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Foreword  

 

The Fisheries Research & Development Corporation (FRDC), the Sydney Fish Market and the Australia–
China Agricultural Cooperation Agreement (ACACA) program agreed to fund the Professional 
Fishermen’s Association (PFA) proposed trade mission to China to explore the concept of the supply of 
mixed seafood between NSW commercial fishers and China utilising an E-commerce tool. The mission 
was invaluable to: 

• Explore the concept and its potential; 

• Establish essential networks and contacts; 

• Understand practical supply issues; and 

• Discuss legality issues regarding the supply of permitted and non-permitted species to China. 

The trade mission was able to meet our objectives.  There is an undoubtable opportunity in the concept 
and development of this market to China with significant positive benefits to the Australian seafood 
industry.  The creation of a more stable market that can handle the substantial fluctuations in the supply 
of specific Australian seafood species as well as the willingness of the Chinese market to pay for high 
quality products linked strongly to providence marketing and tourism.  The PFA currently trialling the 
supply of Live Eels to China via GFRESH as of February 2018 (FRDC 2018-087) – an agreement that was 
explored and discussed through the trade mission conducted as a part of this project. 

The PFA strongly believes that there is an opportunity to market the supply of Australian mixed finfish 
China.  Further investigation into the opportunity of supplying the Chinese seafood market is needed by 
conducting research into the infrastructure chain to supply the E-commerce platform such as GFRESH or 
JD FRESH (the fresh food arm of Chinese e-commerce platform JD.com).  As well as the marketing and 
brand recognition requirements to establish a long term and highly sought seafood brand to China. 
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Executive Summary  

The Fisheries Research & Development Corporation (FRDC), the Sydney Fish Market and the Australia–
China Agricultural Cooperation Agreement (ACACA) program agreed to fund the Professional 
Fishermen’s Association (PFA) to conduct a Trade Mission to China to explore the concept of the supply 
of mixed seafood between NSW commercial fishers and China utilising an E-commerce tool. The mission 
was invaluable to: 

• Explore the concept and its potential; 
• Establish essential networks and contacts; 
• Understand practical supply issues; and 
• Discuss legality issues regarding the supply of permitted and non-permitted species to China. 
 
Delegates were from the PFA, Commercial Fishermen’s Cooperative, Coffs Harbour Fishermen’s 
Cooperative, the Sydney Fishing Fleet and the Sydney Fish Market.  The Mission left Australia on the 31st 
October 2017 and returned on the 10th November 2017 visiting the Qingdao Seafood Expo, Beijing and 
Shanghai.   
 
Background 

A major limiting factor for previous export endeavours was understanding how to create a market for a 
“run of catch” product that is variable in species and quantity, dependent on season.  The trade mission 
was the first step in the proposed development of an export strategy targeting niche consumer markets. 

The development of these low value, high quantity NSW finfish species to the China market will likely 
improve price and demand for these previously underutilised species. The supply of many of these 
species to be considered will be provided by the NSW Fish Trawl Fishery and NSW Estuary General 
Fisheries   

Aims/objectives  

The objectives of the project were to: 

 To conduct a trade mission to China to introduce representatives from the involved fishermen's 
cooperatives to the Chinese Seafood Market and discuss needs to deliver the quality and 
quantity required by the market 

 Explore the potential of utilizing a E-commercial tool such as GFRESH to supply the Chinese 
Seafood Market 

This objectives of this trade mission were to 

 Better understand the China market and the competitors in that market for Australian wild 

caught seafood  

 Conduct some initial “on the ground” research to get some perspective about Chinese traveler’s 

requirements, wants and desires. 

 Begin to understand regional differences within China and its impact/opportunity for their 

individual and collective China engagement strategies. 

