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This Report was written
by Arnd Jan Gulmans, an
independent marketing and
branding consultant with
an extensive track record
in advertising strategy and
marketing consultancy.

He specializes in helping
organizations to create
the narrative that clarifies
their future direction, and
to make it come to life
through powerful commu-
nication.

Arnd Jan was commis-
sioned by the GSFF to con-
duct the research effort,
and to write this accom-
panying Report. As part of
this process, he conducted
a series of interviews with a
wide range of experts and
leaders from across the
industry. New to the world
of shrimp, Arnd Jan looks
at this topic with a fresh
pair of eyes, providing a
marketing consultant’s per-
spective on how the indus-
try can effectively promote
shrimp consumption.
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ABOUT THIS REPORT

OBJECTIVES In 2023, the Global Shrimp
Forum Foundation (GSFF) commissioned a
study on the opportunity to promote global
shrimp consumption and the main questions
related to this.

The objective of the study—and

= L
this resulting Report—is to empow- “B e Cause a;fter aJ]-]-,

er the shrimp industry to define its
narrative as a first step to effective-
ly promoting shrimp consumption

in the long term. Because after all,
great marketing starts with a great
narrative.

But why are we focusing on under-
standing and developing a growth
strategy? Because the future of the
shrimp industry is in high demand.

Imagine a scenario where demand for shrimp
grows globally not just because prices go
down, but because more and more people
learn to enjoy shrimp. In time, they begin to
change their habits and include it increasingly
in their diets. This scenario describes a bold
ambition. But it can be achieved.

One of the keys to achieving this goal is to get
the marketing right, to frame that ambition
together by promoting shrimp consumption
collectively as an industry. A virtuous cycle
emerges where prices are stable and there’s
more confidence in the value chain. This
results in better conditions for investment
and—ultimately—it will lead to a better prod-
uct. And all of this will, in turn, create more
demand. But that’s if we get our collective
strategy right.

With this scenario as the motivation, this
Report presents the key findings and insights
from the study carried out into this topic.

It sheds light on opportunities for shrimp
promotion, and provides a starting point for
building a convincing and aligned narrative
within the industry. It also provides recom-
mendations for promotional communication

great marketing
starts with a great
narrative.”

activities. The Report builds on the find-
ings presented at the second annual Global
Shrimp Forum in Utrecht in September 2023.

THE RESEARCH PROCESS The research
process combines a broad desk research
effort with in-depth discussions with industry
leaders from multiple markets (producers,
importers, exporters, retailers, and experts).
The research was conducted in the period
from June to September 2023.

HOW TO USE THIS REPORT This Report
can be used as a starting point for any shrimp
promotion initiative anywhere in the world. It
discusses the benefits of shrimp as a protein
of choice, and unpicks why these benefits
are relevant for consumers... and, thus, how
they can be used to the industry’s advantage
to promote shrimp more broadly. With this
perspective as our starting point, it defines
the building blocks of a promotion narrative.
It also lays out a sample campaign architec-
ture, comprising marketing objectives, tasks
for communication, and media selection.

.

& EXECUTIVE SUMMARY

FINDINGS The Report looks at the opportu- - In the European market, and to a lesser ex-

nity to increase (global) demand of shrimp
through promotion. It looks at this topic from
different angles, as follows:

Chapter 3 considers the case for shrimp pro-
motion. It analyzes the situation in the global
market and the interplay between (growing)
supply and demand, and the price volatility
that ensues. It also discusses the benefits that
promoting shrimp consumption could have for

the industry. It draws the following conclusions:

- supply growth and demand falling behind
are a major cause of price volatility

- demand growth can reduce this price
volatility

- successful cases in other industries demon-
strate the potential for pre-competitive
(promotion) efforts, and they hold some
important lessons for the shrimp industry.

Chapter 4 analyzes the growth potential for
several consumption markets. It does so
through different lenses: affordability, availa-
bility, awareness, and attraction.

It concludes that:

- In China, as well as in India, the affordability
and availability of shrimp are bottlenecks for
growth, except in the bigger (Tier-1) cities.
However, both affordability and availability
are likely to grow in the coming years, and
this will allow shrimp consumption to grow as
well (autonomous growth). In the meantime,
the opportunity to use promotion to gen-
erate growth will be limited to those areas
where affordability and availability are suffi-
ciently high (bigger cities).

- In the US and Europe, affordability and
availability are sufficiently high, and demand
growth depends on increased awareness and
attraction. Promotion can make a difference
here, especially in light of the ongoing chang-
es in dietary habits.

tent in the US, inflation and rising food pric-
es could be an important hurdle for shrimp
consumption growth, at least in the short
term.

Chapter 6 looks at the “strong hand of cards”
the shrimp industry holds: a metaphor for

all the benefits that shrimp has to offer. It
takes a deeper look at each of these benefits
and discusses their relevance for audiences
around the world.

RECOMMENDATIONS Chapter 7 looks at
the question of how the shrimp industry can
best play this strong hand of cards. This leads
to the following recommendations:

Target audience

- in order to grow, focus on increasing market
penetration instead of increasing frequency,
and so: target the whole market, including
light buyers and first-time buyers

Which cards to play

- the “nutrition and health” card com-
bines strong evidence, high relevance, and
low risk; to avoid preaching, this card
should be combined with a more inspira-
tional angle

- the “versatility” and “convenience” cards
provide a lot of opportunity to add a fun
and inspiring element to communication,
which can boost people’s curiosity and
seduce them into buying shrimp more
often—this angle can be even stronger
when it is grounded in the positive associ-
ations that already exist in consumers’ minds

Campaign architecture and channel

selection

- a sample campaign architecture is provided
outlining the business problem, the posi-
tioning of shrimp, the marketing objectives
and key barriers to overcome, and the tasks
for communication. For each of these tasks,
a selection of recommended marketing
communications channels is provided.

Executive Summary
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THE CASE FOR SHRIMP
CONSUMPTION PROMOTION

In this chapter, we’ll delve more into why shrimp consumption pro-
motion will benefit the industry. We’ll start with a brief market over-
view, then look in some more detail at the volatility of prices and the
underlying causes. We’ll then discuss how the promotion of shrimp
consumption can reduce this volatility, and we’ll also touch on some
other benefits of shrimp promotion. Finally, we’ll look at some exam-
ples of pre-competitive promotion efforts in other markets by means
of three case studies.

MARKET ANALYSIS The most common types of farmed shrimp

Of all the shrimp consumed worldwide, 55%
is farmed and the rest is wild caught. Growth
in the shrimp industry over the last two
decades has come, for the most part, from
farmed shrimp. And with limited wild shrimp
stocks, this is also where future growth lies.
For that reason, this Report will primarily look

are whiteleg shrimp (L. vannamei) and black
tiger shrimp (P. monodon). For the purpos-
es of this Report, whenever we talk about
“shrimp promotion,” we’re referring to ge-
neric promotion in the sense that no further
distinction is made between farmed or wild-
caught shrimp, nor between different species

at farmed shrimp. and countries of origin.

Export markets The data for 2022 show that the most important
shrimp export markets were Ecuador (37% of the total export vol-

ume), India (23%), Vietnam (12%), and Indonesia (8%).1 Lshrimp Insights, 2022 data.

Shrimp exports per country (2012-2022)
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Import markets The most important import markets in 2022 were
China (29% of the total import volume), the US (26%), the EU (17%),
and Japan (7%).

Shrimp imports per country (2012-2022)
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Consumption In terms of consumption, reliable per capita data isn’t
readily available. Below, however, is a visual representation of appar-
ent consumption per capita for 2022. The amounts have been calcu-
lated using the formula “imports + local production — exports.” It’s
clear that the US, China, and South Korea have the highest per capita
consumption of shrimp (3-4 kg per capita), while other Asian markets
and Europe stand at around 2 kg per capita.

Apparent consumption per capita (LWE)
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Price Over the last 15 years, shrimp prices have been rather volatile.
The graph below illustrates how shrimp prices in the US fluctuated
between 2008 and 2023, a period in which global production more or

less doubled.

“...Increasing the desire for
shrimp will lead to higher

If latent demand is relatively low, a
lower price will have only a limited
positive effect on demand (at least
in the short term). This corresponds

US shrimp price v. global aquaculture production volume (MT LWE)

to a low elasticity of demand, and it
leads to relatively high price vol-

which, in turn, will lead to

Shrimp Price ($/1b)
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| Conversely, if latent demand is high, which
'means that more consumers are willing to buy
'shrimp if the price is right, then price elas-
ticity will be higher, which means a decrease
in\‘prices will have a larger positive effect on
_ consumer demand. This leads to lower price
O\ vqlétility. The important lesson here is that
AN /,iﬁ'creasing the desire for shrimp will lead to
/S " higher (latent) demand for shrimp, which, in
Vo turn, will lead to lower price volatility.
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Some might describe the industry over the
last 15 years as a bit of a rollercoaster: prices

try. This is especially true for small producers,
where sudden price drops can cause financial

have been up and down. Price volatility is, of
course, a source of uncertainty and distress
for producers and other actors in the indus-

insecurity, and may even mean the end of
their business if they don’t have a buffer to
withstand these fluctuations.

