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Today's Consumer:
• Knowledgeable / Informed
• Discerning
• Intelligent / aware
• More adventurous
• Health conscious

• UK Seafood Consumption > £4 billion
• UK fleet Supplies 19% of volume
• UK sales of fresh fish now more than frozen
• Demand from export markets also increasing





The Foodservice Industry

Source: TNS FFP Complete

(Meals eaten out of home)

Total consumption of main meals eaten out of home have increased by 4% year 
on year, but if we look at main meals including seafood, we are seeing a healthy 
growth of 9%. 

Summer 2003 - Summer 2004 - %
Spring 2004 Spring 2005 Change

Total main meals
(including carry home) 3178.6 3293.2 4

Total seafood main meals
(including carry home) 466.7 508.7 9

Millions of meal occasions



• Perceptions of Scottish seafood
– Good industry reputation
– Clean unpolluted waters
– Association of scenic country with all food 

products
– High value species
– Good logistics – quick to market
– Good processing support



Despite this we still have some way to go

– Inconsistent quality 
– Failure to be market facing
– Supply chain inefficiencies
– Lack of consumer awareness
– Negative image of the seafood industry
– Failure to recognise we are competing in a global 

market
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Trade Organisation set up in 1999 “by the industry for the 

industry” 
� Board Consists of:

• Fishermen’s organisations & federations 

• Processing organisations and federations

• Observer status – SEERAD, SE & HIE

• Deal with wild caught sea fish & shellfish 
• Non-political
• Work throughout the supply chain with fishermen, pr ocessors, 

retailers, food service companies, caterers and con sumers
• Funded mainly on a project-by-project basis through  FIFG, 

SEERAD, Seafish, Scottish Enterprise (SDI, SE, Scot tish Food 
& Drink), HIE & industry
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• Strength lies in “hands on” approach with industry, g iving credibility in all 
sectors
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Consumer attitudes: the eating out survey
• Undertaken by Seafish, completed Jan 2006
• People in the UK are eating out more often 

but wanted to ascertain:
– Why eating out?
– What influences meal choice & location?
– Why do they/do they not choose a seafood dish?
– How their seafood consumption differed in 

home or out home?
– What would encourage them to eat more 

seafood out of home?



Findings relevant to provenance:
• I would eat more seafood:

– “If they push that a lot of it is local, comes from the 
West Coast and associate it with being Scottish – the 
salmon, Scottish prawns, that would encourage more 
people to try it”

– Quality and provenance need to be shouted about, 
the consumer is daunted by seafood and needs to be 
told that the seafood is delicious, fresh, and to the 
quality they expect



Put the quality up 
and the price down 

and we’d all buy 
more 

On the continent, I’d 
eat it till it comes out 

of my ears. In a 
restaurant over here, 
you don’t know if it’s 

going to be fresh

You wonder where the 
seafood is coming 

from. You’re in London 
– where’s the nearest 

coast? Brighton? 

Fish doesn’t seem to have a 
heritage, like you get Angus 

steak or Argentinean steak at 
the Groucho, but with fish you 
have North Sea something or 
Norfolk Bay shrimps maybe …



Conclusion & recommendations
• Quality control 

– Consistent quality control – ‘from catch to plate’
– Quality and freshness to be emphasised on the menu 

• Reinforcement of health benefits
– Include information about health benefits with seafood dish descriptions on 

menus

• Promotion of value for money
– Promote health and taste benefits as added value

• Better labelling 
– Emphasis on menus about which parts of the seafood will be served

– Detailed information about the seafood i.e. when and where it was caught, 
along with how it has been stored (provenance)



Q. How should the seafood industry 
capitalise in these growth areas?



Promoting provenance 
Case study I – Marks & Spencer

– Sustainable haddock project started in 2003, partnership between
M&S, Seafish, Scottish Enterprise & Seafood Scotland

– Originally focused on need to prove that Scottish haddock is being 
fished sustainably in light of negative press concerning North Sea 
stocks

– Spin-off was to maintain provenance of M&S products branded as 
“Scottish haddock” through “meet the fishermen” events and in-store 
promotions

