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Chilled Seafood In
Multiple Retall 2016

Chilled natural seafood (plain fillets or shellfish)
dominates the British retail seafood market. Chilled
seafood has grown over both the long and short term,
expanding market share at the expense of frozen and
ambient. Chilled sushi, dusted, and fingers are the
rising stars of the chilled sector.
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Historic 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 steadily since the 1980’s until recession hit in
2007. The relatively high price of seafood meant it struggled to compete with cheaper everyday
proteins. After a couple of years of austerity, retail shoppers became polarized, saving money where
possible on basics, but not averse to spending on treats. Austerity focused shopper priorities on value
for money, and the perceived ‘superior freshness, health and quality’ of chilled seafood resulted in
continued growth of the sector at the expense of frozen and ambient, despite a higher average price.
From 1993 to 2015 chilled seafood increased retail volume by 38% and value by 254%. In
comparison, frozen seafood volume fell by -12%, with value increasing by only 16%.
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Current Seafood Sector Performance Sector Value Share of Seafood 2016
In 2016, total GB seafood sales were worth £3.11bn (-0.2%), AMBIENT, £440M, CHILLED. £1 9810
R 14% S ’
with a volume of 329,096 tonnes (-0.8%) and an average (0.1%) 64% [+1.9%)

price of £9.45/kg (+0.6%) (AC Nielsen Scantrack: 52 weeks to
May 21st excluding discounters). Over the 8 years from May
2008 to May 2016 total seafood has been in price driven FROZEN, £685M,
growth, with volume down by -15% and value up by 15%, (7.6%)
pushing average price by 18%. Chilled seafood dominates
the GB seafood retail market by both value and volume with
sales worth £1.98bn (+1.7%) and a volume of 151,750
tonnes (+1.8%); with an average price of £13.06/kg (-0.1%).
In 2016, chilled seafood took a 64% share of the seafood
retail market by value and 46% by volume. Over the past 8 t;“:fg'”;;;ffgj
years, chilled has increased retail volume share by 29%,

whilst frozen and ambient have decreased by -8.4% and -
26% respectively.

Sector Volume Share of Seafood 2016

CHILLED, 152'000

FROZEN, 106'001
tonnes, 32%, (-2.6%

tonnes, 46% (+2.6%)

(Data: Nielsen Scantrack — 52wks to 21.5.16)
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Chilled Seafood KPI’s

In the 52wks to 21* May 2016, Penetration AWOP (Kg) | AvgSpend | . . -
more shoppers bought chilled % Freq 32w (E) 52w TripSpend |Price per Kg| Avg TripKg
seafood despite price increases. 23MAY 2015 %28 28 149 1160 40 78 05
Chl”ed SeafOOd KPIIS ShOW TOTHL 21MAY 2016 9.7 294 152 1181 41 18 05
L . % Ch 01 21 18 27 08 07 Y
penetration is high, with 80% of e
shoppers buying chilled seafood. BUAY015 | 803 180 75 785 7 105 04
Compared with the previous CHILLED | 21MAY 2016 805 188 7 820 43 107 04
year, more shoppers are buying Y% Change 02 52 31 45 08 13 20
chilled seafood, more often, but
ith ler baskets. Buvi Z3NAY 2015 8.1 109 61 7 33 58 06
with smaller baskets. Buying on FROZEN | 21may ot 870 108 6.1 368 34 ) 08
average 0.4kg of chilled fish per % Change 01 04 03 32 8 28 00
trip spending £4.30. On average
shoppers bought chilled seafood 23NAY 2015 789 91 58 27 25 58 04
19 times per year, spending a AMBIENT | 21MAY 2016 800 80 40 215 24 54 04
’ % Changa 0.1 A5 18 53 29 T 34

total of £82, equating to 7.7kg.
(Data: Nielsen Homescan — 52wks to 21.5.16)

Chilled Seafood Segmentation Performance

It is the chilled natural (simple unprocessed seafood) segment which takes the largest share by both
volume (40%) and value (59%) of the chilled seafood sector. By driving growth in this sector over both
the short and long term, chilled natural ultimately drives the GB seafood market. In the 52wks to 21*
May 2016, chilled natural was worth £1.17bn, with 72,054 tonnes. Chilled prepared (15%), chilled
meals (7%) and chilled sauce (5%) are ranked second, third and fourth, respectively by value share.

