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I. China the World Largest E-commerce Market 

China is the world's largest e-commerce market. In 2024, China’s courier sector handled 174.5 

billion parcels, with 974 million Chinese people shopping online by year-end. The total gross 

merchandise value (GMV) reached approximately USD 2.16 trillion, which contributes to more 

than a fourth of China’s retail sales.  

This didn't happen overnight. China's e-commerce started booming with the establishment of 

Alibaba in 1999, which then launched Taobao platform in 2003. Since then, the way Chinese 

people shop has changed dramatically. Following a common use of smartphones, cross-border e-

commerce (CBEC) started to emerge in 2009 and then grow remarkably since 2013. Between 

2014 and 2015, over 5000 CBEC startups were established in China. 

According to General Administration of China Custom (GACC), in 2024, the cross-border e-

commerce import and export value reached RMB 2.63 trillion (approximately USD 0.37 trillion) 

taking 6% of total China goods import and export value.  

According to a research conducted by Oberlo, a dropshipping app of Shopify, in 2023 China’s 

share in E-commerce by GMV is 42% of world traffic, with the US second with 36% and the 

next countries are far behind.  

 

Chinese e-commerce market is expected to continue growing and this ongoing development will 

offer huge opportunities to Israeli companies. This report will introduce procedures of import 

products through CBEC to China, compliance points and specific ways of selling food, health 

products and cosmetics through CBEC to China. 

China, 42%

US, 36%

Japan, 5%

UK, 4%

Germany, 3%
South Korea, 3%

Other, 8%

SHARES OF TOP E-COMMERCE MARKET 
(2023)
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II. General Rules and Procedures of Selling to China through CBEC 

i. Market Entry Requirements 

In traditional trade, certain categories of imported products must register with Chinese competent 

authorities. For example, health food needs to be registered with SAMR (State Administration 

for Market Regulation), cosmetics need to be registered with NMPA (National Medical Product 

Administration), foreign food producers need register their production facility with GACC 

(General Administration of Custom China). Products labells also need to comply with national 

standards. 

However, CBEC sales are exempted from those requirements – CBEC retail imports are 

regulated as items imported for personal use and can’t be re-sold. Hence, there are no 

requirements for license approval, registration, or record filing for first-time importation. This 

indefinitely extends the waiver of the pre-importation registration requirements on specified 

categories of products, including cosmetics, infant formula, health food, and medical devices, as 

long as the goods are on the ‘CBEC positive list’. 

ii. CBEC Import Channels 

There are two channels for CBEC goods go through custom control.  

▪ Direct Shipment – customs supervision code: 9610 

Goods are purchased through the CBEC platform and delivered directly to Chinese 

customer. The delivery method is usually via post, or express delivery such as DHL, 

UPS. Under this model, goods will be stored in the country of origin or overseas 

warehouse, the seller does not need to pay for bonded warehouse in China. However, this 

may cause high shipping fees, and the delivery time are usually longer and cannot be 

guaranteed, which is an important factor for Chinese consumer to choose the seller to buy 

the products.  

 

The illustration of Direct Shipment is as below: 
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▪ Bonded Warehouse Import - customs supervision code: 1210 

 

Through this channel, goods are shipped in large containers to China before consumers 

placing an order online and the large bulk of goods are temporarily stored in a warehouse 

within a designated zone specifically established for CBEC trade in China. Only after the 

online order has been placed, the goods will be cleared by customs and delivered directly 

from the bonded warehouse to the consumers. This model greatly shortened delivery time 

to a few days through domestic logistics, hence it is preferable by consumers; however, 

seller must ship goods in bulk and store the large volumes at bonded warehouse in a 

comparatively high cost. This model may be more suitable for sellers that already 

established large, stable and constant Chinese customer base. 

 

The illustration of Bonded Warehouse Import is as below: 

 

iii. The CBEC Retail Import Goods List 

To qualify for import through CBEC, products must be mentioned on the “positive list”. China 

has developed a CBEC retail import goods list (also known as the ‘Positive List’), which sets out 

the types of goods that are allowed to be imported into China via CBEC. The Positive List 

initially published by MOFCOM in 2019, and then amended in March 2022.  The amended list 

added 29 items of goods, deleted 1 goods item which is under HS code 93070090 “other swords, 

knives, lances and similar arms and parts”. After amendment, as for now, in total around 1,476 

types of goods can be sold through CBEC to China. This list covers most categories of consumer 

goods, including food, health food, cosmetics or other categories subject to strict market access 

requirements in traditional trade.  

