Market Insight Factsheet

Chilled Seafood in

Multiple Retail 2017

This factsheet provides a summary of the performance of the chilled seafood sector in the
multiple retail seafood market.

The chilled seafood sector continues to take the largest share of the multiple retail seafood
market with a wide range of segments and species. It is the only seafood sector in growth
since 2007. Opportunities to grow the category exist around product formats, flavours,
mission and channel.

This document will examine the detail behind the performance of the chilled seafood
sector, specifically:

mm Historic retail seafood sector trends
m= Current seafood sector performance
m= Chilled seafood KPIs

m= Chilled seafood segment performance
m= Chilled seafood species performance
m= Chilled seafood shopper

m= Chilled seafood shopper missions

mm Chilled seafood channels.



Historic Retail Seafood Sector Trends

Chilled seafood has grown in popularity with British retail shoppers over the past 20 years. In the
late 1990’s both the volume and value of chilled seafood began to rise faster than that of frozen
seafood. By 2005, chilled seafood had overtaken frozen seafood in volume sales. Overall GB
seafood consumption had been growing slowly but steadily until recession hit in 2007, when the
relatively high price of seafood meant it struggled to compete with cheaper proteins.

From 2007, seafood in multiple retail experienced a sustained period of inflation and price driven
growth as consumption fell. Around 2009, retail shoppers became polarized, saving money
where possible on basics, but not averse to spending more on quality. Austerity focused shoppers
prioritised ‘value for money’, and the perceived ‘superior freshness, health and quality’ of chilled
seafood resulted in continued growth of the chilled sector at the expense of frozen and ambient,
despite it being double the average price. In October 2016, total seafood, which includes chilled,
frozen and ambient varieties, finally returned to full growth for a short period before volume
returned to decline in January 2017.
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Current Seafood Sector
Sector Value Share of Seafood 2017
Performance
Seafish has detailed EPOS data (Electronic AMBIENT, £421M,
: . . 13.4% CHILLED, £2.023M,
Point of Sale) available for the past nine 64.4% (+1.4%)

6.8%
years, which can be used to get a long- (-6.8%)

term picture of the changes in the seafood
sectors, segments and species.
FROZEN, £695M,
In March 2017, total GB retail seafood 22.1%
sales were worth £3.14bn (+0.7%), with OS]
a volume of 327,004 tonnes (-0.8%) and
an average price of £9.60/kg (+1.5%)
(Nielsen Scantrack: 52 weeks to 25.3.17
excludes discounters). Over the nine years
from 2008 to March 2017, total seafood
has been in price driven growth, with (Nielsen Scantrack —52wks to 25.3.1 - % Share Chg)
volume down by -16% and value up by |

16%, pushing average price up by 18%.



Chilled Seafood

Chilled seafood continued to dominate the GB seafood retail market in 2017, with value and
volume worth £2.02bn (+1.4%) and 153,893 tonnes (+1.8%) respectively; with an average
price of £13.15/kg (0.3%). This represents a 64.4% share of the seafood retail market by value
and 47.1% by volume. Over the nine years from 2008 to 2017, chilled seafood increased its
retail volume share by 31.9%, whilst frozen and ambient have decreased by -8.3% and -29%
respectively.

Chilled Seafood KPIs

In 2017, there was an increase in the number of shoppers buying chilled seafood despite price
increases. Chilled seafood KPIs (key performance indicators), as set out in this table, show
penetration is high, with 81.6% of shoppers buying chilled seafood. Compared with the previous
year, more shoppers bought chilled seafood, more often, but with smaller baskets. Chilled seafood

shoppers bought on average 0.4kg of chilled Chilled Seafood KPI's

fish per trip spending £4.39; and bought chilled AWOP| Avg [ Trip [Price | Ava

seafood 20.3 times per year, spending a total of i b e il

£88.80, equating to 7.8kg/yr s [T T R e Ko S
% Change 0.0 1.6 -1.0 25 09 36 | -25

