Meeting Brief
Oravida
Date and Time:
23 October 1530-1630
Event: ¥ g
ER T,
Visit and Tour of Oravida Facilities TS ‘ :

Purpose/objective: ‘

To increase the profile of a successful importer and distri{;t’itbﬁr‘pf New Zeala
L TN ¥
China. 5 v

ndibr}pduc'ts into

v ok

R X

Agends items/event outline:

9 %
1445 Depart Bureau of Justice for Oravi._ciap Hoew

1530 Arrive at Office

. atiy T N
Met by Oravida Managéiient O
£ A
1, i,‘lp l{%yla <
Visit and tour of:Oravida féc:htnesgf %&
ST "
gl N . I J
e A éi};.t ‘{f:‘y .§§

ks ¢ . ol o  Cpstd
Afternoon ?é@#ﬁﬁ%nce to mee%ﬁgﬁ‘anggement and employees
By By

. Ed T,
A, BN

e g
4 ’

] "3-3”;3',;,, i P
1630 Depart i'% ,—§P‘u“dong lnge?gf Hlomal Airport
H ‘.; .

Zea{ghq,ﬁésa s a wholly owned subsidiary of Oravida ltd., a diversified

5% ny whicﬁgow‘. a number of businesses in different sectors. The company is owned by

Qﬂ} SR Deyi (S%Bﬁ%)?-%a d has two directors, Julia Xu and David Wong-Tung.
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Oray i‘fﬂ’a‘x&c&sj%@hs itself as g company promoting premium New Zealand food and beverage

PEOQuEts i China. Key sectors of interest are seafood, fruits, dairy, meat and wine,
%‘Egabl%hed in 2011, Oravida has made over $50 million worth of investments in

A Ne\w Zealand. They plan to increase their product range and to expand Chinese sales and

& ggis'tributionchannels.
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Oravida's vision is to “improve and enhance New Zealand’s primary food sector by providing

value-added services {hrough branding & marketing”. Their target customers are the

growing number of increasingly affiuent and discerning consumers in first and second tier
Chinese cities,
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Products
’ Seafood: Oravida has been instrumental in introducing and distributing Sanford’s 3(23
scampi product in China. | , i i Oravida is 0 ,)(0\)
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now working on the distribution of other chilled and frozen seatood producis including
chilled NZ salmon. i{
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. Dairy: Oravida imports three tons of Oravida-branded fresh milkiper week b$;"=§ir %
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freight to Shanghai.  Product is sold o premium supermarkets gﬁdﬁ;h|gh~end pnyﬁaﬁ’ce B
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Customers in Shanghai and Ningbo, Lo g R
. Natural Products: Oravida is a large shareholder in"Comvita with around 10% of the
company. They are actively engaged in promoting . the ;Comvita brand”’éﬁdﬁphilosophy
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» Horticulture: Oravida sources b!uebe,grl‘é‘géanc&pherrles from New Zealand,
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The company aims to broaden its rangétor Products to il ude meat, fresh seafood and
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