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THE PARTICULARITY OF THE EU FOOD 

AND DRINK (F&D) INDUSTRY 

› The F&D sector is the largest manufacturing sector in the EU-27 in terms of 

turnover (i.e. €b 956.2, 16%) and direct employment (4.1 million jobs) 
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Source: FoodDrinkEurope, 2012
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INNOVATION IN THE EU FOOD INDUSTRY

› Within this fragmented environment, product innovation is the lifeblood 

of any food company 

› Data on R&D expenditures indicates that EU F&D companies’ level of 

investment in NPD has been relatively stable

› Out of the top-1000 EU companies in terms of R&D investment in 2010, 37 F&D 

companies invested a total of €2.3 billion

› This corresponded to a 2.2% of their turnover, making the EU F&D sector one of

medium-to-low innovation intensity
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INNOVATION 
IN THE EU 
FISH 
INDUSTRY
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FROM INNOVATIONS TO NEW 

PRODUCTS

› R&D plays an important role in pushing industry competitiveness forward 

› …yet product innovation is costly and risky, often met with opposition on behalf of 

the market

› Although the number of patents turned into commercial products is small in 

the European F&D industry…

› …the number of new food products launched with various position claims is 

spectacular!!
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› 29,149 food products launched 

between 2003-2012 across Europe   

with the claim “ethical” on their 

description - Mintel GNPD, Febr. 2013

› 29,242 food products launched 

between 2003-2012 across Europe 

with the claim “organic” on their 

description - Mintel GNPD, Febr. 2013

http://charts.lon-dc.mintel.com/v3.0/0d97c8e901528eec9de73bb45650d6a2/chart715x500.png
http://charts.lon-dc.mintel.com/v3.0/0d97c8e901528eec9de73bb45650d6a2/chart715x500.png
http://charts.lon-dc.mintel.com/v3.0/dccdeb9435530411569df2532085926c/chart715x500.png
http://charts.lon-dc.mintel.com/v3.0/dccdeb9435530411569df2532085926c/chart715x500.png
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INNOVATION TRENDS IN THE EUROPEAN 
FISH & AQUACULTURE INDUSTRY
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20,225 fish products

since 1996
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INNOVATION TRENDS IN THE GREEK 
FISH & AQUACULTURE INDUSTRY
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EXAMPLES OF CANNED AND FROZEN 
NEW PRODUCTS IN THE GREEK MARKET
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EXAMPLES OF CHILLED NEW FISH 
PRODUCTS FROM THE DANISH & UK 
MARKETS
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IS CULTURE IMPORTANT IN INNOVATION 
ACCEPTANCE?
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› One of  most  important  perspectives  in                                                                           

understanding the concept of innovation

is consumer adoption and diffusion (Kumar, 2014) 

› Receptiveness towards new products is not always consistent across countries, e.g. 

Asian cultures allow fastest diffusion than Americans and Europeans (Yalcinkaya, 2008) 

› Culture may have strong impact on the speed of innovation diffusion (Steenkamp et al, 

1999; Singh, 2006); e.g. several studies use Hofstede’s cultural value typology to shed 

light on differences among countries in new product acceptance (Yeniyurt & Townsend, 

2003), adoption (Van Everdingen & Waarts, 2003), & diffusion rates (Dwyer et al, 2005)
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CULTURE & FOOD CHOICES

› Consumers in China have different attitudes towards food processing technologies 

than consumers in various EU markets, thus they differ in their acceptance of new 

food products that result from those technologies (Krystallis et al., 2012; Lee et al., 2014;)

› Moreover, consumers in China in general hold more positive attitude towards 

technology than consumers in the UK (Perrea at el., 2014; 2015). 

