Australian wild
BARRAMUNDI



* Introductions

* Recap of the project

* What have we been doing?
* What did we find?

e What do we do next?

e Actions



Recap of the project

Who is involved and what we were asked to do



* Queensland Seafood Marketers Association
* Northern Territory Seafood Council

* Honey & Fox P/L

* The Fish Girl

* Stewart Wesson

e University of the Sunshine Coast

* Curtin University

* Funded by the FRDC



Objectives

To research the food service and hospitality
sectors to gain insights to the barriers and drivers
to demand for wild caught barramundi

To document new packaging, presentation and
guality requirements needed to improve market
share for wild caught barramundi



To identify and document resources to trial and
evaluate new packaging formats, product
presentation and quality parameters targeting
the food service and hospitality sectors

To develop a draft wild caught barramundi
market development and positioning strategy



Through chain approach

How can you deliver?

What do they know? What do they think? What are their operating parameters?



Project scope
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Diagnosis Strategy Tactics

?

We are here



Fisher
interviews

Supply chain
and chefs




1. Interview barramundi fishers across NT and

Qld

2. Conduct workshop to report on findings and
agree next steps



1. Benchmarked quality of wild with farmed
barramundi

2. Review on board handling processes and
supply chain/chef interview results to
develop quality specifications & COP

3. Resources to meet quality parameter, support
new packaging and product presentations



Supply
S— Chain and

Chefs

1. Desk research of previous studies

2 Interviews (long and short) with supply chain
and chefs across Victoria, SA, NSW, Qld and NT

3. Reviewed restaurant menus (online)

4. Visited and interviewed retailers



What did we find out?



Fishers

Interviews




* Wild Barramundi is undervalued
* Inconsistent in supply and quality

* There are opportunities to value add (and minimise
waste) but unclear about the market demand

* Limited and inconsistent feedback from the supply
chain about product and demand

* Buyers say that sustainability is not important
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 closely with the supply chain

keting and promotion — provenance is

e Consumer education

* Fisheries management rules change

* Improve quality and handling — develop a COP

* Maximise the value of the whole catch



@

Have we missed anything?
Did anything surprise you?






Product development — value adding, new
markets,

Marketing innovation — provenance, niche
consumers (culture, interests etc)

Curtin University



Low thawing loss = less revenue loss

Firm texture and fragmented easier (flaky)

Low fat

Fresh fish smell

Light flesh colour (less red/brown than farmed)
High protein content

L.ow micro counts = longer shelf life



@

There are clear positive

product features

a. Who knows this?

b. What advantages does this
give you?



Supply

chain and
chefs




Desk

Research

* Consumers value Australian provenance

* Farmed versus wild caught does not influence consumer
decisions

* People who do report that they prefer wild-caught are
male, older, more frequent seafood eaters and
Queenslanders

* Barramundi is perceived as a Queensland/NT fish



Barramundi’s Compelling Position
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Desktop

research

* Supply chain are perceived by the food service sector as
gatekeepers of information — to fishers and to chefs

* Supply chain could provide a much better service responding
to demand quicker

* Many food service and hospitality venues purchase from
multiple wholesalers because they can’t get everything from
one source — but they would prefer to minimise the number
of suppliers



Online menu reviews (trip advisor)

8 out of 10 3 out of 10 7 out of 10 7 out of 10 7 out of 10
Darwin Cairns Brisbane Sydney Melbourne

restaurants restaurants restaurants restaurants restaurants
had Barra on had barra on had barra on had barra on had barra on
menu menu menu menu menu




Desktop
research

_ Word ____ Count _

Wild 17
Queensland 18
Loca O
Northern g
Territory/NT

Sustainable and/or 1

Aquaculture
Australian 1



Retail prices
(March/April
2020)

Average retail prices across
Australia. Note high level of
competition around the same
space and the need to be

distinguishable.

NB: no check on correct labelling of
product

Barramundi Wild
Flathead

Seaperch

Latchet
BueEyeTravella
Boarfish

Tuna

Samon
Coral Trout

Gold Band Snapper
Red Bight Fish
Barramundi Farmed
Mackerel

Mulet
Ocean Jacket

0 10 20 30 40 50



Supply
Chain and

Chefs







Supply

Chain and
Chefs

Farmed Wild caught Imported

80% 18% 2%
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Supply

Chain and
Chefs
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Supply

Chain and
Chefs

800g - 1.2kg



Supply

Chain and
Chefs

150gm

120gm




Supply

Chain and
Chefs

83%

of chefs say that sustainable packaging
Is important, very important or
extremely important




Provenance

68%

Chefs say that provenance
is extremely important,
much higher if you at very
important and important




Food service
and

hospitality

Chefs consider that storytelling is
either important, very important
or extremely important
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Food service

and
hospitality

m 82% J use instagram to promote their business
—
m 60% ’ use facebook to promote their business
[JE—



Fillet size

Wild Barra Filleted Size
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Supply chain

and chefs

X Sustainability-Packagingt

ResponseXH Supply-chainH End-Users/ChefsH
Not-at-all-ImportantH 6.3d 3.3d
Little:lImportantx 43.81 16.71
Somewhat:Importantd | 254 16.7H

ImportantH 251 6.7H
Very-ImportantH -H 40.04

1
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Supply chain

and chefs

Responser! Supply-chain-x
Yes! 36.41
Nox 63.67

H




Supply chain

and chefs

Often select “NO storytelling would not influence purchase, however
they also said:

* Very important to have a QR code to scan to obtain all of the details
(e.g. date caught, name of boat and fisher, where caught; where
landed and processed).