Over the long term (8yrs to May 2016) chilled natural, cakes, breaded, sushi and fingers have all been
in growth; chilled fingers achieving a 420% increase in volume, albeit from a small base. Chilled
sectors in decline over the long term included chilled prepared, sauce, and batter. Over the short
term (52 wks. to May 16) many chilled segments were in growth with dusted (a recently coded
segment) showing strong volume and value growth, being perceived as a healthier and flavorsome
alternative to breaded and battered. Chilled sauce, cakes, breaded and sushi were in decline.

Segment Share of Chilled 2016 (value) Long & Short Term Segment Volume Trends
(2016 vs 2008)
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(Data: Nielsen Scantrack — 8yrs/52wks to 21.5.16)
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Long and Short Term Chilled Segment Performance
Value Sales £ ('000) Volume Sales (tonnes) Price per K
% Chg % Chg % Chg
% Chg | 2 % Chg | 2 2
2014 2015 2016 Yi 9 ggsigs 2014 2015 2016 Yi 9 28?:‘ £/Kg 2016| % Chg YA gg‘ig’s
(8YA) (8YA) (8YA)
FISH 3,145,194 | 3,114,909 | 3,109,330 -0.2 15 341,208| 331,599 329,096] -0.8 £9.45 0.6 35.9
CHILLED 1,917,487 | 1,947,933 1,981,338| 1.7 29 151,310/ 149,055 151,750 1.8 £13.06 -0.1 18.0
CHILLED NATURAL 1,143,265 1,153,321 | 1,169,616| 1.4 41 69,990| 69,461| 72,054| 3.7 £16.23 -2.2 22.6
CHILLED PREPARED 259,989 | 278,233| 291,592| 4.8 21,491 21,649 22,277 2.9 £13.09 1.8 17.7
CHILLED MEALS 126,504| 128,320| 140,164 9.2 18,730 18,626| 19,890 6.8 £7.05 2.3 9.5
CHILLED SAUCE 111,676| 114,727| 108,264 -5.6 10,962| 10,428 9,478] -9.1 £11.42 3.8 76.5
CHILLED CAKES 95,628 90,329 83,787 -7.2 45 12,042| 11,414 10917 -44 49 £7.67 -3.0 -
CHILLED BREADED 84,906 78,259 73,834| -5.7 57 10,583 9,454 8,278 -12.4 38 £8.92 7.7 13.8
CHILLED SUSHI 64,014 71,534 69,599| -2.7 88 4,672 4,951 4,773 -36 73 £14.58 0.9 8.4
CHILLED DUSTED 21,737 24,128 29,046 20.4 N/A 1,984 2,206 2,588 17.3 N/A £11.22 2.6 N/A
CHILLED BATTER 8,241 7,240 11,449| 58.1 677 654 1,001] 53.0 £11.43 3.4
CHILLED FINGERS 1,527 1,842 3,988| 116.5 179 213 494] 131.9 £8.07 -6.6 28.0

Chilled Seafood Species

Salmon dominates the chilled seafood

segment with a 46% value share, selling
nearly four times its nearest competitor in
both volume and value (smoked salmon
makes up 36% of chilled salmon sales by

value). Chilled cod is the next most popular

with 11% value share, followed closely by
warm water prawns (10%), haddock (8%) and
cold water prawns (8%).

