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{* Objecives andmethods

1.1 Objectives

One of the objectives of the study is to evaluate the evolution of the offer and its adaptation to consumer
needs and expectations, in particular to clarify if the offer is justified by a demand from the consumer or if
the consumer purchasing behavioudisven by the offer.

Through analysing information from operators at retail stage, the aim is to see to what extent consumer
attitudesarereflectedin their purchasinghoicesto checkwhetherdiscrepanciegxistandto find the causes
thereof.

Togethemwith the consumetsurveyof Task3, thisanalysisontributesto providingathoroughunderstanding
of the consumer profile and of the market adaptation to his/her needs, both at the EU and nétiosial

To meet this objective it has been agreed to cauy a series of interviews of wholesalers and fishmongers.

1.2 Approach &methodology
1.2.1EUsubregions

As detailed in the first progress report of the study, five-sepions have been defined at EU level based on
previously detected common consumption faees. These subegions are detailed in the following table
and map.

Table 1- EU subregions

Ireland (IE) Denmark (DK) Austria (AT) Lithuania (LT) Portugal (PT)
United Kingdom (UK Sweden (SE) Czech Republic (Cz Latvia (LV) Spain (ES)
Netherlands (NL) Finland (FI) Slovakia (SK) Estonia (EE) France (FR)
Belgium (BE) Slovenia (SI) Romania (RO) Italy (IT)
Luxemburg (LU) Hungary (HU) Bulgaria (BG) Croatia (HR)
Germany (DE) Poland (PL) Greece (EL)
Cyprus (CY)
Malta (MT)




Figure 1- Map of the EU subyegions
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1.2.20verview of the EU retaé&ctor

The market share of larggcale retail reached 62% of the total edible grocery market in 2011, compared to
44% in 2000. This share is particularly high in the Netherlands, Denmark, Estonia and Germany and lower in
Member States from Eastern and Southermdpe.

Figure 2- Evolution of the market share of modern retail compared to total edible grocery market
(2000- 2011)
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The European retail sector is highly concentrated, the top 10 European food retailers accounted for nearly
40% of the market in 20%4versus 26% in 2080 The following table displays the ranking of the first 10
retail companies in Europe in 2015. Each of these companies holds several branding names.

Table 2- Top 10 retailers in Europe in 2015

Food sales Number point of Sales (POS
(billion EUR)

SchwarzGruppe 72,9 11.270
Carrefour 54,5 9.687
Tesco 52,2 4.760
Aldi 48,3 8.166
Edeka 45,9 13.299
Rewe Group 40,2 10.183
Auchan 34,5 3.430
Leclerc 30,2 758

IT™ 28,8 2.716
Metro Group 26,8 1.015

Source: Planet Retail in Lebensmittel Zeitung

1.2.3Interviews performed amorgjakeholders

Atotal of 62interviewshavebeenheld:53largescaleretailers(LSRand9 national¥ A & K Y 2agsacktiiis Q

were interviewed. Although the methodology initially planned a total of 67 interviews, this objective could

not be reached due to refusal of interviews from LSR in several Member States. The following table details
the number of interviews by @ LIS 2F &G+ 1 SK2ft RSNI o[ {w 2NJ FaeaKY2y 3S|

Figure 3 Number of interviews by type of stakeholder and geographical area
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The list of interviews led and the percentages of interviews perfarroempared to the objectives are
detailed in annexes.

1 http://www.regiodata.eu/en/news/613top-10food-retailersin-europe-hold-nearly40-marketshare
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1.2.4Limits

Several limits in the implementation of the methodology shall be mentioned:

T

One of the major difficulties and challenges of Task 2 was to cover the full product scope (fresh,
FNRT Sy> &aY21SRZ OFYyySRS LINBLI NBRXO & [{w dzdz
different product categories. In most cases it proved imgudesio meet all relevant persons in the

same interview. We thus targeted the persons in charge of fresh product purchases, who seemed
most likely to have a specific reflection on fish while frozen fish and canned fish often depend on
wider departments inalding all kinds of products (meat, fruit & vegetablég) ¢

Wefacedsomedifficultiesto schedulemeetingswith retailers,dueto availabilityof personsn charge

of purchases or willingness to share information. That is why a total of 53 interviewsbeave
performedwith retailersamongthe 59targetedfor this type of stakeholdersin spiteof O2 y & dzf G I y (i
efforts to convince them to join the study process. In some cases, it has been possible to replace
some nonrespondents with otheretailers.

