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• China is the most populous country in 

the world with 1.4 billion people in 2015. 

• China had a gross domestic product 

(GDP) of US$11 trillion in 2016, which is 

expected to grow by 6.5% in 2017. 

• China was the world‘s third-largest 

importer of agri-food and seafood 

products in 2015.

China Market 

Overview



China Market 

Overview

• Annual consumer expenditure was 

US$7,590 per capita in 2015, with food 

and non-alcoholic beverages 

representing 25% of that total.

• The consumer foodservice industry is 

expanding, and is forecasted to reach 

total sales of US$745.3 billion by 2018.

• Packaged food sales continue to grow 

steadily, and are expected to reach a 

value of $350.5 billion by 2020.



China Food Imports 

Overview

• China is a net importer of agri-food 

and seafood products. In 2015, 

China's agri-food and seafood inports 

was C$148,541 million.

• Canada was China's fourth-largest 

supplier of total agri-food and seafood 

products in 2015, with a 4.5% market 

share.

• China's agri-food and seafood imports 

increased at an annual growth rate of 

10.4% from 2013 to 2015.



Chinese Consumer 

Overview

• Increasing consumption

• Increasing urbanization

• Higher quality and healthier lifestyle

• More interest in imported food

• More attention to food safety

• Increasing channels for imported food 

and supplements



Chinese Consumer 

Overview

• Chinese consumers want the quality, 

convenience, and services associated with 

Western brands. 

• They are also demanding higher safety 

standards and systems of traceability.

• Chinese consumers have increasingly unique 

needs, and they expect new varieties of new 

products constantly. 

• This group is largely a young, upwardly mobile, 

and aspirational two-income family demographic 

with one child.



• China is a ripe market for increased 

consumption of high-quality, all-natural 

ingredients and derivatives for health. 

• As China's economy strengthens, so does the 

wealth of its people, allowing them to follow the 

global trend in making healthier choices.

• Nutritional ingredients and products are 

becoming more important to Chinese 

consumers as they become more attentive to 

their overall health and dietary intake. 

Health and Wellness 

Trends



Distribution 

Channels

• Carrefour is recognized as one of the most 

successful foreign chains. 

• Wal-Mart became the leading hypermarket 

operator in China. 

• Tesco has been the most recent foreign 

company to forge a joint venture with Ting 

Hsin, to operate the Hymall chain. 



Note: 26% of online shoppers 

are likely to purchase groceries 

via their mobiles in the future.

E-Commerce 

Overview

Online Population in China

• 714 million Internet users

• 80% use the web to shop

• Online expenditure per-capita is on 

average US $69.41 per month

• 55.6% male users

• 44.4% female users

• Women aged 18-34 represent 56.2% of 

China's female internet users

• Women aged 35-54 spend the most, on 

average US $84.43 per month



E-Commerce

Trends

Chinese shoppers want a variety 

of options:

• Extensive product information

• Flexible delivery times

• Easy return policy

• Best value for money

• Multiple price ranges



Opportunities for 

WBANA

• China's economic and population growth represents a significant opportunity 

for WBANA member companies. 

• Canada is currently well-positioned as one of the top agri-food exporters to 

China, but also benefits from its reputation regarding food quality and safety.

• Wild blueberries are gaining awareness and attention through our consistent 

communications efforts in China. 

• Chinese consumers are becoming more health conscious and want new 

choices. 



Challenges for 

WBANA

• Market access: trade tariffs in China

• Competition from Chinese companies and other foreign companies 

• Chinese consumers’ lack of experience with our products 

• Limited availability of wild blueberry products in China



China PR Report 

2015-2016

• Reached over 100 million customers in both industry and 

consumer markets. 

• Published over 2,500 pieces including both online and print 

coverage.

• Achieved combined media coverage equivalent to an estimated 

advertising value of 600,000 Canadian dollars per year.



New Chinese 

Website

• We built a brand new Chinese 

website in 2016.

• A new SEO friendly website 

can be easily searched online.



Print Media Results

We significantly increased our print media coverage in 2015 and 

2016 to over 30 print pieces in trade and consumer publications.



Magazines



Newspapers



TV Media Results

BTV featured Canada wild blueberry cake and smoothie.  The show 

has nearly one million viewers. 



Social Media Results

We are very active in China’s social media platform, including 

wechat, weibo and Sina blog.  



Canada Agriculture 

Ministerial Mission 2016



Canada Food Festival 

in Shanghai 



Canada Agriculture 

Ministerial Mission 2015



Marketing Collateral



Moving Forward in 

2017-2018

• Continue to focus on building awareness of the health benefits of 

Canadian wild blueberries and the many ways of enjoying them.  

• Continue our integrated communication activities through multiple 

media channels including print, TV, online, and social  media, and 

events. 

• Introduce the concept of fresh frozen wild blueberries, including their 

health benefits, year round availability and convenience. 

• Start our instore promotions in Shanghai, possibly expanding to other 

first tier cities such as Beijing and Guangzhou. 

• Build strategic partnership with Chinese counterparts. 



THANK YOU!

Jing Zhao Cesarone


