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AQUACULTURE PRODUCTS FOR THE LONG RUN

Consumer-driven product idea development from Diversify
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FISH FOR THOUGHT

How can you uncover the next -generation
products with the power to grow?

How can you address the needs of future
consumers while providing the path for
current consumers to migrate from the
habitual products?
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Al F YOU BUILD I Ta THEY

R&D often provide a brilliant product market-
ready ideas poised for success,without involving
the end-userwho usesthese solutions

Consumer-driven concept development and co-
creation involves userfrom the beginning

Under new common organisation of the
markets (CMQO) in fishery and aquaculture
products (FAPs)consumersplay a pivotal role:

aConsumers should be enabled to make
Informed choices but alsoa more responsible

(Banovic et al., 2016a; Fulleret al, 2011, Pottset al., 2008; _ ; ;
Von Hippel, 2005) sustainable consumption A
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FISH TODAY

3000 consumers
2500 facing a choice
overload

Newly launched fish products
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INFORMATION & CLAIM BOMBARDMENT
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MI XED MESSAGES

Aquaculture

Farming finfish, shelifish and aquatic plants is one of the world’'s
fastest growing food sectors, it already provides the planet with
about half of all the fish we eat.

EU Aquaculture

Online _u_
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choose sustainable seafood “
invest in sustainable aquaculture

eat more seafood
choose certified seafood

learn about aquaculture
eat more local freshwater fish
eat more mussels

|aquaculture is negative
ask vour fishmonger | | | | | | ‘

eat more aquaculture products

eat more farmed salmon

eat more local carp
eat more local fish
invest in communication

|beware of unsustainable aquaculture |

boycott farmed salmon | | | | | \

discover "Ombrine mascaring” EU
discover aquaculture ] .
discover fish commun |Cat|0n
eat more trout cam p a | g n

eat more certified seafood

cat more European products Aquaculture
eat more local farmed fish (EC’ 2014’ N:85)

eat more local trout

eat more oysters

eat more sustainable seafood
read the labels
stop industrial aquaculture

stop local aquaculture expansion




FISH PUZZLE

consumer s
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AQUACULTURE PRODUCTS (IN)VISIBLE?

It depends Don't know;
on the type \ 2
of product;

WHAT ADS SAY WHAT (ONSOMERS HEAR 11 You prefer
FAST AND TASTY FAST blah blah You do not wild .
FARMED FISH! A LEAP blah blah blah blah ) products; 34

know if the

FORWARD IN PRICES YOU |[FORWARD blah blah blah
CANST | GNORE! ||blah IGNORE!

\.

products you
buy or eat
are wild or
farmed; 14

.ﬁj

I : Y You have no You prefer
Adapted from ® markefoonist.com preference; farmed
31 products; 8

Special Eurobarometer 450: EU28, N=24452: year 2017
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CONSUMER IS LIKELY TOIGNOREOUR PRODUCT TOOC

Unless youcanmakei t t o C .

Feels familiar
(Gigerenzer & Gaissmaier, 2011)

Stand out in

a crowd: Feels true
Cognitive (Oppenheimer, 2005)

ease Feels good
(Stepper & Strack,1993)

Feels effortless
(Gigerenzer & Goldstein, 1996)

(Kahneman, 2003)
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