{2YS NBGFIATfSNA KIFI@S y20 FyagSNBR Ftf [[dzSAdGA2Y3
to ignore some topics. For this reason, the level of representativeness is not the saméesguresl

7. General findings biheme

2.1 Number and type of points cfale

The retailers interviewed represent a total of 31.001 points of sale (POS) which account for 29% of the total
number of POS for food retail in Eurdpéviost of these POS are meditsized (75% have a sales area
between 400 ad 2.500 m2); smabkized (less than 400 m?) and largiged (more than 2.500 m?) POS
respectively account for 14% and 11% of the total.

T

Mediumsized POS predominate in Southern, Eastern and Northern EU (respectively 83%, 75% and
62% of the total number d?OS covered by ttanalysis);

Largesized POS represent the largest share in Central EU (60% c\RO);

The size of POS is more balanced in Western EU with 48% msidienirand 42% lareggzedPOS.

3105 117 outlets of food retail in the Europe in 2011, source: Ernst & Young analysis based on Planet Retalil

Ay
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Commissiorg, DG Competition.



Figure 4 Breakdown of POS by size (for retailers interviewed)
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Thenumberof POSy retail companyrangesfrom 7 to 5.000.0ut of the 53 companiesnterviewed,13 have

less than 100 POS, regenting 2% of POs covered in the questionnaire. On the other hand, 9 companies
interviewed have more than 1.000 POS, and are thus representative of 56% of the POS surveyed here. The
following figure displays the share of companies and the share of PO&bgtsgory.

Figure 5 Breakdown of POS by size (for retailers interviewed)
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2.2 Purchase: organisation, type of produasgin

2.2.1Level of centralisation @urchases

Purchasef fisheryandaquacultureproductsis centralised partly or totally, for 95%0f the retailers,only 5%
(2 retailers interviewed) indicated that the purchase of fishery and aquaculture products was totally
decentralised at PO8vel.

Purchasesre 100%centralisedfor all retailersinterviewedin CentralEUandfor mostof retailersin Western
EU (67% afetailers).

The procurement strategy is more balanced in Northern, Eastern and Southern EU, with a larger share of
mixed or decentralised procurement strategy.

Figure 6- Procuremaent strategy of retailers by sulvegion (% of retailers)
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Centralised procurement

Most retailers have a centralised purchase for fishery and aquaculture products, this share is high in Central
and Western EU but remains lowerother areas.

This strategy is not specific to one type of retail company, it covers:

9 both companies with large number of POS (more than 1.000) and with a more limited number of
stores (less thaR0);

9 both companies with smallized or mediurvsized stores and retailers with largezedPOS.

Some companies lead purchase at transnational level. This may concern a specific range of products (for
instancesalmonor canned/frozerproducts)or all purchaseasoneretailer settledin two Member Statesbut
with a limited number oPOS.

Mixed procurement

Thismethodis largelyimplementedin Eastern Southernand NorthernEU.Thereare severalreasondor the
implementation of a mixed system, fimstance:



f Centralised purchase for some types of products @ONBS & K> LINBSLI O1 SRZ I jc
2

RSOSYUNIfAaSR F2NJ 20KSNJ (eL)Sa 6FNBakKz f22aSz>

may account for a significant share of ghgrchase.

1 A share of decentralised purchase (even limited) allows POS to source locally (in coastal areas) or to
adapt the range to local demand (in largest Member States with large regional differences in
consumption habits). In this case, decentralisedchases remailimited.

Decentralised procurement

This method is less common and implemented by two retailers only.

Retailer 1- This retailer is a smadicale chain with about 50 POS, so divided: 50% are-sinatl POS, 25%
mediumsizedPOSand 25%large sizedPOSThismethod aimsat givingflexibility to shopmanagerso adapt
the offer to local demandpecificities.

Retailer 2 This retailer is a larger chain (almost 300 POS), where the procurement is 100 % decentralised at
POS level. Each store orders fishery and aquaculture products to two wholesalers, one for loose fresh
productsandonefor prepackedoroducts.At present,POSare directlydeliveredby the wholesalerswhile in

the future the retail company plans to invest in platforms to centralise products and better manage logistic
issues. This will increase delivery time to POS (one day more) but the impleéimendé a packaging
AYy20FGA2y gAff A yIdeNBisairbthefuku, tHisNGaked2Dlinat @adaécénfrafised
purchase anyonger.

