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Non-Technical Summary
Project No. 2008.793.1: Optimising Prawn Quality and Value in Domestic Prawn
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Telephone: 08 9266 2034
Fax: 08 9266 2508

PROJECT OBJECTIVES:
The objectives of the CRC Research project were:
1. To gain a better understanding of Australian prawn consumers in order that
industry might identify and quantify the potential value of at least one new market
opportunity for each target fishery.
2. To gain collective agreement by chain partners in each target fishery to co-invest
in one positioning and promotional strategy and aligned supply chain innovations
to meet a viable market opportunity.
3. To demonstrate an increase in profitability in at least one target fishery (quantified
as increased price, reduced cost or increased volume into new markets) as a
result of pursuing a repositioning and supply chain innovation strategy.
4. To identify and support industry leaders in each target fishery in order that they
will empower other chain participants to exploit emerging market opportunities.

OUTCOMES ACHIEVED:
1. A commitment within the leadership and chain participants of three
target prawn fisheries (Spencer Gulf and West Coast Prawn
Fisherman’s Association Inc. Moreton Bay Seafood Industry
Association and Shark Bay Prawn Trawler Operators’ Association Inc.)
to build improved relationships and strategies through the value chain
to facilitate a better market outcome for product.
2. Communication of end-user (consumer/chefs) survey results and
results incorporated into specific fishery value chain improvement
projects.
3. A change to market-driven culture and identification of generic industry
issues which contributed significantly to the development of CRC
2011/736: National Prawn Market Development Strategy which led to
the ‘Love Australian Prawns’ advertising campaign.
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LIST OF OUTPUTS PRODUCED
1. Spencer Gulf and West Coast Prawn Fishermans Association Inc
(SGWCPFA) leadership group formed, value chain improvement
strategy agreed, developed (brochures, decals, posters), implemented
and evaluated through a supermarket chain.
2. Shark Bay Prawn Trawler Operators’ Association Inc. (SBPTOA)
leadership group formed, value chain improvement strategy developed,
implemented (‘Shark Bay Wild’ promotional material and various launch
events) and evaluated through membership interviews.
3. Moreton Bay Seafood Industry Association (MBSIA) leadership group
loosely formed, value chain improvement strategy developed (Moreton
Bay Fresh prawns) implemented (logo, website, promotional material,
business case), launched and evaluated at local food festival.
4. Results of prawn related consumer surveys summarised in a
powerpoint presentations for general use by industry (Appendix 1).
5. CRC 2011/736 National Prawn Market Development developed,
funded and strategy implemented.
6. CRC 2011/746 Value Adding to the School Prawn Industry: Clarence
River Case Study developed, funded and undertaken by South
Australian Institute (SARDI).
7. Results presented at three Australian Council of Prawn Fishers (ACPF
Board meetings, two research planning and extension days and one
stakeholder meeting organised by the principle investigator.
8. Three research and networking industry meetings held in Adelaide,
Brisbane and Perth to present project results attended by over 200
prawn supply chain stakeholders.
9. A new, tested framework for agribusiness value chain analysis (VCA),
including implementation and evaluation.
10 Preparation of two journal articles for submission to peer reviewed
journals: one outlines a new theoretical framework for VCA (Appendix
10); and the other explores the key success factors for the
development and implementation of value chain improvement
strategies.
11 Successful submission by David Byrom of his Masters of Business by
Research thesis: ’Optimising markets for Moreton Bay Fresh prawns
through supply chain management’.
The aim of this project was to undertake a value chain analysis (VCA) on four
Australian prawn fisheries: SGWCPFA, SBPTOA, CRFC, and MBSIA. Following the
VCA to define some improvement strategies/projects, work would then be carried out
with the individual fisheries to select, implement and evaluate one of the
recommended improvement strategies.
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The project design and methodology comprised a generic framework with the
following stages undertaken for each fishery: Selection of participant chain and gain
commitment to participate (Engaging the chain); Understanding the value chain;
Secondary participatory consultation and development of agreed strategies;
Implementation of agreed strategy; Evaluation of agreed strategy; and Extension and
reporting.
In the case of the SGWCPFA, the VCA had already been undertaken during a
previous CRC project CRC 2009/786: Commercial Value Chain Analysis of the
Spencer Gulf and West Coast Prawn Fisheries – Domestic Retail and Restaurants
and therefore this study focussed only on selection, implementation and evaluation
of the improvement strategy for this fishery.
As part of Understanding the value chain in the early stages of the project, all the
prawn consumer information that had been collected as part of the CRC and
previous projects was collated. This data was then used as background to develop a
new prawn consumer survey which included sections that filled the gaps in
information identified by the collation of all the prawn consumer research. In addition,
this survey included a fishery specific section with questions focussing on the
products/perceptions of the case study fisheries.
In addition to the prawn consumer research, interviews were also carried out with
chefs who use prawns in Brisbane, Sydney and Perth and with chain stakeholders,
i.e. members of the test supply chains.
In the Secondary participatory consultation and Development of agreed strategies
stages, all of the data collected in the surveys was collated and strategy
development workshops were held with each fishery to collectively present, prioritise
and further develop their specific repositioning/supply chain innovation strategy. In
addition, these workshops were used to define industry champion groups/individuals
to help promote the strategy selected.
Implementation of the agreed strategy was undertaken following cash and in kind
contributions from three of the fisheries: SGWCPFA, SBPTOA and MBSIA. CRFC
was not involved in this stage as they did not wish to commit to co-contribution.
Therefore, as a cash contribution was mandatory in order to take the project forward
to the implementation stage, they were supplied with the collated research
information for future reference but no further project activity was undertaken on their
behalf.
SGWCPFA implemented a strategy which focussed on the development of a range
of point-of-sale resources to be trialled in 41 Drakes supermarkets. The resources
included recipe booklets, posters, decals and in-store tastings. The impact of these
resources and activities were tested during three different purchase periods at the
test supermarkets. Evaluation of these activities was undertaken with data collated
from sales, delicatessen manager, consumer and supply chain stakeholder surveys.
SBPTOA developed a detailed strategy around a premium brand which was named
‘Shark Bay Wild‘. A business plan with promotional material was developed and
printed and a number of subsequent activities undertaken which included:
v