 Commence the development of strategic and collaborative relationships with potential import 

partners as well as tourist companies and industries that facilitate outbound tours for Chinese  

 Develop a greater awareness of the Chinese culture and how that may impact on the Australian 

seafood offerings (both as an exporter and as a visitor destination). 

https://www.gfresh.cn/#/homePage


 

 

Methodology  

The PFA employed the services of Honey & Fox Consultants to prepare and lead a trade mission to 
China.  The program was developed in consultation with PFA, GFRESH, Sydney Fish Market, Austrade and 
the Department of Agriculture and Water Resources.  

Results/key findings  

The trade mission was able to meet our objectives.  There is an undoubtable opportunity in the concept 
and development of this market to China with significant positive benefits to the Australian seafood 
industry.  The creation of a more stable market that can handle the substantial fluctuations in the supply 
of specific Australian seafood species as well as the willingness of the Chinese market to pay for high 
quality products linked strongly to providence marketing and tourism.  The PFA currently trialling the 
supply of Live Eels to China via GFRESH as of February 2018 (FRDC 2018-087) – an agreement that was 
explored and discussed through the trade mission conducted as a part of this project. 

Recommendations  

There is an obvious market in China for seafood products produced by NSW fishermen utilising an E-
commerce B2B platform.  There are several barriers that need the NSW seafood industry to capitalise 
effectively and for the long-term on this opportunity.  These are explored further in this report. 
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Introduction 

A major export challenge for NSW professional fishing companies has been the perceived need to have 
large volumes of a single species that can be sold in bulk on commodity markets. The emergence of E-
commerce platforms and the consequent shortening of the supply chain has created opportunities to 
develop niche markets for seafood products that have not been traditionally exported to China. 

From 2010 to 2015 the Seafood CRC undertook a large research program on the China market, primarily 
focusing on opportunities for the Abalone and Rock Lobster industries (CRC 2010-713, CRC 2013-714, CRC 
2012-705. The learnings from the Abalone and Rock Lobster industry about the changing demographics and 
the changing expectation of consumers in those markets has identified the potential for developing smaller 
niche markets within China. 

Australia’s competitive advantage for seafood is not only its clean and green image but also the fact that 
we have a huge variety of sustainably wild caught seafood products. This matches the increased demand 
from China for such products. The concept of Buyer-to-Buyer (B2B) E-commerce platforms is relatively 
new. As of 2018, on platform, GFRESH has been operating for two years and has mainly focused on live 
high value product traded globally with China. As such it is the leading B2B E-commerce platform for 
seafood. GFRESH is looking to expand its platform to include other forms of seafood including chilled and 
frozen products. Alternate platforms also explored during the trade mission conducted as a part of this 
project include JD FRESH, the fresh food arm of Chinese e-commerce platform JD.com.  

The current industry reform being rolled out in NSW has created an imperative for NSW Professional 
Fishing companies to add value to their businesses and develop a niche export market, capitalising on the 
changes to the export infrastructure that will support such a development. Exploring the opportunity to 
create a niche market for the supply of NSW Wild Caught mixed finfish to China through the GFRESH B to B 
E-commerce platform, is a good opportunity to do this. 

The Professional Fishermen’s Association applied to the ACACA program for funding to assist the 
development of an export strategy targeting niche consumer markets.  A major limiting factor for potential 
exporters from NSW is understanding how to create a market for a “run of catch” product that might be 
variable in species and quantity. 

The ACACA program suggested that the project be undertaken in two parts and approved initial funding for 
a trade mission to China.  This report details the findings from the trade mission and a number of 
recommendations are made in relation to how the second part of the project should be conducted. 

 

https://www.frdc.com.au/project/2013-714_30
https://www.frdc.com.au/project/2012-705
https://www.gfresh.cn/#/homePage


 

 

Objectives 

The objectives of the project were to: 

 To conduct a trade mission to China to introduce representatives from the involved fishermen's 
cooperatives to the Chinese Seafood Market and discuss needs to deliver the quality and quantity 
required by the market 

 Explore the potential of utilizing a E-commercial tool such as GFRESH to supply the Chinese 
Seafood Market 

The objectives of ACACA for 2016–17 were to: 

 promote bilateral cooperation in agriculture between Australia and China  

 develop the trading relationship 

 exchange scientific information to enhance cooperation and develop linkages between Australia 

and China. 