Chilled Seafood Segment

26 MAR 2016 [ 8064 | 938 | 406 | £22.00 [ £235[£542)| 043

AMBIENT (25 MAR 2017 [ 79.79 | 939 | 399 | £2138 | £228 [£535| 042

Performance % Change -1.1 01 1.7 -2.8 29 -1.2 -1.8

[t is the chilled natural segment (i.e. includes no T T e e e ey

additional ingredients), which takes the largest | ¢"“° fmﬁf:” R B e e
share by both volume (46%) and value (58%)

. 26 MAR 2016 [ 87.18 [1095| 598 | £3513 | £321 | £587 | 055

of the chilled seafood sector. FROZEN [25 MAR 2017 | 86.62 | 10.79| 588 | £35.21 | £3.26 | £5.99 | 0.54

% Change 06 | 15 17 0.2 17 ) 20 | 02
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Segment Share of Chilled 2017 (Value)

By driving long term growth in this sector, chilled e
HILLI U - HILLI Al ,
natural ultimately drives the GB seafood market; oo T | /et b anucomees
CHILLEDSUSHI,

£76.7M, 4%

being worth more than the total frozen and total
ambient seafood sectors combined.

CHILLED CAKES, — |
£80.2M, 4%

CHILLED SAUCE,

Chilled prepared (14%), chilled meals (8%) and Enae
chilled sauce (6%) are ranked second, third and fourth, “hisem %
respectively by value share. In the 52wks to 25th March

2017, chilled natural was worth £1.18bn (+0.1%), with e e

71,325 (-0.5%) tonnes.

CHILLED NATURAL,
£1179.7M, 58%

Over the long term (9yrs to 25th March 2017) chilled m
meals, natural, breaded, cakes, sushi and fingers have all ong & Short ferm Segment Volume frends

been in growth; chilled fingers achieving a 334% increase
in volume, albeit starting from a small base. Chilled w00 |
sectors in decline over the same period included chilled %00
prepared, sauce and batter.
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Over the short term (52 wks. to 25th March 2017), it is
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have been in volume growth. Dusted (a recently coded w0 2 B él s 2.2 8 g 3 § 3
segment) continues to show strong volume and value « Mg T F B 32383 % § ¢

growth, being perceived as a healthier and flavoursome
alternative to breaded and battered. Chilled breaded and

fingers were in volume decline.



Chilled Seafood Segment Performance 2015 to 2017

Value Sales £ ('000) Volume Sales (tonnes) Price per Kg
%C %C E%C
2015 52wks [2016 52wks| 2017 52wks | % Chg e 52?‘;“ 5;'".:” 5;:‘: | %Ch e o] :"gh';".‘:: St
1025315 | 025316 | 025317 M6 vs'17| 2017 | PSS 0 | S 0| SIS (g vtz | 2007 | TOES | 09T 2017
(3YA) (9YA) (9YA)
TOTAL SEAFOOD 3,112,077 | 3,116,959| 3,138,797 0.7 16.3 330,897| 329,523| 327,004] -0.8 -15.8 £9.60 e 38.1
TOTAL CHILLED 1,938,399 | 1,980,236 2,022,941 2.2 32.0 148,385 151,168' 153,893 1.8 111 £13.15 0.3 18.8
TOTAL FROZEN 693,241 688,361 694,838 0.9 -4.2 109,918 105,529' 105,093 -04 -22.7 £6.61 14 24.0
TOTAL AMBIENT 480,437| 448361| 421,018 -6.1 -4.4 72,593] 72,826| 68,019 -6.6 -40.1 £6.19] 0.5 59.8
CHILLED NATURAL 1,148,859 | 1,168,253| 1,179,716 1.0 42.6 6&903‘ 71,704]  71,325] -0.5 14.1 £16.54] 1.5 25.0
CHILLED PREPARED 273,671| 294313| 287.437| -23 -31.0 21,5 328] 22020 -14 -41.2 £13.05] -1.0 17.4
CHILLED MEALS 126,797 137,815 157,956| 14.6 23.0 1, 19,605| 22,286 13.7 11.7 €7.09] 0.8 10.2
CHILLED SAUCE 115,309 108,605| 114,995| 5.9 S5 10,545  9,500| 10212| 7.5 -49.5 €11.26] -1.5 74.0
CHILLED CAKES 90,434| 83,325 80,150 -3.8 38.4 11,363 10,799 10,722 -0.7 45.9 €748 -31 -5.0
CHILLED SUSHI 71,139 69,673 76,651 10.0 106.8 4,931[ 4,791| 5163 7.8 87.5 £14.85 2.1 104
CHILLED BREADED 79,677 73,759 74,488 1.0 58.7 9,708] 8,39| 7623 -9.2 27.3 £.77] 11.2 24.6
CHILLED DUSTED 23,367 28,883 33,776 16.9 N/A 2,130 2,569' 2,949 148 N/A £11.45 19 N/A
CHILLED BATTER 7,493 11,728 14,122 204 -6.1 645 995! 1,181 18.6 -43.4 £11.96| 15 65.9
CHILLED FINGERS 1,592 3,881 3,651 -5.9 338.3 185 482 412| -145 333.7 £886I 10.0 1.0
(Nielsen Scantrack 9yrs/52wks to 25.3.17)
Chilled Seafood Species Top Chilled Species Value Share 2017
Salmon dominates the chilled seafood sector with a
46% value share of the top species, selling nearly four SEA BASS CHILLED, _TUNA CHILLED,
MACKEREL £52M,3% £43M,3%
times its nearest competitor in both volume and value. .o, <" oy ™ TOTALSAMON,
£125M,7% 26%

