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Introduction
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Promar team is pleased to offer this proposal to explain how we can help American Sheep Industry Association
understand and expand in the lamb market in China.

Promar Consulting is well-equipped to carry out market research project for American Sheep Industry
Association, as we:

• Are a consulting and research firm which specializes exclusively in the fields of agriculture,
fisheries, and food and beverages;
• Have worked on research projects in the Asian market for 25 years;
• Have extensive experience with the China market
• Works throughout the world from its Tokyo headquarters and Beijing branch office with primary
emphasis on assisting Japanese firms build their businesses overseas with emphasis on Asian market.

This proposal is organized as follows.

1. Introduction

2. Background

3. Objectives

4. Promar’s Approach

5. Timing & Fees
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Background: Lamb market in China
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Source: China Statistics Yearbook, China Industry Information
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China’s domestic lamb production has been steadily increasing in the past five years, with production 

volume of approximately 4.3 million tons in 2014. Major production regions were Inner Mongolia, Xinjiang, 

Shandong, Henan and Sichuan province. Pork remains the most consumed meat in China by a wide 

margin - accounted for 73% of the meat consumed in China in 2014, while lamb consumption only 

accounted for 4%. Nevertheless, due to the large population in China, there is still demand for large 

volume of lamb. 

The per capita lamb consumption was approximately 3.2 kilograms in 2014. In the past several years, the 

consumption has slowly increased. The total market value for lamb was estimated to be over RMB 200 

billion (USD $30.8 billion). 
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Background: Lamb market in China
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In 2015, the majority of lamb imports were from New Zealand (62%), followed by Australia (37%). There 

were some from Uruguay and Chile as well. 

Price is the main reason why import products have increased. The imported lamb price was approximately 

RMB 30/kg (USD $4.6/kg) while domestic lambs’ wholesale price was over RMB 58/kg (USD $8.9/kg). 

According to the Ministry of Commerce in China, the tariffs on lambs for both Australia and New Zealand will 

decrease annually and the import volume is forecasted to increase. 

From our initial research, we learned that most lambs are consumed in food services. With growing GDP 

and income, the consumptions of lambs are forecasted to grow. 

Source: China Statistics Yearbook, China Industry Information



Identifying Potential Opportunity for US Lamb Exporting to China

Research Objectives

4

In order to provide the US lamb industry with a thorough understanding of the

opportunities and challenges that exist in the Chinese market, and in order to provide

the industry with the best strategy for addressing these opportunities and challenges,

we believe this project should have 3 major objectives.

1. Identify which types of lamb products are in demand, which products US

could supply, and who the major competitors are.

 What and where are the potential markets for these and related products?

 What do customers want?

 What can US supply?

 Who are the competitors?

2. Determine how these products would be distributed, and by whom.

 What are the distribution channels?

 Who are the primary players?

3. Identify the barriers and other issues that might limit the importation, sales

and marketing of these products.
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GEOGRAPHIC SCOPE

5

• The Beijing/Tianjin region has many characteristics that make it a promising market for US lamb imports. In addition to being the political

center of China, it is the second largest metropolitan area in China and a center of Chinese industry and culture. Also of critical

importance, it is located in the northeastern part of China, where meat is a larger part of the diet than in southern China. Additionally,

Tianjin is a large, modern port facility with decent cold chain facilities, making importation of large amounts of lamb into the area feasible.

• The Shanghai/Hangzhou area is critical to any study of the Chinese market.  It is the largest metropolitan area in China, and also the 

largest metropolitan economy in China by GDP.  It is the most internationalized city in China, and as such, is more open to different style 

restaurants where lamb dishes can be easily found.  It is a trendsetter for the rest of the country, and understanding market trends in 

Shanghai can also offer insights into how the market will develop throughout China.  Shanghai is also a major port and has reasonably 

well developed cold chain facilities, although they are not quite as developed in Hangzhou.  
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Kick-off Meeting with 
American Sheep Industry 

Association

Planning and scheduling

Kick-off meeting with China 
Team

Desktop research

Develop interview guides

Identify and schedule

Interviews in China

Analyze data and 

interview findings

Develop conclusions and 
recommendations

Planning Research
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Trade Interview Expected Mix
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SAMPLE INTERVIEW CONTACTS

Interviewee Number

Trade Importers 3-4

Wholesalers/Wholesale
markets /Distributors

3-4

Food Service/Retailers 3-4

Others Association 1

Other specialists 0-2

TOTAL 10-15

Interviewing will focus on Beijing and Shanghai.
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Background:                                                            

• Promar Consulting is Asia’s preeminent business development and market consulting firm 
specializing exclusively in food, drink and agriculture industry.