2.2.2Typef suppliers

There are several potential types of suppliers for fishery and aquaculturaipimdhe most common being
processors (for 63% of retailers) and fish farmers (for 56% of retailers).

Directsupplyfrom fishermenor at auctioniscommonin Northern,Easterrand SouthernEUwhileit remains

more limited in Western (where retailers are more likely to source from processors) and Central EU (due to
the O 2 dzy G NJ& S & shuafioh)yARbsth&fpf EFRN Northern, Easternand SouthernEU(between47%

and 50% of LSR in each area) iattid they supply from fishermen. However, this may account for a limited
share of volumes. For instance, this concerns only a share of the supply of coastal POS for a retailer in
SoutherneU.

Thesourcingfrom wholesalersis commonthroughoutthe EU:it representshetween33%and67%of supply
in eachsub-region.

All retailers in Central EU purchase frdish farmers This share is also large in Southern and Eastern EU
(respectively 73% and 60% of retailers) but more limited in Western and Northern EU (respectively 33% and
17% of retailers). At EU level, more than half of retailers buy directly from fish farmers (56%)

About two thirds of retailers purchase froprocessorg63%). Respondents, who were mostly in charge of
freshproducts,indicatedthat the transactionwith processorgoversboth the supplyof freshprepackedand
smoked/salted/dried products. This answeust be complemented by noting that retailers also buy from
processorginned productsandreadymeals.Purchasdrom processorsangesbetween50%in NorthernEU
and 67% in Western and Southdfb.

Other sources of supplyave been mentioned by 12% oftaders with a total of 5 retailers at EU level in
Southern (2 retailers), Western, Central and Eastern EU (1 retailer each). These are occasional suppliers at
national or international level, they are contacted by retailers according to their needs antatket
conditions.

(



EUMOFA; EU consumer habits regarding fishery and aquaculture pro
ANNEX 2STAKEHOLDER SUI

Figure 7- Type of suppliers for FAP (% of retailers, more than one answer possible for each retailer)
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Source: EUMOFRAConsumer study



The area with the largest number of types of suppliers is Southern EU: 92% of retailers have more than one
type of supplier and 54% of them source from four or five types of suppliers.

Figure 8 Number of different types of suppliers for retailers
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2.2.30rigin ofproducts

A total of 32 LSR answered to the question of the origin of their supply. The share of EU products is at least
45% for all largescale retailer (LSR) who apted to reply to this question, and for two retailers it was as

high as 100%. Within EU procurement, the share of national and other EU origins highly differs: from 100%
of national supply for two Northern LSR to only 3% for one LSR in Central EU.

Figure9 - Origin of the FAP: national, EU, ndglU

0 O o N O N~
c c [ B < = < =
53 Cl s cs588 3=
£ c B S 5 82 c g s
= E f € < =
J I B 4_..4_,(35-6:3:3
o o S = S5 5 W AL
Vi 9 [+ I =
A A A

Source: EUMOFRAConsumer study
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Nationalsuppliestend to be higherin Southern Northernand WesternEU(averageshareof nationalsupply
between40and53%) thanin EasternEU(34%)and CentralEU(11%).Thecumulativeshareof national+ EU
supplies is more consistent among the different areas, it ranges between 60 and 81% in eaebicub
Indeed, while national supplies are limited in Central EU (11%)His of the purchases areperated in

the EU (67%). NeBU supplies range between 22% (Central and Southern EU) and 40% (Northern EU) in the
differentsubregions.

Figure 10 Origin of the FAP: % national, EU and rRBb) supply by subegion (honweighted average)
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Source: EUMOFRAConsumer study

Productavailability isamajor supplyissuefor LSRIit ismentionedby 78%of them asanimportantfactor for
the originof the supply.Furthermore onefourth of LSR25%)alsoindicatethat the localoriginisimportant,
at least for products produced in the area (wild fish in coastal areas, aquaculture in Member States where

this activity ismportant).

Consumedemandfor specificoriginsisalsoquotedby somelL SR11%of them)asafactordrivingthe supply.

For instance, one retailer in Eastern EU identified a specific demand from some consumers for salmon from
Norway and trout and carp from nationadigin.

Priceis only mentioned by 11% of the LSR as an important factor in the procurement of fesery
aquaculture products, this criterion is secondary compared to availability.

4Nonweighted average of the share of supply by origin for each retailer in eactegidn.