Smoked salmon makes up 36% of total chilled salmon
sales by value. Chilled warm water prawns recently s searoon
displaced cod as the second most popular species with ~ cuue c7m.%
11.5% value share, followed closely by cod (10.5%),

haddock (8.3%) and mixed seafood (8.0%) displacing  wooockcuien,
cold water prawns (7.3%). e

£179M,10.5%

The consumption of traditional whitefish species has

PRAWNS CHILLED,

been in steady decline since the 1980s, whilst salmon £191M,11.5%
and other aquaculture seafood species have grown in Chilled whitefish consumption fell -62%
popularity. from 1980 to 2015, compared to chilled

salmon up 293% (ref Defra family food).

Chilled salmon sales continued to grow through the
recession despite being over 40% more expensive
per kg than cod in March 2017. Lower prices and
improved availability have driven cod consumption in
recent years.

195.0 | Long & Short Term Segment Volume Trends
(2008 and 2016 vs 2017)
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In the 52wks to 25th March 2017, chilled cod was

Volume Change (%)

» o

& &

o o

TUNAGHILED
CHILLED |y

TOTAL SALMON CHILLED ey
oD CHILLED, [

. 4 |
worth £179m, with 14,798 tonnes. Since 2008, :I 'I 'l 'I 1 d 5' g 89
its volume and value increased by 40% and 23% so P E § : : S i § 8 :
respectively. : §

Over the long term (9yrs to 25th March 2017) the top four species, salmon, warm water prawns,
cod and haddock were in full (volume and value) growth. Seabream, seabass and crab grew by
over 100% from a small base. Over the same period, cold water prawns and mackerel were in
volume decline, whilst mixed seafood, tuna and trout were in full decline. Price changes have
influenced the majority of species trends since 2008, where significant price increases have
impacted negatively on volume sales. The main exceptions to this are chilled salmon and warm
water prawns where consumption has continued to increase despite double-digit price increases.



Most of the top 10 chilled species have experienced double digit inflation when compared
to nine years ago, notably mixed seafood (+85%) and cold water prawns (+54%). Only cod,
haddock and sole showed a decrease in average price.

In the short term, (52wks to 25th March 2017), most chilled species were in full growth, with
the exception of cold water prawns, mackerel and trout.

