COMPONENT REPORT

Consumers in Europe and their
buying habits and attitude towards

Seafood from Vietnam
Ms. Mag. Karim, Representative of the WWEF- Austria
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Activities WWF Austria

A.2.2 Study on market
potential of sustainably

prOdUCEd PangaSiUS in Sustainable Pangasius

Eu rope market potential in Europe
o . (‘(SUP/\

Final recommendation: N~

“Explore how responsible
practices at the farm and
processing level contribute
to improved quality.”
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Activities WWF Austria

B 1.1. Identification of = Company contacts include:
buyers and awareness Edeka, Aldi, Rewe, Metro, ASDA,

raising: Sainsbury’s, Tesco, Eroski, El
« WWE Austria is Corte Inglés, Albert Heijn, Ahold,
Profish, Amacore, Carrefour, Del
working via the Haize, Migros, Coop, Spar, ICA,

WWEF network and ~ Concept Cool, Hofer, Yuu N

Mee, Karnerta, Transgourmet,
contacts to retailers Binca seafood

and importers
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Activities WWF Austria

B 1.1. Identification of
buyers and awareness
raising:

e ASC/MSC Forum in
Vienna with key
market players

* Aquaculture Forum

with Austrian
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Activities WWF Austria

PANGASIUS
&ilnam. quinoa and

B 1.1. Identification of bl
buyers and awareness 5
raising:

* Appealing Pangasius
recipies on WWF
websites in 11
European countries

N .‘ .
Rl switchasia o6 & @

Activities WWF Austria

B 1.2.Participation at
European seafood
exposition:

* 11 Vietnamese SMEs ' Vietnam Seafood For A Sustaina
participated in the SEG | "';'47’5.,,3
(4inyear3and 7 in A
year 4)

* SUPA booths at the
SEG 14 and 15

* Pangasius Business
Forum at SEG 2015
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Activities WWF Austria

B 1.3.Buying mission 2 buying missions conducted

with interested retailers
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Activities WWF Austria

B1.4 Capacity building on market requirements:

* During the participations at the European seafood
exposition in 2014 and 2015 and at the Viet Fish fair
2014 capacity building activities took place which were
important to familiarize with European market
requirements and hear the views of retailers and
traders.
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Co-Creation workshop

As part of the international SUPA project WWF Austria initiated and implemented a set of
activities focusing on Pangasius. The goal was to develop new ideas for marketing of
Pangasius products in Europe, especially in terms of packaging, product and branding
(communication). As a further step, these ideas were evaluated and refined together with
corporate representatives in expert interviews.
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Co-Creation workshop

Summarizing - these were the highest ranked ideas over all three sessions
(workshop 1):

' - Improved packaging material -> no plastic, better haptic
&

- Convenience Pangasius solutions: nuggets, burger, wraps
- YouTube Pangasius channel
- Cooperation with a chef or cooking show format: e.g. Jamie Oliver
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Co-Creation workshop

Summarizing - these were the highest ranked ideas over all three sessions

(workshop 2):

- Promote the ASC, talk about its benefits
- Improve appetite appeal of product on pack
' - Authentic Vietnam/Asian product line (e.g. on pack message: exotic
place of origin; position and communicate Pangasius as Asian specialty;
[ use appealing Asian pictures on pack and in other communication
channels)
- Pre-cut Pangasius for Wok/Fondue
- Panga Box with differently spiced filets
- Cooking show with WWF experts
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Market Poll 2016 Austria
awareness of Seafood Species

BOsterreichische Bevélkerung Manner Frauen
Thunfisch _ 97 96 99
Forelle _ 96 93 98
czers [ > 2 w0
Karpfen _ 95 ) 97
Scholle _ 94 92 95
Zander _ 94 91 97
Kabeljau ] 88 88
Saibling 87 88 87
Pangasius 86 5 86
Alaska Seelachs 79 82

