
Topics

• Chinese consumers

• Digital landscape

• AWA® case study

• What does it all mean?





Interesting stats

• China has 668 million Internet users

• 90% via a smart phone

• In 2012 less than 5% of online 

shopping done on a mobile, now 

more than 50%

• 85% using search engines, brand 

websites, or social media as first 

step for purchasing a new product  



How they do it is different

• less trusting of products and services, 

and investigate more, across a wider 

range of online channels before making 

a decision.

• Globally, 56% use a search engine as 

their first port of call for doing 

research, (33% in China). 

• 32% go directly to a brand's website 

(19% globally)



Consumers still want to engage

• 86% have intentionally gone to a physical 

store to check out a product before 

buying it over the web, compared to 68% 

globally. 

• 90% report that interactions with 

retailers on social media had driven them 

to buy more, versus 62% globally





Weibo

Vs.



What’s the 

consumer 

got to do 

with it?



Instant message and 

timeline, plus various 

functions and service, e.g. 

online payment, online 

gaming center, walkie talkie, 

etc.

Wechat has 600m register 

users, 355m are monthly 

active users







Seafood is BIG 
business in 

China



Fastest consumption growth 

• East Asia (from 11 kg 

to >30 kg) 

• South East Asia (from 

13kg to 30 kg).  

• China expected to 

consumer more than 

50% of the world’s 

seafood by 2020
 (Source: FAO, 2008 and 2010)





AUSTRALIAN WILD 

ABALONE ®





Trade & Market Access – FTA, deemed 
values, customs clearance times, SO2 approval

Collaborative initiative between exporters

Supply chain education program - Product 
Provenance/Quality Assurance

End user and consumer engagement





Building 
the Australian Wild Abalone  Story…



Shanghai

Importer Briefings

Launch at Australia Week In China

Beijing

Importer Briefings and 

Launch

Shenzhen & Guangzhou

Importer Briefings

Hong Kong 

Seafood Expo Asia 

Importer Briefings 

Hong Kong 

Launch





Visit to Tongchuan Lu

wet market with 

AWA Merchandise



www.australianwildabalone.com.au



AWA  Social Media in 

Australia



Video and Photography library





















DIVER 

CAM 





What have we 

learned?



No Short cuts!

Do your research ….



Work with the importers
Relationships



PERSISTENCE!



Jayne Gallagher
Director

Honey & Fox Pty Ltd

www.seafoodcrc.com

Jayne.gallagher@seafoodcrc.com

http://www.seafoodcrc.com/
mailto:Jayne.gallagher@seafoodcrc.com
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