On some product categories, only bonded warehouse import is permitted. The catalogue specifies 

around one hundred products than can only be sold via bonded warehouse procedures, these 

mainly include high risk food products, such as, fresh sea food and fresh fruits. In addition, some 

commodities are explicitly forbidden to be imported via CBEC if they contain ingredients or 

substances that are highly restricted or prohibited to sell, such as those considered as wild fauna 

and flora, pesticides, toxic chemicals, etc. 

https://images.mofcom.gov.cn/cws/202001/20200110143527533.pdf
https://www.gov.cn/zhengce/zhengceku/2022-02/21/5674854/files/3d3263c5ea0f4795b9864165b78af2c0.pdf
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iv. Participants of CBEC and their Responsibilities 

According to Announcement 486 of “Improving the Supervision over Cross-border E-commerce 

Retail Imports” issued in 2018 by 6 departments, including, Mofcom, NDRC, Ministry of 

Finance, GACC, State Tax Administration and SAMR, participants of CBEC must include: 

A. Cross-border E-commerce Enterprise  

This refers to the overseas registered enterprise selling imported goods through cross-border e-

commerce retail to Chinese consumers and it is the owner of the goods. 

The CBEC enterprise can be a foreign company, but it must entrust a company legally registered 

in China to perform custom (GACC) registration, declaration responsibilities, as well as quality 

control, such as products information disclosure, responsible for products refund and defected 

products recall. 

B. Third-party cross-board e-commerce platform 

It refers to CBEC marketplace. The top Chinese platforms includes JD, Tmall, Douyin (Chinese 

version TikTok), Pinduoduo, Weixin and Xiaohongshu (Little Red Book or Rednote). 

These platforms are subjected to SAMR registration and GACC registration. They have the 

responsibilities to verify transactions and consumer identity. They are requested to establish 

internal transaction rules to guarantee transaction safety and protect consumer welfare. The 

platform has the responsibility to compensate consumers on behalf of seller when disputes arises.  

C. Domestic service providers 

Domestic service providers refer to companies entrusted by cross-border e-commerce enterprises 

to provide services including custom declaration, payment, logistics and warehousing with 

relevant operation qualifications. 

Banks providing payment service must obtain “Financing License” issued by China Banking and 

Insurance Regulatory Commission; Non-bank payment institutions should acquire a “Payment 

Business License” issued by the People's Bank of China (PBOC), and their payment business 

scope should include “internet payment.” 

Logistics companies should obtain a “Express Delivery Business License” issued by the State 

Post Bureau. 

Qualified domestic service providers can be checked from GACC platform. 

D. Consumer 

Consumers shall be self-responsible for the product quality and cannot resell the product bought 

from CBEC platform. 

http://credit.customs.gov.cn/ccppwebserver/pages/ccpp/html/crossBorder.html
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v. Integrated Services Provided by CBEC Comprehensive Pilot Zones 

All the mainland provinces, autonomous regions and municipalities in China (i.e. excluding 

Hong Kong and Macau) have their own CBEC comprehensive pilot zones, totaling 165 zones. 

The image below shows 132 CBEC comprehensive pilot zones in China established from 2015 – 

early 2022. At the end of 2022, additional 33 CBEC comprehensive pilot zones were approved.  

 

A wide range of products can be stored in bonded warehouses of CBEC pilot zones, including 

these 11 more sensitive categories, namely: “individual healthcare”, “medical and health 

products”, “imported alcohol products”, “household goods”, “maternity and baby care products”, 

“home appliances”, “cleaning and paper products”, “food and beverages”. 

The CBEC Comprehensive Pilot Zones are targeting to facilitate streamlining services to develop 

cross-border e-commerce, integrating services of custom declaration, logistics, warehousing, and 

payment settlement. This model allows for real-time declarations, direct shipping from overseas 

warehouses to these bonded zones, rapid customs processing and delivery to consumers, creating 

a streamlined import pathway for cross-border e-commerce retailers, including:  

• Online Platforms: CBEC platforms link directly with customs, allowing for instant 

declaration based on customer orders and payment information. 

• Bonded Zones: Products are sent and stored to specialized customs-supervised bonded 

areas within a comprehensive pilot zone. 

