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Market Study Objectives

SUDEVAB Project objectives for Work Package 8

 To review & update existing market information for abalone in EU
and worldwide

* To evaluate potential for setting standards for European abalone
products creating a “brand” which has specific reference to
sustainability and eco-production methods

» Link production capabilities and production criteria with market
expectations.

 Promote abalone products with potential users by demonstrations
and information distribution
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World abalone production
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Only a guesstimate??

World Aquaculture Production

suU DEV‘B‘

More questions than answers ??

EChina
Taiwan
Japan

u South Africa

m Korea

® Australia
New Zealand

= Chile

mUSA

m\lexico
EU

26,000 tons of production, but

only 10,000 tons in statistics
??7?

China records only 5,000 tons
(2006), but local estimates
suggest more like 18,000 tons in
2007 ????

EU production — 50 — 80 tons
??7?

How much is the black market
and illegal fishing being mixed

in statistics ??7?

Cook & Gordon 2008; Flores-Aguilar, et al 2007
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Species type and market info

Asian markets dominate abalone consumption — most pr oducers ,Look East"

China — massive increase especially for lower value, smaller species H.
Diversicolor supertexta. Premium species typically H. Discus hanni with
specimens 16/20 per kg. Prices around US$17-20 per kg. Smaller species less.
Many product forms available (dried, tinned, fresh) but prices referenced on
normal ,wet weight“ — Net importer with all local production consumed internally

Hong Kong — almost a separate market to the main Chinese market with
preference for big abalone — best species “Japanese Ezo”; Californian Red;
Mexican Green, etc. Taiwanese and other tropical species smaller and so lower
prices. Top price typically US$30-50 per kg — major importer and consumer/trader

Japan — live small sizes (20/kg) and frozen (90% of Chilean production) US$ 15-
20/kg: Large size fresh US$ 30-50/kg — local production best. Net importer

Korea — similar to Japan with own local production best prices. Net Importer

Cook & Gordon 2008
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The Black Market Supply

lllegal Worldwide Catch estimates 2007
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Worldwide Supply vs Demand
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All figures in Metric tons — supply & demand could b e more with illegal trading
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World Market Summary

Far East markets dominate — abalone products well appreciated and many
forms available — all are net importers

Demand still outstrips supply  — differentiation through quality & size important
for best prices

Small regional markets found around the world for locally produced abalone —
Australia, USA, EU — prices for small quantities normally better than far eastern
mass markets

Black market products for wild caught abalone seriously impact on trade
statistics and real market prices — too much unknown

There may have been a small impact on abalone markets from world economic
crisis, but so far this has been insignificant

Marketing Data very limited — There has been no significa  nt updated
data on production or markets since Cook & Gordon 2008 ! |
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Thinking Local not Global

SUDEVAB marketing analysis for European Producers

Can an EU based producer compete and be successful in global
markets?

What products will EU producers have and how would they fit in
global markets?

Are there markets which are better suited to our products?

Can the sector be more profitable and economically sutainable by
looking at alternative markets?

Do these markets exist closer to home than the main markets?
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Guiding market principles

The 7Ps of Marketing

Price — what prices are on the market & what price is acceptable to the
end users

Product — what product form is needed by the end users
Place — where are the best markets for abalone products

Promotion — what are the best methods for promoting abalone products
to the European markets

Packaging — what packaging is required for the identified product form
Phasing — are there seasonal issues that affect the identified markets

People — what links are needed for the successful distribution of abalone
products in Europe — farm to fork
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Marketing Hypothesis for SUDEVAB

Based on trials in marketing undertaken by France Haliotis and
further marketing analysis of the gastronomy sector -

European Markets exist for premium quality ,novel“ s hellfish
products in the gastronomy sector in Europe

Chefs are always looking for exciting new products that can be
sourced ,locally* and have a proven provenance of pr oduction

Freshness, taste, consistency, continuity of supply are essential for
the gastronomy sector to add a product to their men u

Price is not of major concern to the gastronomy sec tor for the right
products

‘su DEV‘B‘
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Do abalone fit the product criteira?

YESIM
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Selection criteria for market analysis

Country Selection for in-depth study based on:

Population size

Economic strength & potential disposable income

Generic consumer data for past 5 years

Fish consumption data for past 5 years

Interest in gastronomy & gastronomic events

Perceived potential and interest in novel shellfish and abalone
Logistically reachable for producers

“The current economic crisis does not affect the selection criteria as to a
large extent, consumers that frequent gastronomy outlets still regularly
dine out and expect the best. The market is a niche market and not a
mass market”. Markets, even if affected, will recover in the long-term
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Countries selected for further analysis

France — history of gastronomy especially fish and
abalone are known in the market

Germany - largest economy in Europe with strong
gastronomy sector interested in novel seafood

Spain — strong seafood consumption tradition with 4 in
top 10 of the worlds best restaurants

ltaly — strong seafood and gastronomy sector

UK — developing gastronomy sector which has an
Interest in increased seafood consumption

Austria & Switzerland — logistically compatible with
above markets also having strong gastronomy sector
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Restaurant selection criteria

* Review of restaurants menu
* Review of typical menu and course prices
» Use of seafood in menu

* Novelty value and the chef's experimental interest in novel
products

« Adaptability and innovation shown by head chef
o Star rating of the restaurant
« Comments of critics and consumers about the restaurant

Information sources —

internet gastronomy; trade press for gastronomy; individual reviews of each restaurant; review
of comments; star ratings and other quality indicators; personal recommendations and
contacts
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Collation & Presentation of Data

wo Main Outputs

1. General Marketing Report covering worldwide markets with specific European
focus and rationale

2. Establishment of database of European restaurants
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Collation & Presentation of Data

Development of Access database allowing quick search and infomation
filtering

Database suitable for constant upgrading/editing for further future
development

Database includes following categories:

Name and contact details for restaurant — web site, etc

Name of chef(s)

Specilaities and menu design

Gourmet reference / star rating etc.

Review of chef's innovative character

Other specific information that is applicable to potential as abalone customer
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Initial Results for European Restaurants - 1.

Positives identified so far -

« Over 1,000 potential restaurants identified in countries used in
marketing survey

» Typical prices for one person portion of dishes that would be
similar to abalone in excess of €50

» Tests with chefs in various restaurants indicate strong interest in
abalone and development of dishes including abalone

» Abalone have great potential for being included in many intersting
menu ideas

» Logistics for ensuring abalone delivery in top quality to
restaurants proven

 Minimum estimated potential requirement for abalone in
gastronomy sector in Europe in excess of 100 tons per year
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Initial Results for European Restaurants — 2.

Negative issues identified so far -
* Supply is not sufficient to meet potential demand

« Continuity of supply not good to establish abalone as
regular menu item

e Quality and standard of product not well defined to ensure
same quality available from every producer

* No central marketing organisation in existence to ensure
restaurants can always source product as necessary
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Producers Organisation

But it will be essential that producers and the gas tronomy
communicate — the gastronomy sector need to know tha t
abalone products are available and how to preparet  hem

THE FUTURE ROLE FOR THE PRODUCERS ORGANISATION ?
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Example of Promotional Brochure — France Haliotis

Production & Presentation Preparation
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Thank You
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