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Bold eller Regular FISH FOR THOUGHT 

u How can you uncover the next -generation 

products with the power to grow?  
 

u 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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Tilpas dit navn og titel ved 
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Bold eller Regular ĀIF YOU BUILD IT THEY WILL COMEā 

Á R&D often provide a brilliant product  market-

ready ideas poised for success, without  involving 

the end-user who uses these solutions 

Á Consumer-driven concept  development  and co-

creation involves user from the beginning  

Á Under new common   organisation  of  the  

markets (CMO)  in  fishery  and  aquaculture   

products  (FAPs), consumers play a  pivotal   role:  

ăConsumers  should  be  enabled   to  make  
informed choices  but  also a  more  responsible 
- sustainable consumption.Ą (Banovic et al., 2016a; Füller et al, 2011; Potts et al., 2008; 

Von Hippel, 2005)  
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Bold eller Regular FISH TODAY  
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Bold eller Regular 

INFORMATION & CLAIM BOMBARDMENT  

(Mintel, 2016) 
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Bold eller Regular MIXED MESSAGES DONāT HELP 

EU 

communication 

campaignsā on 

Aquaculture  

 (EC, 2014; N=85) 

 invest in sustainable aquaculture 

 eat more aquaculture products  

 aquaculture is negative  

 beware of unsustainable aquaculture  
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Bold eller Regular 

u Do consumers distinguish products coming fromĉ 

FISH PUZZLE 

 

Farmed fish 
 

Wild fish  
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Bold eller Regular AQUACULTURE PRODUCTS (IN)VISIBLE? 

You prefer 

wild 

products; 34 

You prefer 

farmed 

products; 8 

You have no 

preference; 

31 

You do not 

know if the 

products you 

buy or eat 

are wild or 

farmed; 14 

It depends 

on the type 

of product; 

11 

Don't know; 

2 

(Special Eurobarometer 450: EU28, N=24452; year  2017) 

FAST AND TASTY 
FARMED FISH! A LEAP 
FORWARD IN PRICES YOU 
CANõT IGNORE!   

FAST blah blah  
blah blah blah blah 
FORWARD  blah blah blah 
blah IGNORE !   

Adapted  from  
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Bold eller Regular CONSUMER IS LIKELY TO IGNORE YOUR PRODUCT TOOĉ 

u Unless you can make it toĉ. 

Feels familiar 
(Gigerenzer & Gaissmaier, 2011) 

Feels true 
(Oppenheimer, 2005)  

Feels good 
(Stepper & Strack ,1993)  

Feels effortless 
(Gigerenzer & Goldstein, 1996) 

 

Stand out in 

a crowd: 

Cognitive 

ease 
 

(Kahneman, 2003) 