POTENTIAL BENEFITS OF GROWING DEMAND

Reduced price volatility Basic market theory describes the rela-
tionship between supply, demand, and price. If the supply curve shifts
to the right (increased supply), this will normally lead to a lower price
and higher demand. The magnitude of the effect on demand depends
on the price elasticity of demand. By “price elasticity of demand,” we
mean “the ratio of the percentage change in quantity demanded to
the percentage change in price.”? If the elasticity of demand is high,
a decrease in price will lead to a relatively high increase in demand. If
the elasticity of demand is low, the effect on demand will be limited.

This elasticity of demand is a theoretical concept that is notoriously
difficult to measure. But even without exact knowledge of it, we can
derive an important insight: the notion of “latent demand” (i.e. the
potential demand from consumers that would be willing to buy shrimp
if the price were lower).

] Wikipedia contributors.

(2023, October 24). Price

elasticity of demand. Wiki-

pedia.

Increased confidence Having stable prices
will increase the confidence of various parties
in the value chain from producers to import-
ers, and from exporters to retailers. If de-
mand for shrimp grows, confidence will grow,
too. And that can have a number of positive
effects. For example, retailers may increase
the availability and visibility of shrimp prod-
ucts on their shelf space; food service outlets
may decide to put more shrimp dishes on
their menus. Such changes will then ultimately
lead to the increased physical availability of
shrimp products and help to increase demand
even further.

Increased confidence also leads to better
conditions for investment and innovation,
both for producers and for other actors in the
value chain. This will result in creating better
and more attractive products, which, in turn,
can also help to boost demand for shrimp.

We’'re all familiar with the practice of using
stock levels as a buffer for market shocks and
to hedge market uncertainty. Increased con-
fidence means a lower expectation of market
shocks and lower uncertainty, and, hence,

it will diminish the need to use stocks as a
buffer. In turn, this will also reduce the price
effects associated with the artificial demand
generated when stocks are filled, and the
artificial supply as they’re depleted. This may
also result in lower price volatility.

-

(latent) demand for shrimp

J

The Case for Shrimp Consumption Promotion
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Increased collaboration It's to be expected
that higher demand will cause different actors
within the value chain to look at opportuni-
ties to meet increased demand levels more
efficiently, either by investing in their own
capabilities or by collaborating with other
parties in the value chain. Increased efficien-
cy can lead to lower prices while maintaining
profitability.

What the industry expects In a survey
among delegates at the 2023 Global Shrimp
Forum, we asked the following question:

r L
“If global shrimp demand

increases, what will the
consequences be for the

industry?”
L y

Delegates’ answers echoed the benefits
outlined above, namely that “it will lead to
increased collaboration and integration within
supply chains in order to meet the increased
demand effectively,” an answer given by

51% of respondents to this multiple-choice
question. Importantly—and interestingly—re-
spondents told us that “more stable price
levels” are a more likely consequence of
increased demand for shrimp globally than
“higher price levels.”

-~

POTENTIAL BENEFITS OF PRE-COMPETITIVE EFFORTS
When looking at the opportunity for pre-competitive efforts to pro-
mote shrimp consumption, it can be very informative to look at similar
efforts in other industries, preferably food related. There are quite a
few well-documented, successful initiatives in markets ranging from
avocados and mushrooms to eggs, which, for our purposes, also serve
as useful case studies. By means of these three case studies, we can
identify the strategies and tactics that have been deployed in other
markets, and the results that have been achieved in terms of con-
sumption growth.

As is the case in
the shrimp industry, increasing supply and

demand falling short was a major problem
avocados

for the avocado industry in the late 1990s.

The Hass Avocado Board (HAB) was es-
0 N E To DAY®

tablished in the US in 2002 (following the
nutrient-dense e heart-healthy

Hass Avocado Promotion, Research and
Information Act being passed in 2000) to
maintain and expand demand for avocados
in the US. The aim of the HAB is to gener-
ate growth that benefits the global avocado
industry. First of all, it concentrated its
efforts on data collection, consumer re-
search, and retail research. The insights
gathered were then used to develop mar-
keting campaigns. Source www.hassavocadoboard.com

One of the key drivers of the marketing campaigns was to high-

light the health benefits of avocados. The HAB did this through

combining sound scientific research on the avocado with strong

marketing campaigns focusing on health and nutrition. Conse-

quently, the HAB founded two key initiatives: the Avocado Nutri-

tion Center—which undertakes nutrition research to inform public

health—and Love One Today, which was launched by the HAB in

2013 as a free, science-based educational resource for consumers

to learn more about the health and nutritional benefits of avo-

cados, and to debunk some of the misconceptions that plagued

avocados in the past. Love One Today is also a slogan used in com-

munications. The Avocado Nutrition Center works in partnership
with Love One Today.

A related success story is offered by Avocados From Mexico
(AFM), a subsidiary of the Mexican Hass Avocado Importers
Association, which was formed in 2013 as a partnership between
Mexican avocado farmers, and importers and distributors in the
US. Its purpose is to undertake collaborative efforts in advertis-
ing, promotion, public relations, and research for all stakeholders.
Its brand “Avocados from Mexico” is one of the most successful
avocado brands in the US. In 2017, the brand was certified by the
American Heart Association’s Heart-Check Certification program,
so that all its products can be labelled with the Heart-Check mark.
Its catchy current slogan “Always in Season” reflects that avoca-
dos from Mexico are available year-round. Since 2015, AFM has
had six Super Bowl commercials that have also contributed to its
success.

The results of these initiatives around avocados are impressive:
per capita consumption in the US increased by more than 278%
between 2000 and 2021, growing from 2.26 1b (1.03 kg) per capi-

ta to 8.551b (3.88 kg). HAB. (2022, June 6). Hass

Avocado Board: 20 Years of
“Making it Happen.”

The Case for Shrimp Consumption Promotion
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In the US, the Mushroom Council is
a collaboration of the biggest fresh market producers and import-
ers of mushrooms. Previously facing a situation of production
surplus, principally the result of domestic production rising,
the Mushroom Council undertook pre-competitive research and
promotion activities help to expand, maintain, and develop the
market for mushrooms in the US.

When the Council started out, penetration of mushrooms was
quite low, and mushrooms were considered a special food item—
definitely not a staple in the American kitchen. Early promotion
efforts focused on inspiring the public with ideas and recipes

that highlighted the unique taste and versatility of mushrooms.
The research carried out by the Mushroom Council informed this
strategy, as it showed that this would be much more effective than
to highlight the fact that mushrooms are sustainable or healthy,
the feeling being that this can quickly become “preachy.”

The Mushroom Council made smart use of external experts such

as chefs, dieticians, and NGOs to raise awareness and highlight

the benefits of mushrooms. An interesting way to get people to

look at mushrooms in a new light was the “The Blend,” a burger

that can be purchased—or made yourself at home—that blends

ground mushrooms with ground beef. As the Mushroom Council

puts it, “mushrooms add flavor, veggies, and an earth-friendly in-

gredient to the plate.”* This new product was then used to gener- Mushroom Council. (n.d.).
ate interest among chefs and influencers, who could then be used Start Blending Today. https:/
as leverage to convince food service providers to put the product L’:“’;’Y"l;l'z:sdh/r°°m°°“"°i"°°m/
on their menus. '

The Australian Egg Corporation Limited
(AECL) is a member-owned, not-for-profit company providing
marketing and Ré&D services for the benefit of Australian egg
farmers. It’s funded through statutory levies, collected under the
Egg Industry Service Provision Act, and Australian government
funds for the purposes of approved Ré&D.

Australian egg consumption had been on the decline since the
1960s at an average annual rate of 2%. The main reason for this
decline was the perception among Australian consumers that eggs
contained a nutrient that was harmful to their health: cholesterol.

In 2006, the AECL launched two campaigns to directly dispel the
myths surrounding eggs and cholesterol. Special care was taken
to ensure that all health-related claims could be backed up with
solid evidence, and to prepare for critical questions about any pos-
sible shortcomings in the industry. The first campaign addressed
the myths surrounding egg consumption. It managed to raise the
positive perception of eggs from 30% to 70%, but an increase in
consumption didn’t occur. The second campaign, focusing on the
positive side of consuming eggs, was launched within 6 months of
the first campaign. Since the launch of these initiatives, egg con-
sumption has risen at an annual average rate of 5.5%. See graph

“Australian egg consumption (1993-2014)”. The campaign won
several Australian national and international awards, including
an Effie Award (an awards program to honor the most effective
advertising efforts) for long-term effectiveness.

Australian egg consumption (1993-2014)
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Importantly, apart from increasing sales volume, the campaign
also aimed to de-commoditize the egg market to create space for Case description provided
the creation of value-added products and premium propositions. by Katherine Bryar, former
. s . Marketing Director of Aus-
This objective was reached, as shown by the value growth in the tr:;a'; 'E":g éz‘;;’r;‘t’ionus
years after the campaign launch and the price growth for special- | ited (AECL), who was
ty eggs. responsible for the campaign

at the time.
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ASSESSING THE OPPORTUNITY

In this chapter, we’ll assess the opportunity to increase shrimp demand
by taking a closer look at the consumer markets that represent the
highest growth potential. As we’ve already seen, the biggest consum-
er markets for shrimp are China, the US, Europe, and Japan. But the
fact that these markets are currently the largest markets doesn’t nec-
essarily mean that they also represent the largest growth potential.