Chilled Species Performance 2015 to 2017

Value Sales £ ('000) Volume Sales (tonnes) Price per
%C % Ci £%C
v | s | s | S | o | 0 ot o or st g | e | 5 [2BP| 2t e
hg '16
26315 | 26316 | 25307 | o | 217 | I N 17 | wor | 2T

(9YA) (9YA) (9YA)
TOTAL FISH 3,112,077 [ 3,116,959 | 3.138.797 | 0.7 16.3 330,897] 329523 327.004] -08 -15.8 €960 15 381
TOTAL CHILLED 1,938,399 | 1,980,236 | 2,022,941 2.2 32.0 148,385| 151,168] 153.893] 138 1.1 £1315| 03 1838
TOTAL SALMON CHILLED 746,199 | 768.407| 770592| o0.3 60.4 42,594 45,740| 45492| 05 387 £1694| 08 15.7
WARM WATER PRAWNS CHILLED | 153436] 170,981| 190.701] 115 316 8,777 10281  12172] 184 147 £1567| 58 148
COD CHILLED 176672 | 174728 178.863| 24 233 13762] 14030 14798] 55 396 £1209| -29 117
HADDOCK CHILLED 133561 | 135372 141339 a4 6.4 11,026 11,2100 11910 62 123 £1187) -17 28
MIXED SEAFOOD CHILLED 119234 | 123731 136572| 104 | -107 13920]  14270]  15483[ 85 -51.7 €882 17 848
COLD WATER PRAWNS CHILLED | 131648 | 128084 | 125049| -2.4 15 10,915 9,662| 8977 71 -34.2 £1393] 51 54.3
MACKEREL CHILLED 71312| 68535| 65092| -s.0 0.4 9,033 8,826| 8236 67 225 €790 18 294
SEA BASS CHILLED 40590 | 47317| 52173 103 | 1439 2,769 3,072 319] 38 1439 £1636] 62 0.0
TUNA CHILLED 38972| 39728| 42600| 7.2 -15.2 2,742 2,745 3187 161 272 £1337] 76 166
TROUT CHILLED 34329| 34617 33804 | -23 -22.8 3,095 3,093 2900 62 -41.5 £1166) 41 319
CRAB CHILLED 19,379 21,716 22459 | 34 117.5 969 1,108| 1189 73 818 £1889 -36 19.7
CRABSTICK CHILLED 23396 | 21216 22110| 3.9 214 4,653 4,323 4519 45 114 £489| 06 369
SOLE CHILLED 22142 21782 22015 11 -9.7 1,764 1,752 1,706 -26 86 £1290 38 -169
PLAICE CHILLED 19492 21913 21295] 28 | -163 1,814 1,982 2010 14 -17.1 £1059| -4.2 09
MUSSELS CHILLED 17781 16842 17635 a7 108 2,927 2,809) 289%| 29 8.8 €610 18 18
SEA-BRM CHILLED 12693| 14197 16322| 150 | 481Ls 912 974| 1,077] 106 469.8 £15.16] 40 21

(Nielsen Scantrack 9yrs/52wks to 25.3.17)

The Chilled Seafood Shopper

Seafish commissioned Kantar to carry out two studies to determine why, how, when and
where people buy seafood (shopper journey and mission/channel). Combined with previous
Seafish shopper research and the Institute of Grocery Distribution IGD benchmarking of the

seafood shopper, the insight can then be used to ——————

gui de new pro duct devel opment (N PD ) , marketin g Panelists have been asked general questions on Atttudes and Triggers, as well as
questions about a specific purchase, with the latter being based around 5 elements of
the buying cycle. Exploration of all these 7 areas will be used to drive recommendations
and SaleS Strategy around how to drive growth. purchasing Fish

Attitudes & ie g
For seafood the shopper is usually also the b g
consumer, although, there are some disconnects .
around seafood products aimed at children - for .
example, coated fish shapes. : o
One reason for the continued growth of chilled " R —

s other questions are in relation to specific purchase.

seafood despite its relatively high average price
may be down to a strong shopper focus on value for  Top 5 Attributes Shoppers Use To Identify Higher Quality
money. Shoppers and consumers perceive chilled
and frozen seafood very differently. Chilled seafood
is seen as ‘healthier’, ‘fresher’, ‘better tasting’, ‘higher
quality’ and ‘easier to cook’ than frozen; and is
typically bought with a treat or special occasion

in mind. Chilled seafood shoppers are generally
more engaged and knowledgeable about seafood
and surrounding issues such as sustainability. In
comparison, frozen seafood is seen as a ‘convenient,
cupboard and shopping list staple.