10



2.2.4Ratiofishery/aquaculture

Almost half of LSR (46%) purchase more products from aquaculture than from fisheries. While the

I 1j dzl Odzf G dzZNBQa aKIFINB Aa AYLERNIIYyd Ay [/ SyaNrtsz 9l ai
in Southern EU. The supply is balanced between fisheayaquaculture products in Western EU.

The largest share for aquaculture product is 100% for one retailer in Eastern EU and it only concerns fresh
fish (the supply of frozen products includes fishery products for this retailer). The second retailéhevith

largest supply of aquaculture products (85%) is located in Northern EU.

There is a balanced supply between fishery and aquaculture products for 16% of the LSR.

Fisheryproductsare dominantfor 38%of LSRonly, althoughthis levelismoreimportantin SouthernEULSR,
where fishery products are more present in 64% of POS (between 60 and 75% for nine LSR). Among all LSR,
the maximum share for fishery products is 82% for one LSR from Eagarn

Figure 11- % of LSR in function of the share of fishgmoduct compared to products form aquaculture
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aquaculture allows supplying regular volumes all year long with stable prices, while the availability of
productsfrom fisheriesis dependenton stockevadution, seasonaphenomenaandclimaticevents.Thishigh
share of aquaculture products shall also be put in relation with the increasing share of salmon in consumer

purchases.

11



Forthesereasonsthe shareof aquacultureproductsincreasedetween2010and2015for almosttwo thirds
of retailers (63%), while the ratio fishery / aquaculture remained stable for 37% of them. The share of
products from fisheries did not increase for any LSR between 201204/3d

The expectedirendsfor 2015-2020are quite similar,evenif the increaseof aquaculturemaybe lessmarked

than for the 20162015 period: the ratio fishery/aquaculture is expected to grow for 59% of the LSR and to
be stablefor the remaining4d 1%of LSPbetween2015and2020.Noneof the retailersexpectsanincreaseof

the share of wilgoroducts.

Figure 12- Evolution of the ratio fishery / aquaculture in 2022015 and expected trend for 2018020
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Source: EUMOFRAConsumer study
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2.3.1Fresh prepacked and fresbunters

At EU level, more than half (56%) of retail companies interviewed sell fresh fish in all their POS, 28% of
companies in 50% to 99% of their POS and 16% in less than 50% of their POS. The lowest share of POS with
fresh fish is 12% and is reached by a hasdalint retailer from Southern EU.

Fresh fish is proposed in 72% of POS at EU level. The proportion of shops selling fresh fish is specifically high
in Northern, Western and Eastern EU (between 87% and 93% of the POS), while the rate is lower in Central
and Southern EU (respectively 41% and 54% of the POS).

The low share in Central and Southern areas is related to the strategy of some large retail companies which
R2 y20 aStt FTNBaK FAaK Ay aYrFffSNIth{alées h{ Ay OAI

Figure 13 Share of POS with fresh fish (% of POS)
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Source: EUMOFRAConsumer study
Among the POS selling fresh fish
1 Nearly all propose prepacked fresh f{S10%),

1 35% propose loose fresh fish in fresh fishnters,

1 30% propose both prepacked and lodish.

5The total is higher than 100% as one POS can propose both prepacked and loose fish.

13



Amongthe retailerssellingfreshfish,the presenceof afreshfishcounteristhe highestin SouthernEU where
it concerns71%of POSandthe lowestin EasterrEU(12%)In SouthernEUsixretail companiesvenpropose
loose fish in all theilPOS.

Figure 14 Share of POS with prepacked fish, fresh fish counter and both systems (% of PO 8esih
fish)
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2.3.2Range ofroducts

Basic range

The range of fresh products varies between 15 in some retailers of landlocked countries to 300 (and
sometimes even more) in hypermarkets of Southern MS.

In the landlocked countre(CentraEastern), the range of fresh fish can include as many freshwater species

as seawater species. As an example, a supermarket chain in Central EU offers on a regular basis, available
almost all year long, 12 freshwater species (carp, rainbow timutok trout, tench, catfish, North African

catfish, pikeperch, pike, grass carp, silver carp, Nile perch, tilapia) and 10 seawater species (seabass,
seabream, tuna, mackerel, cod, halibut, flounder, salmon, oyster, shrimp).

Withinthe samelarge-scaleretailerthe numberof productsalsovariesaccordingo the surfaceof the stores:
the bigger the surface, the wider the range. For instance, one major retailer from Southern area offers 140
fresh fish references in hypermarkets, 108upermarkets.

