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In this new normatlity, face-to-face 
communication between international 
partners has been hindered, trade has 
been impacted, business activities and 
trading methods have changed, major 
suppliers are seeking reforms to usher in 
the new era, and importers have tried 
their best to find partners. With the 
recovery of China's economy and 
people's living standards, Organizer will 
take this opportunity to , advance with 
the times, build a new platform for both 
parties, realize diversification of 
marketing methods, and move forward 
in the footsteps of industry reform. 01



With the changes in  consumption habits  caused by the continuous 
improvement of  people’s  l iv ing standards,  var ious deep-
processed,  frozen,  semi-f inished,  pre-prepared meat products  and 
seafood,  as  wel l  as  convenience foods,  functional  foods,  snack 
foods and meat and seafood as  raw materials  The consumption of  
tourist  food wil l  increase s ignif icantly.  The country's  pol icy  of  
expanding domestic  demand and encouraging consumption has 
provided a broader market for  the development of  the seafood 
and meat food industry.

The number of  middle c lass  in  China has grown to the f i rst  place 
in  the world,  reaching 109 mil l ion people,  accounting for  11% of  
the national  populat ion.  The middle-  and high- income groups 
represented by the middle c lass  have higher demands for  dietary 
consumption.  It  is  expected that  this  wi l l  br ing about continuous 
improvement and upgrading of  residents '  dietary structure,  and 
the consumption of  high-end imported seafood and meat products  
wi l l  increase.  According to stat ist ics ,  in  2019,  China's  per  capita 
meat consumption was 26.9 kg and per  capita seafood 
consumption was 35.9 kg.  Nowadays,  the main consumers in  China 
are gett ing younger and younger,  and the pursuit  of  food taste and 
health is  gett ing higher and higher.  Imported seafood and meat 
are general ly  considered to be of  higher qual ity.  There is  a  huge 
market opportunity  for  high-qual ity  seafood and meat products  
from al l  over  the world.
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The Shanghai Frozen Food 
Association, the Shanghai 
International Fisheries Expo 
and the Shanghai International 
Catering Materials Expo jointly 
planned the promotion of 
geographically-indicated 
seafood treasures, and 
adopted a combination of 
online and on-site publicity 
patterns.
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l Online webinar (1 hour) + on-site promotion 
conference (1 hour) 

     Total:  USD 6,000

l Image display of the National Pavilion: 
     USD 350 /m2 (Minimum area 36m2)
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The event party prepares a 
short video of the product 
introduction within 3 minutes 
and sends it to the organizer, 
and the organizer publishes it on 
its platform as a series of event 
previews to attract more 
industry insiders' attention.



Online meetings 
connect suppliers 
and large buyers in a 
live broadcast mode. 
Suppliers use video, 
PPT and trade data to 
do presentation, 
including Q&A 
sessions for both 
parties to 
communicate.

Please clicke here 
for more details of 
Webinar



There will have 
specialty ingredients, 
centered on the theme 
of "healthy, fresh, and 
innovative", combined 
with cooking by senior 
chefs, on-site face-to-
face explanations and 
tastings to expand the 
structure of the entire 
event.

Please click here for more details of on-site conference
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