The consumption of traditional whitefish

species has been in steady decline since the

1980’s, whilst salmon and other

(Data: Nielsen Scantrack — 8yrs/52wks to 21.5.16)

Top 10 Chilled Species Share (value) 2016

MACKEREL
CHILLED, £67.3M,

1%

MIXED SEAFOOD

£124.9M, 8%

COLD WATER
PRAWNS CHILLED,
£128.1M, 8%

£137.7M, 8%

CHILLED,

HADDOCK
CHILLED,

SEA BASS

CHILLED, £48.3M,

3%

TUNA CHILLED,
/ £40.5M, 2%

TOTAL SALMON

CHILLED
46%

aquacultured seafood species have grown in
popularity. Chilled whitefish consumption fell
-58% from 1980 to 2013, compared to chilled
salmon up 232% (Defra family food). Chilled
salmon continued to grow through the
recession despite being 34% more expensive
than cod in 2016. But, lower prices and
improved availability had driven cod
consumption in recent years. In the 52wks to
21% May 2016, chilled cod was worth £176m,
with 14,134 tonnes, with volume and value
increasing by 21% and 33% respectively,
since 2008.

Over the long term (8yrs to May 2016) chilled
salmon, cod, haddock and seabass have been
in true growth. The only chilled species in full
decline were, tuna and trout and mixed
seafood. Price changes have influenced the

Volume Change (%)
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Long & Short Term Segment Volume Trends
(2016 vs 2009)
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majority of species trends since 2008, where significant price increases have impacted negatively on
volume sales. Most of the top 10 chilled species have experienced double digit inflation over the past
8 years, notably cold water prawns (+48.1%) and mixed seafood (+81.5%). Only cod, haddock and
sea bass showed a fall in average price of -9.2%, -1.8%, and -4.3% respectively. Over the short term
(52 wks. to May 16) most chilled species were in full growth, with the exception of cold water
prawns, mackerel and trout.

Long and Short Term Chilled Species Performance

Value Sales £ ('000) Volume Sales (tonnes) Price per K
% Chg % Chg Awg Aé’]g%
% Ch 2008 vs % Ch 2008 vs |Awg Price | Price %
2014 2015 2016 A g 2016 2014 2015 2016 A J 2016 Vgom S 22(;2 gs
(8YA) (8YA) 2015 | oop)
FISH 3,145,194 | 3,114,909 | 3,109,330 0.2 15| 341,208 331,599] 329,096 0.8 -15|  £9.45 0.6 36.0
CHILLED 1,917,487 | 1,947,933 [ 1,981,338 1.7 29| 151,310 149,055 151,750 1.8 10 £13.06] -0.1 18.0
TOTAL SALMON CHILLED 715,404 | 751,647 762,211 1.4 59| 40,934 43,032 45,823 6.5 40| f£16.63) -48 13.6
COD CHILLED 176,301 175,703| 175,687 0.0 21| 13,808 13,862 14,134 2.0 33 f1243) -19
WARM WATER PRAWNS CHILLED | 156,706 155,527 | 172,871 11.2 19| 10,172 8,925 10,444 17.0 2| f£1655] 5.0 21.2
HADDOCK CHILLED 144,602 [ 133,054| 137,722 3.5 4 12204 10,995 11,474 4.4 6| f£12.000 -08 1.8
COLD WATER PRAWNS CHILLED 132,980 131,449 128,057 -2.6 4 11,663 10,707 9,579] -105 30| £13.37 8.9 481
MIXED SEAFOOD CHILLED 113,599 120,096 124,922 4.0 13,745 13,967 14,418 3.2 £8.66 0.8
MACKEREL CHILLED 74719| 71,173| 67,277 55 9,418 9,129 8,614 5.6 £7.81 0.2 27.9
SEA BASS CHILLED 37,193| 41,989 48,297 15.0 2,600 2,845 3,086 8.5 £15.65 6.0 4.3
TUNA CHILLED 39,305| 39,192| 40,501 33 2,745 2,756 2,852 35 35|  £1420] -01 23.8
TROUT CHILLED 33,675| 34494 34,130 1.1 3,290 3,107 3,041 21 39 £11.22 11 27.0

(Data: Nielsen Scantrack — 8yrs/52wks to 21.5.16)

The Chilled Seafood Shopper

For seafood the shopper is usually also the consumer, although, there are some disconnects around seafood products
aimed at children, for example, coated fish shapes. One reason for the continued growth of chilled seafood despite its
relatively high average price, may be down to a strong shopper focus on value for 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 the surrounding issues like
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
often not being able to see the product through the packaging.