This trade mission objectives were aligned to contribute to achievement of these objectives through a 
program of events and activities that enabled delegates to 

 Better understand the China market and the competitors in that market for Australian wild caught 

seafood  

 Conduct some initial “on the ground” research to get some perspective about Chinese traveler’s 

requirements, wants and desires. 

 Begin to understand regional differences within China and its impact/opportunity for their 

individual and collective China engagement strategies. 

 Commence the development of strategic and collaborate relationships with potential import 

partners as well as tourist companies and industries that facilitate outbound tours for Chinese  

 Develop a greater awareness of the Chinese culture and how that may impact on the Australian 

seafood offerings (both as an exporter and as a visitor destination). 

Honey & Fox Pty Ltd, a specialist seafood market development consultancy, developed the trade mission 
program to ensure a focus on the following agreed priorities and target areas of cooperation for the 2016–
17 ACACA funding round:  

 eCommerce innovation  

 agricultural products processing  

 food safety  

 trade and investment cooperation  

 exploration of niche markets. 

The original project was to undertake a five-day trade mission (comprising 4 industry delegates) to 
Shanghai with meetings/ visits to 

 GFRESH headquarters in Shanghai 

 GFRESH clearance and supply chain delivery processors – walk the chain 

 Chinese seafood importing companies 

 Seafood retailers and food service companies in Shanghai 

Additional funding for the trade mission was provided by the Fisheries Research and Development 
Corporation and the Sydney Fish Markets.  This additional funding enabled nine industry delegates to 

https://www.gfresh.cn/#/homePage


 

 

participate in a ten-day trade mission which included the original planned meetings and enabled the 
following additional meetings: 

 2-day attendance at the China Seafood and Fisheries Exhibition in Qingdao (including an importer 

meeting program organised by Austrade) 

 4 days in Beijing meeting with the China Cuisine Association (to better understand the food service 

sector),  



 

 

Method  

Trade mission planning and preparation 

Honey & Fox developed the trade mission program and undertook a number of activities prior to the 
mission to help delegates prepare for the experience and to maximise the learnings from it.  The key 
activities associated with planning and preparing for the mission are detailed below 

Information brochure about seafood products available for export 

The delegation members developed an information brochure that provided details of the species that were 
available for export to China.  It was noted however that many (but not all) of the species are not on the 
currently Approved import list for chilled and frozen seafood from Australia.  It was decided that the 
delegation would use the trade mission to provide additional evidence of the demand for species that are 
not on the currently approved list. 

The brochure was translated into simplified Chinese and printed in hard copy as well as made available as a 
PDF.  Copies of the brochures are at Appendices 1. 

Pre -mission briefing 

The trade mission delegates attended a pre-mission briefing session.  This session provided background 
information about  

 the demand for seafood in China, 

 the people and companies that were to be visited 

 optional cultural activities 

 business etiquette  

 trade mission behaviour expectations and operating guidelines. 

Program development and Itinerary 

The program was developed in consultation with PFA, GFRESH, Sydney Fish Market, Austrade and the 
Department of Agriculture and Water Resources.  

An itinerary was provided in hard copy as well as online (via a mobile app & desktop link).  The itinerary 
provided information about logistics as well as details of meetings, background to meeting participants and 
objectives of those meetings.  

A copy of the itinerary is attached (Appendices 2). 

Delegate listing 

A Delegate listing was produced in English and Simplified Chinese.  The listing was used to assist meeting 
participants to understand who they were talking to and was provided in advance of most meetings.  A 
copy of the delegate listing is attached (Appendices 3). 



 

 

Trade mission events and meetings 

A copy of the finalised itinerary is at Appendices 2.   

