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Overview
Although China has a broad range of climate and growing conditions to support a wide variety of crops and
livestock, China imports foods as well. In fact, China is the largest export market for United States agricultural
products, accounting for nearly 20 percent of all U.S. farm exports.1 From 2008 to 2012, the total of all US agricultural
exports to China increased 114 percent, from US$12.1 billion in to US$25.9 billion.2 Foods from the United States
have a good reputation for high quality and high product safety standards.
Societal trends may have an effect on the market for certain kinds of products. Food health and safety scandals in
China, including adulterated domestic products, have given imported products a boost in the minds of consumers,
who have become more aware of food origins and food safety. Furthermore, a rising standard of living and a
growing middle class enable more people to afford imported foods. China’s population is aging; the median age in
2012 was 37.7, and by 2040 there could be 100 million people in China over 80 years old. Products that provide
health benefits, fight aging or are perceived as safer are in demand from health-conscious consumers, particularly in
major cities.
Organic sector highlights: In recent years, there has been increasing interest in domestic organic production for the
local market, with subscription farms and similar projects springing up to serve the demand, primarily from urban
populations, for healthy, non-industrialized food. In 2012, China’s domestic trade of organic products was
approximately RMB80 billion (approx. US$13 billion), with annual exports of about $400 million.3 In 2012, organic
food was estimated as 1.01 percent of food consumed in China, and is predicted to reach 2 percent in 2015, with a
value of RMB24.8 to RMB59.4 billion (approximately US$4.0 to US$9.7 billion).4 Products with one of the China’s
certified green designations, which includes organic products, account for 36 percent of the agricultural products in
China and have an annual sales value of RMB362.5 billion (approximately US$59 billion).5 Estimates indicated that in
2008 China’s organic production was valued at US$2.4 billion, and approximately US$500 billion went for exports,
and in 2009 there were 2.03 million hectares of certified organic farmland in China. In 2013, China had a total area of
2.722 million hectares in certified organic produce, divided between organic farming area of 1.287 million hectares
and 1.435 million hectares devoted to wild harvesting.6 Organic plant products production was 7.665 million tons. In
the organic sector, China has certified 731 organic food companies, including 14 companies in 11 other countries,
with a total of 3,081 products.7
From 2006 to 2011, the market for organic food in China quadrupled, and BioFach estimated the value of the market
in 2011 as RMB10 billion (approximately US$1.55 billion).8 The number of organic certifications more than doubled
from 2009 to 2013.9 Meanwhile, sales of organic packaged foods, according to Euromonitor International, rose 40
percent in 2012, and 46 percent in 2013 to RMB5.94 billion (approximately US$968 million).10
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Market conditions by sector
Retail: In 2012, Chinese urban households spent RMB1.5 trillion (US$240 billion) on food, and this expense is
expected to grow 8-11 percent annually.
Food retailers in China often operate more than one channel, such as hypermarkets, supermarkets, convenience
stores and specialty stores. Imported products typically do best in hypermarkets and specialty supermarkets,
although certain types of imported products, such as snacks and fruit, may be found across all channels.
Hypermarkets: International players Carrefour, Wal-Mart, Metro, Lotus, RT-Mart, Auchan and Tesco dominate in
this channel, which is more concentrated than others. International retailers tend to be more familiar with
imported products and have more experience in promoting new products. Wal-Mart, for example, is offering
more imported products in order to satisfy consumers’ desire for safer food. Domestic retailers with a strong
presence in this channel include China Resources Vanguard and Lianhua. Although hypermarkets are a major
sales outlet for imported products, imports are unlikely to be more than 5 percent of the total SKUs, even in
high profile stores.
Supermarkets: This channel is highly fragmented, with many small regional chains or independent stores
particularly in second and third tier cities. Domestic businesses, such as Lianhua, China Resources Vanguard and
Suguo, are more prominent in the supermarket channel than international operators such as Tesco Express.
Specialty Supermarket Stores and Boutique stores: This channel, designed to appeal to upscale shoppers,
has proliferated, and stores are frequently located next to high-end department stores or business centers. As
much as 80 percent of the inventory may be in imported goods. Although specialty supermarkets are often
designed for expatriates seeking wine, cheese, organic food, and other high-end foods, these shops are
attracting upper middle class Chinese shoppers as well. Leaders in this channel include City Shop Supermarket ,
City-Super (from Hong Kong), China Resources Vanguard’s Ole stores, Beijing Hualian Supermarket (BHG),
Hisense Plaza and Jin Bou Da. Some importers also operate retail stores, and some retailers (City Shop
Supermarket, for example) also distribute imported products.
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Convenience stores: Primarily domestic companies, this relatively saturated channel is not known for offering
imported products, although international retailers such as 7-Eleven and Family Mart have opened stores in
China. Convenience stores tend to have standardized floor layouts and product selections, although some
chains are customizing product mixes based on past sales data and neighborhood income levels. Offerings
include frozen and refrigerated products, hot snacks and, increasingly, payment and delivery services. Foods are
typically single-serve sizes.
One category of foods experiencing rapid growth is packaged products. Retail sales of packaged products grew 58
percent since 2008 to reach an estimated US$184.3 billion in 2012, according to Euromonitor International.
Packaged foods are projected to reach sales of US$278.7 billion by 2017.11 Snack bars,
baby food, chilled processed food, sweet and savory snacks, frozen processed food and
dairy products are all expected to have high growth. Within the dairy category, retail
organic liquid milk sales represent about 1.3 percent of the liquid milk market.12
Within the
Other products with good potential for sale to consumers, according to the Food
Export Association of the Midwest, include nuts, dried fruit, (prunes, raisins,
blueberries, cranberries), fresh fruit (oranges, apples, cherries, pears) seafood, poultry
meat, red meat (although U.S. beef has been restricted from import), frozen vegetables
(especially sweet corn and frozen potato products), baby food, dairy products (cheese,
butter, premium ice cream), baking ingredients and bread bases, cereals, Mexican and
Indian food, ready to cook and ready to eat foods, natural and organic foods, and
functional foods. Within the organic category, products with good prospects include
processed foods, especially gourmet food, food supplements, dairy products, and baby
food.
Hotel, Restaurant, Institution (HRI): Despite an increase in tourism, the HRI market
primarily relies on Chinese customers. Business culture includes lavish banquets and
working dinners for potential customers, officials and other decision makers, and plays
a large role in the HRI sector, especially in major cities. Since China is now a part of the
World Trade Organization (WTO), thereby opening the economy to additional foreign
trade and travel, tourism is expected to increase in coming years, with China becoming
the world’s most popular tourist destination by 2020, with over 130 million
international visitors annually.