Tilapia - 20 16 24
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Was spricht FUR / was GEGEN die Fischsorte , Pangasius”

Niedriger Preis und guter Geschmack sprechen fiir Pangasius, neben dem fehlenden Geschmack stdren sich die Skeptiker an Pangasius, weil
® sie ihn als Zuchtfisch wahrnek der gesch klos ist und mit Antibiotik ht ist, deshalb isst man ihn auch nicht

SEHR KRITISCH/
SEHR POSITIV SKEPTISCH
+3 -2 (-3) 5

Zur Fischsorte Pangasius hat g T
‘man folgende einetlung - I 70 0 o] I« -~ B

Es nehmen die Fischsorte Pangasius so wahr, weil - POSITIV NEUTRAL KRITISCH
! (26%=100%) (48%=100%)

Geschmack, schmeckt gut, schmeckt ausgezeichnet 66 0

Preis, nicht se teuer, preislich ok, guter Preis 17 I 12

(i S e T e FA T T o hiad dherznchict [ Y
Esse ich oft 1]

5 B
a0 0
Geschmack: neutral al H 12
Zuchtfisch, Zichtung a0l
Einfach so, Bauchgefihl 30
Import aus Asien, aus Vietnam, weite Transportwege

1
Nicht so mein Geschmack, schmeckt nicht, geschmacklos il
Kunstfisch, kiinstlich, ™ Lz Ls s oy T
1

1

2

Massenhaltung, Massenzuchttier
Esse ich nicht

ntibiotika verseucht, viele Medikamente, Schadstoffe

Negative Berichte in Medien, Dokumentation 1 N 10
Schlechte Qualitat 0 B o
Kenne ich nur dem Namen nach, kenne ich zuwenig 4% 20% 1%
Anderes 3% 1% 1%
WeiR nicht, keine Angabe 6% 9% 2%

Frage 3: Jetzt kommen wir etwas naher zur Fischsorte Pangasius: Sie kennen diese Fischsorte und sind dieser gegeniiber ... ... (Positiv= +3/+2 /, +1/0/ =Neutral, -1/
2/-3 =kritisch: IT entsprechend einblenden) eingestellt. Konnten Sie lhre Einstellungen begriinden, warum nehmen Sie die Fischsorte Pangasius so wahr?

switchasia

VNCPC

This praject 0 fundod oy
s burcpean Lammsicn




-
)

Ausschlaggebende Griinde zum Kauf/Konsum von Pangasius - spontan a4
® Fiir den Kauf oder Konsum von Pangasius spricht der Geschmack als auch der Preis / bzw. das gute Angebot, Konsumenten geben
auch klar an, diesen Fisch einmal probieren zu wollen

Es haben im letzten Jahr zumindest einmal Pangasius gekauft/konsumiert

KAUFER KONSUMENTEN

Basis: Kenner Pangasius (86%=100%) - 11 |:| 23

Basis; Parsanen diadl
Ausschlaggebende Grinde waren - Pangasius GEKAUFT haben
(11%=100%)

Geschmack, schmeckt out [ | | N -5 27
ereis, oiiz [ N 21 L E

Angebot, gutes Angeboat, Scndarangehnt_ 16

15

11
{ollte es probieren, testen, mal etwas Neues 22
ausprobieren, Abwechslung /
g 4 0
6

Stand auf der Speisel

Keine Alternative, gab nichts anderes zu

Hatte Lust drauf, hatte Gus
War eingeladen, war eine Essenseinladung, wurde i ¢
von Freunden gekacht

[ -
Teils eines Menii, Tafel auf Hochzeit, war bei einem 6
Me:
5
7%

nii dabei, hat es in der Kantine/Buffet gegeben 0

Anderes 0%

WeiR nicht, keine Angabe 6%
Frage 5: Was waren die ausschlaggebenden Griinde, dass Sie die Fischsorte Pangasius gekauft haben, warum haben Sie zu dieser Fischsorte gegriffen?