* My customers regularly come in and ask us to reconfirm whether the
barramundi is wild caught (which it always is). At point of plate, we
want it noted if it is wild caught or a farmed product; in addition to
country of origin labelling.

* Yes, a certain amount of storytelling (not down to every fact/too
detailed). E.g. Caught in the Gulf of Carpentaria, on this date....



Was there anything that surprised
you?



What to do next?

Developing an action plan



Product development — value adding, new
markets,

Marketing innovation — provenance, niche
consumers (culture, interests etc)

Curtin University



Be found Become known

Be local Become niche

Be responsive Become innovative







Develop trust mark concepts

to distinguish authentic wild product from others

M Australian wild
)&A BARRAMUNDI

Australian wild
BARRAMUNDI




Create an
Australian wild
barramundi
website

Fisher profiles

Barramundi
Specifications

The annual commercial
barramundi fishing season in the
Northern Territory (NT) is from 1
February to 30 September.

Barramundi can grow up to 150
Cm in size and 60Kg in weight,
but are typically marketed up to
120 cm and 0.5 to 10kg in weight

Habitat: Saltwater, estuarine and
freshwater after spawning in
saltwater, juvenile barramundi
migrate into tidal creeks and then
disperse over inundated

floodplains.

Barramundi from the
Northern shores
to your plates

We pride ourselves on everything
we do, from long journeys at sea,
to mastering that premium catch

to share on our tables with you all.

Feb - Sept

150cm/60kg

Saltwater habitat

TheDuggan'’s
e

Where we fish
Barramundi

Australian Wild Barramundi
stocks lie across Western
Australian, the Northern Territory
and Queensland, in particular in
the southern Gulf of Capentaria

sea region.

Greg Johnston
E—

Alice Springs.

AUSTRALIA




Australian wi
arramundi

website
Chefs and

consumers want

recipes!

Australian Wild
Barramundi graces the
tables of top restaurants
around the world.

EXPLORE RECIPES

Wild caught Barramundi
is generally a salt water
fish and has a much
firmer flakier flesh

Barramundi
Product Overview

AN )
‘\\\\\:t\;" 1I;1eexctilijuren- to Firm Large Flakes

Edible:
Fillets - 45-50% from

whole Barramundi

Flavour:
Mild. Small Barramundi have a
lighter flavour than larger fish

Barramundi Recipes

6) I'm looking for.... : SEARCH
JC
Filter by category I:] e

DINNER DINNER DINNER

Macadamia crusted barramundi Grilled fresh barramundi Wood fire grilled barramundi

LUNCH DINNER
Barramundi with peas Herb dressed barramundi Barramundi with lemon & herbs




Resources

CREATE AN ACCOUNT

NAME -

LOGIN MESSAGE |

Australian wild barramund
Provide resources and
information (facts)

About Resources & Events Contact

[ ] —

Resources

A few of the resources available to you include:

JOIN OUR MAILING LIST }

Insights into the drivers and barriers in demand for wild caught

barramundi across the different industry sectors.

New packaging, presentation and quality opportunities to

improve market share for wild caught barramundi.

Resources that can be used by barramundi fishers to develop,

trial and evaluate new product packaging formats, product

presentation and quality requirements targeting the needs of

Desktop Audit WOtkShOp Barramundi the food service and hospitality sectors.
Py Resources Facts
the dute online :
Pl Fun £t you might ot b EXPLORE FISHER RESOURC
5 Explore our fisher resources known about Australian
Dapmad sealable from the workshop Wild Barrasminds
READ MORE READ MORE READ MORE

About STAY UP TO DATE

Events

Resources
cl




Next steps in the
project



To identify and document resources to trial and
evaluate new packaging formats, product
presentation and quality parameters targeting
the food service and hospitality sectors

To develop a draft wild caught barramundi
market development and positioning strategy



Product development — value adding, new
markets,

Marketing innovation — provenance, niche

. consumers (culture, interests etc)
Dr Janet Howieson

E: j.howieson@curtin.edu.au

P: 0423840957

Curtin University



mailto:j.howieson@curtin.edu.au

Market development and positioning

strategy

1. Project website and private Facebook group set
up for communications and sharing of resources

2 Whole of industry positioning including: trust mark
(branding logo) concepts, consumer facing
education website etc

3. Market development handbook



What ideas do you have for
capturing opportunities and
addressing barriers?

Australian wild
" BARRAMUNDI

Jayne Gallagher (0438336712) australianwildbarramundi.com.au
Joanne Freeman (0409080208) info@australianwildbarramundi.com.au