The Chilled Seafood Shopper Journey Shopper Missions by Seafood Sector 2015
Seafish recently commissioned Kantar to carry out two B Fresh Fish B Frozen Fish ® Canned Fish
studies to determine why, how, when and where people
buy seafood. Combined with previous Seafish shopper 52.2
research and the Institute of Grocery Distribution IGD 8.7 45 .2
benchmarking of the seafood shopper, the insight can then 39

- . ! %_7.3
be used to guide NPD, marketing and sales strategy. 35!

Chilled Shopper Missions

The Shopper ‘Mission’ is simply the reason for the 12.8 12.7
shopping trip. The ‘main shop’ is the key mission for chilled 3 6.74 3
seafood shoppers (39.5%), followed by a top up shop I 817 I. )
(35.1%). Chilled seafood is bought on a preplanned or

impulse ‘meal for tonight mission’, intended for immediate For Main Top Up Specific

Tonight Shop Shop Journey

Kantar World Panel 2015
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consumption or later that same day, more so than other proteins. For the chilled seafood shopper, the decision to buy
is a little more likely to be influenced in store, often with a specific meal in mind and the seafood purchase is likely to
influence the other ingredients; offering opportunities for instore shopper marketing, promotions and fixture.

Chilled Seafood is a Male Orientated Purchase,

IGD surveys highlight chilled seafood as being unique
bought for the shopper only

compared to other chilled proteins in that the shopper is
younger, predominantly male and more affluent than the
buyers of other chilled proteins. Typically living in a household with young
children, but 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.

The view on the chilled seafood fixture is generally positive, favoring
fixtures that are easy to navigate, where products are attractively
presented and easy to find and pricing is EDLP. If the specific chilled
seafood is not available chilled seafood shoppers are less likely to accept
either frozen or ambient as a substitute: hence ensuring stock on shelf is
important to retain the sale.

Fresh fish shoppers
% Female
Average age

48%
43.4
30%
29%
17%

% 18-34

% AB

% DE

% in 1&2 person
Household

% with children
under 18

General purchase drivers favour products that are easy to cook, with chilled
seafood shoppers specifically looking for attractive packaging and attractive
product, alongside packs of a convenient size. The trend for polarization in
household size towards single households and larger households could be
used to steer pack size strategy. The chilled shopper has a strong desire for
more inspiration, is more open to trying new species and is more receptive

45%

47%

to messaging around provenance and responsible sourcing.

Chilled Seafood Channels

Supermarkets (main estate) is the
key channel the chilled seafood.
Around 80% of shoppers use
supermarkets to buy chilled
seafood, followed by larger format
stores (hypermarkets) then
discounters and convenience
stores.

The IGD also report that in 2015,
the online channel attracted a
relatively high proportion of chilled
seafood shoppers. Previous studies
have shown the online channel
being more attractive to frozen
and ambient seafood shoppers, as
chilled shoppers have preferred to

choose chilled seafood themselves.

HOW TO GROW THE FISH CATEGORY BY CHANNEL?

Online Convenience Main Estate
Target family weekday \ Target small HHs with small f Accommodate with a wide\
range of formats for all

evening meals with large
formats suitable for the whole
family. Be part of tasty, filling,
healthy and practical meals
where you focus on fish pies,

pasta dishes and link with
potatoes, chips, pies and ice

cream. /

Family packsizes and/or
multibuy deals are vital to
grow the trip spend in the

online marketplace. Frozen,
which trades well on line is
generally promoted on price,
however, online this is less of
an issue.

