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__Introduction

EU turbot production caught and farmed

= Increasing
production 12000
farmed turbot 8000
= Wild turbot 4000
imited supply 0
m Market

. 84 89 94 99
opportunities for
years

armed turbot
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__Sensory comparison farmed and wild turbot

= Differences
e Shelf life (farmed 9 days longer)
e Skin appearance (pigmentations)

e Fillet texture (firmer), odour (less marine), colour (less
creamy)

= Similarities
e Tender texture, potato-ike flavour, chicken-like flavour

= Post killing methods can change sensory properties
towards wild turbot characteristics
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\biectives

= [dentify marketing opportunities for
farmed turbot

e What do producers find important?

e What do producers think their customers find
important?

e What do custorners find important?
e What do consumers find important?
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Actual Consumers’
Customers demands

demands

5 producers 11 customers || 700 consumers
\ v v
Represents 16 customers 5 wholesalers 360 Spain
3 wholesalers 1 processor 5 restaurants 340 NL
b restaurants 2 retailers 1 monger
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__Questionnaire: importance of ...

m /ntrinsic product properties
e sensory related (texture, taste, appearance)

e quality related (size, shelf life, freshness, packaging,
constant quality)

m £xtrinsic product properties
e image (sustainability, welfare, safety, environment)
e information (origin, welfare, quality label, health benefit)
e Price
= Logistics
e delivery on demand, continuous available
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important
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not
important
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taste Appearance texture Fat
content/location

@ customers demand @ producers own interest @ producers expectation
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Freshness homogeneous packaging Long shelf life constant quality
size classes

@ customers demand @ producers own interest @ producers expectation
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Important

6
5
4
3
2

important

@)

not

Image farmed level of Welfare low stress
sustainability aspects during slaughtering
farming

@ customers demand @ producers own interest @ producers expectation
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Results: customers motivation for buying farmed turbot

= Wholesalers:
e no wild turbot available (n=3)
e customers require it (n=2)
e Low price (n=1)

m Restaurants:

e New and exciting/niche product (n=3)
e Good quality fish/high standard (n=2)
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Conclusion: importance sensory properties
= Producers underestimate importance

taste and texture

m Producers overestimate importance
fat content/placement
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__Conclusion: importance quality aspects

m Freshness IS even more important than
producers think

= Producers underestimate importance of
packaging

m Producers overestimate the importance of
homogeneous size classes
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Conclusion: importance image aspects

m For both producers and customers the image of
farmed fish 1s moderately important (consumers?)

m Producers highly underestimate the importance
of sustainability

= Importance of welfare i1s underestimated by
oroducers, nevertheless they can (still) meet the
nigh demands of the customers.
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_Market opportunities for farmed turbot

= Improve taste and texture (e.g. by tuning post
killing methods)

= Improve on packaging

= Improve on sustainability: it is important for
your customers

m Consumer information ??
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Wageningen IMARES
_ Download presentaton
www.rivo.dlo.nl/FTP_DIR/
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