A

—

/

One market we need to keep an eye on is
India: the Indian market is a good example

of a market where consumption is currently
very limited (around 35 g per capita), but the
sheer size of the population suggests sub-
stantial growth potential. And what makes the
Indian market particularly interesting is the
fact that India is the second largest exporter

of shrimp in the world. For that reason, we’ll
be taking India forward into our analysis in
this chapter. Japan, however, won’t be dis-
cussed further—Japan has limited growth po-
tential for two main reasons: fish and seafood
are already very popular; and the population
is rapidly aging and decreasing in size, further
limiting potential for growth.

THE 4 “A”S

So, how can we get a clearer view on growth potential? Let’s first
establish that shrimp consumption depends on four factors:

AFFORDABILITY

people can afford to buy shrimp

AWARENESS

people are aware of shrimp as a food choice

AVAILABILITY

shrimp is readily available for people to buy

ATTRACTION

people would like to buy/eat shrimp

We're going to call these the 4 “A”s. Any
growth in shrimp consumption depends on an
increase in one or more of these four factors.
The most important of these will vary per
market—in other words, the “bottleneck” will
be different depending on the market. (By
“bottleneck,” we refer to a factor limiting
increased shrimp consumption).

If, for example, the bottleneck is affordability
or availability, promotional campaigns likely
won't prove very effective: growth will de-
pend on an increase in one of these two fac-
tors that can’t be influenced by promotional
efforts alone. We'll call this type of growth
“autonomous growth.”

If affordability and availability are sufficient-
ly high—and by “sufficiently high,” here, we
mean that shrimp is both affordable and
readily available—the bottleneck (i.e. the lim-
iting factor) to increasing shrimp consump-
tion must either be awareness or attraction.
And it’s precisely in these areas that shrimp
consumption promotion campaigns can make
a difference. We'll call this type of growth
“growth through promotion.”

Using this framework, we’ll now determine
which markets hold the biggest potential for
growth through promotion—the area that’s

of most relevance for our purposes—by a
process of eliminating those markets where
autonomous growth is currently the predomi-
nant form of growth.

Autonomous growth

AFFORDABILITY In the US and Europe, higher GDP and household
spending power suggest that shrimp is more affordable than in

countries like China and India.

GDP per capita v. percentage of household spending on food

us 80,034
EUROPE* 39,940
CHINA 13,721
INDIA 2,601

Sources GDP per capita: International Monetary Fund (IMF) |

MARKET | GDP per capita in USD (2023) % of household spending on food

12.8%

14.3% *EU data
30.5%

AN%

Household Spending: U.S. Bureau of Labor Statistics; National Bureau of Statistics of China; Kantar; Eurostat

On average, US households spend USD 778 on food every month,®
which corresponds to 12.8% of total household expenditure.” In
Europe, average food expenditure is USD 455 per month, which rep-
resents 14.3% of total household expenditure.® Consumers in Europe

6 u.s. Bureau of Labor
Statistics. (2023, Septem-
ber 8). Consumer Expendi-
tures--2022.

7 U.s. Bureau of Labor

and the US are currently dealing with the impact of inflation and rising  statistics (2023).

food prices. While this is ongoing, it will also have an effect on the

affordability of shrimp.

In India, food represents 41% of total household spending, a much
larger share of total spending than in western societies.? And in
China, even though the share of income spent on food has declined
with growing GDP, it’s still relatively high at 30.5%.1°0

In general, lower spending power means a higher share of household

8 Eurostat. (2023), February
1). How much do households
spend on food and alcohol?
9 Livemint. (2022, October
31). Less affluent households
spend INR2,000 on monthly
groceries. Mint.

10 National Bureau of Statis-

tics of China (2023, January
18). Households’ income and
consumption expenditure in

spending goes on food, and that a higher share of food spending goes 5925,
on items that are deemed “necessary” instead of on those deemed to

Assessing the Opportunity

-
3
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https://www.livemint.com/industry/retail/less-affluent-households-spend-2-000-on-monthly-groceries-11667242654408.html
https://www.livemint.com/industry/retail/less-affluent-households-spend-2-000-on-monthly-groceries-11667242654408.html
https://www.livemint.com/industry/retail/less-affluent-households-spend-2-000-on-monthly-groceries-11667242654408.html
http://www.stats.gov.cn/english/PressRelease/202301/t20230118_1892303.html
http://www.stats.gov.cn/english/PressRelease/202301/t20230118_1892303.html
http://www.stats.gov.cn/english/PressRelease/202301/t20230118_1892303.html
http://www.stats.gov.cn/english/PressRelease/202301/t20230118_1892303.html
http://www.stats.gov.cn/english/PressRelease/202301/t20230118_1892303.html
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be “luxury” items. This makes shrimp less affordable for the average
household in China and India. In other words: the share of households
that can afford to buy shrimp is lower in these markets.

11 National Bureau of Statis-
tics of China. (n.d.).

12 statista. (2023b, January
However, in China as well as in India, continued economic growth cor-  18). Per capita consumer
responds to increasing household spending power. Over the last few ipsegimg '2 Cr:[nas19zo;zo;2.
decades, China has undergone a period of rapid economic transfor- Chen,e;’(26'23l:Jl'J'neI'ZZ')'.
mation: between 2000 and 2020, GDP per capita (at constant prices)  The next chapter in China’s
increased by almost 16-fold.!! This means higher spending power for consumer story. BCG Global.
Chinese families, with per capita con-
sumption expenditure rising from CNY
9,378 in 2010 to CNY 24,538 in 2022.17
Further economic growth is expect-
ed for China: the IMF predicts GDP to
grow by 3.8% per year until 2028. The
Boston Consulting Group (BCG) esti-
mates that China will add an additional
80 million people to the middle and
upper classes in the period from 2022 |-
to 2030.13

tion that can afford to buy
shrimp will grow substan-
tially in the coming years.”

In India, we see a similar trend. GDP per capita grew from USD 479 1% |MF. (2023). IMF Data

in 2002 to USD 2,379 by 2022, a 5-fold increase. In 2022, the Indian Mapper: Real GDP Growth:
economy grew faster than the Chinese economy (7.2% v. 3.0%) and Annual percent change.

i . 14 . . 15 shukla, T. (2023, July 10).
it’s now the fifth largest economy in the world.'* The middle class is The Rise of India’s Middle
expected to grow from 432 million people in 2020/2021to 715 million . .. A Force to Reckon
by 2030/2031, which would correspond to 47% of the total popula- With. People Research on
tion.15 This would make India, together with China, the world’s largest  India’s Consumer Economy
middle-income market. These developments imply that the share of (PRICE).

the population that can afford to buy shrimp will grow substantially in

the coming years.

AVAILABILITY In the US and Europe, shrimp is widely available in retail

stores and food service outlets. In India and China, this isn’t the case.

So even if the affordability of shrimp in India and China is increasing as
income levels rise, the availability of shrimp may present another bot-
tleneck for growth in these markets where the affordability of shrimp

would make them set to boom.

In India, the availability of shrimp is quite limited, especially outside of
the Tier-1 cities and further away from coastal areas. Another impor-
tant factor to take into consideration when talking about India is that
Indian households prefer fresh shrimp over the frozen variety. But

the logistics infrastructure to ship and store fresh products will prove
to be a bottleneck in that respect: it’s not yet developed enough. As
a consequence, products that depend on this infrastructure will be
severely hindered, except in the bigger cities.

r“...the share of the popula- h

The Indian government is a driving force in developing the cold chain
industry, supporting private participation through subsidies and
grants. The Indian cold chain logistics market is expected to grow
from USD 16 million in 2021 to USD 36 million by 2027. Meanwhile,
there are initiatives to sell shrimp and other seafood directly to
consumers through online storefronts. Fresh to Home and Licious are

examples of such initiatives. Other ventures, such as Captain Fresh,
aim to build a platform that connects supply (fishmongers) to demand
(retailers). These and similar efforts are likely to increase the availa-
bility of shrimp in the longer term, albeit their focus being on Tier-1

cities for now.

In China, consumers enjoy both live and frozen shrimp. Live shrimp

is mostly to be found in coastal areas. And, again, the availability of

frozen shrimp depends largely on the cold chain infrastructure, which

is still being developed in China. Even though the Chinese cold chain

logistics market is growing rapidly at an expected compound annual

growth rate (CAGR) of 8.5% by 2025, “the current cold chain infra-

structure and technologies are still largely lagging behind the demand

for high-quality food by Chinese consumers with increased in-

comes.”16 And so, while availability is not an issue in the bigger cities, 16 Guo. X., Duivenvoorden,

it’s still proving to be a bottleneck elsewhere. This means that oppor-
tunities for growth will be concentrated primarily in urban areas.

W., Liu, Z. (2020, Septem-
ber). Market Study on Cold

Chain Logistics in India.
Netherlands Enterprise

Agency 2018.

