportunities
despite uncertainties over Europe's

economic outlook. Last year, Huawei
posted 203.93 bhillion yuan ($32.2
billion) in revenue, with nearly 70%
generated outside China. The com-
pany's revenue in Europe rose 29%
to about $3.75 bhillion, accounting
for 13% of its overal revenue
(Huawei to Spend $2 Billion in UK.
Despite Europe’s Economic Woes, by
The Wall Street Journal)
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Comment:

The uncertain economic out-
look doesn't necessarily mean that
there is no opportunities. Huawel,
China’s largest and the world's
second-largest maker of telecommu-
nications equipment, knows there
is growing demand for technology,
and eventually tackled the obsta
cles to expansion in countries like
the U.K. where government offi-
cials have raised concerns about
potential cyber security threats.
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he past 10 vyears is a
I decade of the rise of Chi-
nese brands. China has cre-

ated numerous brands over the
past 10 years, and made itself the

largest  brand.  While  Chinese
goods remain popular around the
world, China’s manufacturing sec-
tor is undergoing active transfor-
mation and upgrading, and is
moving away from providing only
“cheap” and “low-end” products.
As the quaity of domestic con-
gtruction equipment has improved

greatly, the market share ratio of
Chinese to foreign brands has in-
creased from previous 1:9 to 9:1.
(Chinese brands on the rise, www.
livetradingnews.com)
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Obviously, Chinese companies
become more and more famous in
the globe and have shown great vi-

tality. Many of them are even lead-
ing the world in their respective
fields. Behind these bright brands,
there is independent innovation
guided by intellectual property strat-
egy. As Forbes Magazine comment-
ed, China has entered the high-tech
focusing ring.
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(by Correspondent Wang
Weiwei from Canada)
(ABERREHHELZBNEX)

©) exeress Prada blocks "MIU MIU" wedding
Sy 1% B “MIU MIU” il 2

dl-known Italian luxury
W brand Prada Limited

Company (Prada) recently
won a trademark lawsuit at the first
instance by citing the relevant rights
of its sub-brand "MIU MIU" in
China. The court held that the
trademark "Miu Miu" the natural
person Chen filed on wedding dress
congtitutes similarity with the three
trademarks referenced by Prada.

The trademark in question to
be registered in wedding dress and
masguerade clothing etc. was filed
by Chen in August 2003. Then Pra-
da filed an opposition to the appli-
cation. By citing three "MIU MIU"

trademarks registered through the
Madrid international trademark reg-
istration system. Prada held that the
products Chen tried to register in
congituted similarity with its own
products.

The Trademark Office and the
Trademark Review and Adjudication
Board (TRAB) both under the State
Administration  for Industry and
Commerce regjected Prada’s request
and approved the trademark in
question was registered. TRAB
ruled that the commodities from
both sides did not constitute simi-
larity and did not lead consumers
to confusion, so there was no simi-

larity between the trademarks.
Beijing No.l Intermediate Peo-
ple’s Court approved Prada’s appeal.
The court held that the brand aware-
ness of Prada’s “MIU MIU” cannot
be ignored and there is no significant
difference between the two kinds of
commodities. Therefore it is easy to
lead consumers to confusion. So sim-
ilarity is constituted. Accordingly, the
above ruling of TRAB was quashed.
(by Yang Qiang)
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