• Integrated Logistics: This process combines international and domestic logistics, with 

goods are dispatched from overseas warehouses and delivered directly to the consumer after 

China customs clearance. 
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• Streamlined Custom Clearance: Within the comprehensive pilot zone, the e-commerce 

platform declares the order details, payment, and logistics information to customs in real-

time. Goods go through customs inspection and quarantine within the bonded area before 

being delivered to the consumer. 

vi. How to Choose the Right CBEC Platform 

Foreign brands need evaluate the platform's audience and service fees, considering its logistics 

capabilities and reputation. For example, Tmall Global is for broad audiences and JD Worldwide 

has strong logistics. Foreign brands also need identify if the platform offers sufficient marketing, 

payment processing, and a suitable "plug-and-play" model for managing compliance and 

localization. The choice also depends on the brand's target demographic and whether it seeks a 

niche channel like Douyin or Xiaohongshu or a major marketplace. 

A. CBEC Market share and target audience 

In 2024, the top 5 CBEC platforms in China are ranked as below: Tmall Global (Taobao - 

Aliexpress Chinese version, operated by Chinese tech giant) is the leading platform; followed by 

JD Worldwide, which has deep cooperation with another tech giant Tencent and is well known 

also for technology online purchase. Douyin Global Shopping, the Chinese version TikTok, 

isranked in 3rd, it is a new platform rising up in recent years, the platform that started as a short 

video and live-streaming app, gradually increased interactive capabilities and deeply integrated 

into E-commerce ecosystem, which allows for real-time personalized “shoppertainment”. Then 

followed by Pinduoduo (the Chinese version TEMU), which is very popular for low price 

purchases and VIP International. 

Another rising CBEC platform worth mentioning is Xiaohongshu (little red book or Red Note). 

Red note was founded in 2013 as a product review platform. Following years of rapid growth in 

popularity, it is now transformed into what can be called a “Chinese Instagram”. Similar to 

Instagram, social posts are based on pictures or short videos, the majority of the user base is 

quite young (70% are below 30) and female (up to 80%). Red note has a prominent E-commerce 

platform, although, it is still smaller than Tmall and JD, it has great potential to attract young and 

niche consumers especially for fashion and luxury brands. 
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B. Services and Costs of Selling through CBEC Platform 

Large CBEC platforms such as Tmall Global and JD Worldwide have their own cross-border 

solutions for logistic and payment. Taking Tmall Global as an example, Cainiao is their global 

supply chain provider, it provides service of bonded warehouse in China and overseas, 

international transportation including port-to-warehouse distribution service, they also provide 

systematic customs support, domestic delivery within China and reverse services for returning 

goods. However, a seller can use other service providers if they choose to. For smaller and 

emerging CBEC platforms, the merchants may need choose a third-party logistic service and 

bonded warehousing provider. 

Cross-border payment solution is realized through the major payment solutions. For Tmall, 

default payment is Alipay, which provides full range of payment solutions for Tmall Global 

merchants. Alipay cooperates with global financial institutions providing payment settlement 

solutions to mainstream international e-commerce platforms such as Tmall Global, AliExpress, 

Lazada, facilitating a worldwide electronic trade platform. For more information, please refer to 

Tmall Global Cross-Border Solution. Other CBEC platforms might use Alipay or WeChat 

Payments. 

As above mentioned, per government surveillance requirement, foreign enterprise must register 

or entrust a Chinese entity to be responsible for product quality in China. In this case, finding a 

Trade Partner (TP) is essential. Most of TPs are willing to provide this guarantee, given that they 

are also working as a distributor. Additionally, TP service also include, IT Infrastructure, 

Customer Service, Warehousing & Storage, Digital Marketing & Design, Logistics Services, 

Web Store Maintenance, Web Store Analysis. You may find more information of Trade Partner 

for Tmall on Tmall Global TP website. 

37.60%

18.70%

12.30%

5.90%

4.10%

21.40%

Market Share of CBEC Platforms of 2024

Tmall Global JD Worldwide Douyin Global Shopping

Pinduoduo Global Shopping VIP International Others

https://merchant.tmall.hk/wow/z/import/pegasus-no-head/rhFfx3MDfWWRcHPpB5jF?wh_biz=tm&lang=en
https://www.taobao.com/markets/promotion/tmgtp?spm=a2231.13869649.7874899396.2&acm=lb-zebra-601905-7738127.1003.4.7180357&scm=1003.4.lb-zebra-601905-7738127.OTHER_15871351855452_7180357
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C. Costs and associated fees 

Cost of CBCE operations include the cost of opening and running a store as well as marketing, 

customer service, partnering with a local partner, if needed as well as IP protection and more.  

