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Fish & Seafood Demand in 
Growth: Sit Back and Enjoy 
the Ride or Buckle Up Seat 
Belts and Crash Hats On?! 



World Population: Who's Going Up and Who’s 
Going Down? Asia Big and Getting Bigger! 

2010 2030 2050 
- billion- 

World 6.9 8.2 9.0 
Africa 1.0 1.5 2.0 
Asia 4.1 4.8 5.1 
Europe 0.7 0.7 0.7 
LAC* 0.6 0.7 0.8 
North America 0.3 0.4 0.5 
Oceania 0.04 0.04 0.05 

*Latin America & Caribbean 
Source: UN (population scenario planning) 



Source:	  What	  the	  World	  Eats	  
Peter	  Menzel	  and	  Faith	  D”Aluisio	  (2007)	  



Source:	  What	  the	  World	  Eats	  
Peter	  Menzel	  and	  Faith	  D”Aluisio	  (2007)	  



Proportion of Total Meat Consumption by 
Major Species, Selected Countries 
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Source: UN FAO database & various Fisheries Departments 
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In Australia (and other countries), Chicken is King 
When it Comes to Convenience and Consumption 

Source: Pacific Magazine on-line survey and Lenard’s, 2011 



World Meat Consumption 2007-2012 
 

      2007  2012  p.a.% 
Total meat consumption  282  mill. t.  311     2.0 
Of which %:       % 
Pork        33     32 
Poultry       24     26 
Fish & seafood      21     23 
Beef        18     16 
Sheep/lamb        4       3 
    Global meat consumption increased by 29 million tonnes 

between 2007 & 2012 and most of growth was in emerging 
countries – predominantly China - and was for chicken and fish 

Source: GIRA and Hughes 



Sources: GIRA, FAO, Hughes •  In North America, pork is often positioned 
    as the “Other White Meat” 

Premium-Priced, Minor 
Aspirational Meats 



Global Fish Production has Overtaken 
Beef and Gaining on Pork and Chicken 

CAGR 2000-2011 
Fish  6% 
Poultry  3.5% 
Pork  1.5% 
Beef  0,5% 

Source: Rabobank (FAO & USDA) 





China’s Growth Outlook Less of Concern in 2013 
        Real GDP Growth, Annual Percentage Change 



FAO Global Food Price Index: 1990 to 2013* 

Source: FAO   * to November 2013, December 5th, 2013 



Importance of Food in the Consumer Price 
Index, Selected Countries, 2010 



Source : UN,  2011 



Source : UN. 2011 



Population Projections for Japan and 
Proportion of Population 65+ years 
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Source: National Institute of Population & Social Security, Gov. of Japan 

Decline in Size of Domestic Fish Market: 2.1 Million Tonnes 



Low or No Meat Market Growth in Most Developed 
Countries BUT Fish & Seafood Buck this Trend 

•  Population growth slow or declining 
•  Ageing population with reduced food intake 
•  Concerns about RED meat/fat impact on health* 
•  Social pressures: concern about GHG-intensive 

products; and guilt about “inefficient” grain-fed red 
meat in a food insecure/scarce world 

•  For lower income group, migration to lower-priced 
products (cheap chicken/fish – tilapia/pangasius 

•  But, for older, higher income groups,  expensive 
“special treat” fish & seafood meals have  appeal** 

* Particularly, older consumers; exacerbated by periodic meat industry safety scares 
** albeit with “small” portion sizes (e.g. 110/120 grms. per plate) 



In Many Developed “Western” Countries, Fish 
Expenditure Increases Significantly as Consumers Age 

Source: David Foot, Boom, Bust and Echo 









February	  2013	  

Opportunity for Low Carbon Footprint Fish? 





It is Becoming Increasingly Easy 

To Mimic Taste/Mouth Feel of Processed Fish 



And Brands in Replacement Meat 



Fish has a Huge Health 
Halo 
           Around the World 

Old Chinese Proverb 
For healthy meat: 
No Legs Best, then, Two 
And Four Legs Last!! 



Convenience Taste Healthy Inexpensive Other 

Top Choice 
Beef Steak & Veg 

50 30 11 3 6 

No. 8 Choice 
Fish Grill/Fry & 
Veg 

31 28 36 0 6 

No. 10 Choice 
Roast Lamb & Veg 

19 63 9 0 9 

Source: MLA, 2009 

In Australia, like in the UK, Fish is a Maximum 1 Main Meal per Week Choice 



What Does the Shopper/Consumer Research Show? 
In Many “Developed” Countries Purchases Constrained By: 

•  Lack of knowledge about – how to buy (e.g. quality, 
amount), how to prepare, cook and even eat! 