. /

formats with a focus on the

weekend evening meals .
Aim to increase the value of

the fish occasion by

providing products that are
practical and healthy in one
go. Link with fish pies, baked
potatoes, fresh veg and wine.

occasion sizes. Focus on the
evening meal and
communicate about the
biggest fish needs; taste,
quick/easy, filling and
healthy. Link with the biggest

fish dishes and
8 /

Added value is largely the only
area achieving sustained
growth. Assisting retailers with
innovation and current flavour
trends will be vital to category
growth.

accompaniments.

/ Shoppers are exposed to
many more areas within the
main estate. Ensuring the fish
gets its fair share of the shelf
is important to offer
variety...However, there is a
still a growing market, even in
main estates for added value.

<

As main estate is the biggest part of the market, its fish reaches all age and gender groups, but has a small bias towards
the over 55s. Chilled added value and chilled smoked fish overtrade in this channel. Frozen has declined heavily over the
last 5 years with chilled natural specifically driving the market.
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To be expected, the convenience channel over indexes in seafood that is ready to eat or ideal for ‘meal for tonight’
predominantly chilled breaded, chilled shellfish, smoked seafood, with chilled added value generating most of the
growth over the past 5 years.

Purchase

Key barriers to purchase at fixture are smell Chilled is a little less about price cuts although this is a small difference
and presentation of fish with eyes and heads.

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
. . ey . Total Crillad Figh
quality; in addition they are put off trying
new species due to the fear of wastage.

Seafood shoppers want more recipe
. . . . . . . Meal Deal
inspiration, and report being intimidated by

asking an instore fishmonger. There is E,?Fm
significant opportunity to educate the TotalFrezen Fisn 0
shopper and brighten the seafood shopping Ciher Promezans

experience, in the form of guides or
interactive fixture; 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.
Number of 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.

TPR

MHiBuy

¥ far£x

[ 3 n B = E 1] n a5 a

- Wiolume Share E

Key IGD Chilled Fish Insight and Opportunities 2015

rlnsight: There is a wilingness to pay ) Implication: Are you meeting
extra for higher quality fresh meat and shoppers’ expectations for higher
fish quality products?
.
Insight: Shoppers are more Implication: What are you doing to
engaged with fresh fish than fresh make fresh meat more engaging for
meat in-store shoppers? Are you doing all you can to
9 inspire shoppers with meal solutions?
. . Implication: How can you
Insight: Innovation does not ensure that your NPD plans are
appear to be keeping up with keeping up with shopper
shopper interest in new products expectations?
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, and uncertainty over cooking time and perceived safety
issues. Again the greatest barriers are unpleasant smell and overly fishy flavours, 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 in 2015 were Asian, American and South American flavours.




July 2016

Seafood Information Fact Sheet: Chilled Seafood in Retail 2016

W. i3 NG CF

W.LvF

WYy GF WZ L3

‘Ajessuab ojul ; abpajmouy ‘Bunyabie) pasodoud
2I0W 10} pasu Japl
YUM ‘AJIiesisa eI siyp ojul| / uonewojul pue daid 3ain

de} os 1266113 A3y B 32114 uo sespl alow 1o} 241sa

‘ssado.4d Bunabie} snoqe

uoddns Jsyuny uonelidsulioddns ued pue ojul Apoadip

spaa) uonelidsul R saloads
uo aouepinb 1oy alisa(

‘Alelo azis pue daud yoinb ¢9o1d 1apaq e ysi 1ayjo

‘uonesidsul ‘sbuel Japimiuo afpajmouy BIA uoisuedx
uo snooy ‘sbuipuly snoiasid] ai0uadal a|qissod (siab61
oyoa siabbiy pajers Aoy ssauysal @ 32U

D 8 25

Suladuod yjeay| ssysip, B aones ‘eysed ‘a014

pue InoAel) ssalppe 0} paau]l Buipnjoul SEapl Yum yjeay
pue ‘cojjea spi se ||elo)] R InoAel “dsa aousuadxa
a|qeuns punoJie Bunabie] | Bunea aniisod dn jeig

