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Consumer studies to direct the
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Functional seafood concepts for specific consumer segments.
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Surveying consumers
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« Food Related Lifestyles
« Health consciousness

« Convenience orientation
« Demographics
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Food Related Lifestyles

Ways of shopping
Quality aspects
Cooking styles
Dining styles
Information interest

69 questions (7 point scale)
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 Occupation with health

Health consciousness

Health sacrifices

11 questions (7 point scale)
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Convenience orientation

« Weekday meal
e Snack
e Special occasions

— Convenience aspects
— Product health-aspects

(e.g. fibers, fats)

— Environmental aspects
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Consumer segmentation:
All consumers are not the same.

e« Segments based upon
 Food related Lifestyles
e Survey data on Health- &
Convenience concern
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Segmentation results: 6 clusters

Uninvolved low interest
Practical

Hedonist

Naturalist

Involved quality
Convenient

1.
2.
3.
4.
5.
6.
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e Segment 2: Practical

— Price conscious

— familiar recipes

— no specialty shops

— moderately health conscious

— nutrition more important
than taste

— high convenience

Consumer
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e Segment 5: Involved,
Intrinsic qualities
— Freshness
— Variation
— Specialty shops
— Health
— Moderate convenience
— Fish likers
— Least barriers
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Product properties

For each group we describe:
 Undesirable characteristics seafood (Hea, Con)
* Desirable characteristics seafood (Hea, Con)

 Rank the characteristics to importance

Consu Product
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Discussion groups method
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Discussion groups - Goal

 To translate attitudes/demands towards
health, convenience and food in general, to
seafood product characteristics

e |Input to discuss with technological partners
(“product makers”), today and tomorrow.
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Discussion groups method
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TECH

Discussion groups results

« Group 2 - Practical people

Buy in supermarket, think of children and
family for their choices. Buy for nutrition.
Processing has negative associations.
However convenience is important to them,
as they don’t favor extensive cooking. Price
Is important. Compare fish to meat.

Product
Properties
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Discussion groups results

« Group 5 - Involved, intrinsic qualities

Association to fish is fresh and natural. Go to special
shops to get it. Interested in cooking. Eat fish for
pleasure: feel-good experience that involves
shopping, selecting, and preparing the fish/products.
Health-aspects mainly add to overall feel-good.
Convenience is pleasurable.
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Discussion groups general results

 No ‘mixing’, no additives Not ready-to-eat

« Natural e Variation
« Transparency  Fresh
 Preparation - control « Concerns about production

 Easy and quick

+ Several product ideas
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Fish product concepts

 Which product properties are most important
to what consumer segment

* How do properties interact in combination,
for each segment, to form product concepts
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Fish product concepts

Three product factors tested in combination,
for willingness to ‘try’ and to ‘buy’:

« Convenience (3 levels)
 Naturalness (3 levels)
 Health ingredient (7 variations)
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- 3x3x7 Product concepts
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A product description : most Natural, Most Convenient, Claim 3

”Imagine fishmeat cuts for stirfrying, that
don’t fall apart. To the fish that was used for
the cuts, dietary fiber has been added.
Anti-oxidant dietary fiber Is anticarcinogenic.”
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Product concepts:
Convenience

e —

Buy intention - main effects

0 Convenience 1
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Product concepts:
Naturalness

e —

Buy intention - main effects

[ Natural 1
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Product concepts:
Health claims

e —

Buy intentions - main effects

[ Health 1
M Health 2
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From concepts to prototypes

 Find technologically and conceptually realistic solutions that fit
product attributes and attribute combinations.

 Creative teamwork: technologists, consumer experts, cooks,
designers, marketeers, creativity!

« Example: Ready-to-eat Selenium enriched green gnocchi shaped surimi
for 30-40 years old healthy snackers with no time to waste.

Product

Attitude Prototypes
Food re
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To come:

 Another EU region: Spain

o Specific health claims (developments pillar 4)

o Creation of product prototypes

 Product testing for consumer evaluation (eating!).

Product Final
Prototypes Products

Lifestyl
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TECH

Conclusions

Consumers can be segmented related to seafood
Segments differ on preferred product properties
Different properties combine in preferred concepts

Consumer and technology data can be integrated,
developing this expertise is a big step forward
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4.4.1

Consumer studies to direct the development
of seafood products
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A better life with seafood...

www.seafoodplus.org
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