› Consumers with positive attitude towards technology have more positive attitude 

towards green food in China than in the EU (Krystallis et al., 2009; Perrea et al., 2014)
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http://www.diversifyfish.eu/dissemination.html
http://www.diversifyfish.eu/dissemination.html
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CONSUMER-RELATED OBJECTIVES

1. Analyze & understand consumers’ overall value perceptions with regard to 

cultured fish in general, and the DIVERSIFY fish species in particular;

2. Evaluate consumer sensory perceptions towards the DIVERSIFY species’ products;

3. Optimize the DIVERSIFY species’ products in terms of extrinsic product attribute 

combinations that can generate best value perceptions;

4. Determine effectiveness of market communication in consumer behaviour 

change in relation to the DIVERSIFY species’ products developed.

34
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› Technological innovation, i.e. introduction of a new technology that changes a 

product’s functionality, is prevalent innovation type (Griffith & Rubera, 2014)

› Consumers may perceive changes in product functionality positively, thus see 

product technology as a warranty of high quality; or they may perceive it as a signal 

that the product is too artificial, complex, unknown or scary, creating negative

impressions. 

› Perceptual trade-offs of gains & losses in relation to technological innovations is 

called ‘perceived customer value’ (Zeithaml, 1998), which needs to reflect a 

technologically innovative product’s success in creating a ‘value proposition’ 
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Please read the story below carefully: 

 

In this picture you see a new marine finfish species from the European aquaculture industry that has 

entered the market recently. The size of this fish is similar to that of Atlantic Salmon. This fish 

can be found in the Mediterranean and Black Sea, and along the eastern Atlantic coast.  

 

This fish is a high quality meal choice, has a lower fat content than the average farmed fish, 

excellent taste and firm, yet juice flesh. Due to these characteristics, this fish is very suitable to be 

served at special occasions. Moreover, this species is very suitable for the development of value-

added products. As such, compared to other possible choices, this fish has the potential to gain a 

popular image. Finally, the development of this fish will be more environmentally friendly, 

compared to other species, and takes place in a controlled production system. This new finfish, 

therefore, suits the needs of consumers who demand sustainability and low environmental 

impact. 

 

As a result of its high quality, this fish might be more expensive than the average farmed fish. In 

addition, since both its production and market are still small, it is likely that it will not be widely 

available in the ‘usual' retail outlets. Although this fish is praised for its taste, this taste might seem 

different than usually expected from farmed fish, a taste that not everyone would appreciate. 

Moreover, due to its different quality, this fish might demand extra skills to cook compared to 

other farmed or wild species. Overall, despite sufficient experience with its production system, the 

exact rearing methods for this fish are still not perfected as yet. 

THE 
STORY 
BEHIND 
THE FISH
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PSYCHOGRAPHIC SEGMENTATION
POOLED SAMPLE OF N=2511 CONSUMERS IN 5 EU 
COUNTRIES (SP, FR, IT, DE, UK)
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Country participation

Cl1

Involved 

traditional

N=728,

30%

Cl2

Involved

Innovators

N=911,

36%

Cl3
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Characteristic

Involved 

traditional

(N=728)

30%

Involved

innovators

(N=911)

36%

Ambiguous 

indifferent

(N=872)

34%

Sig.

Age (mean in years) 40.7 43.7 39.6 .002

Marital status                        (married) 51.6 53.9 43.1 .000

Employment (employee various)

(non-working)

32.2

11.7

30.5

14.3

30.6

15.3
.026

Income (more than average)

(average)

(less than average)

13.5

61.1

25.4

17.3

59.5

23.2

9.9

57.7

32.5
.000

Socio-demographic profile, % (only statistically significant differences)
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Behavioural profile, %

Characteristic

Involved 

traditional

(N=728)

30%

Involved

innovators

(N=911)

36%

Ambiguous 

indifferent

(N=872)

34%

Sig.