• Gave opportunities for fishermen to understand consumer needs
• Also provided customers with chance to speak to fishermen about 

how the haddock was caught and their lives at sea
– Distinct up-turn in sales during each store visit



Promoting provenance 
Case study I – Marks & Spencer

– Project continues with regular events to:
• Ensure long-term commitment to Scottish 

haddock by M&S
• Foster well-established supply chain 

relationships from fishermen through to 
final consumer

– November 2005 – visit by Scottish haddock 
fishermen to Humberside to view secondary 
processing operation for M&S products using 
Scottish haddock

• Factory tours
• Taste panels
• Open discussion forum with M&S and 

processor Coldwater to ensure continued 
co-operation

– Repeat trip 26 June ‘06



Case study II -M& J Seafoods
– Project to market Scottish Seafood from named vessels to M&J’s 

customers
• Created following collaboration between a leading whitefish 

skipper, Seafood Scotland (SFS) & M&J
– Three-way process

• skipper had invested time and money in improving on-board quality 
& handling, more aware of the supply-chain, wanted further 
involvement beyond the quayside

• M&J looking for a top-quality product for customers, with full 
traceability & distinct USP

• SFS keen to develop supply-chain initiatives that improve returns 
for industry, whilst providing opportunity to market Scottish seafood 
in a positive light direct to the consumer



"#$������������������ �������

�6�W�D�J�H���������3�U�R�P�R�W�L�R�Q�D�O���P�D�W�H�U�L�D�O�6�W�D�J�H���������3�U�R�P�R�W�L�R�Q�D�O���P�D�W�H�U�L�D�O�6�W�D�J�H���������3�U�R�P�R�W�L�R�Q�D�O���P�D�W�H�U�L�D�O�6�W�D�J�H���������3�U�R�P�R�W�L�R�Q�D�O���P�D�W�H�U�L�D�O
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�������V�L�G�H�V���$�������J�L�Y�L�Q�J���G�H�W�D�L�O�V���R�Q��
� �Z�K�H�U�H���K�R�Z�����Z�K�H�Q���I�L�V�K���L�V���F�D�X�J�K�W
� �S�K�R�W�R�V���R�I���Y�H�V�V�H�O���	���I�L�V�K�L�Q�J��

�R�S�H�U�D�W�L�R�Q
� �J�H�Q�H�U�D�O���V�S�H�F�L�H�V���L�Q�I�R�U�P�D�W�L�R�Q

� �(�Q�D�E�O�H�V���F�K�H�I�V���W�R���P�D�N�H���L�Q�I�R�U�P�H�G��
�E�X�\�L�Q�J���G�H�F�L�V�L�R�Q�V���	���U�H�V�W�D�X�U�D�Q�W���V�W�D�I�I���W�R��
�S�U�R�P�R�W�H���S�U�R�G�X�F�W�V���D�Q�G���D�Q�V�Z�H�U��
�F�X�V�W�R�P�H�U���T�X�H�V�W�L�R�Q�V



"#$������������������ �������

�6�W�D�J�H���������3�L�O�R�W���Z�L�W�K���W�K�H���6�W�D�U�O�L�J�K�W���5�D�\�V�����V�X�P�P�H�U���D�X�W�X�P�Q�������������6�W�D�J�H���������3�L�O�R�W���Z�L�W�K���W�K�H���6�W�D�U�O�L�J�K�W���5�D�\�V�����V�X�P�P�H�U���D�X�W�X�P�Q�������������6�W�D�J�H���������3�L�O�R�W���Z�L�W�K���W�K�H���6�W�D�U�O�L�J�K�W���5�D�\�V�����V�X�P�P�H�U���D�X�W�X�P�Q�������������6�W�D�J�H���������3�L�O�R�W���Z�L�W�K���W�K�H���6�W�D�U�O�L�J�K�W���5�D�\�V�����V�X�P�P�H�U���D�X�W�X�P�Q������������

� �3�L�O�R�W���Z�L�O�O���E�H���U�X�Q���L�Q�������¯�Z�K�L�W�H���O�L�Q�H�Q���U�H�V�W�D�X�U�D�Q�W�V�°���¦ ���S�X�E�O�L�F�L�W�\���O�D�X�Q�F�K���R�Q���R�Q�H���V�L�W�H��

� �5�H�Y�L�H�Z���D�I�W�H�U���S�U�H���G�H�W�H�U�P�L�Q�H�G���W�U�L�D�O���S�H�U�L�R�G��
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�V�X�S�S�O�\���D�Q�G���D���O�D�U�J�H�U���Q�X�P�E�H�U���R�I���V�S�H�F�L�H�V���W�R���S�D�U�W�L�F�L�S�D�W�L�Q�J���U�H�V�W�D�X�U�D�Q�W�V

� �7�K�R�V�H���Z�R�U�N�L�Q�J���R�Q���6�)�6���T�X�D�O�L�W�\���L�Q�L�W�L�D�W�L�Y�H�V���D�Q�G���W�K�H���6�H�D�I�L�V�K���5�H�V�S�R�Q�V�L�E�O�H���)�L�V�K�L�Q�J���6�F�K�H�P�H���Z�L�O�O��
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�Z�K�L�F�K���Z�L�O�O���F�O�H�D�U�O�\���V�K�R�Z���W�K�H���Q�D�P�H���R�I���W�K�H���Y�H�V�V�H�O���L�Q���W�K�H���F�H�Q�W�U�H���R�I���W�K�H���O�D�E�H�O



%�	������	���	������	
	��

� �7�K�H���W�L�P�H���L�V���U�L�J�K�W���W�R���X�V�H���S�U�R�Y�H�Q�D�Q�F�H���L�Q���F�O�H�D�U�O�\���W�D�U�J�H�W�H�G���P�D�U�N�H�W�V���L�Q��
�E�R�W�K���W�K�H���I�R�R�G���V�H�U�Y�L�F�H���D�Q�G���U�H�W�D�L�O���V�H�F�W�R�U�V���D�V���D���N�H�\���8�6�3

� �3�U�R�Y�H�Q�D�Q�F�H���D�O�R�Q�H���L�V���Q�R���J�R�R�G���Z�L�W�K�R�X�W���E�H�L�Q�J���D�E�O�H���W�R���P�D�L�Q�W�D�L�Q���W�K�H��
�E�H�V�W���T�X�D�O�L�W�\�����J�X�D�U�D�Q�W�H�H�G���G�H�O�L�Y�H�U�\���D�Q�G���L�Q���V�R�P�H���F�D�V�H�V���F�R�Q�W�L�Q�X�L�W�\���R�I��
�V�X�S�S�O�\

� �3�U�R�Y�H�Q�D�Q�F�H���G�R�H�V���K�R�Z�H�Y�H�U�����S�U�R�Y�L�G�H���R�S�S�R�U�W�X�Q�L�W�L�H�V���L�Q���Q�L�F�K�H���P�D�U�N�H�W�V���I�R�U��
�V�H�D�V�R�Q�D�O�L�W�\���D�Q�G���U�H�V�W�U�L�F�W�L�R�Q�V���O�L�N�H���E�D�G���Z�H�D�W�K�H�U���W�R���D�F�W���D�V���N�H�\���V�H�O�O�L�Q�J��
�S�R�L�Q�W�V

� �)�R�U���D���S�U�R�M�H�F�W���W�R���V�X�F�F�H�H�G���W�K�H���Z�K�R�O�H���V�X�S�S�O�\���F�K�D�L�Q���P�X�V�W���E�H���L�Q�Y�R�O�Y�H�G��
�D�Q�G���I�X�O�O�\���F�R�Q�Y�H�U�V�D�Q�W���Z�L�W�K���W�K�H���R�S�H�U�D�W�L�Q�J���F�R�Q�G�L�W�L�R�Q�V���H�D�F�K���V�H�F�W�R�U���K�D�V��
�W�R���Z�R�U�N���Z�L�W�K�L�Q

� �7�K�H�V�H���U�H�O�D�W�L�R�Q�V�K�L�S�V���R�I�W�H�Q���W�D�N�H���V�R�P�H���W�L�P�H���W�R���G�H�Y�H�O�R�S���D�Q�G���I�R�V�W�H�U���V�R��
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www.seafoodscotland.org
email: enquiries@seafoodscotland.org

���� /fax 0131 557 9344
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