"8NSSI [[SWS/INOAB] SSaIppE
os|e pue (Jauulp 1snljou)
8SN UOISEJD0 [}NW punoJe
paysnd aq pjnoa anjep

"Jejnaiyed ul yyes "S90NES apEW aWo

pue uoioejsiies ‘ JuswAolus pue ejsed ‘aou ‘Ban punold
‘2ousiiadxa Bunes punol paseq s|eaw bBuiuan
SS9IpPpE 0] SaNSs| AWO pajejualio ynpe 1abie

LN © 0O

"9ZIS }99.100 pue Asuow
1o} an[eA Y009 jo asea

— abessaw Bunooys pue
AJl|3ESIaA OJUIl SISALIP 311

‘Buibessaw Bunahiey

uo sno0y 3|0s aq Alles|o
1snuw jonpoud os Ajoiyioads
jonpoud s| JaALp 8100

"anjeA jo }daouod punoJe
8SNn papuajxa punole ag 0}
98U p|NOM SND0} OS ‘SISALIP
2y ale Aoioads pue anjep

‘mau Buiyiswo

Jayjo 0} adoas pue azis bl
}009 jJo asea — dn |elp pu
UQ SND0} 0} SISALIP JE3|

"SESQPI [ESW punole

dn asay} |elp —uonejuasald
‘9Z1S )00 JO ISES [SISALP
pajejusiio [eaw uo snoo-

‘suoisioap ayeuw diay|

0} UOIJEONPa pue aouepinb
2101S Ul 10} paau os ‘sbuiy}
Jayjo Buuapisuod aq [IAA

iMalIABl pinod os Buljjage
3 AJlligisiA yonpoud pu
Bulold punole sousuadx

aAljisod e jo ssa

"@oueApe ul }abie} 0} pasu
Buiysnd pajuem jeym puly o}
Ases pue BuiyiAue 1apisuod

JUOM — puIlW Y}2Bl} aUQ

"210}

ul Bunsodubis 1a1ea|d 10
paau sdeylsad os ‘Buosis s
Jou puly Jo asea pue Ajiqis!

‘poob s1 aouauadxa |[elan
"ainxypoed uo seapl |ea

punoJe allopadal yojels o
pallyo Jayjo Japisuod Ae

AJljjeSIaA uo 210}s

ul abfessaw —1dsouod |eaw
9500| yum A@y1| 1onpoud

UO SUOISIOap 310}S U|

‘doys o} Buipiab Jo ssuenp
ul Jonpoud pue |esw u

paploap aAeY Se awoy ay

ul siaddoys o3 yeads jsh

"SEapl |[eaw punole

}ebie} awoy ul 0s a10}s
0} Buiof o} Joud umouy aq
0} A8y |[eSwW pue }onpo.id

"aJay paJinbai aq ||i
Buibessaw pue jno puels o
aInjx1} Je pue a10}s ul Aj@yI
alow yonw Ang 0} Uoisioa

"SN20} Aa) SE Ysl} YiIM awo
ay} u siaddoysisbie; o
doys jo soueApe Ul umou
[esw pue jonpoud aiosd

Q= @ S 1= 0w 0 10O oo o

‘Aleswioads alow
Ja||1i abpuy / Juswysius|dal
Jo eapl }1abie} 0s pajejuallo
Bunjools pue uoissiw sbieT

‘uoipdwnsuod sjelpawiw

pue sjeaw dy10ads

punoJe seapl uoidwnsuod
pue suoissiw Jablie| 1ahie

‘lenuassa jsijysiusidal se
eapl ysnd ‘a'1 — dn Bupjools
pue [eaw 210ads ‘SUOISSIW

1abie| 1961e] 0] paaN|0s UaALp [eaw J110ads ssaT

‘KoY sdeyiad sadioal mau o
SEeapI |[ESW 3}eIpawiwl pu
o1j10ads punoJe suoIssi
lablie| 1ab1e] 0] pas

