
By Jin Yuhan

For Ningbo's heritage
food brands, entering overseas
markets often starts with
something simple —soy sauce,
yellow rice wine, or pickled
mustard greens.

Zhong Yaofei, General
Manager of Ningbo Lou Mao
Ji Food Co., Ltd., a century-
old soy sauce company, has
been busy preparing for that
next step. After securing EU
trademark registration in late
July, he is now charting a
strategy for entering the Eu-
ropean market.

"We want international
customers to taste the real
flavors of China," Zhong
said — a sentiment shared by
many leaders of Ningbo's long-
standing food companies.

According to the Ningbo
Time- Honored Brands Asso-
ciation, the city is home to
153 "time- honored" heritage
brands, including 12 designat-
ed as national-level and 49 as
provincial- level in Zhejiang.
About one in eight have ven-
tured overseas, most of them
in the food industry.

Two Decades of
Global Outreach

Lu Chaoyan, chairwoman
of Ningbo Xin Ziyuntang
Aquatic Food Co., Ltd., said
her company began exporting
seaweed in the early 2000s
and added pickled mustard
greens to its overseas lineup
about a decade later.

"Most shipments go to
Malaysia and Singapore, with
annual exports worth around 5
million yuan—about one-sixth
of our total revenue," Lu noted.

Ningbo's food exports
trace back more than 20 years,
initially driven by demand
from overseas Chinese com-
munities. For example, Ningbo
Yinfa Green Food Co., Ltd.
received its first order from
the United States in 1993,
when Chinese residents there
reached out seeking a taste of
home. Lou Mao Ji followed in
1999, exporting soy sauce to
Mauritius to serve the local

diaspora. And in 2013, Ningbo
Jaragou Food Co., Ltd. entered
the retail market, later ship-
ping its first container of tra-
ditional specialties to North
America in 2016.

New Circumstanc-
es Call for New Tactics

In the beginning, Ning-
bo's traditional foods reached
foreign markets largely in re-
sponse to requests from
abroad. Some brands, howev-
er, have taken a more proac-
tive approach. Ningbo Yimin
Wine Co., Ltd. is one example.

Intense competition in
China pushed the company to
explore overseas markets in
2003. A year later, its yellow
wine made its debut in the US.
"While the change was driven
by necessity, it quickly paid
off," said General Manager
Xue Dunyao. "In 2018, US
Customs data ranked our
brand first among imported
Chinese cooking wines." To-
day, the company's annual ex-
port sales remain steady at
about 35 million yuan.

Others are now making a
similar shift. Lou Mao Ji has

begun moving from a passive,
order- driven model to active
expansion. With exports in the
first half of this year falling to
just a quarter of last year's
volume, Zhong acknowledged
that relying on existing cus-
tomers was no longer enough.
A turning point came when
Lou Weina, a seventh-genera-
tion descendant of the brand's
founder who lives in France,
returned to Ningbo. Struck by
the company's new fruit vine-
gar, she encouraged the team
to market it in Europe.

After an eight-month ap-
plication process, Lou Mao Ji
secured EU trademarks across
multiple classes. "Our goal is to
enter the European market next
year, with fruit vinegar as our
flagship product," Zhong said.

Challenges on the
Horizon

Despite decades of effort,
Ningbo's food companies still
face an uphill climb in global
markets. Executives often ex-
press more caution than con-
fidence. Many say overseas
orders remain small and ir-
regular, with most interna-

tional business limited to OEM
processing for other brands.

While overseas Chinese
communities provide a steady
customer base, orders are mod-
est, and breaking into main-
stream markets has proven diffi-
cult. "Annual exports have hov-
ered around 5 million yuan for
years, almost entirely dependent
on the diaspora. Expanding be-
yond that and gaining wider ac-
ceptance is tough," one industry
executive said.

For many smaller firms,
OEM remains a pragmatic op-
tion, offering simplicity, lower
costs, and stable income. Even
so, the ambition to market
homegrown brands abroad re-
mains strong. Ningbo Liyang
Wine Co., Ltd., which has held
export certification for four years
but still lacks major clients,
plans to showcase its liquors and
fruit wines at the Marca China
Private Label Fair in Guangzhou
this September, hoping to con-
nect directly with international
supermarket suppliers.

Expert Insights on
International Expansion

Not every heritage brand is

suited for international expan-
sion, experts caution. Liu Qiang,
a specialist on heritage brands,
said prerequisites include strong
management, consistent product
and service quality, brand rec-
ognition, market fit, and com-
petitive pricing. Careful research
into consumer demand and well-
tailored localization strategies are
also essential.

For companies that do
qualify, preparation means tack-
ling issues such as international
branding, compliance with global
food safety certifications, and
intellectual property protection.