• Our mission is to help companies and organizations involved in international food and agriculture 
markets make informed decisions and resolve business problems.

• Founded in Tokyo in 2000 with a branch office opened in Beijing, China in 2008. We serve our 
clients with our own talented team, backed by the resources of the worldwide Promar network.

• Please visit our website www.promarconsulting.com for further information. 
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Promar’s Global network
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Global food  specialists
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Our client base represents the entire supply chain and ranges from agricultural input companies to
branded food producers to retailers and the food service sector, as well as to supporting entities like
trade associations, and government departments and ministries.

GLOBAL REACHGLOBAL CLIENTS
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Experience in the China Market
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Extensive Experience in the Chinese Market

Promar has carried out numerous projects in China. In recent years, the volume of work became so high that in January 

2009 we formally opened our first office there, located in Beijing.  This office has given Promar a strong, on-the-ground 

presence that allows us to better serve our clients in their efforts to take advantage of the new opportunities being created

by China’s rapid economic development.

Among our more recent projects in China, we have:

 Completed a comprehensive study of the beef market in Zhejiang Province, China, for the Indiana beef industry, and 

developed a strategy to help them grow their exports to the province should China reopen to U.S. beef.

 Completed an extensive study of the seafood market throughout China for the New Zealand Trade Enterprise, and 

developed a market entry strategy for their key seafood exports.

 Established a market intelligence service for the Iowa Soybean Association which provides its grower members’ weekly 

and monthly newsletters featuring inside information about China’s soybeans, corn, and meat markets. 

 Completed a six-month study of the Chinese seafood processing industry for the Norwegian Seafood Export Council 

that focused on providing estimates of salmon and mackerel going into and out of the country, both officially and through 

the so-called “grey channels” that don’t appear in Customs data. 

 Studied in depth the Chinese dairy industry sector 

 Assisted Itochu, a Japanese trading company, and Asahi Beer evaluate the potential of a major agricultural development 

in Shandong Province.

 Identified and assisted a major Japanese brewery company analyze the Chinese beer market and eventually purchase 

a share in China’s largest brewery. 

 Conducted comprehensive market research and entry analysis for Mexican beef exporters. 

:
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Our Team

11

Paul Tsai, Senior Consultant 

Paul worked for the marketing division for PricewaterhouseCoopers before joining Promar Consulting. 

Recently, he has been the main interviewer and researcher on a market expansion strategy for 

Mexican Beef in China. He has also done several evaluation projects, including assessing promotion 

activities for the US Dairy Export Council in China and Hong Kong. He also managed other China 

projects including the Hong Kong fruit market for South African fresh produce exporters and exploring 

the garlic market in China. Born in Taiwan and raised in the U.S. and Canada, Paul is fluent in English, 

Japanese, Mandarin, and understands basic Korean. 

Yuan Gao, Consultant 

Ms. Gao is the main researcher in Promar’s China office.  She holds a Master’s Degree in Agricultural 

Economics from the University of Kentucky, as well as BS degrees in Agricultural Economics and 

Grassland Science from Purdue University, in the U.S.A., and China Agricultural University.  Her recent 

work for Promar includes an assessment of import procedures for Japanese food products in China, 

and an evaluation of biomass production and usage in China.  Yuan is a native Chinese speaker and 

is fluent in English.

John Ward, President of Promar Consulting Advisor

Mr. Ward, a former McKinsey consultant, has 30 years of consulting experience in China, giving him 

an excellent understanding of the many facets of the Chinese market. John has helped many 

companies and industry groups in entering or expanding their positions in China in a range of products, 

including raisins, potatoes, dairy products, fruits, agrochemicals and soybeans. John has a reputation 

for being thorough, creative, aggressive, and for “telling it like it is” to his clients.
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Timing and Fees

Timing

Assuming start by  October 11, 2016,  Promar can:

- Complete this project by December 16, 2016.

Fees

Total Costs will be 35,000 USD 

Our terms are 50% of fees upon project initiation and 50% upon completion. 
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1 2 3 4 1 2 3 4 1 2 3 4

Plan the project

Conduct desktop research

Draft interview guides and scheduling

Conduct interviews  

Interim Progress Report

Analyze and write report

Review report with client

Finalize report

Project Schedule

October November December