• a launch with WA Minister of Fisheries;
• a number of food and festival events featuring Shark Bay Wild prawns.
The effectiveness of the strategy was evaluated through supply chain stakeholder
interviews.
MBSIA developed a strategy around the addition of prawns to the Moreton Bay
Fresh brand and logo. This included identifying key retailers as chain partners,
website updates and a launch at the Regional Flavours event in Brisbane in July
2013. The effectiveness of the strategy was evaluated through consumer interviews.
The Extension and reporting stage of the project consisted of presentations at six
ACPF Board and member meetings. In addition, In late 2014, a series of research
and networking events were held in Adelaide, Brisbane and Perth in order to
communicate the results of this and other ACPF projects. In total these events were
attended by over 200 people and all stages of the prawn supply chain were
represented.
The findings of this project resulted in two further CRC projects being funded: the
first was CRC 2011/736 National Prawn Market Development Strategy which was
implemented across Australia during 2013 and 2014; and the second was CRC
2011/746: Value Adding to the School Prawn Industry: Clarence River Case Study.
The project outcomes were also used to inform a whole-of-chain approach to a later
funded project CRC 2011/747: Maximising the Quality of Australian Wild-caught
Prawns (Quality Assurance).
As a result of undertaking this project and the identification key success factor
identified as a consequence of testing the VCA methodology on four different prawn
fisheries, a revised framework for VCA in agribusiness has been developed and
submitted for publication in a peer reviewed journal. The modifications were around
ensuring that market information in this case gained from consumer and chef
surveys, is used in strategy development and the addition of implementation and
evaluation methodology to the VCA framework. The key success factor identified in
this project was the existence of an industry leadership group/structure to manage
the analysis and implementation: in circumstances where this group did not exist, for
example,, little implementation activity was undertaken. Furthermore this study
represents one of the few occasions when the recommended improvement
strategies from a VCA analysis have been implemented and evaluated.
This project tested the VCA methodology on four different prawn fisheries and the
key success factor identified was the existence of an industry leadership
group/structure to manage the analysis and implementation: in circumstances where
this group did not exist, little implementation activity was undertaken. As a result of
this a revised framework for VCA in agribusiness has been developed and submitted
for publication in a peer reviewed journal. The modifications were around ensuring
that market information, in this case gained from consumer and chef surveys, is used
vi