Growth through promotion

AWARENESS AND ATTRACTION In the US and
Europe as well as the Tier-1 cities in China
and India, affordability and availability are
sufficiently high (i.e. they don’t present bot-
tlenecks): in these markets, there are many
consumers who don’t buy (much) shrimp,
even though they can afford it and it’s easily
available. In these markets, the potential for
growth, therefore, depends much more on
whether people are aware of shrimp as a food
option and whether they consider shrimp to
be an attractive choice. And, for the purposes
of our bold ambition to increase shrimp con-
sumption, this is where we need to focus our
attention and collective efforts.

Many food choices are dictated by habits and
routines. This is especially true if we look at
higher-level choices—like the major compo-
nents of regular meals, such as including red
or white meat in an evening meal—as op-
posed to looking at specific product or brand
choices.

For us to understand the strength of the

two “A”s awareness and attraction, it’s first
important for us to understand the dynamics
of habits and routines. This is because fixed
habits and routines make people less open

to alternatives. So, if we find that people’s
food habits and routines change only slowly
or don’t change at all, this would seriously
complicate matters for us: it would imply that
we actively have to break people’s routines

in order to get them to choose shrimp more
often. Well, luckily for us, it turns out that
food habits do, in fact, change over time and,
as we’ll see in the next sections, they’re cur-
rently changing quite significantly. This is good
news for us, and for what this Report hopes
to achieve. It’s also good news for the wider
industry.

Let’s now take a look at how patterns and
dynamics can influence habits and routines.

Assessing the Opportunity
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https://www.imf.org/external/datamapper/NGDP_RPCH@WEO/OEMDC/ADVEC/WEOWORLD
https://www.imf.org/external/datamapper/NGDP_RPCH@WEO/OEMDC/ADVEC/WEOWORLD
https://www.price360.in/expertview/the-rise-of-indias-middle-class-a-force-to-reckon-with/.
https://www.price360.in/expertview/the-rise-of-indias-middle-class-a-force-to-reckon-with/.
https://www.price360.in/expertview/the-rise-of-indias-middle-class-a-force-to-reckon-with/.
https://www.price360.in/expertview/the-rise-of-indias-middle-class-a-force-to-reckon-with/.
https://www.price360.in/expertview/the-rise-of-indias-middle-class-a-force-to-reckon-with/.
https://www.price360.in/expertview/the-rise-of-indias-middle-class-a-force-to-reckon-with/.
http://freshtohome.com
http://www.licious.in
http://www.captainfresh.in
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Long-term changes in food habits In the US, the consumption of
animal proteins has changed steadily since the middle of the previ-
ous century. The two most important trends have been, as the graph
below shows:

- the decline of beef consumption since the late 1970s

- the steep rise of chicken consumption from the 1950s onwards.

Availability of beef, pork, chicken, and fish/shellfish (US: 1910-2021)
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Source US Department of Agriculture (USDA)

In Europe, the trend is similar to that of the US where per capita beef

consumption is also in decline and poultry is on the rise.1” 17 European Environment

Agency. (2013, November 20).

Per capita EU-27 consump-
tion of meat, fish and dairy

(by weight)

In China, meat preferences have changed quite a lot since the 1980s.
In 1980, pork was the main source of animal protein—chicken and
beef consumption were still very limited (close to zero). Since then,
per capita chicken consumption has shown steep growth to around 17
kg per person per year. Over the same period, beef consumption has
grown to around 7 kg by 2022.

China per capita meat consumption (1980-2014) and projection (2015-2024)
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Recent changes in food habits In recent years, there’s been quite a
lot of research on changing food habits. Part of this interest stems
from the impact of the COVID-19 pandemic. Not only did the pan-
demic impact the food choices available to people (restaurants were
closed, social gatherings centered on meals were prohibited, etc.),
but it also gave rise to an increase in health consciousness.
Healthy eating on the rise An example of one such piece of research
is a study by McKinsey'8 that looks at attitudes and behaviors with 18 Grimmelt, A., Moulton,
respect to food in France, Germany, the UK, and the US. The study J., Pandya, C., & Snezhkova,

found that healthy eating is on the rise, with at least 70% of respond- - (2022, October 5). Hungry
and confused: The winding

ents saying that they want to eat more healthily and around 50% of road to conscious eating.
consumers saying that healthy eating is a top priority for them. Also, a  McKinsey & Co. Based on
significant proportion of respondents reported reducing their con- “McKinsey Global Future of
sumption of food items or ingredients that are seen as unhealthy, Food Survey 2022.”

such as processed foods, sugar, fat, salt, and red meat.

Did someone say flexitarianism? The aforementioned study by McK-
inseyl9 took a detailed look at meat consumption. Interestingly, it
found that a growing number of consumers are eating less meat or no
meat at all, especially in western Europe. Half of respondents in the
typically heavily meat-based nations of France and Germany claim to
have reduced their consumption of red meat in the last 12 months.

19 Grimmelt et al. (2022).
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Current diet, by nation (%)

©

Less/no red meat in
past 12 months (%)

o st O
. I O

No meat restrictions . Flexitarian Beef . Fully/mostly vegan

Source McKinsey & Co.

In China, similar changes in dietary behaviors can be observed, specif-
ically related to the COVID-19 period: several studies suggest that the
pandemic led to increased food health consciousness in China, too.
According to McKinsey’s research,?0 slightly less than half of Chinese
consumers can be labelled “conscious consumers” (the definition

of which—in that particular study—is “people who are committed to
eating little or no meat”). This group consists predominantly of older
women (the baby boom generation), who, having grown up on a tradi-
tional Chinese diet rich in plant-based protein but who later turned to
more meat in their diets due to societal changes, are now once again
seeking to eat more healthily, leading them to limit their meat con-
sumption.?!

20 Grimmelt et al. (2022).
21 Grimmelt, A., Hong, S.,
De Paula, R. U., Zhang, C., &
Zhou, J. (2023, February
10). For Love of Meat: Five
Trends in China That Meat
Executives Must Grasp.

McKinsey & Company.

Routine eating habits, by country (%)

Conscious Consumers
Vegans, vegeratians, pes-
catarians, flexitarians and
concious meat eaters

Traditional Consumers
Regular meat eaters
and meat lovers

us China UK Netherlands Germany

Source McKinsey & Co.

So, apparently food habits do |-

: .
change over time: both in the short ¢ o °people are PeCODSldePng

term and in the long term. And they

are clearly currently changing in thelP ChOICeS a‘nd they,re

the US, Europe, and China. This is

good news for us, because it means Open to SuggeStlonS Thls

that in those markets and regions

where affordability and availabili- Pepresents al Opportunlty
vty o noresce smarensss 50 INlCTEASE DEODLE’S aware-
ness about and attraction

and attraction and, by doing so,
increase demand.

WHAT Do THE 4 “A”S to Shlep . ”
TELL US? '— —'
Having looked at the 4 “A”s, we
can draw a few conclusions: - Affordability and availability will continue to
grow in China and, somewhat more slowly,
- In India as well as in China, both affordabili- India. This means that shrimp consump-
ty and availability are limited when com- tion is likely to grow autonomously over the
pared to western markets. This means that coming years. As this process unfolds, the
the opportunity to develop shrimp con- bottleneck will shift towards awareness and
sumption through promotion is limited as attraction, and the opportunity for growth
well. In these markets, the biggest opportu- through promotion will consequently in-
nities for promotion efforts are to be found crease.
in bigger cities where affordability and
availability don’t represent bottlenecks. - Food habits are not set in stone; they

change over time. In fact, they’re current-
ly shifting in a meaningful way in the US,
Europe, and China. This means that people
are reconsidering their choices and they’re
open to suggestions. This represents an
opportunity to increase people’s awareness
about and attraction to shrimp.

—

- T
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In this chapter, we're going to take a look at what sets shrimp apart
from other more common proteins. We’ll discuss some of the most im-
portant considerations for consumers around the world when making
their food choices, namely positive associations, nutrition and health,
versatility, convenience, and sustainability. From this point on, each of
these different “aspects” will become a different “card” in our deck
of five cards, and we’ll use this metaphor throughout this chapter and
the next as a way to facilitate the discussion around which of these
“cards” should be played first, and how to maximize the chance of
winning. Along the way, we’ll assess the strength of shrimp’s claim in
each of these specific areas, while also taking a closer look at any weak
points related to that particular “card”. In this way, we aim to show
that the shrimp industry holds a very strong hand of cards indeed.
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POSITIVE ASSOCIATIONS
In most markets, the consumption of shrimp

goes back a very long time. // £
Hence, eating shrimp is often l- “ID. ma,I’ketll’lg ].t,S a‘:]w & '
) —— ‘e/‘ =

very much fentwined with
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e maartant ey mesent. bDING that already exists
in the minds of consumers
than it is to create new
associations from scra,tch.”_'

an opportunity to be built
on and further extended—in
marketing, it’s always easier
to build on something that
already exists in the minds
of consumers than it is to L
create new associations from
scratch.

NUTRITION AND HEALTH

Myths Before looking at the nutritional
benefits of shrimp, let’s first talk about some
widely held misconceptions and how we can
refute these claims, particularly concerning
cholesterol, mercury, and the use of antibi-
otics.

