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•The economic downturn 

•Sustainability – a consumer issue? 

•Issues for the fishing industry 
 

Consumer trends 
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Unemployment: Norway 3.2% 
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The 100 club… 
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Discretionary spending: Norway 
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Discretionary spending: EU Big 5 averages 
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Compared to this time last year, which of the following 
have you cut back on to save on household expenses? 
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Total Europe view 
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Source: OECD 

Global middle class: in billion 

 x2 in 40 years 

x2 in 15 years 

The growth of modern retailing and economic 
development  are highly correlated 
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Modern Format Retailing 
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Evolution of formats in Europe 
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Private label share:  
9 years, 7 countries, 2000 categories 
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Budget Private label sub-brand growth   
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Which of these products do you actively try to buy? 
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March 2010, 27665 consumers in 53 countries 
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I am concerned about... 
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Consumer concerns re fish? 

•Say they‟ll pay a (10%) premium for sustainability 
–but don‟t  in practice 

–Value for money, taste and convenience override 

altruism 

•Consumers don‟t have a deep understanding  
–Aquaculture v fishery caught not perceived 

–Aquaculture issues  v wild caught not understood 

–Accreditation schemes not  widely understood 

–For some „organic‟ = wild 

•For some: a general mistrust of big business 

•For the majority trust in retailers 
–Choice editing 
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What level of influence do product labels declaring that fish 
is sustainably sourced have on your purchasing decision? 
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4 megatrends 

 

 

Health/ 

Well-Being 

Ethical 

Convenience/ 

Practicality 
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Top 20 innovations of the 20th Century 

1.Frozen food 

2.Pasteurised milk 

3.Sanitary products 

4.Microwaveable food 

5.Tea bags 

6.Instant coffee 

7.Ring pull cans 

8.Sliced bread 

9.Plastic bottles 

10.Disposable nappies 

 
 

11.Powdered baby milk 

12.Chilled food 

13.Ready meals 

14.Vacuum-packed food 

15.Disposable razors 

16.Gravy granules 

17.Artificial sweeteners 

18.Tetra Pak cartons 

19.Pre-packed meat and fish 

20.Screw-top wine bottles 

Source: The Grocer/HI Europe online survey December 2004 

http://www.fjordland.no/fjordland/page?id=13&key=1864
http://images.google.no/imgres?imgurl=http://www.greteroede.no/share/osas/elements/QGFPQwoKCikAAGnxnzgfrokost_allbran_125.jpg&imgrefurl=http://www.greteroede.no/bakgrunn/tester/articles/artid354405.html&h=163&w=125&sz=6&hl=no&start=3&um=1&tbnid=QvjMk4F2fityNM:&tbnh=98&tbnw=75&prev=/images?q=all+bran&svnum=10&um=1&hl=no&cr=countryNO&sa=N
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Define the problem… 

Penetration? 

Trial? 

Frequency? 

Repeat purchasing? 

Distribution? 

Competitor activity? 

Insufficient brand equity? 

Display? 

What are the main reasons you don’t eat fish? 
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21% 
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It's not easily available

I don't know how to cook it

I don't like the appearance (fins, scales,
head)

I'm opposed to eating fish because of
my personal beliefs

It's too expensive

I don't like the bones

I don't like the smell

I don't like the taste

Global Average 

Source: Nielsen Global Online Survey April 2008 

Base: Respondents who “Rarely or Never” eat Fish 
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Why can Iceland get more than Norway? 

•Cost, quality, spec 
–Longline v trawl 

–Frozen at sea > land frozen 
– Twice forzen? 

–Super frozen (-60o) 

–Phosphate free > with 

•Live fresh 
–Quota / seasonality management 

•Brand equity 
– perception: quality, freshness 

• Investment 
–Technology, resources 

 

Closing thoughts 

•Focus on the consumer 

•Compete on quality more than price! 

•Premium opportunities exist: 

–Sustainability: choice editing – trust in retailers 

•Understand and develop the drivers of your 

Brand Equity 

•Think long-term 

•More people require more food 
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“It is not your duty to finish the work, 

but neither are you free to neglect it.” 

 
 

Closing thought: Profits, people, planet... 

Source: Rabbi Tarfon, Pirke Avot, The Talmud 

jonathan@jonathanbanks-associates.co.uk 
+44 (0)7764 635379 


