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• GVCs & UCCD 

• Key Marketing Trends 

• Marketing Research challenges 

 
 



A schematic seafood GVC 



Marketing: a 4 Stage process 
UCCD: 
 • Understand 

• Create 

• Communicate 

• Deliver 



Understanding Markets 

• ICT costs lower than ever 

• Far greater market intelligence 
potential capacity  

• More data – more noise? 

• Greater concentration of GVCs 

 & information control  
 



Understanding Markets 

• Supermarkets & EPOS data 

 ~ adding to understanding 

 ~ greater barrier to access 

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



Understanding Markets 

• Emphasis upon quantitative data 

• Data aggregation & dynamics 

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

• Difficulties in capturing & tracking many 
of the qualitative data signals  



Diverse positioning (value – high € quality) Increased 
product choice & complexity 



Understanding Markets 

• More competitive, diverse & dynamic 
markets 



Understanding Markets 

More competitive, diverse & 
dynamic  



Understanding Markets 
• Understanding consumers’ understanding ? 



Creating values  
 ~ GVC values: consumers & B2B   

• Broad species base 

• Fish is a very versatile raw material – 
transforms into many different products 

• Wide product range & expanding 
through new product development  

• Many options with only minor 
modifications ~ flexibility 



 

Innovative product attributes 



Price: diverse positions adopted 

 



Creating values  
 
• Are core attributes of fish 

  fully utilised ? 

• Are USPs of fish exploited? 

 



 



Creating values  
 • Scope for further USP emphasis in 

respective markets? 



What lessons from other protein sectors ? 
 

Creating values  
 



Communicate within GVCs 

• Sustainability + ?... 

• Provenance 

• Welfare 

• Ethics 

• Local 

• et al 
 

Sustainable  
consumption? 



 

Challenges for fish sustainability 

communications 

 

 
•   Varied sector structures of Cultured Vs 

 Captured supplies: few large, many small 

•   Global value chains – disparate points of 

 supply & consumption 

~ varied levels of information flows 

•   Complex channel management & control 

  



Sustainable communications? 

 

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


 



 

Challenges for fish sustainability 

communications 

 

 
•   Disparate product range with diverse target 
 markets 

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

•   Increasingly complex messages 

  ~ realism of the task given purchase 
 situation? 

•    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? 



 

Challenges for fish sustainability 

communications 

 

 
•Dominance of non-fish actors in channels – 

 supermarkets (& foodservice) 

•Generic & specific communications 

•  Fish greenwash flag waving  



Additional communication channels 

• In-store signage: 

 ~ on-counter POS, surrounding environment 

 ~ scope for confusing signals / cluttered 
 atmospherics 

• Personal communications: 

 ~ variable staff knowledge... 

 ~ lack of control & consistency 

• Social media – ongoing communications 

• Smartphones & online comparisons 

  



In-store fish sustainability 

communications  
 

07 June 2011 
Marks & Spencer launches Forever Fish 
 

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


In-store fish sustainability 

communications  
 



Foodservice fish sustainability 

communications  

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


Delivery within GVCs 

• As planned? 



Delivery within GVCs 

• Sustainability √ / ? 
• Responsibly sourced – responsibly 

consumed? 

• Need for greater scope on post-
purchase impacts? LCA ? Lower Waste? 

• More complex communications Vs  

 need for reduced conflict & confusion 



Delivery within GVCs 

• Key USPs  beyond expectations? 

• Perceived ‘Quality’ attributes? 

• Consistent delivery @ competitive 
prices? 

• Resilient products 



Delivery within GVCs 

• Buyer positioning of Substitute-
competitive fish: farmed & / wild? 

• Market & consumer understanding 
of  the comparative advantages of 
fish?  

• Comparative sustainability positions 
of fish & non-fish proteins 

 



Future Marketing Research challenges 
 

 
•Diversity & complexity of international trade   

 ~ parallel communications challenges 

•Small – large transnational value chain actors 

 ~ discrete & overlapping markets 

•More complex & interdependent drivers in      

 fish and non-fish foods 

•Entrenched agricultural power & policy impacts 

 



• Increasing acceptance & availability of core

 farmed product as ‘fish’ – supported by 

 captured supplies + niche markets 

•Price competition will heighten : willingness 

 to pay? For what? 

 

Future Marketing Research  challenges 
 

 



•Sustainability & green attributes less front of 

 mind ? 

•Extension of sustainability coverage with 

retention of relevance 

•Greater focus on post-harvest & post-EPOS 

consumer behaviours 

• Improved utilisation of market data to UCCD 

 

Future Marketing Research  challenges 
 

 



Thank you 
 



Questions ? 

Questions ? 

Questions ? 

Questions 

? 

Questions ? 





Fresh fish –post purchase packs 



Pack communications 





Supermarket fresh fish counter 
Carrefour, Paris 



Fishmonger Borough market, London 



Harrod’s fresh fish counter London 









Line caught Mackerel: Waitrose 
May’10 



Line caught Pollock: Waitrose May’10 



Billingsgate wholesale market, London 