[o]]
%

out problem, even by preg-

D HEALTH

Lmothers, and children.”
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CHOLESTEROL Shrimp contain
cholesterol, about 189 mg per
100 g to be precise. Because
of this, many people—unhelp-
fully including doctors and
dieticians—believe that they
should avoid eating shrimp,
Cﬁg or at least limit their con-
sumption. In the past, it was
thought that dietary choles-
terol intake would contrib-
ute to the risk of heart disease. But newer studies haven’t generally
supported this.?? It turns out that “bad” blood cholesterol is mostly
increased by eating unhealthy fats (such as saturated fats or trans
fats), which shrimp don’t contain. The American Heart Association
mentions shrimp as a healthy choice as part of its advice to manage
blood cholesterol levels and reduce the risk of heart disease.?®

=

ra

22 sass, C. (2022, September
15). Eating Shrimp: Health
Benefits, Nutritional Data
and Warnings. Health.

23 American heart Associ-
ation. (2020, November 11).

In China, shrimp is associated with longev-
ity, happiness, and good fortune. There are
various traditions in China that involve the
consumption of shrimp, especially during
festivals and celebrations. In the US, shrimp
is associated with good times with friends
and family, and with tropical holidays, not
to mention its association with some well-
known culinary traditions in Louisiana and
other coastal areas. Europe also has some

strong culinary traditions that involve shrimp:
think of Mediterranean cuisine, paella, skew-
ered shrimp, gambas al ajillo... Several yearly

festivals in Europe feature shrimp, especially
around Christmas.

Shrimp is a highly nutritious protein that
offers many valuable nutrients with some
well-defined health benefits. But, unfortu-
nately, the nutrition and health benefits of
seafood in general, and shrimp in particular,
are often overlooked or not well-known.
First, we're going to take a closer look at
some of the misconceptions surrounding
shrimp as a protein in a bid to debunk these
myths. Second, we’re going to present some
science-backed facts and figures about the
positive benefits of eating shrimp. Third, we’'ll
tie these benefits into some of the current
health trends we're observing in our key mar-
kets of China, the US, and Europe.

MERCURY The concern about mercury levels in fish and seafood only
applies to some specific types of fish (for example, marlin and sword-
fish). These species tend to accumulate mercury in their flesh. Some
believe that this also applies to shrimp, and that consumption should
therefore be limited. This is a myth. In fact, according to the US Food
and Drug Administration (FDA), shrimp is one of the “five of the most
commonly eaten fish that are low in mercury.”?# In its dietary advice,
the FDA writes that shrimp can be eaten without problem, even by
pregnant women, breastfeeding mothers, and children.

Cooking to Lower Choles-
terol.

24 FDA. (2004). FDA/EPA
2004 Advice on What You
Need to Know About Mercury

in Fish and Shellfish.

...shrimp can be eaten With-'

nant women, breastfeeding

.
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ANTIBIOTICS Some shrimp producers use antibiotics to protect their
crops from disease and to increase survival rates. But this is certainly
not the case for all producers. There are stringent measures and strong
initiatives emerging to make using antibiotics in shrimp a thing of the
past. Some key things for consumers to be aware of to make sure their
shrimp is antibiotics-free:

- ASC and BAP certification standards require shrimp sold under their
logos to be free of antibiotics. In the EU and to a lesser extent in the
US, strict regulations exist to prevent shrimp treated with antibiotics
entering the market

- Ecuador’s Sustainable Shrimp Partnership (SSP) members commit to
using zero antibiotics and are tested in every production cycle

-in 2002, the Indian government imposed strict regulations, banning
the use of five different antibiotics. It has also taken measures to
ensure that shrimp exported to Europe and other markets is tested
for antibiotics prior to export.

Nutrition With some myths well and truly debunked, let’s now touch on
some of the positive health and nutrition aspects associated with shrimp
that we can use to our advantage as part of our strong hand of cards.

PROTEIN Shrimp contain a relatively large amount of protein per 100 g.
The amino acids in the protein in shrimp are important for various vital
body functions, such as muscle growth, tissue regeneration, immune
function, energy making, and blood sugar regulation.?5 26

Shrimp is a lean protein source, especially when compared to other
sources of animal protein such as pork, beef, and chicken.

25 Cleveland Clinic. (2021,
December 22). Amino Acids
R6 Soundarapandian, P.
(2014, November). Nutitive
value of cultured white leg
shrimp Litopenaeus van-
namei.

Shrimp nutritional values compared to other proteins (per 100 g)

_ Beef (ground) | Chicken (wing) | Pork (chop)
99 209 161 196

Energy (kcal)

Fat (g) 0.3 14.6 7.1 13.5
Carbohydrates 0.2 0.8 0.0 0.1
Protein 24 19.1 24.3 19

FAT The fat in shrimp is composed of unsatu-
rated omega-3 fatty acids. These are the
so-called “healthy fats” (as opposed to the
unhealthy saturated fats and trans fats). Most
fats from animal sources are saturated fats,
whereas most fats in vegetables and fish are
unsaturated.

FIBER Most dietary fiber is found in plant-
based ingredients such as vegetables, fruit,
nuts, etc. Meat and fish don’t usually contain
fiber. However, shrimp do contain a small
amount of fiber in the form of chitin in the
shells (if they're eaten).

VITAMINS Shrimp contain several essential

vitamins:

- Vitamin D for bone health and immune
function

- Vitamin B12 for red blood cell production

- Vitamin E for antioxidant properties

MINERALS AND TRACE ELEMENTS Shrimp

contain several minerals and trace elements:

- Iron for oxygen transport and energy
production

- Selenium for immune function and antioxi-
dant defense

- Zinc for metabolism and wound healing

Health
HEART HEALTH As shrimp is a lean protein source containing unsaturat-
ed omega-3 fatty acids, it’s good for the heart.

In its Science Advisory of 2018, the American Heart Association recom-
mends the inclusion of 1-2 seafood meals per week to reduce the risk
of various types of heart problems (congestive heart failure, coronary
heart disease, ischemic stroke, and sudden cardiac death). This positive
effect on heart health is attributed to a combination of two factors:
low saturated fats and high long-chain n-3 polyunsaturated fatty acids
(n-3 PUFAs). Shrimp, however, is quite low in n-3 PUFAs compared to
fatty fish such as salmon, so its positive effects on heart health are
mostly due to the first factor.?”

BRAIN HEALTH Omega-3 fatty acids play a role in cognitive function.
The choline content in shrimp can aid brain development and brain
function. What’s more, shrimp contain astaxanthin, an antioxidant that
is linked by several studies to the reduction of oxidative stress, and the
ensuing neurodegenerative effects.?8

IMMUNE FUNCTION Vitamins D and E found in shrimp, as well as the
elements selenium and zinc, aid the body’s immune function, helping it
to combat infections.

Relevance of health and nutrition in key markets

CHINA In China, economic growth, urbanization, and rising incomes
have caused major changes in dietary habits: diets contain more salt,
fat, and sugar than ever before. This has had a major effect on the
health of the population: obesity, cardiovascular disease, and diabetes
are on the rise. In response to this development, the Chinese govern-
ment has issued the “Healthy China 2030” Planning Outline and the
Chinese National Nutrition Plan (2017-2030). There’s some cause for
optimism, as growing incomes in China’s middle class seem to lead to
an increased willingness to pay more for higher quality, healthier foods.
This is especially true in larger cities, where young, affluent consumers
see healthy eating as an aspirational lifestyle. The COVID-19 pandemic
has further increased consumers’ health consciousness.

THE US In the United States, there’s a clear trend to eat more healthily.
Half of consumers call healthy eating a top priority.?? For most of them,
this means cutting back on sugar, salt, and fat. About 37% of US con-
sumers report that they’ve cut back on red meat. Again, the COVID-19
pandemic has also contributed to the desire to eat more healthily.

EUROPE In European markets, similar trends can be observed. For
example, 62% of French respondents report having reduced their
consumption of processed foods, and more than half of them have re-
duced their intake of sugar, fat, salt, and red meat. The German market
shows similar data.°

27 Rimm, E., et al. (2018).
Seafood Long-Chain n-3
Polyunsaturated Fatty Acids
and Cardiovascular Disease:
A Science Advisory From the
American Heart Association.
Circulation, 138(1).

:8 Taksima, T., Chonpath-
ompikunlert, P., Sroyraya,

M., Hutamekalin, P., Limpa-
wattana, M., & Klaypradit, W.

(2019). Effects of Astaxanthin

from Shrimp Shell on Oxida-
tive Stress and Behavior in

Animal Model of Alzheimer’s
Disease. Marine Drugs, 17(11),

628.

