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ÅGVCs & UCCD 

ÅKey Marketing Trends 

ÅMarketing Research challenges 

 
 



A schematic seafood GVC 



Marketing: a 4 Stage process 
UCCD: 
 ÅUnderstand 

ÅCreate 

ÅCommunicate 

ÅDeliver 



Understanding Markets 

ÅICT costs lower than ever 

ÅFar greater market intelligence 
potential capacity  

ÅMore data ς more noise? 

ÅGreater concentration of GVCs 

 & information control  
 



Understanding Markets 

ÅSupermarkets & EPOS data 

 ~ adding to understanding 

 ~ greater barrier to access 

 ~ EPOS reflects selection from product 
 range = what consumers want?  



Understanding Markets 

ÅEmphasis upon quantitative data 

ÅData aggregation & dynamics 

ÅProduct attributes presented to 
consumers change frequently: price, 
promotion, product range, packaging, 
displays & juxtapositions 

ÅDifficulties in capturing & tracking many 
of the qualitative data signals  



Diverse positioning (value ς high ϵ quality) Increased 
product choice & complexity 



Understanding Markets 

ÅMore competitive, diverse & dynamic 
markets 



Understanding Markets 

More competitive, diverse & 
dynamic  



Understanding Markets 
Å¦ƴŘŜǊǎǘŀƴŘƛƴƎ ŎƻƴǎǳƳŜǊǎΩ ǳƴŘŜǊǎǘŀƴŘƛƴƎ Κ 



Creating values  
 ~ GVC values: consumers & B2B   

ÅBroad species base 

ÅFish is a very versatile raw material ς 
transforms into many different products 

ÅWide product range & expanding 
through new product development  

ÅMany options with only minor 
modifications ~ flexibility 



 

Innovative product attributes 



Price: diverse positions adopted 

 



Creating values  
 
ÅAre core attributes of fish 

  fully utilised ? 

ÅAre USPs of fish exploited? 

 



 



Creating values  
 ÅScope for further USP emphasis in 

respective markets? 



What lessons from other protein sectors ? 
 

Creating values  
 



Communicate within GVCs 

ÅSustainability + ?... 

ÅProvenance 

ÅWelfare 

ÅEthics 

ÅLocal 

Ået al 
 

Sustainable  
consumption? 



 

Challenges for fish sustainability 

communications 

 

 
Å  Varied sector structures of Cultured Vs 

 Captured supplies: few large, many small 

Å  Global value chains ï disparate points of 

 supply & consumption 

~ varied levels of information flows 

Å  Complex channel management & control 

  



Sustainable communications? 

 

http://www.bbc.co.uk/scotland/tv/


 



 

Challenges for fish sustainability 

communications 

 

 
Å  Disparate product range with diverse target 
 markets 

Å  Wide range of consumers with varied 
 willingness & amenity to reception 

Å  Increasingly complex messages 

  ~ realism of the task given purchase 
 situation? 

Å   Price & willingness to pay  



Interpreting complex messages 

 

http://www.daisygreenmagazine.co.uk/wp-content/uploads/2010/09/msc-logo.jpg


Interpreting complex messages 

 



Willingness to pay price premium? 
Lidl, Scotland Oct 2010 



Price premium for MSC products? 

Complex & Dynamic movements ; how to observe? 