organic category,
products with
good prospects
include processed
foods, especially
gourmet food,
food supplements,
dairy products,
and baby food.

International hotels, some of the largest markets for imported food and beverages, may use imported products for
30-50 percent of their total food purchases, and typically have central buying. Hotels, as well as high-end
restaurants, are very interested in offering unique dishes and products, and may have fewer price constraints. These
venues primarily market to wealthy and middle class Chinese customers, which could be between 125 million to 500
million people. Chinese urban households spent RMB325 billion (US$52 billion) on food while dining out in 2012.13
In 2013, high end restaurants had a rocky year, with 90 percent of them experiencing an average sales drop of 50
percent.14 At the same time, spending at restaurants targeting the mass market was up more than 10 percent on
average.
Medium to high-end restaurant chains are an emerging trend with promise, since Chinese consumers see restaurant
chains as a guarantee of quality. These chains look for unique products as well, and will purchase directly and in bulk to
reduce costs if products are successful.
International fast food restaurants and full-service restaurants are using value programs to lure additional
customers. For example, KFC and McDonald’s offered relatively lower selling prices and leading full-service
restaurant operators launched business lunches to draw consumers in central business districts.
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Use of the internet and new technologies for electronic ordering via computer tablet, online
reservations and ordering, e-commerce and group purchasing and use of social media is
increasing. Free WIFI is available now in many coffee shops and fast food restaurants to
encourage customers to linger. Offering tableside ordering via iPad is one way some trendy
restaurants in Shanghai have attracted younger patrons and cut labor costs.

Increasingly,
healthy food
is in
demand…

Food service varies by region, with each area of the country featuring different culinary styles
and specialties, resulting in the need to tailor products and marketing strategies to each
region. The eight officially recognized cuisines include Anhui, Fujian, Guangdong (Cantonese),
Hunan, Jiangsu, Sichuan (Chuan), Shandong, and Zhejiang. Rice is the staple grain of the
South, while Northern China features noodles, dumplings and pancakes made from wheat. Known for the use of a
wide variety of fresh ingredients, Cantonese cuisine is considered to be the finest of China’s regional cuisines. Spicy
dishes, including ‘Hot Pot’, are the hallmark of Sichuan cuisine, while slow cooking and the use of soy sauce, sugar
and other seasonings is common in the dishes from Shanghai.