Shoppers comment on ‘mushy texture’, loss of flavour and struggle with the concept
of how frozen seafood can still be ‘fresh’ and dislike not being able to see the product
through the packaging.

Top 5 purchase drivers for Chilled
Chilled meat and fish products labelled ‘British’ or Seafood (% of Shoppers that claim it is

‘locally produced’ are being increasingly associated important)
with better quality (54% Jun’16 vs 42% Jun’15). (IGD) |ou——

Price

Nielsen demographics describe the chilled seafood
shopper as more affluent than the average seafood Quality/performance
buyer, but in all other respects they are very similar.
Chilled seafood shoppers are predominantly, older

(45-64) couples and singles, typically in two person e b b
households without children present. Where children .y witn..

are present they are typically aged 5-10 yrs.

Healthy option

IGD surveys suggest chilled seafood shopper as being unique compared to the typical seafood
buyer in being predominantly male and more affluent. When living in a household with young
children, the seafood is usually eaten by the shopper only. This unique profile of the chilled
seafood shopper opens up a whole host of male targeted flavours, cross-site promotions and
marketing opportunities.

Shopper Missions by Seafood Sector 2015

Health and quality are almost as

important to chilled fish shoppers as ™ Fresh Fish ™ Frozen Fish ™ Canned Fish
price with 64% of shoppers claiming it is

worth paying extra for higher quality. N .
The Chilled Shopper Mission - 55 13
The Shopper ‘Mission’ is simply the
reason for the shopping trip. The ‘main
shop’ is the key mission for chilled 128 127
seafood shoppers (39.5%), followed by i 67 .
a top up shop (35.1%). Chilled seafood [ . [
is most often bought on a pre-planned For Main TopUp  Specific
or impulse ‘meal for tonight’ mission, Tonight Shop Shop Journey

intended for immediate consumption or
later that same day. This pattern occurs
less with other proteins. For the chilled
seafood shopper, the decision to buy is
more likely to be influenced in store, often
with aspecificmeal inmindand the gy [imeeno | O
seafood purchase is likely to influence the srocery category average of 10%

other ingredients; offering opportunities O | | e
for instore shopper marketing, e T shoppers o prce. e
promotions and fixture (point of sale).

Key IGD Chilled Fish Insight and Opportunities

11% of claimed last trips for fresh fish were online, retail partners to e r online offer?
compared to an average of 7% of all grocery trips.

Fresh fish over ind online pared to the Do you have an o el strategy for
e grocery category fresh fish? Are yo with your key

Ethics are important to fresh fish shoppers GG i e e Gl
) e dentials to sh -Ste ]
° Fresh fish ranks 3" amongst all grocery categories in Credentials £o S ‘?:':;:;e storeas wellas
which ethics acts as an important purchase driver. y




Chilled Seafood Channels

Supermarkets (main estate) are the primary channel for chilled seafood. Around 80%

of shoppers use main estate to buy chilled seafood, followed by larger format stores
(hypermarkets) then discounters and convenience stores. But, the main estate channel is in
decline, with shoppers turning to convenience and online in recent years. The challenge is to
grow seafood in these strongly performing channels.

Online used to be more attractive to frozen and ambient seafood shoppers, but over a five
year period online has seen positive growth across all chilled seafood channels. Chilled

natural seafood performed the strongest growing online sales by over £16m in the five years
to May 2015.

The growing convenience channel offers the greatest potential for chilled seafood. Successful
products should focus on quality, taste, health and convenience; utilising smaller formats and
trending flavours. Cross-linked promotions would target wine and healthy accompaniments
including fresh vegetables.