Therange of products may also be significantly wider in stores with fresh fish counters than in stores selling
only prepacked fresh fish.

Top species

Salmon is the most present species almost everywhere. Few exceptions exist in some Southern countries
where flmon can be ranked only"® 39or 4", i.e. after hake in Spain, sardine in Croatia, seabass and
seabream in Italy and cod in Portugal. In some chains in Cdtasiérn EU salmon may also leave the first
rank to locallyproduced freshwater species likarp in the Czech Republic or in Poland, or trout in Bulgaria.

Range differentiation according to location
Several elements can justify a range differentiation linked to location:

- distance to the sea

14



Coastal stores may propose a range of products wider than those inland, especially as regacdsigtitd
shellfish and finfish caught by smatiale coastal fisheries (this is mostly the case in Southern MS). This fact
has to be linked to the per capit@esumption which is significantly lower in inland areas.

InNortherncountries the kind of productsoffered canalsovarywithin the samechainaccordingo location.
Forinstancein Finland inlandstoresoffer more fishfrom the lakes(freshwaterfish) and coastalstoresmore
marinefish.

- socieeconomic characteristics, in particular wealth of tb@sumers

For instance the range is wider in the supermarkets of Warsaw than in the stores in small towns in South
Eastern Poland.

- density ofpopulation

Densdy populated areas have access to stores which may have fresh fish counters with a range of products
wider than those in more rural zones (this partly overlaps with the previous criterion).

- experience and expertise siiff

In the chains where the retailera L2 f A 08 Aa (2 KFEGS | YAYAYFf NI y3aS
range left to the discretion of the local fish counter manager, the range of products is wider in those
supermarkets where the fish counter is managed by skilled staff.

- regional coasumptiorspecificities

Many supermarket chains are present in different regions of a country, which may have different fish
consumption patterns. In this case the range of products is adapted according to the local specificities.

Range seasonality

Obviously the range of products follows the seasonality of fishing, mostly for pelagics (small pelagics, tuna)
andfor productswhich haveafishingseasorimited by administrativeregulation(sardinein Portugal/Spain)

2NJ 60& LINPRdAzZOSNBRQ RSOARm@hR®)Y ODNBFG ' GtFyaAO aoltf 2L
Seasonal changes can also be linked to specific occasions creating extra consumption: Christmas, Easter,
+ f SYGAySQa 5-WBEKYNANBRBHE I KNR Aifsliraddionally dat fishlod GoBNJI 6 / |
Friday), are the two occasions with clearly stronger consumption, often at higher prices, which affect all
aSYOSNI {dFiSad ¢KS 204KSNJ aLISOAlf RIFIeéa ftAaAGSR I FFS
specialday for fish but provides an opportunity to eat some food that is out of the ordinary, which benefits
seafood.

In some of these specific occasions, supermarket may provide a special service to customers. For instance,
supermarkets install extra standsfiont of the store in the parking area. These stands are open a few days
before Christmas to sell the most emblematic festive products (e.g. carp in the Czech Republic, oysters in
CNI yOSX0 o

Concerning prepacked fish, seasonal changes, mainly towards n@dsjstan also be observed in the

packageboth in size(largerpacks)andcorporatebranding.Specifidogocanbeused,e.g.inlrelandd & 5 dzy'y' S &
storesmakd KNR A G Yl 4€ 0@
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Price range

There is usually no rule concerning the price ramgtailers generally do not set price categories for which
they want to have a minimum number of items available every day.

Only a few exceptions have been noted, e.g. in Croatia where a retailer tries to have around 10 products in
each of 7 price categorse

Table 3- Price categories for one retailer in Croatia

Categories Price range Comment
10-20 HRK/kg (this category includes
Category 1 [i.e. 1,312,62 EUR] sardine, anchovy...),
20-30 HRK/kg
Category 2 [2,62:3,93EUR], /

30-40 HRK/Kg

Category 3 [3,935,25 EUR], /
Category 4 [54,(2}22,?5 EKG(I%], :
Category 5 [65(5}6181H8R EKS(Ig] /
Category 6 9.4813.12 EUR) ’
Category 7 above 100 HRK/kg /

[13,12 EUR].