Increasingly, healthy food is in demand, particularly foods with special attributes, such as those high in antioxidants,
omega-3 or fiber, or hormone or fat free, or organic.
Imported food suppliers must be prepared to teach the rest of the supply chain all about the products and why
using their imported products makes good business sense in the local market, including training distributors on
how to handle and sell the product, providing recipes and demonstrations for chefs and food service staff, and
sponsoring promotions to entice customers. Because it is difficult to compete with domestic products on price,
U.S. food exporters would be advised to concentrate on regional and niche markets with top-quality, unique and
healthy products.
Distributing to the HRI sector can be challenge, since cold chain distribution is frequently unreliable outside of
major cities. Distribution options include:
Full-service distributors.
Third-party/fourth party logistics. Although customs clearance, foreign exchange conversion, bonded
warehousing and shipment are more readily available, most of these services are not specialists in food, so
distributors or sales agents are still necessary to deal with licenses, labeling, payments from customers, etc.
Selling directly to the end users. This option may work for high-volume customers, such as hotel chains or fast
food. Local agents are still useful for licenses, paperwork, and unexpected issues that could cause delays.
U.S. Consolidators. These businesses fill orders for Chinese distributors and direct order for restaurants and
hotels. The supplier would need to make sales in China, however.
Hong Kong distributors. With services similar to third party logistics operation, these services may use the gray
channel—a method of avoiding tariffs by under-invoicing shipments to Chinese connections, particularly in the
Pearl River Delta and southwestern China. Suppliers still develop a market and provide training and promotion.
Cash ‘n Carry. Metro and Wal-Mart stores, for example, may target commercial customers such as restaurants.
Online sales. This fast-growing distribution channel allows importers the opportunity to sell to end-users
throughout China, and is especially useful in third and fourth tier cities where other distribution is limited.
National online sales leaders include www.jd.com, www.yihaodian.com, www.tmall.com, and www.amazon.cn.
Food ingredients: With Chinese consumers increasingly demanding more time-saving foods, particularly among
urbanites and those with increased disposable income, processed food sales are growing in China. In the last ten
years, the industry has moved from primarily small-scale production to national brands. Despite record sales in 2011
and early 2012, reports of food adulteration as well as economic woes in the country may have slowed growth in
2012 and 2013, with some food manufacturers reporting growth rates of only 10 percent compared to an average of
30 percent in the previous decade.15 The market experienced a period of consolidation, with fewer manufacturers
selling more products. Other factors influencing growth rates and fueling consolidation include rising food
ingredient prices, increasing labor costs, tighter bank loan requirements for small businesses, and higher entry costs
for new businesses, even as higher prices are leading some consumers to economize.
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With a desire to improve quality, innovate, make use of new technologies, and protect their reputations, Chinese
food processors may find imported ingredients appealing. For example, one company is using its expertise in quick
frozen products to make frozen versions of traditional Chinese products like dumplings as well as western-style
frozen foods such as sweets and cakes. As in the retail and food service markets, consumers of processed foods are
concerned about food safety, driving interest in higher quality ingredients. Providing those ingredients for China’s
food processing market can result in products well-suited to Chinese consumers’ preferences in flavors, packaging
and labeling. Imported ingredients that have a price advantage over domestic ingredients or products not
produced domestically are good prospects.
The need for organic ingredients depends in part on the export market for Chinese foods, which slowed in
2009 and 2010, in part due to food safety scandals. The main imported organic ingredients and raw materials
include sugar, dried fruits, nuts and honey.16 Meanwhile, in 2013 the market for organic milk made up 0.5 percent
of China’s total raw milk market, with organic milk’s share of the raw milk market projected to reach 3.2 percent by
volume in 2018.17
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Typical agricultural imports
Non-organic: Imports to China have increased since the mid-2000s, with finished products leading the way,
followed by bulk products that were repackaged in China. Dairy products, processed foods, especially baby foods,
fresh tropical fruits, dried fruits, nuts, spices, quinoa, honey, coffee and snacks are among the main consumeroriented imports.
In 2012, the United States exported over $28.7 billion in agricultural products to China, resulting in Chinese people
spending an average of $19 on US products via supermarkets, restaurants, and other outlets, and making China the
largest export market for US agricultural products.18 Top consumer-ready products exported from the US to China in
2012 were red meats, dairy products, processed fruit and vegetables, fresh fruit, tree nuts and poultry meat.19
U.S. exports to China in 2013 were down slightly, and totaled $25.9 billion.20 Leading US exports that year included
soybeans ($13.4 billion), cotton ($2.2 billion), hides and skins ($1.7 billion), and distiller’s grains ($1.4 billion).21
Seafood, fruits and dairy products are growing sectors for imported products.22
Organic: The United States, Australia and the European Union are the leading suppliers of China’s organic food
imports. Fresh produce, especially vegetables and tropical fruits, sugar, dried fruits, nuts, spices, quinoa, coffee,
honey and snacks such as cereal bars are the primary organic imports. Imported organic dairy products,
however, are a growing category, spurred by demand for lower-priced ultra-high temperature (UHT) pasteurized
milk. Through SnackHealthy, Inc, Safeway’s O Organic milk was slated to launch in China in 2014, and China
Mengniu Dairy Company, with its Danish partner Arla Foods amba, expects imports of organic milk to increase
60 percent in 2014.23