. |
Chilled Seafood Growth in Online (Value change

HOW TO GROW THE FISH CATEGORY BY CHANNEL £000 5Yrs to 2016 - Kantar)
Online Convenience Main Estate 18000 -
Target family weekday Target small HHs with small A::':";:dﬁm m;"ﬂ? 16000 -
evening meals with large formats with a focus on the ﬂm sizes. Focus on the
formats suitable for the whole weekend evening meals . evsninsel )
family. Be part of tasty, filling, Aim to increase the value of bout
healthy and practical meals the fish occasion by h‘:;m;::'::m_ ht:":
where you focus on fish pies, providing products that are ﬂl fillin " gl ’
pasta dishes and link with practical and healthy in one h Jm’ ith thg bi
potatoes, chips, pies and ice go. Link with fish pies, baked ésl‘llr:iiswhes a:d iggest
cream. potatoes, fresh veg and wine. a paniments j
Family packsizes and/or Shoppers are exposed to \
multibuy deals are vital to Added value is largely the only many more areas within the
grow the trip spend in the area achieving sustained main estate. Ensuring the fish
online marketplace. Frozen, growth. Assisting retailers with gets its fair share of the shelf
which trades well on line is innovation and current flavour is important to offer
generally promoted on price, trends will be vital to category variety...However, there is a
however, online this is less of growth. still a growing market, even in
an issue. main estates for added value. kL
/ FRSH FRSH FRSH FRSH FRSH FRSH
Added Battered Breaded Natural Shellfish Smoked
Value

Purchase

The shopper view of the chilled seafood fixture is generally positive. Shoppers favour fixtures
that are easy to navigate, where products are attractively presented and easy to find and
pricing is EDLP (Everyday Low Pricing). If a specific chilled seafood is not available, shoppers
may be tempted to buy another chilled option, but are less likely to accept either frozen or
ambient as a substitute: hence ensuring stock on shelf is important to retain the sale.

The key to successful seafood products in online is meeting the need for larger format, tasty,

filling and healthy mid-week evening meal solutions.

General purchase drivers favour products that are easy to cook, with chilled seafood shoppers
specifically looking for attractive packaging and product, alongside packs of a convenient size.
The trend for polarisation in household size towards single households and larger households
could be used to steer pack size strategy.



Seafood shoppers want more recipe inspiration, but report being intimidated by asking an
instore fishmonger. The percentage of pre-packaged seafood has grown strongly in recent
years.In 2017, 93% of seafood was sold in prepack, rather than from the counter.

The chilled shopper has a strong desire for more inspiration, is more open to trying new
species and is more receptive to messaging around provenance and responsible sourcing.
Key barriers to purchase at fixture (point of sale) are smell and presentation of fish with
eyes and heads. Therefore retailers should ensure the fish has sufficient freshness quality
to prevent unpleasant odours. Shoppers are unsure on portion size and how to choose fish
with adequate freshness quality; in addition they are put off trying new species due to the
fear of wastage. Chilled seafood shoppers are much more open to browsing the category
compared to chilled meat shoppers (IGD); opening up significant opportunity to educate
the shopper and brighten the seafood shopping experience. This could take the form of
guides or an interactive fixture; or cross siting to bring together key recipe ingredients
into one place to make it easier for the shopper.

Recently, the grocery landscape has been shifting to a position of simplicity; the number
of stock keeping units (SKUs) at fixture being pared down to the core lines that perform
well; and the complexity of the multitude of different types of promotions are being cut
and simplified in favour of total price reduction (TPR). In 2015 the dominant chilled fish
promotional mechanic was strongly Y for £x with TPR promotions at only around 23% by
volume. Better performing promotions for chilled fish may be the meal deals and cross-
linked promotions with key ingredients.

Eating

Chilled seafood is typically eaten by adults at a dinner/tea occasion, although lunch
features more for chilled seafood than other formats. Chilled seafood shoppers are split in
that some find it hard to cook well, whilst others find it easy to cook. Many are put off by
handling and preparing the seafood, uncertainty over cooking time and perceived safety
issues. Again the greatest barriers are unpleasant smell and overly fishy flavours, which
are both indicators of low freshness quality. Another big turn off for shoppers is the fear
of bones. When it comes to accompaniments, chilled seafood is most likely to be eaten
with salad. Key flavour trends filtering down from foodservice remain as American/ South
American (especially Mexican) and Far Eastern. Key flavours are lemon, garlic and chilli.
Growing formats are smoked, sushi and ‘poke’ a Hawaiian raw fish salad ‘superfood.