A summary of the key meetings together with a summary of the learning/observations for each location is 
provided below 

Qingdao 

The trade mission started in Qingdao with 2 days at the China International Fisheries and Seafood 
Exhibition (CIFSE).  All delegates were registered for the event and provided with access to the Exhibition 
phone app to assist with exhibition planning.  Delegates were also provided with an observation sheet to 
assist with consolidating learnings and trade mission outcomes 

Initial contact was made with GFRESH including introductions to key personnel and the GFRESH system.  
Austrade organised meetings with a number of importers and buyers who were present at the trade show. 

Key learnings/observations 

 There was a strong “sustainability” presence, particularly within the international sector of the 

expo, but also evident in the Chinese domestic companies.  While MSC was present it is not the 

pre-eminent brand, there were other certification marks and sustainable product statements 

visible on many of the stands 

 The post -harvest machinery was impressive – lots of cost effective options to support value adding 

ideas 

 Huge diversity of ideas for labelling, processing, promotions, and marketing  

 A huge range of species were displayed for sale that are similar to what we can offer providing 

some confidence that there is a potential market for seafood that is underutilised/undervalued in 

Australia  

Beijing 

The meetings in Beijing included a briefing by the Austrade and DAWR staff at the Australian Embassy.  
Several opportunities were discussed, in particular the issue of the approved species list for export from 
Australia to China.  Delegates pointed out that the trade mission was to investigate export opportunities 
for undervalued and underutilised species but that this was difficult in some cases due to many of these 
species not being on the approved list.  Delegates were encouraged to engage with the Department of 
Agriculture and Water Resources to help resolve these issues and were advised that the resolution of the 
list would take some time to achieve.  Delegates agreed that the list provided a useful starting point for 
prioritising export development efforts in China. 

Understanding the E-commerce environment in China and how to participate in it was a core objective of 
the trade mission delegates.    The meeting with JDfresh.com provided the opportunity for delegates to 
experience their new concept store as well as discuss opportunities for NSW underutilised seafood species 
to be sold on the JDFresh platform.   

Beijing Delegates visited wet markets and retail stores in Beijing to observe: 

 The range of seafood on offer (species, format, country of origin, packaging and presentation 

 The price points of different seafood species and product forms 

Delegates also formally met with senior representatives from the China Cuisine Association to discuss 
opportunities in the food service sector. 



 

 

In addition to the business meetings in Beijing several cultural events/tours were organised to provide 
additional depth to understanding the Chinese market for seafood (note that all delegates paid their own 
costs for these activities).   The activities included: 

1. Lost Plate Tours in Beijing showcased traditional dishes and cuisine styles to illustrate the 

importance of food to Chinese culture and the role of seafood within that.  Understanding this is 

relevant to developing and implementing market entry and promotion strategies. 

2. Visits to the Summer Palace and Great Wall also provided insight to the history of China and the 

impact that has on consumers.  

3. Traditional Beijing Duck dinner which provided insight into the role and tradition of food, and the 

importance of seafood, in Chinese culture.  

Key learnings/observations 

 The business models for ecommerce operators differ in terms of how to access and do business 

with them. JD.com is an integrated online shopping platform and logistics infrastructure all in one 

company.  This means that they purchase the product directly and then sell through the online 

platform to distribute through their infrastructure. That way they can provide quality insurance 

and guarantee to the product 

 The China Cuisine Association advised that everyone going to a restaurant typically eats at least 
one form of seafood – fish and seafood is a core part of the diet.  They recommended that good 
quality seafood should go to restaurants for chiefs to create specialized dishes.  Restaurants 
promote first before they go out to the wider community 

 We visited Jingshen Fish Markets in Beijing to investigate the live seafood competition, market 
prices and setup.  There is an incredible array of seafood available and quality to meet the strong 
Chinese demand for live, fresh seafood.   Frozen seafood was also evident at the markets and 
JD.com advised that they have some of their suppliers at the markets providing supply and 
distribution services to the local area. 