in strategy development and the addition of implementation and evaluation
methodology to the VCA framework.
This study also represents one of the few occasions when the recommended
improvement strategies from a VCA analysis have been implemented and evaluated.
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1. Introduction
At the start of the project in 2010, it was noted that during the previous decade, the
gross value of production (GVP) of the Australian wild capture prawn industry had
declined from approximately $364 million in 1998/99 to $232 million in 2008/09
(Department of Agriculture, Fisheries and Food DAFF, 1999; 2009). Although some
of this decline could be attributed to a lowered catch (27, 871t in 1998/99 down to
19, 956t in 2008’09) a gradual lowering of price has also been a significant factor.
This price lowering has been particularly significant for certain fisheries and species.
For example, the average price of Shark Bay tiger prawns and king prawns has
reduced from $17.30 and $22.90 per kilogram respectively in 2000/01 to $11.00 and
$11.85 per kilogram in 2008/09 (WA State of the Fisheries, 2000; 2008). This
decline in value could be partly attributed to a decline in export markets due to
strengthening of the Australian dollar and to competition from other products. As a
result, there had been a greater reliance on the domestic market, which itself has
been subject to decreasing prices due to competition from imported products, both
whole and value added.
In response to this decline in value of the Australian wild capture prawn industry the
Australian Council of Prawn Fisheries (ACPF) supported a Seafood CRC research
initiative with the aim of identifying new market opportunities and undertaking
market-driven quality and value innovations along the supply chain to improve
returns on the domestic market. Such studies have historically begun by
understanding the consumer in order to identify and exploit new market opportunities
because understanding differences in consumer value (Porter 1976) and
differentiating and deriving market benefits from product attributes valued by the
consumer (White pers comm) are essential market development activities.
Once a new product and /or market opportunity has been identified then activities to
support the promotion and repositioning of the chosen product and to facilitate
effective supply into the identified market can be developed (Fearne 2008) and
effective supply can be achieved by, for example, making adjustments through the
chain based on understanding and improving information flow, product quality and
flow, and value chain relationships (Fearne 2008, Gow 2007). Following the
implementation of industry supported market and chain adjustments, economic
evaluation should be completed.
Previous results from similar market driven and supply chain studies, had shown that
in order to ensure both economic and non-economic benefits for the businesses and
companies involved, the research, implementation and evaluation should be driven
by industry leaders. Concomitant commitment from all chain participants was also a
key success factor (Micheels and Gow, 2007).
Considerable information was already available about the Australian prawn
consumer and this was used in the development of this project. Indeed the Seafood
CRC had conducted two recent consumer studies, an Omnibus survey (CRC
2008/779) (sample: n= 2,643) and the Retail Transformation survey (CRC 2008/794)
(sample: n = 1,815). Key findings from these studies in regards to prawn
consumption included:
Omnibus (CRC 2008/779):
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•

Prawns make up approximately 6% of all seafood consumed by Australians
and are eaten by approximately 73% of Australians (the most popular seafood
choice)
•
Discrete Choice Experiments (DCEs) revealed that in terms of their choices
for prawns, consumers are strongly driven by the origin of the prawns, and are
extremely parochial as they favour Australian prawns. Attributes of secondary
importance, more or less equally, are the format of the prawns, the price, and
the packaging method. Sustainability accreditation was not at all important
•
Prawns are perceived to be good for a special occasion or a light meal and
are a product that people would like to eat more of. Perceived weaknesses
include that prawns are not easy to prepare, they are quite expensive, they
have to be eaten immediately after purchase and they are not always a
healthy choice.
•
In terms of preferences for value adding, consumers prefer peeled prawns,
tail on cutlets, fresh never frozen; they strongly reject crumbed prawns, frozen
packaged prawns and are polarised regarding whole prawns. There is clearly
a diversity of preferences among the entire market as some people strongly
favour whole prawns, rejecting all forms of processing or packaging, while
others are attracted by the convenience that peeling offers, while others still
are primarily driven by freshness and willing to have fresh prawns in whatever
format.
Retail transformation (CRC 2008/794):
•
Prawns are ranked highly in terms of consumers’ home cooking repertoire
•
In terms of the proposed product ranges presented to respondents in this
survey, prawns were the most popular in the Ready-to-eat range.
•
In terms of all shellfish, Australian prawns (rather than imported prawns) have
the best product and flavour appeal.

Hence, before the project started, there was already an understanding of the key
barriers and drivers for the purchase of prawns, the positioning of prawns relative to
other seafood products, and the consumer purchase process for prawns. It was
hoped that this information could be potentially built upon to identify new market
opportunities.
It was considered crucial to the success of the project that the results overcame the
disconnect which had been noted between outcomes of Seafood CRC research and
utilisation of this research by industry to change business practices/structures etc.
potentially resulting in increased profitability. Hence the identification, engagement
and commitment by industry champions and supply chain participants for each target
prawn fishery was considered to be essential for the proposed research
methodology described in this project. Furthermore the project had the potential to
represent an innovation in public/private engagement for Seafood CRC research.
Through a consultative process, the ACPF identified three target fisheries for the
project:
• The Spencer Gulf and West Coast Prawn Fisherman’s Association
(SGWCPFA) consists of 39 commercial fishery licence holders and it
focuses on the production of king prawns. During the period 2000/01to
2005/2006 value and production in the fishery ranged from between
$44.5 million (2,255 tonne) - $33.6 million (1,870 tonne pa). The landed
-2-