29 Grimmelt et al. (2022).

30 Grimmelt et al. (2022).

A Strong Hand of Cards

29


https://my.clevelandclinic.org/health/articles/22243-amino-acids
https://my.clevelandclinic.org/health/articles/22243-amino-acids
https://www.researchgate.net/publication/274513267_Nutitive_value_of_cultured_white_leg_shrimp_Litopenaeus_vannamei
https://www.researchgate.net/publication/274513267_Nutitive_value_of_cultured_white_leg_shrimp_Litopenaeus_vannamei
https://www.researchgate.net/publication/274513267_Nutitive_value_of_cultured_white_leg_shrimp_Litopenaeus_vannamei
https://www.researchgate.net/publication/274513267_Nutitive_value_of_cultured_white_leg_shrimp_Litopenaeus_vannamei
https://www.researchgate.net/publication/274513267_Nutitive_value_of_cultured_white_leg_shrimp_Litopenaeus_vannamei
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC6891431/.
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC6891431/.
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC6891431/.
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC6891431/.
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC6891431/.
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC6891431/.
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC6891431/.
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC6891431/.
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC6891431/.
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC6891431/.
https://www.ahajournals.org/doi/pdf/10.1161/CIR.0000000000000574
https://www.ahajournals.org/doi/pdf/10.1161/CIR.0000000000000574
https://www.ahajournals.org/doi/pdf/10.1161/CIR.0000000000000574
https://www.ahajournals.org/doi/pdf/10.1161/CIR.0000000000000574
https://www.ahajournals.org/doi/pdf/10.1161/CIR.0000000000000574
https://www.ahajournals.org/doi/pdf/10.1161/CIR.0000000000000574
https://www.ahajournals.org/doi/pdf/10.1161/CIR.0000000000000574

N
o

spJed jo pueH Suosg v

Reduction in consumption of products, by nation (R022)

% of respondents who consumed less/did not consume product

Processed Sugar Fat Salt Red

foods Meat
France
us
Germany
UK

Carbo- Caffeine Dairy Gluten White Fresh fruit/
hydrates Meat vegetables

Source McKinsey & Co.

VERSATILITY Shrimp is a highly versatile
ingredient for two reasons:

- it can be prepared in many different ways
(think grilled, fried, barbecued, and even
cured)

- it’s used in many different culinary tradi-
tions and cooking styles: from Indian shrimp
curries and Chinese Sichuan-style shrimp to
Louisiana Cajun shrimp, Spanish paella, and
Norwegian Skagenroéra shrimp salad.

This versatility means that shrimp can adapt
to a wide range of cooking styles and cui-
sines, including different cooking prefer-
ences depending on the time of year, and
to special occasions. But it also means that
shrimp is perfect for impromptu cooking,
for those times when you just have to work
with the ingredients available in your refrig-
erator. The versatility of shrimp makes it an
easy choice to have in the home, always.

ERSATILITY

N

| {

CONVENIENCE This card, “convenience,”
relates to everything from the time it takes
to purchase an item to the difficulty involved
in preparing and cooking it. In this respect,
shrimp offers some really quite convenient
plus points and some very specific benefits
when compared with alternative (animal)
protein sources:

- Shrimp has a very short cooking time (3-5
minutes) when compared to meat—and
especially when compared to thicker cuts
of meat.

- Shrimp needs little or no preparation: con-
sumers can opt to buy peeled and deveined
shrimp, and shrimp doesn’t need to be sliced.

- Shrimp doesn’t require any specific or strict
kitchen hygiene measures, unlike when han-
dling raw chicken.

Q
\

4

ONVENIENCE

- Shrimp can be easily portioned: you can
always use just the right amount of shrimp
when preparing a meal, especially when
using frozen shrimp—the rest can be kept
frozen and used at a different moment.

A lot of the benefits mentioned are of particu-
lar relevance for larger and/or busy households;
reducing the amount of time spent preparing
healthy and nutritious meals is always a win.

Something that we’re seeing increasingly of-
fered by supermarkets are ready-to-eat
shrimp products or shrimp being sold in ready-
to-cook packages. This increases its conven-
ience even further: the increasing availability
of these products is allowing consumers to
discover a previously unfamiliar and (potentially)
daunting product, in turn reducing barriers and
lowering the “threshold” for people to actually
put shrimp into their shopping baskets.
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SUSTAINABILITY

What sustainability means for shrimp
farming

According to the UN’s 2022 World Population
Prospects, the global population will grow to
9.7 billion people by 2050.%! This means that
there will be more mouths to feed, and the
amount of food required will increase. But
increased incomes and urbanization will also
cause changes in the types of food demand-
ed. It's suggested that the world’s demand for
animal-derived protein will double by 2050,57
resulting in concerns for sustainability and
food security.

Fish and seafood are already an important
source of protein. According to the WWF,
more than 3 billion people in the world rely
on wild-caught and farmed seafood as a
significant source of animal protein.®3 And as
wild fisheries already face over-exploitation,
aquaculture offers one solution to help meet
growing demand. But aquaculture would need
to grow significantly, underlining the impor-
tance of sustainability.

But first, it’s important to define what exactly we mean by “sustainabili-
ty” as related to aquaculture shrimp production. In its broadest sense,

JSUSTAINABILTY

7

y

51 UN. (n.d.). World Popula-
tion prospects 2022

32 Westhoek et al. (2011,
April 28). The protein puzzle:
the consumption and produc-

tion of meat, dairy and fish
in the European Union. PBL
Netherlands Environmental
Assessment Agency.

sustainability or sustainable development can be understood as “devel- 33w (n.d). Sustainable
opment that meets the needs of the present without compromising Seafood.
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the ability of future generations to meet their own needs.”3% For aqua-
culture shrimp, this means that a broad range of factors are at play:

- responsible production: including energy use, waste management,
impact on water, etc.

- responsible sourcing of inputs: feed, broodstock, additives, etc.

- land use and repurposing: e.g. mangroves

- social responsibility: workers, their families, and communities

- responsible transportation and logistics.

A recent publication of the Markets Institute at WWF looks at the sus-

tainability of aquaculture shrimp production through the lens of green-

house gas (GHG) emissions.®5 In its analysis, most of the above factors
are considered (with the exception of waste management and social
responsibility).

The Markets Institute estimates the average GHG emissions from aqua-
culture shrimp production to be 13.5 kg CO2 equivalent per kg of edible
weight, but it also highlights the fact that there are many different
farming practices in place and that GHG emissions vary considerably be-
tween various types of production systems. In general, it finds that more
intensive production methods are less GHG-intensive. It also emphasizes
that more and better data is needed to better understand what contrib-
utes to GHG emissions and how the emissions can be mitigated.

The study concludes that the main sources of emissions vary depen-
ding on the intensity of production, but generally include feed ingredi-
ents, energy use, and land-use change (LUC) in shrimp pond creation.
Together, these sources of emissions point at several opportunities for
mitigating GHG emissions:

FEED INGREDIENTS

- the GHG emissions embedded in shrimp feed can add up to 60% of
total production emissions

- using less-GHG-intensive feed ingredients can make a lot of differ-
ence

- for some ingredients, the LUC involved in their production can
contribute substantially to their footprint

- the feed conversion ratio (FCR), the efficiency with which feed can
be converted, is another important factor that determines the GHG
emissions from feed: more efficient feed conversion drives lower
GHG emissions.

ENERGY USE

- shrimp ponds use diesel or electricity to power pumps and aerators:
even if electricity is used instead of diesel, this may not be from
sustainable sources, depending on the local grid.

LUC

- the conversion of mangroves to shrimp ponds generates large GHG
emissions as mangroves are very carbon-rich ecosystems—although
mangrove clearing for shrimp ponds has decreased dramatically, its
effects should still be accounted for in many production facilities.

54 Brundtland, G.H. (1987)
Our Common Future: Report

of the World Commission on
Environment and Develop-
ment. UN.

35 Moberg, E., Min Lee, J.,
Kim, S., Boyd, C., & McNevin,

A. (2022, September 10).
Measuring and Mitigating
GHGs: Shrimp. WWF Markets

Institute.

Several research initiatives compare the GHG emissions of different
sources of animal protein. The following chart compares CO2 equiv- 6 Robitaille, V. (2023,

alent emissions per kg of edible protein for various animal protein
sources. It shows that shrimp emission figures range from as low as 2

August 14). Towards a carbon
neutral shrimp industry.
xpertSea.

kg CO2/kg of shrimp to as high as 30 kgCO2/kg.56

COR emissions per kg of edible protein

BEEF

LAMB

PORK

POULTRY

FARMED FISH

Source xpertSea (2023)

As the chart above shows, GHG emissions
from aquaculture shrimp can vary significant-
ly, as there’s such a broad range of farming
practices. This underlines the potential for

a substantial reduction of GHG emissions by
adopting different production methods and
practices.

There are several opportunities to significant-
ly reduce GHG emissions from shrimp pro-
duction as better production practices are
developed and adopted. Still, there’s a large
disparity between the front runners and those
lagging behind.

Something else to consider is social respon-
sibility. In the past, the shrimp industry has
been linked to instances of forced labor and
human rights abuses. There are several global
initiatives to ensure worker safety, as well as
fair pay and treatment.

One example of such an initiative is Seafood
Task Force, which tackles underlying issues in
the seafood sector that impact the working,
social, and environmental conditions. Specif-
ically in the shrimp sector, it’s been working
on the problem of forced labor in Thai fish-
meal fisheries. Social welfare is an increasing-
ly important element of third-party certifica-
tion, such as ASC and BAP, and many retailers
require separate social compliance certifica-
tion for shrimp processing operations.