 

Shanghai 

Meeting with GFRESH was the major focus of the trade mission while in Shanghai.  This included a full 
briefing and discussion of how the GFRESH platform works and how to use it.  Delegates discussed the 
need to have a consolidated collaborative approach to listing products on the platform as well as the 
opportunity to capitalise on the high profile that Sydney Fish Market appears to have among Chinese 
consumers, particularly in Beijing and Shanghai.  

Austrade provided a comprehensive briefing and overview of the opportunities for seafood in China.  
Delegates discussed the various strategies that could be pursued to capitalise on those opportunities.  
Meetings were also held with the NSW Commissioner in Shanghai and with Tourism Australia to identify 
opportunities for collaborating on market development activities. 

Visits to Hema and Baoyuan stores showcasing the “new retail” trend in China consolidated understanding 
of both opportunities and challenges in accessing and succeeding in the China market.  It was disappointing 
to see the lack of presence of Australian labelled seafood in these retail stores.  Individually tagged live 
rock lobster from NZ had a visible presence in Hema. Once again it was agreed by the delegates that the 
sheer size of the China market means that it will be difficult for any single exporter/company to invest in 
the market development and promotion activities that will be required for success.  A collaborative 
approach is clearly preferable. 



 

 

China skinny, a marketing and research agency in China, provided a briefing on the modern Chinese 
seafood consumer outlining trends and opportunities that the delegation members could take advantage 
of. 

Key learnings/observations 

 Chinese premium food consumers were generally much younger and had a lot more money to 

spend.  Competition for the attention of these consumers is intense therefore an engaging 

marketing and branding approach is needed.  Sustainability is coming into focus alongside an 

increasing health trend 

 We need to understand and take advantage of new technologies and marketing/retailing 

platforms.  For example, Alibaba has over 400 million users and more and more other online 

platforms are coming on line while WeChat has become the new search engine, in preference to 

Baidu or other search engines.  This means that Key Opinion Leaders are more important than ever 

– people looking to the chefs to help push the products. 

 In developing a brand, we need to be cognisant of how Chinese perceive Australia – they typically 

do not recognise the map or the flag, they find the boomerang symbol quite threatening but they 

do like the kangaroo (it doesn’t matter that we are talking about a seafood product).  Green is the 

colour most associated (unprompted) with Australia and is closely followed by blue.   

 



 

 

Results  

The following is a summary of the key outcomes against the original trade mission objectives 

Understanding of GFRESH operations and business requirements 

1. A registered exporter with the appropriate licences and permissions for export to China needs to 
be sourced before export can commence.  GFRESH can provide advice on this. 

2. The profile of Sydney Fish Market, among importers is such that we should find a way to build on 
this reputation e.g. marketing product collectively under a “Suppliers to Sydney Fish Market” or 
another umbrella. 

3. GFRESH  

 provides both a payment system (Gpay) and an import clearance system and as such takes 
some of the key export risks away from the export/import relationship 

 can provide support and assistance with finding appropriate exporters and importers for the 
product. 

 will help with promotion and education about the product.  We would still need to provide 
contents, images and collateral to support this. 

 operates an online auction as well as a direct B2B platform.  We need to decide which platform 
to use for which products.  

 works with Alibaba and JD.com so can help us with introductions and market development 
with those platforms. 

 Is very flexible and can assist with making sure that the offering is well targeted to market 
needs. 

Importer processes and business requirements 

1. Sustainability labelling is increasingly becoming important.  We need to investigate how best to do 
this for the China market.  

2. One of the new consumer trends is for a single serve, packaged product.  For introducing a new 

product, we were advised to consider a varied packaging offer i.e. – one at 400grams, 1 kilo and 

then larger.  The small serve allows for people to try something out that is new to them while the 

others provide a value package offering 

3. Logistics – clearing time for live product was very fast but for frozen product is 3 days or longer.  

This has implications for packaging and logistics – any product exported to China will need to be 

able to withstand delays in clearances. 

