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MARKETI NG CONCEPTS

. 1 NTRODUCTI ON

The process of producing a nmarketable foodfish is usually quite
uneventful, despite episodes of infectious and noni nfectious di seases.
However, what to do with the fish when they beconme marketsize often creates a
sense of panic because nost fish farnmers have linmted experience with
marketing. The mpjority of texts addressing the art and sci ence of
aquacul ture describe the various individual conponents of an aquaculture
systemin detail with [ittle attention to the processes of planning and
i npl enenting production. Totally lacking, in nost cases, is some attention to
mar keting farmrai sed products.

Mar ket i ng begins with an assessnent of what the market expectations are
for table fish. These nmust be established BEFORE begi nning the production
pl anni ng process. Based upon the opinions of those who practice this concept,
this is the best known way to assure having a | ong-standing and profitable
busi ness venture. The narket expectations can best be described as the
PRODUCT DEFI NI TI ON, which consists of when how many of what size fish prepared
in what fashion for a specific market niche.

1. DEVELOPI NG THE PRODUCT DEFI NI TI ON

The Product Definition is based on the marketing potential, which is
based upon eval uating quantitative data collected fromthe nmarketplace. The
majority of the required data can be collected by responding to the "Five W
guestions; namely, WHO is buyi ng WHAT, WHERE, WHEN, and WHY?

The process of collecting the data can be quite sophisticated; e.g.
retain a professional marketing survey consultancy, or it can be quite sinple;
e.g., conduct a "door-to-door" survey. In some regions, public agricultura
agenci es and universities can collect the necessary data as part of their
servi ce m ssions.

In outline form the "Five W questions and their sources of response
material s are:

1. WHO i s buyi ng?

Ret ai |l er

Chef

Honemaker

Processor

Whol esal er

Li ve- haul er
Fee-fishing proprietor

@™o aoop

Each of these individuals is probably the third or later person to judge
the quality of the product. The first and second persons are the
producer and the processor, respectively. The final judge of product
quality is usually the diner. |If a product of |ess than desirable
quality is presented, the likelihood of return purchases is very slim
Thus, quality control nust begin on the farm



2. WHAT are they buying? (Table 1)

a. Product style -
alive
round
evi scer at ed
fillet, pin bone in
fillet, pin bone out
val ue- added -
snmoked
pat e
ready-to-cook itemns
b. Presentation — fresh, iced
fresh, frozen
canned
shel f - packs
c. Quantity — total weight
nunmber s
servi ngs

According to a limted nationwi de survey of distributors and retailers
of rainbow trout in America reported by MCain and Guenthner (1991),
preferences were heavily in favor of a frozen, individually "sl eeved"
boned (pi nbones renoved, skin on), portion-controlled fillet. Value-
added rai nbow trout products have been slow in getting into the

mar ket pl ace whil e sal nbon and channel catfish val ue-added products enjoy
hi gh acceptance in the nmarketpl ace.

3. WHERE are they buying?

a. Farm

b. Processor

c. \Wol esal er

d. Restaurants — famly-style

fast food
white table cloth
e. Retail outlets — specialty narket
super mar ket
farmgate
f. Region — urban
subur ban
rural
nat i onal
i nternational

Many nontraditional markets are not served by the rainbow trout
community. Anong these are sales to convention centers, institutions
(schools, hospitals, and retirenent centers), and airlines. The capture
fishery and channel catfish products have done rather well in these

mar ket s.

4. \WHEN are they buying?
a. Season — wi nter

spring
sumer



Tabl e

aut um
Lent
Chri st mas/ New Year
Thanksgi vi ng

— day of the week
hour (s) of the day

b. Time

1: Processed products of rainbow trout avail able worl dw de.
Availability of val ue-added products in Arerica is limted.

| ced - round Cooked or Ready to Cook
dr essed
fillets Pat e
Qui che
Frozen - dressed Croquettes
boned Past e
boned and breaded Crepes
boned and stuffed Mousse
fillets Kedger ee
"Burger"
Snoked - dressed Soup -
fillets cr eaned
boned Goul ash
sausage Vol - au-vent s
roll Pancakes
Toast Toppers
Ki ppered - dressed Pi ckl ed - fillets
fillets Canned -
boned m nced
whol e
Pet food

Producti on pl anni ng shoul d be based upon this aspect, especially if the

product is being sold as a fresh, unfrozen itemw th an established
"Sell By" or "Pull By" date. Even with freezing to extend the shelf-
life, farmed fish should have a "Pull-By" date because it is still a

hi ghly perishabl e product.

5. WHY are they buying?

a. Quality

b. Tineliness

c. Portion control
d. Price

e. Service

f.

Sati sfaction

This is the "bottomline" of successful production and marketing. It
has been said many tinmes "Selling is not marketing — Marketing is
selling". The foregoing criteria are listed in an approxi mate order of
priority. Note the relative position of price. Purchasers are willing
to pay a fair price for a high quality product which is available in the
desired portion size at the tine it is needed. Mst restaurants set



their nmenu price using a nmultiplier of the cost of ingredients. So,
price is inportant but is "passed along"” to the diner, who nmust be
satisfied with the presentation, food quality, and service.

Addi ti onal information about nmarketing farned fish can be obtained from
publications by McCain and Guent hner (1991), Smith and Klontz (1991), Avault
(1991), and Chaston (1983). O the four, the Chaston text is the nost
conpr ehensi ve and should be used as a basis for devel oping a marketing plan.
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