US ORGANIC EXPORTS TO CHINA, VALUE IN THOUSANDS OF US DOLLARS
(Units in metric tons)
ORGANIC PRODUCT

2009
Value Qty

2010
Value Qty

2011
Value
Qty

2012
Value
Qty

2013
Value Qty

Grapes, fresh

0

0

0

0

1,168

441.8

161

65.5

518

323.9

Apples, fresh

0

0

0

0

418

354.1

53

42.8

39

20.6

Cherries, fresh

0

0

0

0

2,550

349.7

18

2.2

106

12.2

Tomato sauces
excluding tomato ketchup

0

0

0

0

782

204.8

105

130.2

123

144.1

Lemons, fresh or dried

0

0

0

0

156

205.2

146

91.2

290

193.5

Oranges, fresh or dried
excluding temple oranges

0

0

0

0

442

534.8

378

407.2

162

153.7

Grapefruit, fresh or dried
including pomelos

0

0

0

0

0

0

36

44

29

33.4

Coffee, roasted
not decaffeinated

0

0

0

0

0

0

486

60.5

166

20.4

Cherry tomatoes
fresh or chilled

0

0

0

0

0

0

945

602.4

122

43.1

Data Source: U.S. Census Bureau Trade Data; Data on organic exports for organic products without a separate export code is not available.
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Organic consumer overview and market trends
Organic production in China is less than 1 percent of agriculture, and understanding of the concept of organic is
low. The nascent market for organic consumer products in China is about 10 years old, and expanding, as shoppers
wary of food scandals seek out products they consider more nutritious and safer, two markers of high-quality foods.
The market potential is high: capturing just 1 percent of the market would garner 14 million consumers; 5 percent of
the market would be 70 million customers.24
Organic shoppers in China include white collar families, families with young children, families with health issues,
people returning from abroad, government officials, business people from Taipei and Hong Kong, and foreigners
living in China. The largest group—white collar families—accounts for 40 percent of organic product sales.25
Research In 2012 from Mintel found that 80 percent of Chinese agreed it is worth it to pay more for organic food and
beverages. The Mintel report also indicated that more than half of urban households—56 percent—say they have
increased their spending on organic products. The same proportion—56 percent—have purchased fresh organic
foods in the past year, while 22 percent used organic frozen foods in that time. The top five organic products
purchased by Chinese shoppers include fresh milk (purchased by 37 percent), cooking oil (35 percent), pork (33
percent), beef (26 percent) and chicken (26 per cent).26

TOP ORGANIC PURCHASES
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0
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Having reliable certification is extremely important, and well-trusted by producers and traders, and is more
important than advertising and promotion. Whether an organic product is domestically produced or imported is
less of a concern to consumers.
Other consumer trends that bode well for the organic market include:
Increasing disposable income. Euromonitor anticipates total disposable income from 2012 to 2020 will grow at
an average annual rate of 6.8 percent, resulting in a cumulative increase of 69.2 percent. Urban households with
incomes greater than $5,000 are expected to increase by 25 percent annually, putting millions more into the
middle class. Urban households, on average, have incomes three and a half times higher than rural households.
Food safety worries. In 2011 alone, there were seven major food scares in China, and concern about food safety
remains strong. The state-run People’s Daily polled 3.26 million people online in its annual survey. In that poll,
food and drug concerns were third on a list of top issues in 2014, following social security and anti-corruption
efforts, and up from seventh place in 2013. Choosing organic products is one option people have used to
mitigate their concerns.
Increasing sales channels. High-end supermarkets and some highly-rated hotels and restaurants offer organic
products or use organic ingredients. Online retailers (see China’s Dynamic E-Commerce Sector, below) and
specialty organic stores are also increasing, especially in cities.
Interest in sustainable living. Particularly among wealthy urbanites, reducing carbon production and moving
toward Lifestyles of Health and Sustainability (LOHAS) has led them to organic food.