Opening and running an online shop: 

The cost for opening an online shop on the CBCE platforms may include one-time store opening 

fees and security deposits, annual service fees, commissions, and payment platform fees. These 

may vary between the different platforms.  

As a reference, below are the costs associated with opening a Tmall Global store (from Tmall 

Merchant Rules in Chinese): 

• Security Deposit:  

o Brand Flagship Stores and Franchise Stores: Generally, 50,000 RMB (7,000 USD). 

Certain categories such as medical can go for upwards of 100,000 (14,000 USD) or 

even 300,000 RMB (42,000 USD). 

o Specialty Stores: Most product categories will require a deposit of either 100,000 

(14,000 USD) or 300,000 RMB (42,000 USD), except for Home Decor and Personal 

Care (50,000 RMB (7,000 USD)). 

o Marketplace or Industrial Marketplace Flagship Stores: 150,000 or 300,000 RMB 

(21,000 - 42,000 USD). 

• Annual Technical Service Fee:  

Merchants must pay an annual fee for operating on Tmall Global. There are two tiers: 

30,000 and 60,000 RMB (around 4,000 – 8,000 USD). 

• Real-time Technical Service Fee (Commission):  

Mostly concentrated in two tiers, 2% and 5%, some specific categories have their own rates, 

going as low as 0.5%, but none higher than 5%. 

• Alipay Service Fee:  

1% of the value of each transaction. Tmall takes care of all the exchanges and currency 

conversion issues, so foreign merchants can receive payments in their own currency without 

needing to have new bank accounts.  

For other smaller platforms, fees are relatively lower, for example, Xiaohongshu, the Deposit is 

3,500 USD; Basic Technical Service Fee is 2% and 5%; Payment channel technical service 

fee is 0.7%. 

The cost standard to other platforms, such as JD and Xiaohongshu (Red Note) can be found from 

TMO Group - (2025) China Marketplace Fees: Tmall, JD, Xiaohongshu & more. 

https://rule.tmall.hk/#/rules?cId=624
https://rule.tmall.hk/#/rules?cId=624
https://www.tmogroup.asia/insights/chinese-online-marketplace-fees/
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Other Costs: 

Marketing – during major shopping festivals in China, all brands will launch promotional 

campaigns to promote sales, this may include increasing exposure through other social media, 

hiring a KOL to host livestreaming. 

Customer Service and After-sales - most CBEC platforms offer consumers the possibility to 

return products within 7 days of the purchase without justified reasons. If consumer has received 

broken products or is unsatisfied with the product, then a return service needs to be established, 

which could be challenging for CBEC, especially via direct shipment model. Following return 

the product, payments need to be refunded. E-commerce platforms usually provide clear 

instructions on refund and reimbursement policies which needs to be followed as part of the 

signed contract. 

Intellectual Property – Israeli companies approaching Chinese market are strongly advised to 

have their IP registered first thing. IP infringement continues to be a big challenge in China. This 

is very evident also in the online markets, where it is very difficult to monitor the source of 

counterfeit products. Leading platform, such as Tmall provides IP consultation, registration and 

right protection service through their IP service market.  

Therefore, the cost for initially opening an online store may be relatively low, the operation cost, 

commercial and service fees that will occur during the business operation could be significant as 

well. 

 

III. Specific Compliance Points for Food, Health Food and Cosmetics 

Following the enlargement of CBEC market in China, Chinese government is targeting specific 

products to safeguard product quality and consumer welfare.  

i. Food 

Original package can be used for CBEC retail imported food. No requirement in complying with 

the package and labelling requirements of prepackaged food standard in China. Instead, the 

product information such as ingredients, using methods and warnings are requested to be 

disclosed to consumers on the vendor’s product page of the CBEC website. 

On March 2025, central government issued Opinion to strengthen the food safety supervision, 

according to which a “Negative List for CBEC Retail Imports of Food Products” shall be 

established. The list shall include food products from epidemic-affected areas that have been 

explicitly suspended from importation, as well as food products subject to emergency response 

measures due to significant food safety risks, and shall be updated in real time.  

On the same occasion, it was declared that a food recall system shall be established as well. 