W.LZCF

NS CF WL.LVF

Wy s3 7 We L3

dSYHOHNd |+

puUE JINOABY SSBIppe 0} pasu
pUE ‘00} }B3 SpDy SE ||E J0J
a|geyns punose Bunabie];

osje pue (1auuip isnl jou)
3sn UOISEDJ0 jNW punole
paysnd ag p|no2 anjep

Buipnjoul seapi yum yieay
® Inoaey “dsa adusuadxa
Buiea anyisod dn jeiQ

pue uonoesies * juswholus
‘aouauadxa Buijea punoie
SS3IPpPE 0] SaNSSI AWO0G

pue ejsed ‘aoau ‘Ban punolg
paseq sjeaw Buiuasa
pajejuauio ynpe jabie)

%01
‘A|jesauab opury abpajmousy ‘Bunebiey pasodoid  ssadoid Bunabie} anoge} -Ayuejo azis pue daid yain ¢aoud Janaq 1e ysy sayie  SHIOOIHL
ajow Joj paau Jepiy  Woddns Jaypny uonendsuf poddns ued pue ojul Apdaupl  ‘uonesndsul ‘aBues sapimjuo abpajmouy e uoisuedxa
yum ‘Apnesian eiasiy) ojul / uonewuojul pue daid yoinb  spasy uonesidsul g sa123dsy uo snooy :sBuipuy snowaid] aiopada) ajqissod (s1abBu]
dej os 18661y A3y e 82u4 uo Seapl aIow 1o} aNsa(] uo asuepinb Jop ansa(g oyoa siabbuy pajeis) Koy ssauysay g adud
SUIaU0d Yljeay saysip, % aones ‘ejsed ‘8ouj ‘@NSS! |[8WS/IN0ABY SSalppe ‘Je|noiyed ul yyeay “S9JNES Spelw swoy \ | JANNSNOID

"8zIs 128102 pue Asuow

10} anjeA "}002 jo ases
— abessaw Bunjoois pue
Ayjesian ol sieAup a1

‘Buibessaw Bunabiey] -anjea jo ydasuod punose

‘mau Buylawos

uo snooj 8jos aq Apeajd| asn papusixe punoie ag o
ysnw j1onpoid os Ayayioads fpasau pjnom sndoj 0S “S1aAl
1onpoid si Janup 810 ey ate Ayoyioads pue anjep

Jayo o} adoas pue azis ybu
‘)00 J0 asea —dn |eip pue
UO SN0} 0} SIBAUP JE3|D)

"SE8pI |BAW punole

dn asayj |eip — uoljejuasaid
'9ZIS ‘)002 JO 3SEd SISALP
pajejuslo [eall uo SnJ04

Sd3AI-Ed

“suoisioap ayew djs

0] UOI}EINPa pPUB B3JUEPIN

a10)s Ul loj paau os ‘sbBuiy
Jayjo Buuapisuod aq ||

¢Mamal pjnod os Buyaqef -aoueape ul 1abie} 0] pasu
¥ Aupgisia 1onpoud puetbuiysnd pajuem jeym puy oy
Buioud punose asusuadxal Asea pue Buyihue sapisuod
anysod e jo ssa JUOM — puiLl 3281} 3UQ

"2101S
ut Bunsodubis Jasea)s oj

10U puy jo asea pue ApjiqIsiA

paau sdeylad os ‘Buons sel punose asopadal yayals oS

‘poob sI @ouauadxa ||elan))
“aInxyoed uo seapl |eal

pa|iy2 J8ylo iapisuod Ae

J4N1X14 1V

il

Aynesian uo ai01s

ur sbessaw — 1dasuod |eaw
8s00| yum A3y 1onposd

UO SUOISIJ8p 810)S U]

