Product Development, Market and Consumer Assessment
Work Package 5

Although consumers have a reason to be happy due to an eventually affordable offer of European seabass and gilthead
seabream, mainly whole fish, the prices of these Mediterranean aquaculture products weaken for producers and costs
continue to rise due to the steadily high volumes of seabass and seabream that are coming onto the market. Producers are
in a difficult position as profit margins have constantly been under pressure. Even if markets are in a position to absorb
the larger volumes over time, more product innovation and the development of new products for new markets is clearly
needed for a more long-term competitive supply-demand equilibrium of Mediterranean aquaculture.
Moreover, the European consumer is changing in terms of new lifestyles, trends and habits in food purchasing and
consumption, and others such as increasing food environmental awareness. These changes are influencing the
development of innovations in the food market regarding new product concepts.
MedAID searches for market-adapted solutions for Mediterranean seabream, seabass and meagre aquaculture, by:
• investigating consumer segments interested in new products, as well as under-exploited marketing channels (such as
the hospitality industry HoReCa and food caterers);
• developing new value-added products to satisfy the needs of different consumer profiles and that adapt to the needs
of diverse food and fish market channels.

Product concept development. Identification of product and market requirements
of aquaculture chain stakeholders (Task 5.1)
Objective: Collection of information and inputs from the aquaculture chain stakeholders (producers, retailers,
commercial agents and consumers) related to the present and future aquaculture seafood market, consumer
expectations and aquaculture seafood trends to develop new product ideas for a more competitive aquaculture sector.
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Recommendation: Develop strategies to be able to change general awareness and to break down consumers’
preconceptions about the market: feeding practices, sustainability, or products’ health and safety conditions,
improving consumer confidence and trust. Focus new products to new consumer niches (school canteens, food services,
restaurants) and younger generations. Address some product characteristics perceived as difficulties by consumers such
as short shelf life, organoleptic profile, handling, preparing and manipulating conditions that make fish a less attractive
product. Work on a wider range of products, with more attractive labels and packaging formats, making them more
suitable for new consumer lifestyles.

Market segmentation and target segment profiling. Segments of consumers that
show promise for adoption of new aquaculture products (Task 5.2.1)
Objective: Segmentation of consumers based on lifestyle, to identify market segments, evaluate their potential for
new fish product adoption and profile the promising key segments.
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Recommendation: Four consumer segments were
identified in the survey, two of them showing
promising characteristics for the aquaculture market. The
first segment with promise for the aquaculture market can
be called the Adventurous Food Consumers (34 % size).
These consumers are generally involved in all aspects of food.
The second segment can be labelled as the Rational Food
Consumers (20 % size). They are involved in food products
and food choices and seek innovative products and new
recipes. Both promising consumer segments are involved
with food, look for innovation in food, are willing to buy
new aquaculture fish products and are regular consumers
of fish, although the Adventurous Food Consumers buy fish
more frequently. Thus, our recommendation is to target the
Adventurous and the Rational Food Consumers in the promotion of new aquaculture fish products. At the same time,
the benefits of aquaculture fish especially in terms of taste and quality should be emphasized in the marketing of new
aquaculture fish products because these segments of consumers have somewhat more positive perceptions of wild fish in
these respects.

Qualitative research with consumers to generate input for new product development.
New fish product ideas generated by consumers for consumers (Task 5.2.2)
Objective: Generation of new aquaculture product ideas and identification of the most relevant attributes for
consumers in order to select those ideas with higher potential.

R

Recommendation: Qualitative techniques (focus groups) have proven to be a valuable tool for generating new
product ideas. Seventy-eight new fish product ideas were elicited from consumers in three European countries
(i.e. Spain, France, and Germany). Such techniques enabled us to rank the ideas that consumers preferred and the aspects
they valued the most. This information could be useful as a guide for the final selection of the new products to be developed.
In addition, incorporating consumers in the generation of new product ideas can be useful to reduce the failure rate when
launching a product on the market. Thus, our recommendation is to use qualitative research to incorporate consumers’
voices during the generation of new product ideas and launch different products according to the specific demands and
needs of each target country.

Technical development of the new fish products. Fish from Mediterranean aquaculture
as raw material (Task 5.3a)
Objective: Microbial and physicochemical characterization of different raw fish material in order to determine its
freshness, quality and processing suitability for the food industry to develop new aquaculture seafood products.
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Recommendation: There is a need to improve the processing of raw fish material in farms and production
facilities as extended freshness is directly related to quality in final products leading to increased juiciness, less
water drip losses during cooking and a whiter colour of flesh. Results of microbial and physicochemical characterization
of raw materials from different farms demonstrated that a short logistic distribution, good manufacturing practices
and packaging conditions are key points that could improve product quality. Thus, the recommendations for farmers,
production managers and logistics channels would be: (i) to make improvements in fish collecting and manipulation
procedures (for flesh and fillet processing conditions) to optimize temperature during handling (chilling) and to implement
improved packaging conditions (vacuum) to prevent microbial growth and oxidation; and (ii) to make improvements in
logistics to reduce the time from the supplier to the processing industry or the market (consumer).

