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Knowledge is Power? 
Redrawing the asymmetries of 

data deficiencies in aquaculture 
global value chains linking 
Bangladesh, Thailand and 

Europe



The market orientation approach

• “Every business today competes in two worlds: 
a physical world of resources and a virtual 
world of information” (R. Pereira)

• Information has strategic value
• The better information a firm has about a 

particular consumer, the more that firm will 
potentially be able to provide the consumer with 
a product that satisfies his or her demands



A ‘back to front’ analysis
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Market orientation and seafood

• The EU seafood market is diverse:
– Geographically
– Market segments e.g. ability and willingness to pay
– Standards, product quality, sustainability
– Relative importance of seafood to national markets, 

submarkets and product categories and competing 
foods



How easy is it to obtain information 
on the EU seafood market?

• We conducted a study of European, national 
and industry-level literature on European 
seafood supply chains

• Not so easy!
• The quality of the available literature highlights 

the complexities of identifying end markets and 
the scope for misinterpretation





Product categories

• Smoked, canned, whole, drawn, dressed, 
steaks, fillets, butterfly, cured, cold-smoked, 
hot-smoked, dried and salted, the presence of 
skin, whether shrimp and prawn have tails or or 
not, are in sauce, skewered; by weight, portion 
size, pack size and type of packaging



Lost insight on what consumers value: 
the vital knowledge

Lost data
•Pack colours
•Pack messages
- preparation
- provenance
•Shelf position
•Competing foods



Lost insight on what consumers value: 
the vital knowledge

How much 
data is 
needed to 
envisage 
and 
understand 
this one 
display?



Product categories
• Such data is lost in international trade 

statistics…yet is precisely the sort of market 
information needed to
– Identify niches and market segments
– Understand and meet consumer demands
– Respond to emerging market trends
– Drive new product development



Linking product attributes and 
consumer values

• Conducted key informant interviews with 72 
European seafood professionals

• SEAT Project: shrimp and prawn from 
Bangladesh + shrimp and tilapia from Thailand 
to main EU markets and import hubs















Linking product attributes and 
consumer values

• Accessing the type and depth of required 
market information can be difficult and costly…

• …particularly for developing country producers
BUT
• Reducing ICT costs
• Availability of ‘free’ data through market 

observations
• Improving market intelligence systems
• Need for improved data analysis skills 



Improving access to market 
information

• EUMOFA (www.eumofa.eu)
• Direct links between suppliers in Asia and 

buyers in the EU
• Implications for broader seafood trade
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