•

•

value of production from the fishery has been negatively impacted in
recent years by the availability of imported farmed prawns from
throughout the Asia Pacific region. . A preliminary value chain analysis
was conducted on the fishery (CRC 2009/786) and a series of
strategies developed based on this work (Johns et al., 2010). At least
one of these strategies was to be implemented as part of this project.
The Shark Bay Prawn Trawler Operators’ Association (SBPTOA) is
located in a World Heritage Area and focuses on capture of king and
tiger prawns. Total catch prawn catch is about 3,000 tonne with high
inter-annual variability in catch and value (e.g. $25.2 million in 2001
down o $14.1 million in 2008). The value of the fishery has decreased
in recent years due to loss of traditional export markets and
competition in the domestic market. The catch is generally frozen on
board and sorted for species and size and sold whole. The assessment
for the world heritage listing of the area recognised the sustainable
nature of the operation of the prawn industry as a significant factor in
support of the listing.
The Clarence River Fishermen’s Co-operative (CRFC) has 130
professional fishing members supplying a range of prawns (king and
school), finfish, ocean bugs, lobster, squid and clams. The CRFC is
vertically integrated and includes a processing factory and two retail
outlets. The CRFC had expressed interest in finding new markets for
their king prawn (currently valued at $4-5 million per annum) and
school prawn products (currently valued at $2-3 million per annum)as
both have lost value and markets in the last few years.

Subsequent to the initial project being funded, Moreton Bay Seafood Industry
Association (MBSIA) successfully applied (by variation) to be added as a fourth case
study fishery.

1.1.

Need

Given the general decline in GVP for the Australian wild capture prawn industry
(from $364 million to $232 million in the last 15 years), and particularly the loss of
traditional export markets, the industry needed to focus on optimising value in the
domestic market. However it had become apparent that the current and established
business models being pursued by many wild harvest prawn companies were not set
up to optimise the domestic market opportunities. The change from an export
focused to a domestic focused business requires companies to have a better
understanding of the competitive landscape and of customer and distribution channel
requirements (for both quality and service) in domestic markets in order to identify
and exploit new market opportunities. However, it appeared that this knowledge was
currently not available or, in the case of a number of completed CRC consumer
surveys, not being well extended to the Australian prawn industry to facilitate
changing business models to increase profitability.
The aim of the project was to work with committed prawn industry leaders to utilise
current results from previous CRC and other consumer/market studies, identify gaps
in knowledge and, if necessary, commission further research to identify new
-3-

domestic market opportunities. It was hoped that as a result of the project, industry
leaders would feel empowered to work with all chain participants resulting in the
identification of supply chain innovations (in service and quality) and definition of
what promotional strategies were required to meet the identified opportunity.
A further objective was that representatives of the target fisheries would agree
collectively to co-invest to implement the required strategies. If this were the case,
the participatory action nature of the research, with identification, commitment and
active involvement of industry champions could represent an innovation in CRC
research and potentially ensure commercially relevant outcomes.

1.2.

Objectives

•

CRC Research focused on a better understanding of Australian prawn
consumers is utilised by industry to identify and quantify the potential value of
at least one new market opportunity for each target fishery.

•

In each target fishery, collective agreement by chain partners to co-invest in
one positioning and promotional strategy and aligned supply chain
innovations to meet a viable market opportunity.

•

Demonstrated increase in profitability in at least one fishery (quantified as
increased price, reduced cost or increased volume into new markets) as a
result of pursuing a repositioning and supply chain innovation strategy.

•

In each target fishery, to identify and support industry leaders that will
empower other chain participants to exploit emerging market opportunities.