Summary

* Pangasius's awareness/recognition is very high with 86 per cent of
the population.

* One third (34%) of the Pangasius connoisseurs buy and consume
Pangasius

* For purchase or consumption of Pangasius speaks for almost half
of the consumers the taste and for about a third also the
favorable price / resp. the good offer.

* Almost a quarter of consumers also clearly state that they want to
try this fish once.

* Sceptic consumers argue that Pangasius has less taste than other
Seafood and that farming is coming with use of Antibiotics
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Market Poll on European Level
11 Countries

VNCPC
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% of "yes" answers
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importance of sustainability for buying decision, 1st wave 2015, focus on Austria

Closed question, multiple answers:

Please think back when you bought seafood products the
last time. Which of the following aspects were relevant to
you?

Please mark all points that you thought of when you
bought seafood the last time!
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mean all countries mean smallest 7 mean biggest four Austria

W knowing where it comes from
H it had to be certified
it should not cause overfishing (amount of fish in the seas stays stable)
H it should;not purt the environment
SWﬁﬁhgrs ag conditions
1!

I it shouldsupport fishing communities in developing countries VNCPC
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100% 7
. ’

90% 1st w%_hcusmggppo;atesi Closed question, multiple answers:

Thinking of seafood, how much do
80% - you agree or disagree with the
following statements?

70%

60%

50%

40% -

20%

10% -

mean all countries mean smallest 7 mean biggest four Austria Germany

W Itis important that markets, supermarkets and restaurants make sure they offer sustainable seafood.
™ For me, sustainable seafood is the best choice to buy, if it is available and easy to recognize.

W | am ready to pay more for sustainable seafood

m Buying seafood, its easy for me to find out if the offered seafood is sustainable or not.

| don’t know where to buy sustainable seafood.

switchasia

VNCPC WWF

This praject 0 fundod oy
s burcpean Lammsacn

100% 1— agreement with statments concerning sustainable seafood, 1st wave 2015,

90% +— index
80%
70% 67,3%
60,5% 61,0% 59,5% 58,8%

Jindex" ——

% of agreement (I strongly agree & | agree)

meanall countries meansmallest7 ~ mean biggest four Austria Germany

W Itis important that markets, supermarkets and restaurants make sure they offer sustainable seafood.
m If we dont stop buying unsustainable seafood, the marine ecosystems will be destroyed and we will run out of seafood.

M For me its important that the EU cares for fair trade and better working conditions in the developing countries by promoting sustainable
seafood.

M For me, sustainable seafood is the best choice to buy, if it is available and easy to recognize. Closed question, multiple answers:

Thinking of seafood, how much do

you agree or disagree with the

B | am ready to pay more for sustainable seafood following statements?

m Most of the seafood sold in my country is imported from other countries.

m Sustainable seafood is offered at markets and supermarkets | usually buy seafood.

m | knew before | started this survey, that the WWF fights for responsible and sustainable fishing in my country.
1 The developing countries play an important role in supplying my country with seafood.

m Buying seafood, its easy for me to find out if the offered seafood is sustainable or not.

W inverted: | don’t know where to buy sustainable seafood.

Swftvcha)sn.ra:ision doesn’t change anything.

- i 1 ey
oo ety invertéd: THer are endugh fishiin the sea to meet global demand, so | don't need to bify Sistiinable seafood.




Challenges

Pangasius in the European market remains challenging:
- Prices are down

- Negative image

- Qualitative concerns due to treatment (Phosphates)
- No higher price incentives for ASC pangasius

- Wrong perceptions

- Competition with other whitefish

Recommendation
“Explore how responsible practices at the farm and processing level
contribute to improved quality.”

Showcase Pangasius as a proud Vietnamese product that is sustainable
and of high quality.

Communicate the improvements in Pangasius Production that were
achieved during the SUPA project.
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THANK YOU'!
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