GACC shall provide relevant information on cross-border e-commerce enterprises, platforms, 

https://eipr.taobao.com/?spm=a223k.14991401.6175797271.4.519c4f9akstGBg&acm=lb-zebra-523945-6904626.1003.4.6298048&scm=1003.4.lb-zebra-523945-6904626.OTHER_15623729493231_6298048#/
https://www.gov.cn/gongbao/2025/issue_11966/202504/content_7017467.html
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and domestic service providers to market regulation authorities as required, and promptly share 

food safety risk information. The State Administration for Market Regulation, the MOFCOM, 

and other relevant departments shall further clarify the recall responsibilities for cross-border e-

commerce retail imported food. Market regulation authorities shall strengthen recall supervision 

and urge relevant parties to promptly carry out recalls. No target date was given. 

ii. Health Food 

GACC may conduct random check on CBEC retail imported health food. The inspection focus is 

to ensure ingredients match the information broadcasted to consumers on E-commerce platform 

and that the product is genuinely originated from another country. Therefore, documents such as, 

certificate of origin, overseas sales records, and ingredient analysis report need to be provided 

during the random inspection. 

Worth noting that, although individual consumer should be self-responsible for health food 

purchased from CBEC platform, the seller may need pay attentions to certain regulations for 

example the “China Advertising Law”, the law regulates that: Health Food advertisement should 

not include the following content – a. claiming or guarantee efficacy and safety; b. referring to 

disease prevention and treatment functions; c. claiming or indicating the health food is necessity 

for good health; d. comparison with medicine or other health food; e. recommendation or 

testament by product ambassador. 

iii. Cosmetics 

At the moment, cosmetics import to China through CBEC retail channel do not have specific 

requirements. Those products are regarded as products for personal use and cannot be re-sold.  

CBEC-sold cosmetics must still meet labeling requirements and cannot make unapproved 

efficacy claims. Foreign companies must also appoint a China-based legal entity (domestic 

agent) to handle compliance, recalls, or adverse event monitoring.  

According to the Regulations on the Supervision and Administration of Cosmetics, cross-border 

e-commerce platforms should register the real names of cosmetics operators on the platform, 

establish corresponding quality and safety control mechanisms, strengthen quality and safety 

monitoring of products on the platform, and assume management responsibilities for cosmetics 

operators on the platform. Based on the above regulations, the platform usually formulates some 

specific rules on its own to regulate matters such as product sales, quality and safety control, and 

consumer rights protection on the platform. Taking Tmall Global, as an example, Tmall Global 

has issued a series of rules to regulate the sales of products on its platform, such as the Tmall 

Global Cosmetics Platform Standards and the Tmall Global Cosmetics Product Consistency 

Sampling Implementation Rules. 

Consumers need to have the responsibilities to identify if the products meet original countries’ 

standard and if the ingredients are safe to use. However, for cosmetics imported from epidemic-

affected area or cosmetics appeared high safety risks, relevant government bodies will initiate 

risk emergency responding system. 
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IV. Conclusion 

China Platform Economy is developing fast and provides almost 30% employment opportunities 

in China. Considering the current economy situation, Platform Economy will continue 

prosperous and becoming a driving force in the digital economy era. Thus Cross-border E-

commerce will continue develop rapidly, especially in the period of intense geopolitical tensions 

in order to sustain fragmented supply chains. 

Despite the drawback of limited online sales channel, fierce competitions and high marketing 

cost, foreign companies may still find CBEC as a gateway to penetrate Chinese market, to 

bypass lengthy and costly government administration process. Foreign products especially those 

with high market barriers are advised to sell through CBEC to establish consumer base before 

engaging in traditional trade. 

Based on cases we have handled for the past years, IP protection and conducting due diligence 

on your potential Chinese partners are highly recommended to Israeli companies. IP 

infringement is more likely to happen on E-commerce marketplaces. Infringement can happen in 

the way of selling a different product in similar package or appearance, or selling competing 

products under similar name or trademarks. Due diligence is also necessary to perform, checking 

the potential partner’s credit, capability and records, to avoid fraud, IP infringement and a 

possibility of breach of contract in the future. 

 

V. How can Economic Mission in Beijing help? 

The Economic Mission in Beijing is focused on providing support and guidance to Israeli 

companies on regulatory and policy issues. Our mission is closely monitoring topics, including 

but not limited to, IP protection, E-commerce policy updates, export control changes, geographic 

tension policy monitoring and updates. We update Israel authorities and industries from time to 

time by writing up reports and blogs. We serve as bridge between Israeli industries and Chinese 

administration authorities on specific matters case by case. 

For additional and personalized assistance please contact us at: Beijing@israeltrade.gov.il 

 

***Non-disclaimer policy: The information provided on or via this document should not be 

used as a substitute for any form of legal advice or professional advice. Decisions based on 

this information are for your own account and risk. 