Demand for mixed fish species – “catch of the day” products 

1. There is an opportunity for Australian seafood from both a market and tourism perspective. 

Tourism provides a great opportunity to link the destination with consumer goods.  To do this we 

need to understand the customer journey – what information do the need/want on each step of 

the journey.  Research has shown that consumers don’t really trust information unless they get it 

from a friend or from other people’s recommendations.   

2. In such a crowded marketplace, it is important to have uniform branding and for 

companies/industries to work closely together in promotion.  

3. Fresh provides some great opportunities but be aware of the following issues: 

 They shop every day – it ensures it is fresh.  Therefore, consumers want smaller packages – 

they don’t want the product to go off 

 Expiration date – they remove the product from the shelf sometimes weeks before the expiry 

date 



 

 

Future business engagement with GFRESH, importers and alternate ecommerce 
partners 

1. JD Fresh provides a particular opportunity for introducing a “catch of the day” approach.  The 

difficulty will be the lack of consumer awareness about the range of seafood products available 

from Australia – Rock Lobster and Abalone are well known but, outside of these two products, 

consumer awareness is low.  There are also many competitors in providing seafood to Chinese 

consumers – including from domestic Chinese companies. We need to be clear about what our 

unique selling proposition is AND investigate whether that resonates well with potential consumer 

in China.   

2. While demand for seafood overall is increasing we should consider looking at markets outside of 

Beijing and Shanghai.  The rapid rise of ecommerce and attendant logistics and supply chain 

capability is opening up opportunities in 2nd, 3rd and 4th tier cities. 

3. Trial shipments should be undertaken with GFRESH to support refinement of an export offering 

4. More in depth In-market consumer, supply chain and channel research should be undertaken to 

support targeted niche market development for the “catch of the day” proposition. 

5. A critical issue is the China approved import list for frozen and fresh seafood from Australia as a 

large number of underutilised species are not currently on the list.  A more in- depth 

understanding of the market demand for those products would help get them onto the approved 

list  

 



 

 

Lessons for future development 

 Importance of provenance and transparency (made accessible via QR codes). It was understood 
that the Chinese were users of QR codes, but the magnitude of this use had not been appreciated 
until the trade mission had occurred.  QR codes were everywhere and extensively used.  It featured 
on the majority of packaging, advertising, menus and even painted on to buildings. This of course 
extends to seafood and it became evident that products with QR codes could demand higher prices 
than those. As well as being a source of more information, the QR codes can be used to 
demonstrate traceability and to tell a provenance story. 

 A strategic targeted approach is required to avoid the common failures of business attempting too 
much. It’s better to focus on one or two products and build a market for them in a targeted 
geographical location. Evidence and discussion have shown that it is worth considering tier 2 cities 
which have less people trying to enter the market in. Beijing and Shanghai can be very challenging 
because there is so much competition. There are over a hundred cities in China with more people 
than Sydney. It can also take 2 – 3 years for the market to gain interest in a new species.  

 The lines between ‘online and offline’ and b2b vs. b2c are blurring – as is evident with the likes of 
Hema supermarkets and online retailers such as JD.com and GFRESH. 

 

 



 

 

Recommendations 

There is an obvious market in China for seafood products produced by NSW fishermen utilising an E-
commerce B2B platform.  There are several barriers that need the NSW seafood industry to capitalise 
effectively and for the long-term on this opportunity.   

This includes: 

1. Resolving the issues with the list of the approved imported species list into China, for species that 

are not yet on the Approved import list. 