2. Methods
Overall coordination of the project was undertaken by Dr Janet Howieson, Senior
Research Fellow at Curtin University.
A generic series of research activities undertaken for each are described below and
the specific fishery details are recorded in the results. The generic activities were:
•
•
•
•
•
•

Selection of participant chains and commitment to participate (engaging the
chain)
Understanding the value chain
Secondary participatory consultation and development of agreed strategies
Implementation
Evaluation.
Extension and reporting

2.1.
Selection of Participant Chains and Commitment to
Participate (Engaging the Chain)
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In consultation with the ACPF, three wild capture prawn fisheries were chosen as
case studies for this project: Spencer Gulf and West Coast Prawn Fisherman’s
Association (SGWCPFA), Shark Bay Prawn Trawler Operators’ Association
(SBPTOA) and Clarence River Fishermens Co-operative (CRFC). Representatives
of these chains had indicated through the ACPF consultation process that they could
see economic benefits in participating in the research project. Moreover these chains
are variable in value, target species, product and degree of post-harvest, business
models, and geography and therefore provided an opportunity to test the
methodology in a variety of scenarios.
Subsequently Moreton Bay Seafood Industry Association (MBSIA) Board in
understanding the potential benefits to their fishery, applied for funding and were
approved for inclusion in the project as the fourth case study.
Separate activities were undertaken in each of the target fisheries dependent upon,
on the current level of understanding of consumer and market needs and their
cohesiveness as a group. In addition, business leaders/industry champions with the
ability to drive the project and the social capital to ensure that the other stakeholders
remained committed to the process were identified. These leaders were also
charged with ensuring that the interventions were implemented, appropriate
evaluation completed and that a process of continuous improvement would continue
after the research component of the project was finished.
Where a specific need was identified, for example there were gaps in information,
initial meetings were held to develop preliminary maps of the current harvest,
processing, distribution and marketing channels of the selected chains. This phase
also included consultation with chain stakeholders to gain general information about
the fishery, for example its history and the families and communities involved,
sustainable fisheries management practices and product characteristics: to define
information and knowledge gaps concerning the consumer and target market(s) and
to gain collaborative commitment to identify and capture a new market opportunity.
Prior to the project starting, each of the four target fisheries were at different stages
in terms of their understanding of the value propositions available to them and the
level of leadership and group cohesiveness. Therefore a number of meetings were
set up with the fisheries and are summarised below:
•

Two preliminary meetings with the SBPTOA and a site visit were undertaken
by Professor Hamish Gow. All members committed to supporting the research
and preliminary information about the product flow and general information
about the fishery had already been gathered.

•

David Anderson, Chair of CRFC also attended the second meeting with
SBPTOA and site visit and reported the project background and methodology
to the Clarence River Co-op Board. Endorsement for the project was
subsequently forthcoming.

•

Value chain analyses and a list of improvement strategies had already been
identified for SGWCPFA in a separate project (CRC 2009/786). The
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SGWCPFA management committee supported the implementation of one trial
strategy identified through the initial study being progressed as part of this
project. SGWCPFA committed $30,000 and in kind support to support the
implementation of the strategy.
•

MBSIA Trawl Committee and Board members met with Dr Howieson in
October 2010, and subsequently applied successfully to ACPF for funding to
be included in the project.

Stephen Murphy, ACPF Board member and Hervey Bay Trawl Operator, also
attended the second SBPTOA meeting and reported back to his stakeholders as it
was initially suggested that the East Coast Trawl could be included as a case study.
However, given the extensive geographic spread and the variability in business and
product types produced, it was proposed that a separate project be developed and
undertaken for East Coast Trawl. This CRC project (2010/770) “Identification of the
core leadership group and network structure of East Coast Trawl to develop,
implement and evaluate strategic opportunities” was subsequently funded
separately.

2.2.

Understanding the Value Chain

2.2.1. Consumer Insights
The project included an analysis of customer and consumer perceptions and
expectations of Australian prawns, current price points, market options and current
branding and promotional strategies in order to inform the development of new
domestic market opportunities for all four target fisheries and aligned repositioning
strategies.
This market/consumer aspect of the project was coordinated and managed by
Associate Professor Meredith Lawley, University of the Sunshine Coast and a
number of activities were completed:
•

Desktop research conducted looking at all the current information on
consumption/marketing of prawns in Australia and all current marketing and
branding strategies for Australian prawns in general and by individual fisheries.
Information was collated from a number of studies that had already been
conducted on prawn marketing and consumer preferences. These include the
Omnibus survey (CRC communal project) and the CRC Retail Transformation
project. In addition, the outcomes of branding initiatives such as an ’Australian’,
’Passion for Prawns’ ‘Queensland Catch’ etc. were summarised and the results
from the outcomes of the Spencer Gulf value chain analysis (CRC project
2009/786) were also included. The results of the desktop survey was used to
identify any knowledge gaps and informed later stages of the market/consumer
research. A powerpoint summary of all the prawn consumer data was developed
and can be seen in Appendix 1.

