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Report Highlights:
ATO Shanghai organized a multi-level promotion in Chengdu, in cooperation with the Sichuan Provincial Hospitality Association, the Sichuan Culinary Institute, New Country Restaurants and Ito-Yokado Supermarkets.  Activities included a menu promotion, chef seminar, cooking contest, tabletop shows, food tastings, and one-on-one meetings with local traders.  110 chefs, caters, distributors and food suppliers attended.  A total of 150 American food items, including 126 new-to-market items, were featured in the 15-day two-location supermarket promotion, which boosted sales 180 percent over pre-event levels.  Moreover, this event enabled many U.S. food distributors to establish distribution channels in Southwest China that were previously missing.  Emerging City Markets like Chengdu offer potential for growth in sales of U.S. food products.
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Activity Codes:
A05G033100, A05G033200, A05G034102,

Activity Name: 
Chengdu Multilevel American Food and Ingredients Promotion

Activity Date:

September 27 – October 15, 2004

City/Country:

Chengdu, Sichuan Province, China

1) 
Market Constraints and Opportunities

This activity addressed the following constraints:

· Lack of awareness of U.S. food products by the chefs and consumers in Southwest China.

· Lack of distribution channels for U.S. food suppliers in emerging city markets (ECMs).

· Lack of unified strategy and coordination among U.S. exporters and cooperators.

The activity also explored new opportunities to:

· Promote the sales and understanding of U.S. food products in Southwest China’s ECMs.

· Collect first-hand market information.



2) 
Expected Results and Desired Outcomes

· Assist U.S. companies/American food importers/suppliers generate direct trade contacts with distributors, restaurants and retailers in Southwest China’s ECMs.

· Strengthen sales/distribution networks for U.S. exporters.

· Expose Chinese consumers to a variety of American high-value food products.

· Introduce some new-to-market U.S. food products.

· Launch a positive PR campaign to build consumer confidence in and demand for U.S. food and beverage products in the targeted city.

· Encourage deeper geographic penetration of U.S. food products in Southwest China by supporting local distributors of U.S. food products.

· Achieve a minimum of $500,000 in resulting sales in the 12-month period following the activity.

3) 
Actual Results and Outcomes

Results/Outcomes:

                                                                       

Expected

Actual


Increase in sales during promotion


     
   50 %

180 %

Expected sales within next 12 month 


$500,000
        $800,000

Number of new products (SKUs) introduced                         70  


  126
ATO Shanghai’s recent multi-level promotion, September 27 – October 25, with the Sichuan Provincial Hospitality Association, Shanghai Culinary Institute, Chengdu New Country Restaurants and Ito-Yokado Supermarket in Chengdu, was a huge success.  This was the first-ever promotional event organized by ATO in the capital of western China’s Sichuan Province.  This media-blitz event promoted American food and ingredients in both retail in and HRI sectors.  Five USDA marketing cooperators, the Washington Apple Commission, Alaska Seafood Marketing Institute, WUSATA, USAPEEC, USMEF, and three American food suppliers and distributors (ShoEi Foods, Mandarin Fine Foods and Heinz) sponsored and participated in the event. About 35 American food and beverage suppliers and distributors participated in the event with their products.


Chengdu is ground-zero for the famously spicy Sichuan (also called Szechuan) cuisine, and has a food culture several thousand years long.  However, improvements in the quality of life have gradually changed the dining customs and interests of urban Sichuanese, who are now seeking greater novelty. To meet the changes in demand, hotels and restaurants are sourcing new kinds of ingredients.  Restaurant managers and chefs are eager to adopt new ingredients even for typical Sichuan dishes. Through seminars, chef contests, tabletop shows, tastings, menu promotions, and one-on-one meetings with local traders, this event presented a whole range of U.S. products to restaurateurs and retailers, including pork, poultry, salmon, crab, scallops, potatoes, bacon, turkey breast, dry cranberries, figs, raisins, Heinz condiments, soup, table wine and other food and ingredients. The combination of U.S. food ingredients with Sichuan cuisine has gone so well that all of the new 10 dishes developed for promotion are still on the menu of 3 restaurant outlets two months after the promotion. Five of the dishes prepared using boneless port butt, bone-in-pork chops and potato products have caused the restaurants to sell out of these products several times during and after the promotion. Mandarin Fine Foods, one of the 35 U.S. food suppliers in the event, reported that they delivered 1,464 kg American pork boneless butt, pork loin, beef ribs, beef tenderloin, 100 kg of scallops, and 1188 kg of lobster bisque to six star-rated hotels and chain restaurants in Chengdu, compared to zero prior to the event. 

On the retail side, 150 SKUs of U.S. food products were featured in the promotion at two stores of Ito-Yokado, over 100 of which were new to market. In the process, ATO helped U.S. food suppliers to develop relationships with local distributors that were necessary to get such a large number of new products into an inland market. The event was publicized with a grand opening ceremony complete with folk performances, lucky-draw, newspaper advertising and DM distribution, and specially designed handouts.  Each store gave the USA promotion an individual opening and set aside an attractively decorated space in the food section.  This maximized foot traffic at the promotion.  WUSATA’s Chef of Record, Eric Perez, led a hands-on baking seminar featuring recipes using a range of U.S. dried fruit and nuts. More than 10 members of the regional and national media, including TV, radio, newspapers, websites, and magazines, reported on this event.


Post-event feedback from Ito-Yokado was very heartening. Sales of American food products in Ito-Yokado’s two stores increased by 180% in value during the promotion period, and 145% during the two weeks after the promotion period, as compared with the months prior to the promotion.  Ito-Yokado plans to order $400,000 of American food items in the following 12 months. Of the items they plan to order, 70% are new-to-market products featured in the promotion. In addition to introducing new products, the promotion succeeded in boosting sales of products already carried by Ito-Yokado.  Best selling products were pistachios, red table grapes, snack almonds, Sunkist oranges, beef short plate, Gala and Red Delicious apples, and Sun-Maid raisins (500g package). Packaged products and bulk dry fruits for food ingredients may have excellent sales potential if consumers receive more training and information from the promoters and label description about heath benefits, preparation, etc.  The cooperators and suppliers have been following up on the event with seminars, consumer training, store-handling training, product sampling, focus group studies, etc., to maximize the impact of the event.  


4) 
Recommendations/Follow Up

As the established coastal markets of Beijing, Shanghai, and Guangzhou develop stronger linkages with suppliers for ever-increasing food product imports, distributors are looking to emerging city markets (ECMs) for new growth opportunities.  China’s inland ECMs are the new frontier, offering new opportunities for American products.  Although average incomes are still low, they are rising, and the dynamics of food consumption are changing.  Foreign and domestic retailers have noted these changes, and are investing heavily in these emerging city markets (ECMs).  This promotion has helped to proved the massive, largely untapped potential, and ATO intends to take advantage of the momentum it has generated by leading the U.S. pavilion at the Spring Tangjiuhui trade show in Chengdu, followed up with participation in the West China Expo, also in Chengdu.  Post also plans to encourage NASDA to recruit restaurant managers, distributors and retailers for participation in the NRA and FMI shows.  The promotion also proved, once again, the value of working with regional institutions, as the Sichuan Hospitality Association and the Sichuan Culinary Institute’s support were critical to the success of the promotion.
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Map:  Finding Sichuan and Chengdu In China
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The Chef contest ensured a rapt and highly qualified audience, as well as generating original dishes from U.S. ingredients.
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POP decoration provided a unified motif and generated foot traffic at the Ito Yokado retail promotions.
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The chef contest attracted the top chefs in a city where cuisine is king.
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The press conference attracted wide coverage from the Chinese media.
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