It’s easy to see how stories about poor GHG
performance or other bad practices can
overshadow a claim that shrimp is a sustain-
able product. This makes presenting shrimp
as a sustainable food option tricky, as doing
so would probably invite criticism and lead to
reputational risks (and promotion efforts may
backfire).

A Strong Hand of Cards
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Relevance of sustainability in various markets Although aware-
ness around climate change is rising around the world, research
carried out by McKinsey shows that sustainability isn't at the top of
consumers’ minds when they’re buying food:

I-“Most survey respondents prioritize

eating healthy over limiting their
personal imnpact on climate ohange.”av-l 57 rimmalt ot al. (2022).

Health, therefore, seems to outweigh sustainability in terms of its

impact on consumers’ food choices. While many consumers say that

sustainability is important to them—sustainability ranks high as a con-

sumer goal in the US (64%) and in Germany (70%)38—when it comes to 58 Grimmelt et al. (2022).
actual behavior, the percentage is significantly lower: only about 28%

of people report eating more sustainable products, and fewer than

30% say they’re willing to pay more for products designed to protect

the environment.

In Europe, especially western Europe, sustainability is already play-
ing a bigger role. The transition towards a more climate friendly diet

is underway. Of particular interest is the role played by bigger retail
chains; they’re not waiting for consumers to make significant changes
but instead set out to play a proactive role in shaping food preferenc-
es and shopping behavior.

(2]

In China, awareness around sustainability is rising, but awareness of 39 Grimmelt et al., 2023. E
the climate impact of food choices is still limited.?? Other factors, 4014, v., Zhang, L., & s
such as food safety and health, have much more influence on food Jin, M. China Sustainable T
buying behavior. Indeed, other research shows that even those who Consumption Research Pro- T
. . gram—Consumer Awareness 0

do purchase organic or sustainable products do so not out of concern  _ o o 5
for climate change but because these products are considered to be Sustainable Consumption. g
healthier or safer.%0 CCFA. <
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SO DO WE REALLY HOLD A STRONG
HAND OF CARDS?

In this chapter, we've identified five cards that
make up our hand. The shrimp industry holds
this hand of cards collectively: it makes up our
collective “strong hand of cards.” Having iden-
tified the aspects of shrimp that we consider to
be beneficial for consumers (whether that be
for health or because of positive associations),
how are we actually going play this hand? In the
next chapter, we’ll undergo in-depth analysis
of how these cards can be played to maximum
effect.
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HOW TO PLAY OUR CARDS RIGHT

Having established our hand, we’re now going to tackle how to play it
while at the same time answering some important questions that are
bound to come up in our bid to promote shrimp consumption. This
chapter builds on our analysis of the various markets (chapter 4) and
our outline of the various benefits offered by shrimp (chapter 5).

We’ll answer the following questions:

- How do we decide which markets to focus
on?

- How should we define our target audience?

- Which card(s) should we play (first)?

- How can a promotion campaign be
structured?

- How should we frame the ambition?

- What are the rules of the game?

MARKET FOCUS

Choosing which market to focus on ‘

depends for a large part on assess-
ing which market represents the
biggest growth potential. As we
discussed in chapter 4, the op-
portunity to increase consumption
through promotion is biggest in
markets and regions where afforda-
bility and availability are sufficiently
high (i.e. when these don’t present
a bottleneck). This is the case in the
US and in Europe, as well as in Tier-1
cities in China and India. But when
we want to determine which market repre-

sents the greatest potential effectiveness of a

shrimp promotion campaign, there are some
other factors to consider:

- Efficiency of communications efforts: An
obvious difference between the Europe-
an market and the US market is that the
European market is much more fragment-
ed, both culturally and economically. Any
promotional effort in the European market
would need to navigate this fragmentation:
multiple languages, differences in food
cultures and habits, differences in media
availability, etc. The Chinese market falls
somewhere in between: although China is
one nation, there are multiple languages,
and many cultural and economic differenc-
es between different parts of the country.
Some of these differences could be navi-
gated by focusing on specific geographies,

..the opportunity to in-
crease consumption through
promotion is biggest in
markets and regions where

affordability and availability
are sufficiently high.”

such as metropolitan areas. But, still, the
fragmentation would likely be bigger than in
the US.

- Efficiency of media: The same communica-
tions budget may generate a bigger reach
or higher frequency of contact in different
markets. This could be an important factor
in the potential effectiveness of a promo-
tion campaign.

So what should we consider, then, when
selecting one or more markets to focus our
campaigns on?

- growth potential for shrimp:
affordability and availability

- potential resonance of the campaign:
relevance of the message, how to strike a
chord with the audience

=

-

- potential efficiency of communication
efforts: level of fragmentation within the
market and the target audience

- potential efficiency of media: reach and
frequency that can be generated with a
specific communications budget.

These factors can aid in decision making, but
to make a useful assessment of each of them,
more research would be required.

TARGET AUDIENCE

When defining the target audience, it seems
logical to focus on people who are most in-
clined to eat shrimp. After all, it would seem
that these are the people who require the
least effort to be persuaded to buy (more)
shrimp. But actually, this is a common pitfall.

There’s a famous law of marketing discov-
ered by Andrew Ehrenberg in 1959, the law of
Negative Binomial Distribution. The law states
that most buyers of a brand or a product type
are “light buyers” in the sense that they buy
it very irregularly. But when taken together,
these light buyers usually account for over
half of total sales.

For the shrimp category, this means that in
order to grow, it needs to attract (many) new
buyers. We'll refer to this growth strategy

as an “increase in buyers.” In other words,

it needs to increase its penetration instead
of increasing the average amount of shrimp

bought by (current) shrimp buyers—we’ll refer
to the latter growth strategy as an “increase in
frequency.”

This can be understood by visualizing shrimp
buyers as a pyramid (see representation below)
with a wide base of low-frequency buyers and
a narrow peak of high-frequency buyers. For
the pyramid to grow, it needs a wider base:
this broader base of familiarity with shrimp
will then also lead to broader levels higher up.

The other way around (expanding the peak
without expanding the base) is not consistent
with marketing theory. To understand why this
wouldn’t work, consider that the number of
high-frequency buyers is much smaller than
the number of potential light buyers. Even if we
would succeed in getting all of the high-fre-
quency buyers to buy shrimp more often, it
still wouldn’t represent a significant volume
when compared to increasing the number of
light buyers.

Sales volume per buying frequency cohort

Habitual Buyers

Regular Buyers

Occasional Buyers

First-Time
Buyers

Note This illustration is not based on actual purchasing data
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It’s also important to note that the commu-
nication messages that would be required to
get current shrimp buyers to buy shrimp more
frequently would differ from those aimed at
first-time buyers. In fact, the messages aimed
at more frequent shrimp buyers would prob-
ably not work that well for first-time buy-

ers. But the messaging for first-time buyers

would probably work quite well for those who
already buy shrimp—even though it may not
tell them anything new, it would still serve as
confirmation of their existing attitudes and
behaviors. This provides an extra argument to
focus our messaging on light buyers, including
first-time buyers.

WHICH CARD(S) TO PLAY?

When selecting the “card(s)” to feature most
prominently in a promotional campaign, we
should look at the following criteria:

- Relevance: How much does the intended
audience care?

- Credibility: Do we have a solid reason to
believe?

- Competitive strength: How strong is our
claim in light of the alternative choices
available to the audience?

- Risk: What is the chance of negative
publicity or it backfiring?

- Mileage: Will this allow us to stay relevant in
the years to come?

The matrix below assesses each of these
criteria for the five cards in our hand.

Strength assessment of the various benefits of shrimp

Relevance

Credibility

Substantial
gap with
perception

Industry
Relevance is “front runners”
strongest in are very
Europe convincing

Very likely to Large gap with

grow every- those lagging

where in the behind could

coming years undermine
credibility

Competitive
Strength Risk Mileage

Good basis to
build on, but
can’t be the
whole story

Health
reputation is
vulnerable to

“incidents”

Other options
are also very
versatile
(e.g. chicken)

Depends on
new evidence
(e.g. ready-to-
eat products)

Strong
alternative to
red meat

Less convincing
when compared
to chicken and
plant-based
protein

Positive associations The strong associations people have with
shrimp are a good basis to build on. However, they can’t be the whole
story. First of all, while they can provide a strong emotional connec-
tion, they don’t offer any rational arguments to eat shrimp. What's
more, they don’t bring anything “new.” This presents little opportunity
for storytelling.

Nutrition and health This is a very strong card to play as it’s high-

ly relevant around the world, and this relevance is likely to become
greater in the coming years; health consciousness is set to grow, es-
pecially in markets with aging populations. On top of that, there’s very
strong evidence to support the nutritional values and health benefits
of shrimp. Still, there remains a risk of “incidents” that could harm
the health reputation of shrimp (think antibiotics, pollution resulting
from (natural) disasters, etc.).4!

An important caveat with communication around nutrition and health
is that people don’t like to be told what they should or shouldn’t

eat. Finding the right tone for communication is crucial: “preaching”
doesn’t work. The pitfall is that for some people, “healthy” is consid-
ered to be at odds with indulgent: if something is good for you it can’t
be something you love to eat. This presents an opportunity for the
shrimp industry to show that these can go hand in hand. “First se-
duce, then convince” could be an important motto here.

