


WASHINGTON — It was 73 
days until Christmas, and the clock 
was ticking for Catch Company.

The Chicago-based fishing com-
pany had secured a spot to sell a 
new product, an advent calendar 
for fishing enthusiasts dubbed 
“12 Days of Fishmas,” in 2,650 
Walmart stores nationwide. But 
like so many products this holiday 
season, the calendars were mired 
in a massive traffic jam in the flow 
of goods from Asian factories to 
American store shelves.

With Black Friday rapidly ap-
proaching, many of the calendars 
were stuck in a 40-foot steel box 
in the yard at the Port of Long 
Beach, blocked by other contain-
ers stuffed with toys, furniture 
and car parts. Truckers had come 
several times to pick up the Catch 
Company container but been 
turned away. Dozens more ships 
sat in the harbor, waiting their 
turn to dock. It was just one tiny 
piece in a vast maze of shipping 
containers that thousands of 
American retailers were trying 
desperately to reach.

“There’s delays in every single 
piece of the supply chain,” said 
Tim MacGuidwin, the company’s 
chief operations officer. “You’re 
very much not in control.”

Catch Company is one of the ma-
ny companies finding themselves 

at the mercy of global supply chain 
disruptions this year. Worker 
shortages, pandemic shutdowns, 
strong consumer demand and oth-
er factors have come together to 
fracture the global conveyor belt 
that shuffles consumer goods from 
Chinese factories, through Ameri-
can ports and along railways and 
freeways to households and stores 
around the United States.

The disruptions have also be-
come a problem for President 
Biden, who has been vilified on 
Fox News as “the Grinch who 
stole Christmas.”

The White House’s supply chain 
task force has been working with 
private companies to try to speed 
the flow of goods, even consider-

ing deploying the National Guard 
to help drive trucks. But Biden 
appears to have limited power to 
alleviate a supply chain crisis that 
is both global in nature and linked 
to much larger economic forces 
that are out of his control. 

On Sunday, Biden met with oth-
er world leaders at the Group of 20 
in Rome to discuss supply chain 
challenges.

On Oct. 13, the same day that 
Catch Company was waiting for 
its calendars to clear the port, 
Biden announced that the Port of 
Los Angeles and companies like 
FedEx and Walmart would move 
toward around the clock oper-
ations, joining the Port of Long 
Beach, where one terminal had 

begun staying open 24 hours just 
weeks before.

“This is a big first step in speed-
ing up the movement of materials 
and goods through our supply 
chain,” Biden said. “But now we 
need the rest of the private sector 
chain to step up as well.”

In the past, Catch Company 
would often ship products from 
West Coast ports by rail. But lon-
ger travel times on rail lines mean 
shipping companies have been 
loath to let their containers stray 
too far from the ocean. 

Instead, Catch Company cal-
endars were moved by truck to 
a warehouse outside the port. 
There, they were placed on an-
other truck to be shipped to Catch 
Company’s Kansas City distribu-
tion center, where workers would 
repack the calendars for Walmart.

MacGuidwin estimated that 
the calendars would arrive in 
Walmart stores by Nov. 17 — just 
in time for Black Friday. 

The calendar’s entire trip from 
factory to store shelves would 
take about 130 days this year, com-
pared with the typical 60.

The company has already start-
ed designing its calendar for next 
year and is still deciding whether 
it should say “2022.”

“It’s an open question,” said 
MacGuidwin. ANA SWANSON

FRANKFURT — The name MG 
used to be synonymous with spir-
ited but finicky sports cars from 
Britain. Nowadays the iconic oc-
tagonal badge serves a different 
kind of motoring ambition: Chi-
na’s push to become a big player 
in the global auto market.

SAIC Motor, one of China’s Big 
Four automakers, bought the MG 
brand in 2007 and is stamping it on 
a line of electric sport utility vehi-
cles on sale in Germany and other 
European markets. MG is an ex-
ample of how Chinese carmakers 
are exploiting the shift to electric 
cars to challenge the American, Eu-
ropean and Japanese carmakers 
that have dominated the industry.

The Chinese automakers are 
arriving as electric cars surge in 
popularity, accounting for almost 
10 percent of new car sales in West-
ern Europe, and consumers are in 
a mood to buy, with savings built 
up during the pandemic. At the 
same time, car manufacturers are 
cutting back production because of 

shortages of microprocessors.
MG has 350 dealers in 16 Eu-

ropean countries and is still ex-
panding. Two other Chinese auto-
makers, Nio and BYD, are moving 
into Europe by way of Norway, 
the world’s most electrified large 
car market. Nio, based in Shang-
hai, opened a dealership in Oslo 
at the end of September, its first 
outlet outside China. BYD, based 
in Shenzhen, delivered an electric 
S.U.V. called the Tang, to the first 
Norwegian customer in August.

Great Wall Motor, another 
Chinese manufacturer, has an-
nounced plans to start selling a 
battery-powered compact and a 
hybrid S.U.V. in Europe next year.

Polestar, which is based in Swe-
den but belongs to Geely Holding 
of China, has been selling a Chi-
nese-made battery-powered mod-
el in Europe and the United States 
since 2020. And many of the Teslas 
on European roads were import-
ed from the company’s factory in 
Shanghai. (That will change once 

the company finishes building a 
factory near Berlin.)

Foreign automakers like Volk-
swagen, Mercedes-Benz or Gen-
eral Motors sell millions of cars 
in China, so they can hardly com-
plain when Chinese automakers 
encroach on their turf. Even 
though China is the world’s larg-
est car market, its brands have 

only a sliver of the global market. 
Unclear is whether fussy Eu-

ropean buyers will buy a Chinese 
car. When an MG representative 
approached Rumpel & Stark, a 
Ford dealership in the north Ba-
varian town of Unterpleichfeld, 
about selling the Chinese brand, 
the general manager, Bastian 
Stark, was skeptical. He demand-
ed that the rep hand over the keys 
to the MG he had arrived in.

Rumpel & Stark’s mechan-
ics gave the MG a thorough go-
ing over. Their verdict: thumbs 
up. “They said this car is good,” 
Stark said, noting that the MG is 
equipped with parts from estab-
lished suppliers like Bosch, Valeo 
and Continental, all of which have 
large operations in China.
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Bastian Stark added MGs, the 
British turned Chinese brand, 
to the Bavarian dealership  
where he is general manager.
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