Source: EUMOFRAConsumer study

In some Western countries anyhow, retailers may have different price categories (possibly with different
corresponding brands, when it comes to prepacked fish). In this case they operate three price ranges: entry
level (lowest prices), core level (coreqas) and the top range (higiriced/premium), but the number of

items in each category is not fixed and can change depending on needs and conditions. The segmentation
based on these price categories is not really part of a strategy. The strategy conamthmadjustment

of the number of items than the price of each of them. In some Southern UE countries we can observe a
reductionof the numberof freshproductsduringthe weekandanincreaseduringthe weekend sinceit can

be an economic disadvantage to sell too many fresh fish products with a low turnover. On the other hand,
OKIFy3aSa YIeé 200dNJ Ay GKS RSTAYAUAZY 2F LINROS:T FNJ
singlesupermarkemanageraccordingo the productandthe competition)to & & (i LIBIR (B&Ssameprice

F2NJ 6KS alyYS LINRPRdAzOG I|LILX ASa Ay |ff &adz2NBa 2F (K
aquaculture products, such as seabream, seabass and salmon, since the pricdorangd fish is less
manageable, due to fluctuatireyailability.

In countries where discount retailers play an important role, supermarket chains keep an eye on price and
operate as price matchers to the discount shops.

In a nutshell, there is usually no specific minimum rule as regards number of items and price categories, in
particular in Southern EU countries. The main factor influencing the number of products and their price is
their availability on the market, whicban fluctuate a lot from one year to the other and according to the
seasons.
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2.3.3Environment anduality

Impact of NGOs
azaid 2F NBaLRyRSyida ééLJSC)AI-ffé
on their strateggp { SASNI f 2 7F UKSY F RYA GG
them are even sometimes involved in partnerships.

Figure 1552 bDha OF YL} A3y a
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Overall, the majority of retailers do not work directly with NGOs (53%) but significant differences exist
between regions in the EU. In Central EU, none of the respondents works with NGOs. A third (31%) of
respondents in Southern EU declared working witBQ$, while almost half or the respondents (45%) in
EasterrEUandtwo thirds (67%)of respondentdn WesternEUsaiddoingso.In NorthernEU all respondents
declaredworkingwith NGOsThesepartnershipausuallyincludedefinition of sustainablespeciesandfishing

gear lists. The main organisations mentioned as NGOs by retailers are WWF and MSC (which is not a NGO

but is perceived as such) and, to a lesser ext8ragnpeace.
Figure 16 Do retailers work with NGOs?
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Source: EUMOFAConsumer study
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Delisting of products because of NGOs?

AtEUlevel,almosthalfof intervieweeg48%)eclaredthey delistedspeciedbecausef NGOsthe proportion
0SAYy3a (GKS KAIKSad Ay 9FadSNYy 9! gKSNB ff NBaLRy
f A adp&iRsiuchassomesharkandtunaspeciesaswell asdeepseaspeciesTheexampleof Bluefintuna
removedfrom the rangeof productsbecausef the Greenpeaceampaigrisquotedby severainterviewees.

Figure 17 Delisting of products because of NGOs? (number of answers)
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Source: EUMOFRAConsumer study

List of new products because of NGOs?

azal 2F NBaLRyRSyiGa alAR GKSNB ¢l & y2 SEFIYLXS 27
exception of a few retailers mentioning the example of certified products introduced thanks to partnership
with NGOs (e.g. ASshrimp).

Ecolabels
Which ones?

59% of retailers that answered this question (41 answers) indicated they propodaledted products to

their clients. ASC and MSC are the mairtlabels proposed by retailers. MSC has been mentioned by 46%

of them and ASC by 29%. Dolphin s@fainly for canned fish) and Organic are mentioned by 17% of
respondents each. Organic may be underestimated because not considered by the respondent as a specific
seafood ecolabel. Other ecolabels are mentioned once or twice: Friend of the Sea, Natwftand
GloabalG.A.P., etc.

A retailer from Southern EU considered that labelling on sustainability was little developed in its Member
State but that it should increase in the next 10 years.

6ASC is not a NGO but is perceived as such
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Figure 18 Number of ecolabels
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Increase sales after edabels?

The majority of interviewees said that no significant sales increase has been observed after the introduction
of ecolabelled products.

