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RETAIL SALE AND CONSUMPTION OF SEAFOOD

It is worth noting that while both male and female consumers in the Sydney and Perth focus
groups made it clear that they recognise the health benefits of fish and seafood, they felt
that the health message was now ‘old news and boring. Obviously, then, promotional
messages designed to increase fish consumption, particularly the health message, need to be
more creative than in the past.

In promotional material and other initiatives that aim to gently but favourably position fish
in the consumer’s mind, the health benefit may be best used as an interesting background or
underlying theme rather than as the dominant or only message.

In the Perth study, consumers were asked to comment on nine statements that might influence
their decision to buy fish. ‘For a healthy meal, go fish’, ‘Fish. The healthy feed’ and ‘Fish.
Nature’s fast food’ {in that order) were the three statements identified as most likely to increase
consumption. The first two were preferred because of their health component and the third
because it embodied the message that fish and seafood equate with a quick, easy meal.

The Australian fish and seafood industry thus has three positioning statements that have been
consumer tested and demonstrated to be highly likely to increase sales of fish and seafood.
Furthermore, the Perth consumers considered that two of the nine statements offered for
comment, ‘Fish. The friendly fare’ and ‘Fish. Hook into it’, would have a negative impact on
their purchasing behaviour, so the industry should not assume that an apparently clever
statement invariably helps to increase sales.

Market segmentation and targeted promotion

The retail market is made up of individuals of varying socio-economic status and with varying
attitudes to fish and seafood. Retailers should therefore be mindful of the make-up of their
clientele and then segment that clientele according to income, age or other demographic
characteristics. Each segment should then b targeted with particular species or offerings.

For example, in utban Australia some suburbs are well known for the large numbers of particular
migrant groups that have a strong preference for, say, sashimi, milk fish, baccala or imported fish
such as tilapia. Other suburbs contain large numbers of older citizens, who may well be more
interested in the health benefits of fish and seafood than their younger neighbours.

Additionally, Sydney is renowned for its community of fine-food lovers, or ‘foodies’, who are
constantly looking for new ideas and taste sensations in fresh fish and seafood from both wild
fisheries and aquaculture. These people are very influential because in general they are not
price conscious and they test many new products in the ‘white table cloth’ restaurants, which
often lead the way with new species that subsequently receive wider attention in the media.
Nor are these people deterred by elaborate recipes. Instead, they seek out exotic flavours and
often patronise the cooking classes run by celebrity chefs at the Sydney Fish Market’s Seafood
School. Foodies constitute a potentially important group in the promotion of new species and
products and provide a small market for the specialist fishmonger.

At the other end of the scale is a much larger population segment, found throughout Australia,
which can afford little other than the cheapest of fish and seafood.

Retailers wanting to increase their sales should target selected segments of the population,
using the media and messages that are most appropriate for those segments.
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