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Positioning
Retail and Processors
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OCI Wholesaler Restaurant End 
Customer����
���� �
����

� Focus in aligning a better than expected quality, 
safe product to end consumer.

� Work with strategic partner in achieving the right 
raw material format.

� Understand the marketing mix to successfully sell 
through.



Positioning:
Foodservice
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OCI Wholesaler Restaurant End 
Customer

� Identify the right product format/market and region

� Build awareness from the ground up





Canadian Quotas of  
Coldwater Shrimp

Coldwater Shrimp
155,500 tonnes

Inshore
Cooked and Peeled

(80,500 tonnes)

Offshore
Cooked and Raw 

shell-on
(75,000 tonnes)
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� Peak in the fishery was reach in 2007
� Landing decreased significantly
� 7,200mt further reduction announce for 2012
� Fishing Area 7, the East Coast of Newfoundland

Source:FFAW & DFO
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Harvester RM
C&P Shrimp

� Significant reduction of 9,800mt since peak of 2007
� 16,000mt of Cooked and Peeled Shrimp in 2011

Source:FFAW & DFO
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� The retailers/consumers are being exposed to 
economic pressures not seen in a generation

� Consumers are being forced to manage on less

� Retailers are turning to warm water to promote sales

� 80% of retail prawns shelf space dedicated to warm 
water

� Consumers are focusing on value, not compromising 
on quality
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� The retailers/consumers are being exposed to 
economic pressures not seen in a generation
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Food makes up about one 
sixth of the inflation faced by a 

typical household

Source: ONS, September 2001



�
����0��	���
�����	.�	.���	�����


� The Burden of Debt.Consumers are being forced to 
manage on less
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Some evidence that 
shoppers are seeking 

to de-leverage

Source: Bank of England, September 2011
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IGD’s Shopper Track research has identified four key 
attributes determining the quality of the shopping 
experience:

� Keeping to budget

� Waste management

� Easy shopping

� Product provenance

Source: IGD
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� No change to the 3 tier segmentation in UK retail
� Some evidence of greater quality differential between 
Premium and Core/Basic product lines
� MSC and Healthy labelling are finding themselves in 
existing segmentation

PREMIUM

CORE

BASIC

HEALTH FEEL
GOOD
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� Finding more and more double frozen – Quality variable
� Warm water Shrimp are now occupying the majority of 
the shelves space
� Little to no active promotion on CWP
� MSC Certified a clear benefit to the Canadian Shrimp

PREMIUM

CORE

BASIC

HEALTH FEEL
GOOD
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� Less than 10% is covered by coldwater shrimp
� CWP situated at the bottom, not at eye level
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� Warm water heavily promoted in Chilled & Frozen
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£ 3.00
300g

£ 3.00
240g

� Both Cooked and Ready to Eat
� Warm water bigger visual impact
� Consumer now has a greater choice of warmwater
� Coldwater more limited to traditional consumption
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� Benelux and Germany have seen an increase of 
Canadian Shrimp, specifically due to MSC certified 
single frozen.

� Scandinavia, Traditional Briner market for Canadian 
Shrimp, while value has increased, volume have come 
down, increase of Jordani shrimp.

� United States, with increase in raw material prices, 
decrease in exchange rates and increase in West Coast 
Jordani fishery, exports from Canada to US have 
declined
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� 27,000mt Raw Material landed in 2011

� Up 30% from 2010 and double from 2009 landings 

� Mainly 250-350ct/lb and 350-500ct/lb

� Impact the traditional small size market in Europe, 
mainly into Scandinavian Briners



������

•Lower supply of single frozen will continue

•Large & medium sizes single frozen CWP are now at a 
premium level

•Impact of Jordani Shrimp entering the market is 
affecting the small size

•Canada has increased its market share with MSC

•Sustain demand of SOP in Russia, Ukraine & Japan

•Increase demand of SOP out of China as it has now 
become a net importer of shrimp
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•Collaborate in a effort to increase market value of 
coldwater shrimp

•Country, industry & stakeholders do need to seek 
efficiency throughout the supply chain

•The need to create and foster a culture of Innovation 
throughout the supply chain

•Improve Quality & communicate on it

•Generic Marketing Association – Need to be Country 
specific
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