•

Associate Professor Lawley and Professor Tiffany White worked with industry
leaders to analyse the results of the completed CRC consumer studies to identify
any gaps and/or formulate hypotheses about under-exploited market
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development opportunities.
This data and analyses was then used as
background to develop a further consumer survey to fill the identified gaps and to
also gain fishery specific information on the case study fisheries’ products such
as Shark Bay king prawns, Spencer Gulf king prawns and Clarence River school
prawns). This survey was completed with 900 consumers in, New South Wales,
Queensland, South Australia, Victoria and Western Australia. Summary analyses
of the data were prepared for each fishery and a generic summary was also
developed. A separate consumer survey was conducted for MBSIA six months
later as they had joined the study later. Results are disucsed in the next section.
•

The collation of the consumer information provided data for each fishery to
explore innovative repositioning opportunities and new distribution channels for
the target fisheries. Using this research, the industry leadership group from each
fishery was guided to define new market opportunities from inherent product traits
that would create sufficient value to a consumer such that they would choose
preferentially or pay a premium for the offer. The defined new market
opportunities for each case study fishery are described in the results section.
2.2.2. Chef/Food Service Insights

Given their importance in the purchase of prawns, the decision was taken to conduct
surveys with chefs involved in the preparing and cooking of prawns in restaurants.
However as it had also been noted that there was a lack of knowledge generally
regarding the process of decision making for seafood by chefs, a two part survey
was developed. In the first part of the survey chefs in Brisbane, Sydney and Perth
were asked questions related to their purchasing decisions, perceptions and
preferences. The questionnaire is shown in Appendix 2 and the results discussed in
relevant results section for each fishery.
The second part of the chef survey was specific to prawns from the specific case
study fisheries. In this section, and based on the city and proximity to the target
fisheries, questions were asked on specific prawn products as summarised below
and described in more detail in the results section.
•

Clarence River school prawns: Telephone and face to face interviews were
undertaken with 21 chefs/foodservice staff based in Sydney and 17 chefs/food
service staff based in Brisbane

•

Shark Bay king prawns: A Perth producer event was organised and a mail
survey was delivered to 29 chefs/food service staff to investigate their
preferences in regards to farmed barramundi, sardines, Shark Bay king
prawns and Saddle tail Snapper.

•

Moreton Bay prawns: Face to face interviews with 17 chefs/food service staff
based in Brisbane.
2.2.3. Prawn Sensory Insights

In order to better understand potential sensory differences between different prawn
species, a preliminary sensory study was completed with 16 different prawns
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sourced from different fisheries in Australia. The study was undertaken at SARDI in
October 2012 and the full details of the methods and results can be seen in
Appendix 3.
The intended outcome of the study was to define attributes from the different species
which could be used in promotional/repositioning activities. In summary this
preliminary study did identify sensory differences both between species and within
species, when sourced from different fishing areas. However, the study was
considered flawed due to the overriding sensory impact of quality issues as there
was considerable quality variation noticed between prawn samples. This work
needs to be repeated, but with consistent, quality parameters set for the samples to
be analysed. Following discussions with the program leader and with aligned
sensory/flavour/quality projects in development it was decided not to pursue this
further research as part of this particular study.
2.2.4. Prawn Value Chain Stakeholder Insights (Resource and Constraint
Audit)
Following better understanding of the markets from chef and consumer survey
results, the industry leadership group and/or the research team for each fishery
‘walked the chain’ and interviewed chain members from point of harvest to point of
retail outlet to better understand chain behaviour and effectiveness. This process
assisted in identifying the barriers and opportunities in the chain (e.g. infrastructure,
product quality, product flow, information flow, relationships) which would either need
to be overcome or be capitalised upon to capture the potential new market
opportunities.
A generic questionnaire was developed for the chain member interviews (Appendix
4). The interviews were conducted either face to face or by telephone by various
project researchers as identified in the results sections. Questionaries included
general and fishery product specific questions. Questions were aimed at
understanding purchase preferences and identifying possible strategies to overcome
some of the issues related to the purchase of seafood generally and the target prawn
product specifically. Other questions included: perceptions of what customers value
the most, market opportunities, pricing, product form of preference, and comments
on quality measurements and other standards. Results are discussed in the relevant
results section for each fishery.