Some retailers sdithat duly certified ecdabelled products are sold without the etabel logo, especially

fresh fish which are sold loose. For instance, some MSC certified fish may be purchased by retailers even if
this feature is not sought (due to availability of fighthe supply chain) and is not necessarily required by
GKS&S NBGIF At SNAE MmbeDlogb Bayingt lde dispkayed Br fitalkcénsud€ i order 1) not to

add confusion for consumers with information not needed and 2) to avoid paying royelytdethe ece
labelmanagemenbrganisationln that case there isageneralcommunicationtowardssustainableseafood

products (online platform for example) but no direct information at the fish counter. As a result, the policy
Ay GSN¥Ya 2F 02yadzyYSNI AYTF2N¥IFGAZ2Y YIe& @FNE | 240
informationthanthat providedby the labelon productsto informative posters traffic light rating systemon
sustainabilityof fish speciesinformationaboutresponsiblesupplyingpolicyonthe NB (i | webs8d\ete.4

The example of a British retailer can be quoted: this supermarkenhdbak all ecelabels off the packaging

in 2012, considering MSC as irrelevant, because not all species are being covered on the rating list (about
20%), which can cause confusion for the consumer. This retailer prefers to communicate on sustainability
and educate consumers on online platforms.

Allintervieweesdeclaredthat they havenot dedicateda specificareafor productswith ecolabels.Themain
reason is that there are not enough products with dabels yet to create a specifiegment.

Quality schemes

Interviewees mentioned a large variety of quality labels, especially in Western, Northern and Southern EU.
These schemes may be:

- public quality schemes for agricultural and food products: for instance protected geographical
indication (PGt | dzn G NBa& al NByySa hft SNRByé¢ 028a0SN) FNRY
0t5h0 daS2Afftsy RS DI flaiRodge O ¥kza SN WOIRY 2k IA
salmon androut);

- privatelabelsdevelopedby the retailers,for instanceCarefour FrancemplementeddrFiliereQualité
Carrefou¢ T2 NJ FNBAK NoiwayY2y FIFNYSR Ay
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Croatia.

These kinds of schemes may include a large variety of criteria: specific production method, specific regional
production origin, etc.

Overall retailersconsiderthat quality labelshavea positiveimpacton salesandthat they are agoodwayto
differentiate products and an effective promotion tool. This is likely to increase the customer trust and
loyalty.

Figure 19 Number of quality labels
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2.3.4Information provided teonsumers

The main media used to provide information to the consumer are recipes, leaflets and posters.

Figure 2Q; Information provided to consumers (% of retailers)

100%
90%

80%
70%
60%
50%
40%
30%
20%
10%

0%

Total Western Northern Central Eastern Southern

Brecipes Mleaflets M posters

Source: EUMOFRAConsumer study

Retailers often mentioned: online applications and online platf®ipnoviding information to customers on
responsiblesourcingecaolabels,andhow-to-cookvideolessonsTVpromotion campaignssocialmedia,and
G0221Ay3 S@PSyGas¢ IINB Ffaz2 ljd2iSR a + gle& (G2 Ay¥F?2
provided by retailers themselves and rarely by suppliers or promotioodiks.

Moreover, most of the interviewees declared that they regularly measure customer satisfaction through
specific surveys and/or social media polls. Some retailers mentioned alsoghrisation of tasting panels.

2.3.5Promotion

Most LSR carry out promotion actions on a regular basis: every week, every second week or every month.
These actions are usually advertised in the customer magazines of the supermarket chains or in flyers.

These actions often concern 1 or 2 items. For instance, in the wegto 1" February 2016, an Austrian
retailerhadanaction,advertisedn its customermagazineon freshtrout comingfrom an Austrianfishfarm
at 8,99 EUR/kg (instead ©09).

In countrieswherethe per capitaconsumptionis high,the numberof productsconcernedoy weeklyactions
canbe muchbigger.Forinstancein Portugaljin the week19-25 April 2016,the promotionmadeby aretailer
concerns more than lidems:

- a 35% discountn 5 fresh fish species (pouting, chub mackerel, blue whiting, cosigae),
-l om: RA&AO2dzyl( 2y RMEeal f iSR O2R aofl Ol gAy3é
- a30%discounton 4 specief frozenwholefish: hake(mediumsize) hakeof the genusUrophycis
(large), Chilean hake n°5, ceesld (large),
- a 50% discount on frozesguid,
- a 30% discount on all frozen shellfish products bylmaed,
- a 50% discount on one canned fish item: tuna in brine byboaed.
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Some promotion actions, sometimes including testings, are organized in collaboration with national
promotion bodies (e.g. Norwegian Seafood Council or Irish Sea Fisheries Board).