Organic sales channels
Supermarkets and specialty shops are the organic market leaders. Conventional and high-end supermarkets control
80 percent of the market.27 In 2012, 75 percent of consumers shopped for organic products at supermarkets,
followed by 51 percent who shopped for organic products at hypermarkets.28
Buying direct from the farm is also increasingly popular. A regular organic farmers market started outside Beijing
in 2011, due to a demand for more natural food. One of the largest farm-direct businesses is Tony’s Farm, which has
seen its customer base grow 20 to 50 percent per year since 2009. Subscribers order online, and the company
delivers within 24 to 48 hours. With almost 100,000 subscribers, including individuals, families, businesses, schools,
restaurants, specialty stores, and retailers in Shanghai and Beijing, Tony’s Farm brings in revenues of $18 to 24
million per year.29 His operations encompass thousands of acres in eight provinces, and have drawn $40 million in
from Western and Chinese investors as well as millions in government subsidies. In addition to staples such as
carrots, tomatoes, peppers, berries, delicacies such as sponge gourds, purple begonia leaves, wood-ear mushrooms
and yardlong beans, Tony’s Farm sells organic meats, eggs, oils, grains and pantry items provided by other suppliers.
Other leading businesses include: Mahota Farm, which is based in Shanghai and is growing fast; FieldsChina.com,
which covers 200 cities, and KateandKimi.com, which is popular among young customers. Both FieldsChina.com
and KateandKimi.com cater to expatriates.
An example of a specialty food retailer is LohaoCity, which had record sales in 2013, up 40 percent from the year
before. With a name that means ‘lifestyles of health and organic,’ the chain has 27 outlets in Beijing.30

