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Consumer trends

*The economic downturn
*Sustainability — a consumer issue?
Issues for the fishing industry
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The 100 club...

India
Philippines
Norway
Indonesia
Australia
Switzerland
Singapore
Brazil
Malaysia
Saudi Arabia
Sweden
Vietnam

Thailand

China 100 Source: Nielsen Global Online Surveys
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Biggest+2"d biggest concerns in next 6 months

Health 22%

Children 21%

The economy
Work/life balance 14%
Utility bills 13%
Crime 9%
Job security 9%
Debt 9%
Immigration

No concerns 16%

Source: Nielsen Global online survey:December 2010




Biggest+2nd biggest concerns in next 6 months

Increasing utility bills 24%

Job security 24%

The economy 22%

Health 16%
Increasing food prices 15%
Debt 14%
Children
Work/life balance 10%

4% olwm 7%

3%

Global warming

No concerns

Source: Nielsen Global online survey: October 2010
Average of Big 5

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?

New clothes 39%
Out-of-home entertainment 35%

I Switch to cheaper grocery brands l

Gas and electricity
Holidays/short breaks
Phone expenses
Technology
Take-away meals
Major household items
Use my car less often
Cut out annual vacation
At-home entertainment
Finance deals

Alcohol

Smoking

Source: Nielsen Global Online Survey December 2010
GB results
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Global Population...
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Global middle class: in hillion
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The growth of modern retailing and economic

development are highly correlated
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Modern Format Retailing




Evolution of formats in Europe
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Europe: highly concentrated markets ...
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Private label share:
9 years, 7 countries, 2000 categories

50%

45% =Y —_—
Fish / / pe; 119 o
Pt
| = f’f}jﬁ«ﬁ )
) e —_
s D/ 7

oume—" 80X - 52@_‘;/./‘
30%

25%

Caution! 2009 = estimation from different data source

Private Label evolution: brand architecture
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Budget Private label sub-brand growth =~
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Which of these products do you actively try to buy?

Energy efficient

Locally made

Fairtrade

Organic

Ethically produced

In recyclable packaging

Farmer's Market

Haven't travelled far to get to the
store

Little or no packaging

Source: Nielsen Global Online Survey
March 2010, 27665 consumers in 53 countries
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| am concerned about...

the global

0,
environment L
climate change
and global A47%
warming

overuse of global

fish stocks 36%

mStrongly agree  OAgree

Source: Nielsen Global Online Survey
March 2009, 25420 consumers in 50 countries

Who should assume responsibility for ensuring fish
stocks are not overused?

Governments of countries
The fishing industry
Fish manufacturers/processors

People who buy or eat fish

Non-governmental organisations

Retailers of fish products

Source: Nielsen Global Online Survey
March 2009, 25420 consumers in 50 countries
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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

Switzerland

Netherlands

What level of influence do product labels declaring that fish

is sustainably sourced have on your purchasing decision?

Portugal 32%
Italy 31%

Greece 27%

Spain 27%
Turkey
Ireland
Israel
Sweden
GB

Austria
Germany
Russia
Denmark
France
Belgium
Czech R
Poland

Hungary
Finalnd
Esonia
Norway
Latvia

Source: Nielsen Global online survey: 2009
Europe
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4 megatrends
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Top 20 innovations of the 20t Century

1.Frozen food 11.Powdered baby milk
2.Pasteurised milk 12.Chilled food
3.Sanitary products 13.Ready meals

4.Microwaveable food 14.Vacuum-packed food
>.Tea bags 15.Disposable razors
6.Instant coffee 16.Gravy granules
7.Ring pull cans o

3. Sliced bread 17.Artificial sweeteners
o - 18.Tetra Pak cartons |
10.Disposable nappies 19.Pre-packed meat and fish

20.Screw-top wine bottles
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Define the problem. & Data required?
——

Penetration? tribution?
: Ivity?
Trial? titor activity
Frequency] ' brand equity?

Repeat purc i Display?

L Expenditure/grp’s

What are the main reasons you don’t eat fish?

Global Average

I don't like the taste
I don't like the smell
I don't like the bones

It's too expensive

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

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

I don't know how to cook it

It's not easily available

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 (-60°)

—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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Closing thought: Profits, people, planet...
“It is not your duty to finish the work,
but neither are you free to neglect it.”

Source: Rabbi Tarfon, Pirke Avot, The Talmud
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