•  Concern about negative reaction of family 
•  Concern about smells/bones/mess/preparation time 
•  Fish not in narrow range of “low-risk” meal repertoire 
•  Perceived expense/high price of fish and seafood 
•  Easier, indeed often a treat, to eat out-of-home 
•  Local preferred over scary imported sources of fish 
•  But, perceived as intrinsically healthy, and shoppers 

respond well to better range/quality/convenience, 
less “fishy fish”, and customer service in-store   



Trying Hard in Tesco UK but No Fish Expertise! 



Boring and Difficult for Shoppers to Navigate! 



Who	  Captures	  the	  Consumer	  Value?	  
Fish	  &	  Seafood	  are	  the	  Raw	  Materials	  
	  which	  The	  Brand	  Owner	  Adds	  Value	  to!	  
	  





Per Capita Fish Consumption in Portugal is the Same Level 
As Japan and Six Times (6X) that of the UK: Selling Fish is 
A Substantial Challenge in Some Western Countries 







Nelson Street Wet Market 
Kowloon, Hong Kong 



Sai Kung Wet Market 
Hong Kong 



Biggest Threats to Aquaculture & Seafood Industry 

•  Perceived industrialisation of fish and seafood 
 
•  A significant food safety incident – “Mad Fish Disease”! 
 
•  A significant supply chain integrity problem (“Fishgate”) 
 
•  Commoditisation of the industry stripping out value 















McDonald’s in Australia 
And New Zealand 





Meat Safety and Supply Chain Integrity. Big Deal Everywhere 
                Particularly China  

Where Did They 
Come From? 



Avian influenza Still Affecting Demand 
for Chicken in China 
         Yum! (KFC) China Same Store Sales 

Source: Rabobank, 2013 and Yum! press releases 





For Fish and Seafood: 
Lily White or All Black? 



VALUE VALUES 

HERITAGE 
PROVENANCE 

PACK SIZE 

ETHICS SUSTAINABILITY 

PERFORMANCE 

PROMOTIONS 

PRICE 

Values: For Shoppers, It’s Not ONLY about Price 

Source: IGD 2012 











European Consumers’ Perceptions on 
Differences between Wild and Farmed Fish 
Wild Fish Farmed Fish 
Natural, fresh, “organic” Unnatural 
As nature intended Against nature 
Familiar Unfamiliar, novel 
Trusted Concern with mass 

production 
Local Industrial 
Fair Unequal profit distribution 
Expensive  Cheaper 
Heavy metals Chemicals and antibiotics 
Overfishing Habitat destruction 

Source: Ann Schlag, University of London, 2011 



•  Globally, consumers less trusting of government, 
industry, “Big” science, some foreign sources of food 

•  Pervasive media coverage of food scandals 
•  Shoppers want to know much more about where their 

food comes from and few claim “to know a lot” 
•  Most shoppers believe food companies should know 

“exactly” where every ingredient comes from 
•  Speed of social media communication both a blessing 

and a curse but, irrespective, a game changer 
•  Traceability and transparency in the supply chain 

underpins building TRUST with all stakeholders  

Source: Joanne Denney-Finch, IGD UK, October 8th, 2013, and Hughes 



Platinum-Plated Social License to Operate as the 
Most Trusted Supplier of Fish and Seafood 

•  Social license is granted to you when operating in a 
way that is consistent with the ethics, values and 
expectations of your stakeholders 

•  These include all customers, employees, local 
community, farmers, regulators, media, etc. 

•  Science and extension support shows us what we 
can do, BUT society shows us what we should do 

•  Managing your domestic & international reputational 
risk is FUNDAMENTALLY important for your future 
success. In aquaculture, how are we doing so far? 

Source: adapted from Charlie Arnot, The Center for Food Integrity, USA (2013) 



Some Concluding Thoughts 
•  Future demand for fish & seafood strong in both 

emerging and developed country markets 
•  Contingent on continued strong economic growth, 

particularly in China. Two principal risks which can 
devastate profitability: 

 - input price volatility in climate-uncertain world; 
 - reputational damage to the industry, nation,   
   and brand from food safety/integrity disasters 

•  What’s your point of difference in a market which is 
increasingly becoming commoditized? 

•  “Green” credentials safeguard against a discount; but 
great taste/presentation/story earn market premiums 



CONTACT POINTS: 
e-mail  

profdavidhughes@aol.com 
 

telephone numbers 
office   +44(0)1600 715957 
mobile  +44(0)7798 558276 
       @ProfDavidHughes 

Check my latest podcast at www.profdavidhughes.com 