"Jnsal B SE SN0} 810}S Ul
alow alinbal M — ss|ndwi
pue sduj 3¥oinb uo K@y

‘uonjeonpa pasau ‘ysall sej
UaZoJj 995 ‘90Uapljuo9 yoe
pue 3009 0} Japiey se )i mmn“

"9]1INOAR) SE pUE [eldljauaq
‘121p Ul A2y se alow

‘Auood 2109s 1ng 1Sl sy u Aoy ein pabebua ssa7

Hlom mm.__JUQ._ mmm_.._.___ 0s C_mu_.O._Q 12l0 SA 3]lINOAE)} SE .mC_”_.CmE_._MQKm 2 mmﬁm_..soc

JINOAE} B JO SS3| pUE }si| uojysi jo eapl ysnd o} aiow op
uoysod 0} pasau — siaAlp|aq 0} Al SS8| ‘UsALp 221id] }snw 0s sS3) }S1| UO pue }JalIp
1nq uawabebus sbelaAy] Ul Aa) SS3| ‘JjauUa( SS3| 239

saloads Yyojaays 01 yoo| ‘Ae

Ayiienb g Ayijiqeureysns ||
10 pajoasp/pabebus 1so




Data:

e 2016 Retail data (AC Nielsen Scantrack/Homescan: 52 weeks to May 21st (excludes discounters and
seafood sandwiches) (%) values represent change from the previous year unless otherwise stated

e Kantar World Panel Seafood Shopper Journey Report 2015

e Kantar World Panel Seafood Channel Report 2016

e Defra Family Food Survey

Further Reading —

o Seafish Q2 Retail Summary Report 2016

o Seafish Seafood Consumption Fact Sheet 2015

o Seafish Factsheet Cod 2016

o Seafish Factsheet - Haddock Industry 2015

o Seafish Factsheet Prawn and Shrimp Industry 2015
o Factsheet - Tuna Industry 2014

Individuals working full time for a Seafood businesses can apply to access Seafish Retail, Foodservice, Shopper and
Trade Reports directly. Click here subscribe

R Watson F: (0) 1472 268792 Our Mission: supporting a profitable,

Seafish | Origin Way, Europarc, e: info@seafish.co.uk sustainable and sociall_y responsible
Grimsby DN37 9TZ w: www.seafish.org future for the seafood industry

T: +44 (0) 1472 252331 |


http://www.seafish.org/media/publications/temp_secure/default.asp?FolderSpec=%2Fmedia%2Fpublications%2Ftemp_secure%2FRetail+Market+Data%2F2016+Nielsen+Retail+Data%2FQuarterly+Retail+Summary+Reports&sort=2
http://www.seafish.org/media/publications/temp_secure/default.asp?FolderSpec=%2Fmedia%2Fpublications%2Ftemp_secure%2FSupply+Chain+and+Market+Overviews%2FSeafood+Industry+Factsheets&sort=2
http://www.seafish.org/media/publications/temp_secure/default.asp?FolderSpec=%2Fmedia%2Fpublications%2Ftemp_secure%2FSupply+Chain+and+Market+Overviews%2FSeafood+Industry+Factsheets&sort=2
http://www.seafish.org/media/publications/temp_secure/default.asp?FolderSpec=%2Fmedia%2Fpublications%2Ftemp_secure%2FSupply+Chain+and+Market+Overviews%2FSeafood+Industry+Factsheets&sort=2
http://www.seafish.org/media/publications/temp_secure/default.asp?FolderSpec=%2Fmedia%2Fpublications%2Ftemp_secure%2FSupply+Chain+and+Market+Overviews%2FSeafood+Industry+Factsheets&sort=2
http://www.seafish.org/media/publications/temp_secure/default.asp?FolderSpec=%2Fmedia%2Fpublications%2Ftemp_secure%2FSupply+Chain+and+Market+Overviews%2FSeafood+Industry+Factsheets&sort=2
http://seafish.us8.list-manage.com/track/click?u=87b1bda9e15e993468c50ac9e&id=991bbb0bb6&e=fb014ac013
mailto:info@seafish.co.uk
http://www.seafish.org/