‘doys 03 Buipab jo aoueap "SEap! [BaW pUNOJE

ui 1onpoid pue |esw u
papidap aAey SE awoy ay
ul siaddoys o0} yeads 1sn

19bie] awoy ui os 810}
01 Buiob 0y Joud umouy a
01 Aja3j| |eaw pue 1onpol

‘alay palsinbal ag

JIm Buibe s S8LU PUE N0 PUB)S
0S 3INiXy Je pue a10}s ul Afax!
alowW yanw £ng 0} uoisRa(

"sn2oj A8y SE Ysy yim swo
ayl ul siaddoys 1abie} o
doys jo s2ueApe Ul umou
|eaw pue jonpoid oyoed

ERNERREY
DED
e

“Ajjeayioads alow
13))y abpuy s swysiuaidal
Jjo eapi 18bie} 0s pajejusuo
Buryoois pue uoissiwu abieq

‘uondwinsucd sjeipaww|  |enuassa isiyysiuajdal se

punoie seapi uondwnsuod pue [eaw Jy12ads ‘suoISsiW
pue suoissiw Jabie| 1abie

"}|nsal e Se snJ0j 810]S Ul

pue sjeaw oyoads| eapt ysnd 8'1 — dn Bupjoois} ajow annbal |m — asindwi

pue sduj3ainb uo Ajayi

1abie| 1061e] 01 paapjos uanup [EaWw Jyads ssa

‘Aay sdeysad sadioas mau o
SESpI [EAW dleIpaLWWI pu
Jyioads punole suoissi
Jabie| 1ab1e} 0] pas

NOISSIN

"uoijeanpa pasu ‘ysaly se
UaZoy 9as ‘aoU3PYUOD YIB
PUE 3002 0} Japley Se }l 8as
‘Apood a102s Inq 1S1| 8Y} LD

"3]IN0AB} SE pUB [BID)BUSq

Aay e pabebua ssa

“yiom sannbal abewn osfuisjoid Jayjo sA ajuNoAe) SB

“1oip ul Aoy se aiowl| 81UNOAE} B JO SS3| pue isi| uof ysy Jo eapl ysnd 0y asow op
uoysod o} paau — ssaaup]aq 03 Ayl SS8] ‘usAup adud] 1snw 0S SS8| 151 UO puE Jalp
Inq juawabebua abesany| ul A3y ssa| ‘Jyauaq ssa| 985

‘Bunuawuadxa g abpamou
saldads yoiaJlis 01 00| ‘Aa
Ayenb g Ayjiqeuieisns |

jo pajonap/pabebua jso

EERE SNMvidd | aadows | anivAa3aay | IVENLYN

SNOILVYANININODIYH 8 AMVINIANNS AINYNOr Y3ddOHS A3T1IHD -1IVL3A FHL




Data:

= Retail data: AC Nielsen Scantrack/Homescan: 52 weeks to March 25th
2017 (Scantrack excludes discounters and seafood sandwiches) (%) values
represent change from the previous year unless otherwise stated

Kantar World Panel Seafood Shopper Journey Report 2015

Kantar World Panel Seafood Channel Report 2016

Defra Family Food Survey 2015

IGD 2016 Category Benchmarks

IGD Quality in Focus 2016 Update

More Information:

For the full range of market insight factsheets, covering different sectors of the seafood
industry go to the Seafish website -
http://www.seafish.org/research-economics/market-insight/market-insight-factsheets

Information and insight is available free of charge for levy paying seafood businesses.

Click here to subscribe for the monthly market e-alert, and secure report access

Richard Watson e: info@seafish.co.uk Our Mission: supporting a
Seafish | Origin Way, w: www.seafish.org profitable, sustainable and
Europarc, Grimsby socially responsible future
DN37 9TZ for the seafood industry

T: +44 (0) 1472 252331 |
F: (0) 1472 268792
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http://seafish.us8.list-manage1.com/subscribe?u=87b1bda9e15e993468c50ac9e&id=9474d19d29