Only few LSR claim they are not doing any promotion, usually under the pteé&gxhey have a low price
strategy all year round.

2.3.6Toolsto implement thestrategy

Several tools are used by LSR to implement their strategy.

Relationswith producers/traders- Themostcommontool isthe contactwith producersandtraders,which

alowa G2 3ISG dzZLRFGSA 2y YN]SO O NBufdants. Ayy20F GA2Y |
Surveys- Almost three quarters (70%) of the retailers use surveys. These surveys may have been carried
out by specialised companies or led by retailers themselves: studidsegoint of sale, focus groups

Panels-! f Y2a(d (G662 GKANRA 2F [{w 6cm>0 AYRAOFGSR GKI
market trends. We shall mention that each LSR already has its own system to analyse its sales.

Fairs/expositions- A large share of LSR attends fairs, expositions or seminars, which allow being informed
on market trends and developing network with potential suppliers.

Specific IT systemsMore than half of LSR (59%) use a specific IT system. These systems areatadad
to the analysis of data from sales or loyalty cards.

Trade press More than half of retailers (55%) use trade press to get information on market trends and
innovation.

Contacts with NGOsHalf of LSR have contacts with NGOs to implement their strategy, in relation with the
recommendations given by NGOs on species proposed to consumers which can be eaten responsibly (in
Fdzy OlAzy 2F (GKS aid201az GKS mplenént spetificlandlicyiséhéntes >
related to sustainability.

Conferences Nearlyhalf of LSR41%)attend conferencesn orderto getinformationon markets,innovation
or biologicalssues.

Others - Among the other sources of information, we can menticontacts with scientists, contacts with
consumers for POS managers, feedback from sales staff in fish counters, benchmarks and field trips.

Thesituationin WesternEUis quite similarto the situationobservedat EUlevel(evenif we cannote a larger
share of LSR in contact with NGOs and a lower use of studies) Sodtimern EUeach tool mentioned is
largelyused:between50%and86%o0f retailersusingeachtool). In Northern EU the maintool isthe contact

with producers/traders, NGOs andifs/exhibitions. Other tools are used by 50% of LSR at maximum. In the
Eastern areathe main tools are panels, surveys and specific IT syster@enlimal El)some tools are not
usedatallby LSR2retailersansweredhisquestion):panels) Tsystemscontactwith NGOsandconferences.

The figures in the following page display the share of LSR using each tool in the differssgisnb.
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Figure 21- Tools used by retailers to implement their strategy (% of the number of LSR)
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2.4 Marketdynamics

2.4.1Evolution between 2010 ard15

Overthe period20102015,the marketdevelopmentof fisheryandaquacultureproductshasbeenpositive:
the market share (compared to total food sales) increased or remained stable lf&Rall

1 Market share stablethis concerns 17% of LSR, notably in Central and Eastern EU, and to a lesser
extent in SoutherreU.

1 Moderate increag (less than 20% in the period 202014, or less than 5% a year on average) for
56% of the LSR, this concerns all Northern LSR and 33% to 57% of LSRweasher

1 Strong increasémore than 20% in the period 20®14, or more than 5% a year on average) for
27% of LSR, mainly in Western EU and to a lesser extent in Central, Southern and Easter EU. This
situation does not concern any of the LSR in Nortiiggn

Figure 22- Evolution of FAP sales in the total food sales between 2010 and 2015 (% of retailers)
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LSR were also asked to indicate the market evolution for the main segments in their offer. The answers are
not expressed in percentage but in abhge value as the number of answers reflects the importance of the
segment (loose fish and prepacked fish more important than dried/salted/marinated).

The main segments are loose and prepacked fish. The market developments are positive for both segments
in mostcasesThetrendsfor prepackedishare particularlypositivewith 14 LSRndicatinga strongincrease

and only 2 LSR mentioning a decrease. Indeed, this segment matches with consumer expectations for fresh
fish and forconvenience.

Smoked fish also shows a positive trend, with moderate increase for almost half of the LSR which answered
this question.

Conveniencédood (traiteur, readyto-cook)is mentionedby 8 LSRonly (interviewsmainlytargetedbuyersin

charge of fresh fish). Trels are also positive as half of the LSR indicated a strong increase. Dried, salted and
marinatedproductshavebeenmentionedby 7 LSRThesearetraditional productsin severalareasandshow

a less positive trend, which even decreased fhER.
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