2.3.
Secondary Participatory Consultation and Development
of Agreed Strategies.
The combined results of the market/consumer research and the supply chain
stakeholder interviews were used to identify potential market opportunity and/or
service supply gaps for which new business strategies could be developed to
capture the value of those gaps and potentially provide increased profitability.
Strategy development days were held with stakeholders in each of the four target
fisheries. The agenda for each of these days was generic (see Appendix 5) and
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consisted of an initial presentation of the research results including the results from
the consumer and food service surveys, and from the stakeholder interviews. A
summary of the issues and opportunities identified by the researchers as a result of
the stakeholder interviews was then presented.
A facilitated session was then undertaken to define an agreed positioning and
promotional strategy (or improvement project) and aligned supply chain innovations
for each fishery. SometimesAs an outcome of the workshops a defined activity and
budget discussion document was developed for each fishery which detailed
responsibilities and implementation schedules. Agreed parameters for chain
performance evaluation were also defined within this document.
At this stage, further co-investment was invited from the fisheries to underpin
implementation of the agreed strategy. In the case of SGWCPFA, the selection of
the key strategy was the first stage of this project as the previous steps had been
completed as part of CRC 2009/786 and the group had already committed $30,000
cash to support implementation of the strategy once selected.

2.4.

Implementation of Selected Strategies

Implementation of the selected strategy as an outcome of the strategy development
process was dependent on co-investment from the case study fishery. This is
discussed in more detail in the results section.

2.5.

Evaluation of Selected Strategies

Based on the chosen market development activity
implementation of the selected strategy was completed.

an evaluation of the

Four potential methods were selected for evaluation. The choice of the evaluation
method was dependent on the case study fishery progress and process. The four
methods are described briefly below with more specific detail in the results section.
a. Producer association evaluation
A generic survey was produced for evaluation by the producer association/project
stakeholder committee (see Appendix 6).
b. Sales
Where possible/appropriate sales before and after the implementation were
calculated.
c. Consumer evaluation
Consumer interviews were conducted. When the market development activity was
consumer focussed.
d. Deli Manager evaluation
A Delicatessen manager survey for perceptions of point-of-sale marketing impact
was developed.
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2.6.

Extension and Reporting.

In the development of the application for the project the following extension and
reporting strategies were proposed. Specific details from each fishery are described
in the results section.
•

The development and implementation of communication strategies to extend
the results of Seafood CRC consumer surveys etc to the prawn industry.

•

A framework for the value chain methodology undertaken to be developed
with examples of prawn case studies for presentation to CRC industry
participants.

•

Results of the implementation and evaluation trials to be promoted throughout
the industry through ACPF, CRC and Research provider communication
activities.

•

Results to be presented at conferences and articles prepared for publication
in peer reviewed journals.

•

Complete CRC project reporting requirements.

3. RESULTS AND DISCUSSION
The results from each of the four target fisheries are presented separately below.

3.1.
Spencer Gulf and West Coast Prawn Fisherman’s
Association (SGWCPFA) chain
A previous CRC project CRC 2009/786 Commercial Value Chain Analysis of the
Spencer Gulf and West Coast Prawn Fisheries – Domestic Retail and Restaurants
was undertaken by Craig Johns and Nathan Kimber from Rural Solutions SA. The
results of this project were used as the basis for the SGWCPFA activity in the current
project. Hence the first two sections of the generic methods developed for this
project, ‘Commitment to Participate’ and ‘Understanding the Value Chain’ are
described in detail as part of the CRC 2009/786 Final Report (Appendix 7).
Subsequent activity with this fishery is described below.
3.1.1. Secondary Participatory Consultation and Development of Agreed
Strategies
Following the results of CRC 2009/786, a map of product flow from the Spencer Gulf
and West Coast prawn industry value chain was produced. This details product flow
and information flow from fishing vessel through to end consumer. (Figure 1).
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Figure 1 Spencer Gulf and West Coast prawn industry chain map
Subsequently a comprehensive analysis of product moving through the value chain
to Drakes Foodmarkets and the Hilton Hotel, Adelaide was then completed.
The CRC 2009/786 final report recommended nine potential improvement and
intervention strategies that could be implemented by the SGWCPFA and project
partners. These projects were:
Project 1: SO2 alternatives
Project 2: Incentivise attributes that consumers’ value
Project 3: National sizing standards
Project 4: Consumer driven industry value proposition
Project 5: Retail information flow
Project 6: Retail innovative packaging
Project 7: Restaurant innovative packaging
Project 8: Promotion and marketing
Project 9: Soft and broken opportunities.
As part of the current project and in order to prioritise the improvement and
intervention strategies recommended in the 2009/786 report, a workshop was held
with SGWCPFA, project partners, Seafood CRC and Rural Solutions SA in Port
Lincoln on the 29 September 2011. During the workshop the 2009/786 improvement
and intervention activities were discussed. To assist the discussion attention was
drawn to a table from the 2009/786 report (Table 1) where the activities had been
prioritised by the project partners.
Table 1 Assessing the priority of the suggested improvement projects
SGWCPFA