Technical development of the new fish products. Development of new added-value fish
prototypes from Mediterranean aquaculture (Task 5.3b)
Objective: To develop new fish products from seabass, gilthead seabream and meagre according to the product
ideas identified in consumer´s and stakeholder´s involvement activities in order to satisfy the needs of different
consumer profiles and the diverse food and fish market channels.
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Recommendation: There is opportunity and need for innovation in aquaculture products that meet market and
consumer requirements:
Market: products designed for different commercial markets, the food industry, food services and/or retail channels,
intermediate products for the food industry and final products for retail or food services.
Consumer: products designed to satisfy the needs of different consumers (children, adults, seniors and the elderly)
through the food industry, food services and retail market channels.
Health and convenience: products with high nutritional value, easy preparation at home and by canteen services,
lack of bones, environmentally friendly packaging and controlled portion sizes.
Farms: products that add value to aquaculture species and improve profitability, as small sized fish and surplus
production (due to seasonality and market dynamics) could be used as raw material.

Market validation, product pilot testing. Consumers’ sensory validation and sensory
acceptability of the products developed (Task 5.4)
Objective: To validate the new added-value product alternatives developed in Task 5.3. considering consumer
preferences and social and economic aspects in three European countries (Spain, France and Germany).
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Recommendation: There is a market niche for aquaculture products, since 25 % of the participants in the study
have never consumed them. Therefore, it is recommended to promote Mediterranean aquaculture to raise
awareness of the high product quality. European consumers are likely to accept the new developed products, especially
grilled seabass with lemon in Spain, organic seabream with couscous in France, and breaded seabream bites in Germany.
Tasty appeal, texture, pack size fitting consumer needs, good
product image, healthy properties, and the perception of
natural product, are key attributes for increasing consumer
purchase intention. It is highly recommended to include
information on the packaging of the percentage of aquaculture
fish in the final recipe, storing conditions, servings and pack
weight, product sensory description and Nutri-Score, as well
as photographs of the ready-to-eat product. A consumerfocused approach to the design of new aquaculture fish
products, considering consumers’ needs and consumption
habits, would improve the launch success ratio and purchase
intention rate.

Market validation. Fish packaging designed by consumers (Task 5.4)
Objective: To involve consumers in the design of the packaging of two fish products to determine the combination
of visual and textual attributes that best fulfil their needs and demands.
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Recommendation: Consumers have clear preferences for specific package designs, both in terms of visual and
textual attributes. Therefore, our recommendation is to use the combination of attributes most preferred by
consumers and identified within this study, thus providing the higher product utility.
Small differences were found between consumer preferences when comparing the attributes of fish burgers and fish sticks.
As those differences were particularly small for textual claims, our recommendation is not to make special efforts in
designing different packaging for different categories of fish products.
The information gathered could be useful as a guide to design the packaging for aquaculture fish products in the Spanish
market. We do not recommend extrapolating the results to other countries, as consumer preferences may vary widely
between different geographical areas.

Market validation, product-market matching . Consumer
preferences for new aquaculture fish products (Task 5.4.2)
Objective: To identify the optimal product configuration in terms of extrinsic,
added-value-giving attributes in order to satisfy relevant product requirements of
consumers in three European countries (Spain, France, and Germany).
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Recommendation:

• First, the (1) ASC label, (2) Nutri-Score, (3) Country of origin, (4) Health claim,
and (5) Price have an impact on people’s choices of new aquaculture fish products.
People prefer to have products with an ASC label, Nutri-Score, of domestic origin,
with a health claim but with a lower price. Therefore, these attributes are important when launching new aquaculture
fish products as they influence the likelihood of consumers choosing the products.
• Second, we show that there are differences in how people make choices and identify five groups of people based
on how they choose new aquaculture products. There are different segments of consumers based on their foodrelated lifestyle, which is important because food-related lifestyle predicts people’s food-related behaviours and
product preferences. Overall, the ‘foodies’ and the ‘adventurous’ consumers but also to some extent the ‘moderate/
conservative’ consumers can be interesting targets for new fish products from aquaculture. Therefore, our results
show which attributes should be highlighted according to the target consumer segment.

About Work Package 5
WP5 explores and validates the technical and market
feasibility of developing different product alternatives of
specific Mediterranean aquaculture fish species (mainly
European seabass, gilthead seabream and meagre) for
commercial exploitation, analysing the potential of
different market opportunities, and taking into account
socio-economic aspects and consumer requirements.
The expected impact of the work undertaken within WP5
will be to enhance the competitiveness of Mediterranean
aquaculture by improving its market performance through
a supply chain-wide, market-oriented design of diversified
or new types of added-value fish products for EU consumers
and food supply actors.
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