2. Identified risks and threats to a strong and sustainable market into China include: 

a. Need for collaboration to meet supply demand 

b. Consistency in product quality 

c. Failure of the supply chain infrastructure and logistic arrangements  

d. Branding and marketing requirements 

e. Meeting changing consumer preferences and rapidly changing business models 

3. To resolve this issue and to ensure uptake of the significant opportunity in supplying seafood into 

China will require: 

a. The industry to collaborate together and supplying the quantities required to the China 

market (no one producer currently has the capability to supply the China market of 

seafood but as a collaboration this would be achievable) 

b. Understanding and improvement in supply chain with support training for suppliers in 

handling techniques and use of E-commerce tools 

c. Improved domestic supply chain infrastructure and logistic arrangements and better 

understanding of these requirements to more effectively supply to market requirements  

d. Further market research is required to develop effective and robust branding of the 

Australian seafood product that will resonate with the Chinese consumer.  This must be 

accompanied by targeted and strategic in a market development research efforts 

e. Further market research is required to understand advancements in delivery platforms and 

value add to existing seafood products. 

4. Undertake a targeted trial of an approved species (e.g. eels) into China to investigate market 

response. 

5. Investigate opportunity to link tourism drive of Chinese market to regional seafood experience and 

“storytelling” of the seafood community. Potentially partnering with wine and aquaculture 

opportunities.   

 

Further development 

Part 2 of the project was to undertake trial shipments with GFRESH to test the market for a “catch of the 
day” offering.  A summary draft plan to undertake and evaluate these trials is shown below   

Project activities 

Workshop to commence project of trial collaborative shipment with GFRESH. The aim of the 
workshop is to review the findings of the trade mission and refine the proposed project (see 
below) to trial shipments of “catch of the day” product to a selected importer in Shanghai using 
GFRESH ecommerce platform 



 

 

Undertake trial with the following activities 
a) Select the fishermen and the export registered establishment to be involved in the 

collective supply and set up supply agreement 
b) Work with GFRESH to export shipments to a selected importer, include monitoring 

devices to track product and evaluate supply chain performance to product quality – 
ideally send at least 5 shipments 

c) Review performance of the system – logistics, trading relationships, product quality, 
market acceptability 

 
Final project workshop to review results of the trial and determine the commercial viability of 
continuing 

 
Final action plan and report 

 

Table 1.  Project Timeline 

 

 

 

 

 

 

 

Month 

Activities 1 2 3 4 5 6 7 8 9 10 11 12 
 Workshop 1   

            Establish participants 
(exporters/fishers) 

 
    

          
Prepare for 
trial/establish baseline 
information to 
measure success 

  

    
         Undertake trials 

    

        
     Evaluate trials against 

success indicators 
        

    
   Final project workshop 

          

  
  Final action plan 

           

  
 



 

 

Extension and Adoption 

Multiple articles in the PFA newsletter and PFA Facebook have been released promoting the trade missions 
and its objectives.  PFA has also applied for additional funding from ACACA to further investigate the 
market trade opportunities of mixed finfish into China.   

Linked to the trade mission, the PFA live eel trial into China (funded through Farming Together program) 
has also been heavily promoted to the end user, commercial eel fishers, linking this project with potential 
other species market development into China and the networks and knowledge formed from this project.  
A number of other species have asked to have their product included in future market development into 
China including Blue Swimmer Crabs, Spanner Crabs, Eastern Rock Lobster, Royal Red Prawns and 
RIBBONFISH. 

PFA is also working closely with the Seafood Trade Advisory Group to address and resolve trade issues, 
such as the Approved species list to China. 

 



 

 

Project materials developed 

Please refer to the Appendices for copies of project material developed including the Promotional Seafood 
Product Brochure, Itinerary and Delegate Listing. 

 

 

 



 

 

Appendices 

Appendices 1:  NSW Seafood Brochure (English)  

 

 



 

 

 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 

 



 

 

 

NSW Seafood Brochure (Simplified Chinese) 

 

 



 

 

 



 

 



 

 



 

 



 

 



 

 

 

 



 

 

 

Appendices 2:  Trade Mission Itinerary 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 

 



 

 

Appendices 3:  Delegate listing  

 



 

 

 



 

 

 

 



 

 

 

 

 