Consumption of farmed fish:

Once a week or more 23.1 22.9 16.5

.000Two-three times a month 29.7 32.4 27.2

Once a month or less 32.6 32.6 38.6

Never 9.8 7.2 8.0

Consumption of wild fish:

Once a week or more 21.6 17.9 11.9

.000Two-three times a month 27.9 26.8 22.6

Once a month or less 33.1 35.7 33.9

Never 11.1 12.5 22.1

Consumption of seafood:

Once a week or more 22.1 20.6 13.9 .000

Consumption of frozen fish:

Once a week or more 31.7 31.8 25.1 .003

Consumption of whole fish:

Once a week or more 28.7 24.4 17.1 .000

Consumption of processed fish:

Once a week or more 29.3 21.7 21.3 .001
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Statement

Involved 

traditional

(N=728)

Involved

innovators

(N=911)

Ambiguous 

indifferent

(N=872)

Sig.

I am aware of this logo 4.36 4.22 4.64 .000

The quality of products carrying this

logo is very high
4.04 3.80 4.09 .000

Products carrying this logo would be my

first choice
4.09 3.95 4.28 .000

I find this logo trustworthy 4.01 3.81 4.11 .000

I value this logo 4.05 3.88 4.12 .000

Logo recognition and attitude, mean scores

I am aware of this logo 4.34 4.34 4.71 .000

The quality of products carrying this

logo is very high
3.87 3.72 4.00 .000

Products carrying this logo would be my

first choice
4.02 3.87 4.18 .000

I find this logo trustworthy 3.88 3.69 3.96 .000

I value this logo 3.95 3.80 4.13 .000

I am aware of this logo 4.27 4.40 4.59 .000

The quality of products carrying this

logo is very high
3.96 3.86 4.11 .000

Products carrying this logo would be my

first choice
4.10 4.01 4.23 .000

I find this logo trustworthy 4.00 3.85 4.08 .000

I value this logo 4.07 3.95 4.11 .000
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SUMMARY SEGMENT PROFILES -
OVERALL
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Involved traditional

(30%)

Involved innovators

(36%)

Ambiguous indifferent

(34%)

PSYCHOGRAPHICS

-Involved, knowledgeable

DEMOGRAPHICS

-In their 40s, higher number of 

employees, less people out of work, 

mostly of average income

BEHAVIOUR

-Highest number of regular fish 

consumers across all fish types 

(farmed, wild, etc.)

PERCEPTIONS OF VALUE & COST

-Average perceived value of the new 

species, highest perceived cost (i.e. 

price, safety, effort), high WTP and PI

BELIEFS

-Overall strongest beliefs: farmed fish 

is handled, guaranteed, safe, tasty; 

wild fish suffers pollution, heavy 

metals, parasites

-Involved, knowledgeable,

innovative when in comes to new 

fish

-Slightly older, more people with 

above-average income 

-Highest number of regular farmed 

fish consumers, highest number of 

occasional wild fish consumers

-Highest perceived value (i.e. 

functional, hedonic, ethical), lowest 

perceived cost, highest expected 

outcomes (i.e. satisfaction, trust, 

WOM), high WTP and PI

-Stronger beliefs about farmed fish: 

easier to find, cheaper, more 

controlled

-Non-involved, non-

knowledgeable

-More non-working 

people, more with below-

average income

-Highest number of 

occasional of non-

consumers of all fish types

-Lowest value perceptions 

and outcomes, average 

cost perceptions 

-Neutral, low-strength 

beliefs
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CONCLUSIONS
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IMPORTANT QUESTIONS THAT NEED TO 
BE ADDRESSED
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Augmented product

Actual product

Core product

How do consumers 

interpret messages 

about nutritional 

quality, healthfulness 

& eco-friendliness 

and how effective 

they are? 

To which extend can 

‘responsible’ product 

positioning be 

combined with 

improved taste?

What are consumer trends relevant 

for fish innovations & Quo Vadis 

consumer demand?

How can (product 

positioning-based) 

expectations and later 

(taste-based) 

experiences be 

matched in a way that 

promotes consumers’ 

product acceptance? 

What kind of insight is needed to create a fish  

product and a market position that fully deliver 

the benefit and sells it in a believable way? 
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MAPP Conference 

2013, December 3  

Middelfart

Shaping and sustaining 

consumer interest in new food 

products

Consumer insight in 
support of the New (Fish) 
Product Development 
process
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THANK YOU!
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