Regulatory environment
China has a challenging, and changeable, regulatory environment for imported organic products. On January 1,
2011, China began to require that all organic products had to be certified by a China-accredited certifier, whether
the organic description was expressed in Mandarin or in a foreign language. In January 2012, China’s enforcement of
its very restrictive organic regulations virtually shut down trade with mainland China. For additional details, see the
Organic Trade Association’s Global Organic Trade Guide.
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China’s Dynamic E-commerce Market
Although the online market for foods, especially fresh fruits and vegetables, is small (just 1 percent of total retail
sales), sales are growing fast. Most food sold online has been packaged items or fruit with a relatively long shelf life,
however new online retailers are focusing on fresh and premium produce. In 2012, sales of agricultural produce via
Taobao.com exceeded RMB20 billion (US$3 billion), with sales expected to reach RMB100 billion (US$16 billion) in
2014. Overall, online fresh produce sales in 2014 in China are estimated at about RMB11.5 billion (US$1.9 billion),
and are expected to jump to RMB40 billion (US$6.5 billion) by 2019.
The largest Chinese online grocery store, and one of the fastest-growing e-retailers in China, is Yihaodian, which is
51 percent owned by Wal-Mart Stores Inc. In 2013, Yihaodian’s online sales increased 70 percent to RMB11.54 billion
(US$1.9 billion). Meanwhile, competitor TMall Supermarkets, owned by Alibaba, saw its sales grow 400% in 2013.
Some additional food e-commerce leaders and emerging players in China include: Taobao.com, Shunfeng First
Choice , China Mobile, and womai.com (owned by Cofco, one of China’s leading food processors).
INNOVATIONS:
Direct sales of fresh produce: Some U.S. suppliers are selling directly to Chinese consumers through an
arrangement between the USDA’s Agricultural Trade Office and Tmall.com, which is owned by China’s internet
powerhouse Alibaba. In 2013, cherry growers sold 170 tons of cherries through a pre-order program, essentially preselling the cherries before they are picked. The fruits are then shipped directly to Shanghai and arrive within 48 to 72
hours from the Western United States.
Farm rental/subscriptions: To address consumers’ desires for fresh foods, Alibaba and JD.com each launched farm
rental/subscription services for consumers. Shoppers use the online platform to rent land for a year and select what
they’d like grown. In Alibaba’s project, farmers they hire raise the crops, such as rice and vegetables, which are then
delivered to the customers. In Jd.com’s project, which serves Beijing, consumers have the option to go to the farm to
pick up their produce or have it delivered.
TMall Supermarket: Rather than having separate stores for each food producer, grocery products are in one online
storefront, and TMall manages logistics, including warehousing and delivery, for participating merchants. This has
simplified online food shopping, since customers pay once for delivery of the whole order, instead of paying several
times for small orders of just a an item or two.
CHALLENGES:
Lack of standardization, high logistics costs and high spoilage rates during transport make fresh foods online
difficult. For example, pioneering fresh food e-commerce projects from the supermarket groups China Resources
Vanguard and CP Lotus were not successful. Capital investment in cold chain storage has been one factor in
increasing online sales of more perishable products.
Logistics are key. To respond to complaints about third party delivery systems, Yihaodian is building their own lastmile delivery system. One newer player in the market, Shunfeng First Choice, was launched by the delivery company
Shunfeng Express. They deliver products directly from the farms to the customer, eliminating the sectors in
between.
CONSUMER EXPERIENCE:
Young people, and their enthusiasm for online shopping, are helping to drive this market. They prefer to comparison
shop online rather than in traditional markets. The online shopping experience in China, however, differs from
online shopping in the United States in several ways:
Chinese customers prefer crowded and compact websites, which convey a high-energy shopping environment.
Products are not guaranteed, and Chinese online merchants rarely allow for returns. Because counterfeit goods are
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prevalent, Chinese customers often select the mid-range product to avoid the likely counterfeit at the low end.
Even small orders are often negotiated on the phone, chat, or by email in China. Details and extensive information
about products may not be available on the website, so shoppers in China spend additional time discussing
specifics before ordering.
In China, delivery is often the same day, and inexpensive. Often, online orders arrive more quickly and for less money
than getting the item at the corner store. For example, grocery delivery might cost $2, or be free with a $15 order.
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USDA Office of Agricultural Affairs, Beijing
U.S. Embassy, Beijing
Scott Sindelar, Minister-Counselor
(011-86-10) 8531-3600
agbeijing@fas.usda.gov
USDA Foreign Agricultural Service Agricultural Trade Offices
Beijing
U.S. Embassy, Beijing
(011-86-10) 8531-3950
atobeijing@fas.usda.gov
Chengdu
U.S. Consulate General, Chengdu
(011-86-28) 8526-8668
atochengdu@fas.usda.gov
Guangzhou
U.S. Consulate General, Guangzhou
(011-86-20) 3814-5055
atoguangzhou@fas.usda.gov
Shanghai
U.S. Consulate General, Shanghai
(011-86-21) 6279-8622
atoshanghai@fas.usda.gov
Shenyang
U.S. Consulate General, Shenyang
(011-86-24) 2318-1380 / 2318-1338
In addition, some states and cities may have offices in China, and many cooperate with Agricultural Trade Offices.
Success in the Chinese market often hinges on selecting the right importer/distributors. Expect to work closely with the
Chinese trade partners on sales and marketing plans, especially for products new to the market. Attending international
trade fairs such as BioFach China, Organic China Expo, and China Nutrient & Healthy Food & Organic Products Exhibition
is one way to meet potential partners in China.

IN THE UNITED STATES
USDA Foreign Agriculture Service China web pages http://www.usdachina.org/en_index.asp
Regional trade groups can provide assistance for entering the Chinese market.
Midwest: http://www.foodexport.org/
West: http://www.wusata.org/
Northeast: http://www.foodexportusa.org/
South: http://www.susta.org/
Visit resources of the Organic Trade Association, including the United States Organic Export Directory
(http://www.usorganicproducts.com) and The Organic Pages Online (http://www.theorganicpages.com/topo/index.html)
to search for organic businesses that may be able to assist US exporters.
Of note: he United States Department of Agriculture (USDA) has several export programs that can help support promotion
and training.
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http://food.cnca.cn/spnc/sy/xwdt/05/738207.shtml (Accessed Aug. 8, 2014)
4. Biofach China. http://www.biofachchina.com/en/home.php
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