"The essence of taking her-
itage brands abroad is exporting
both culture and commercial
value," a representative from the
Ningbo Municipal Commerce
Bureau said. "Success requires
balancing tradition with innova-
tion, and finding a clear market
position."

Zhang Kong, president of
the Ningbo Time- Honored
Brands Association, agreed,
adding that the path forward lies
in stronger cultural storytelling
and fresh approaches to prod-
ucts, consumer experi-
ences, and marketing
channels.

The Global Expansion of Ningbo's
Heritage Food Brands

By Zhao Yu

On August 15, an elec-
tric vertical take- off and
landing aircraft (eVTOL)
completed its first passenger
flight from China Fishing
Village in Xiangshan Coun-
ty, Ningbo.

The EH216-S, powered
entirely by electric motors,
can take off and land verti-
cally without requiring a li-
censed pilot, flying autono-
mously along preset routes
with no takeoff/landing pads
needed. It holds broad po-
tential for urban air mobility,
tourism, and logistics, while
also driving the development
of the low-altitude economy.

The two-seat aircraft fea-
tures a fuselage width of 5.73
meters, an eight-axis, 16-pro-
peller configuration, and a
height of 1.93 meters. It is
designed to reach a maximum
speed of 130 kilometers per
hour, with a range of 30 kilo-
meters and a maximum flight
time of 25 minutes.

"We check all parameters
before each flight. Tourists
only need to board, enjoy the
scenery, and take photos. The
preset route ensures safety,"
said Zheng Liangchen, senior
operations manager of EHang
Greater China.

During the demonstration,
passengers flew over the pic-
turesque Shipu Harbor. "I was

nervous at first, but once air-
borne, it felt as stable as being
on the ground. Looking down,
the view of coastline was truly
majestic," one passenger shared.

Tourists marveled at the
high- tech experience. When
they learned the aircraft was
fully autonomous and capable
of vertical take- off and land-
ing, they immediately pulled
out their phones to take photos
and record videos.

"This inaugural flight
marks Xiangshan tourism's
shift toward more novel expe-
riences," said a representative
from the Xiangshan County
Tourism Group. "As the low-
altitude economy develops,
Xiangshan plans to offer not

just coastal destinations but
also aerial tours, empowering

our seaside tourism with the
latest technology."

Xiangshan Launches First UnmannedXiangshan Launches First Unmanned
Aerial Tours for TouristsAerial Tours for Tourists
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SPOTLIGHT

By Jin Lu

The Yongjiang Laboratory in
Ningbo, Zhejiang province, has
unveiled a next- generation motor
controller that sets new global
benchmarks for power density and
efficiency.

Weighing under 5 kilograms,
the compact unit delivers a peak
output of 340 kilowatts, achieving
70 kW/kg in weight power density,
57.6 kW/L in volumetric density,
and a peak efficiency of 99 percent.

That performance eclipses the
industry's usual ceiling of about 40
kW/kg, representing a major ad-
vance in electric propulsion tech-
nology.

Experts say the breakthrough
could accelerate progress in low-
altitude aviation, electric mobility,
and marine transport—while en-
abling lighter, more powerful, and
more efficient controllers for ap-
plications ranging from electric
vehicles to industrial equipment.

Dubbed the "electric heart" of
powered devices, motor controllers
regulate the current flow and mag-
netic fields to maximize motor
performance - whether in smart-
phones, home appliances, electric
cars, or factory machinery.

The Yongjiang team's progress
stems from three key innovations.
One is the adoption of third-gener-
ation wide- bandgap semiconduc-
tors, which increase current transfer
efficiency by more than 50 percent
while reducing heat. Another is the
use of a patented SPVCS-Z liquid
cooling system that channels cool-
ant directly to heat sources, cutting
radiator volume to just one-fifth of
conventional designs. The third is a
set of weight- reduction measures,
including capacitors that are 70
percent smaller and magnetic-core-
free current sensors that are 80
percent lighter.

On the software side, adaptive
algorithms continuously fine- tune
current and magnetic field trajec-
tories, selecting the most energy-
efficient strategy in real time.

Since debuting a prototype in
June 2024, the lab's second- gener-
ation model has nearly tripled
power density in just over a year.

"70 kW/kg is only the begin-
ning," said project lead Gu Chun-
yang. "By combining three propri-
etary technologies, we've put this
controller at the forefront of the
global industry."

Ningbo Lab
Unveils In-
dustry-Lead-
ing Motor
Controller

An electric vertical completes its first passenger flight from
China Fishing Village in Xiangshan County, Ningbo.
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Lou Mao Ji Food Co., Ltd., a century-old soy sauce company. [Photo by Li Sibing, Sun Jiali]