Versatility The versatility of shrimp as a food option is highly rele-
vant, and the evidence is compelling. As such, versatility opens up a
rich vein for storytelling content that inspires and even seduces peo-
ple to eat shrimp more often. There is, however, a strong competitor
in this area, and that’s chicken. This makes it questionable whether
versatility by itself would be a strong enough reason to choose shrimp
over chicken (competitive strength). The versatility card likely needs
to be combined with another one.

Convenience Shrimp is a very convenient ingredient in the kitchen,
mostly because of the short cooking time and the fact that (peeled)
shrimp doesn’t require further preparation. Frozen shrimp presents
yet another convenience benefit as it can be used directly in a dish
without thawing—what could be more convenient than that? Finally,
the possibility to use exactly the desired amount of (frozen) shrimp
means less food waste.

What'’s striking here is that, despite all of the convenience benefits
mentioned, shrimp isn't currently perceived to be a convenient food,
especially among those who haven’t cooked with it before, or those
who use it infrequently. This relative unfamiliarity makes shrimp seem
less convenient than it actually is: any ingredient that’s outside of
someone’s comfort zone is likely perceived to be difficult to prepare.

Sustainability Sustainability will only become more relevant in the
coming years. Awareness around climate change will no doubt grow.
More importantly, so will awareness of the link between dietary habits
and climate change. Shrimp can be a strong alternative for those who

41 M. Ives et al. (2023, 25
August). Seafood Is Safe Af-
ter Fukushima Water Dump,

but Some Won't Eat It. The
New York Times.
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become conscious of the climate effects of
eating meat, especially red meat, but who
don’t necessarily want to become vegetarian
or vegan.

The problem with sustainability is the large
gap between the performance of the “front
runners” in sustainable shrimp production and
those lagging behind. This gap presents a risk
of negative publicity (i.e. there’s a risk that
playing this card will backfire). A claim that
shrimp is a sustainable or responsible choice in
light of climate change, backed up by best-in-
class examples, can (and will) invite criticism
that points at those producers that are lagging
behind. Such criticism can easily damage the
sustainability reputation of shrimp in general,
and sidetrack promotional efforts.

Making a choice Choosing the strongest
card(s) to play, of course, depends on the
(market) scope and the objectives of a specific
promotional effort. In general, though, based
on our assessment of the relative strengths, we
can conclude that the “nutrition and health”
card combines high relevance, strong evi-
dence, and low risk. The biggest caveat is that
we don’t want to preach; the health message
should be combined with a more inspirational
angle.

The “versatility” and “convenience” cards
provide just this, an opportunity to add a
“fun” element to communication. This will
boost people’s curiosity and seduce them
into buying shrimp more often. This fun and
inspiring element can be even stronger when
grounded in the positive associations that
already exist in consumers” minds.

CAMPAIGN ARCHITECTURE

When setting up a promotion campaign, it’s
useful to clearly define the communication
tasks. In other words, what specific objectives
should a promotion campaign help to accom-
plish?

The table below presents a sample campaign
architecture. Please note that we don’t intend
this to be a final (or comprehensive) archi-
tecture, as this would depend on the starting
points of the campaign (market, target audi-
ence, and budget, to name just a few). In that
respect, the table simply shows one possible
way to approach the business problem in
question.

Business problem The top of the diagram
highlights the business problem: current-
ly, shrimp is seen as a special food option

in the sense that it’s bought and consumed
less frequently than other sources of animal

Sample campaign architecture

Business
problem

Positioning

Marketing

. . Awareness
objectives

Barriers Unknown means unloved

Inspire and seduce people
into finding more reasons
and occasions to buy shrimp

Commu- Let people in on the reasons

nications why shrimp will make them
tasks smile

Consideration

Considered mainly for
special occasions/meals

“Shrimp is too unfamiliar and too special to go mainstream”

“Shrimp gives you more reasons to smile”

Purchase

Seen as too difficult
to prepare

Make it easier to buy,
prepare, and enjoy shrimp

Educate, dispel myths

Digital /social content

Social (video) content
Channel

. Online video advertising
selection

TV

Influencer collaborations

Special offers/

(Digital) PR .
sales promotions

Digital out-of-home

Integration of shrimp in

ready-to-cook packages
(Culinary) TV

Retail and food service collaborations

protein (red meat and white meat). Aside from
its higher price, the main factors that prevent
shrimp from going mainstream are:

- it’s perceived as special (only for special
occasions or specific meals)
- it’s relatively unfamiliar.

Positioning In our sample campaign archi-
tecture, shrimp is positioned as “giving you
more reasons to smile.” Here, it’s important to
note that this isn't intended as a fully formed
positioning statement but rather as a concise
way to summarize the combination of
benefits represented by the strong-
est cards in our hand: nutrition and
health, versatility, and convenience,
all of which are reasons to smile. It
also seeks to strike the right tone for
shrimp communication: we want to
highlight shrimp as an exciting food
option, with a touch of humor and
lightheartedness.

Marketing objectives, barriers,

and tasks for communication

Three different marketing objectives

are set out in the sample campaign architec-
ture: awareness, consideration, and purchase.
Each of these is connected to a specific bar-
rier that we need to overcome. Each of these
barriers is then mapped to a specific task for
communication. Finally, these communications
tasks are mapped to the most suitable commu-
nications channels.

Channel selection Selecting the most ap-
propriate channels for a specific promotion
campaign would require careful consideration
based on the specific market, audience per-
ceptions and attitudes, and budget, as well as
many other factors. In general, however, for
each of the marketing objectives and associat-
ed tasks for communication, we can suggest a
set of channels that should be considered.

For the first pillar (awareness), appropriate
channels combine a high potential reach with
the ability to trigger an emotional response.
Video content is most suitable for this, and, de-
pending on budget and audience behavior, this
could lead to a combination of social and digital
video advertising with traditional TV advertising.

For the second pillar (consideration), chan-
nels should offer the opportunity to deliver
inspirational and educational content. Typi-
cally, this leads to digital and social channels
around food inspiration and recipes, possibly
amplified by collaborations with influencers
or chefs on culinary TV programs. Digital PR
can be used to tackle specific challenges or
to dispel myths. Digital out-of-home adver-
tising can also be very effective here, espe-
cially when targeted to the right context (for
example, before dinner, or close to retail or
food service outlets).

It’s important to mention the potential rep-
resented by collaborations with retail brands
and food service chains. These outlets have

a lot to offer in terms of reach, both in-
store and through their own communications
channels (apps, websites, newsletters, promo
leaflets, etc.). And they’re always looking for
new ways to inspire and excite their customer
base: shrimp can help them do so. The more
traditional opportunities like special offers
and sales promotions can be combined with
offers that integrate shrimp in the growing se-
lection of ready-to-cook packages that many
retail outlets are now offering.

FRAMING THE AMBITION

It’s important to think carefully about how to
frame the ambition for shrimp promotion: if
the bar is set too low, our ambition won’t mo-
tivate people to join in the effort. Our ambi-
tion must generate momentum and motivate
different stakeholders to work together. It’s
also important to consider timeframe: the
ambition shouldn’t be defined according to a
too short a term. It’s reasonable to set a time
horizon of 10 years—it will probably take this
amount of time to make a real difference in
dietary preferences and behaviors.

l-“OuP ambition must gener-'
ate momentum and moti-
vate different stakeholders

to work together.”
L -
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We must also think carefully about how we
talk about shrimp. If we emphasize the fact
that shrimp is a “special” product, we may
reinforce the idea that shrimp is only for very
specific occasions. The result of this could
be that a portion of our target audience then
adopts the idea that “shrimp isn’t for me.” If
we start to show how shrimp can actually add
something to regular food routines, this will
trigger people’s curiosity. In turn, it will invite
them to choose shrimp.

As we've seen in chapter 4, consumers are
activity reconsidering their food habits and
(animal) protein is at the heart of the changes
taking place. We've also seen that shrimp has
many attractive properties that can compete
with these other proteins.

“A choice between red,
white and blue.”

One approach would therefore be to frame
the ambition in terms of this “protein compe-
tition”: as a choice between red, white, and
blue.

It’s a simple and straightforward way to make
it clear that our objective is to make a radical
change in the way shrimp is perceived by the
public. And if we want to make a big differ-
ence, we need a bold, ambitious goal.

SOME RULES OF THE GAME
Whatever promotion initiatives will be set up
by the industry, there are some fundamental
rules to play by that will maximize the effec-
tiveness of the effort.

-
“Underpromise,
l_andl then overdeliver.”

Be prepared

As soon as you start to communicate, you
can expect some questions, some challeng-
es... and yes, also some criticism. And you
must know beforehand how you will respond.
Openly and truthfully usually works best.
Under promise, and then over deliver.

Play together

The best way to win is to play together. If you
only compete with each other for a larger
piece of the pie, you won't succeed in in-
creasing the size of the pie itself.

-l Play the long game
This isn"t something you can achieve in
1, 2, or even 3 years. This will probably
take a decade. But that doesn’t mean
that you can afford to wait before you

_| start.

Be consistent

To land a story in people’s minds takes time.

If you change your story too often, it won’t
stick. So when you have plotted a course, stay
on it.

How to Play ou
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