Drakes

Australian
Bight

Industry wide
projects
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Hilton

Kinkawooka

Average

Activity 1
5
5
Activity 2
3
2
Activity 3
5
5
Activity 4
5
2
Domestic retail
Activity 5
5
5
Activity 6
3
5
Restaurants
Activity 7
3
Activity 8
5
Activity 9
3
(Rating: 1 = Lowest priority to 5 = Highest priority)

5
4
5
2

5
2
4
2

5
2
5
4

5
5

5
2.6
4.8
3
5
4.3

5
5
3

4
5
2

4
5
2.7

Following further discussion, the result of the workshop was a commitment to
develop a project that fitted with Activity 5: Improving the flow of information and
knowledge of the consumer in the retail setting.
A project team was formed that consisted of Simon Clark (SGWCPFA), Terry
Richardson (Aussea), Derry McGaffin (Drakes Supermarkets), Craig Johns and
Nathan Kimber (Rural Solutions SA). The project team was supported by Janet
Howieson (Curtin University) and Meredith Lawley (University of Sunshine Coast).
SGWCPFA committed $30,000 to support the implementation of the selected
improvement strategy.
3.1.2. Implementation of Selected Strategies
The objective of the improvement strategy was to improve the flow of information
and knowledge of the consumer in regards to SGWCPFA product in Drakes
supermarkets throughout South Australia through targeted point-of-sale materials.
It was agreed that to have maximum penetration the point-of-sale materials needed
to be tested in Drakes stores during three separate periods: Christmas, Easter and
the winter.
Development of Point of Sale Material and Activities
Information Pamphlet and Recipe Cards
The project team, with the assistance of the Hilton Hotel, Adelaide and Momentum
Designs developed a glossy booklet (Figure 2) that:

•
•
•

Described the Spencer Gulf and West Coast Prawn Fisherman’s Association
and highlighted the fishery’s environmental and social stewardship –
incorporating the Marine Stewardship Council Accreditation (MSC) logo
Highlighted catching and storing methods
Highlighted freezing, thawing and preparation methods
Provided consumers with four recipe ideas using prawns.
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Figure 2 Front and back pages from the information booklet: 4,000 of these were
distributed prior to Christmas 2011
Decal
The project team also designed decals (Figure 3) and posters that would sit on the
delicatessen cabinets in Drakes supermarkets. Their design was to be consistent
with the information booklet, using the ‘Spencer Gulf King’ logo and a message that
read ‘Superior Taste, Healthy Choice Sustainable Prawns’ ‘Internationally
recognised & certified as meeting ecologically sustainable criteria’.

Figure 3 The decal that was distributed and displayed at Drakes stores prior to
Christmas 2011
In-store tastings
Further to the distribution of point- of- sale materials throughout Drakes
supermarkets, it was agreed that a period of in-store cooking demonstrations and
subsequent tastings would also be coordinated by the project team. Product for the
tastings would be supplied by the project partners and Drakes would make their
promotional staff available to facilitate the activity.
Marine Stewardship Council (MSC) logo
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As SGWCPFA had just received MSC accreditation, the association was keen to
understand whether the customer knew of and/or recognised the MSC logo present
on the information booklets and posters.
Christmas Activity Implementation
Prior to Christmas 2011, 4,000 copies of the information booklet were printed and
distributed to the 41 Drakes stores throughout South Australia. As well as the
information booklet, the stores also received a decal (that could be attached to the
delicatessen cabinet) with a message about SGWCPFA prawns and posters to be
hung in-store.
The concept was to draw people’s attention to the delicatessen cabinet with the
posters and decal and then to make the booklets available to those browsing the
delicatessen cabinet to promote the purchase of SGWCPFA prawns. The booklet
would also be offered to those already purchasing prawns to promote repeat sales.
Easter Activity Implementation
Prior to Easter 2012, a further 2,000 copies of the information booklet were printed
and distributed to the 41 Drakes stores throughout South Australia. As well as the
information booklet, the stores also received another decal and more posters.
The concept and execution of the activity was similar to that of the pre-Christmas
activity.
Winter Activity Implementation
New winter recipes were developed and replaced those previously described in the
information booklet.
The winter activity took the form of in-store tasting sessions in three key Drakes
stores in South Australia. Three, 3-4 hours sessions were conducted in each store
throughout a week in July where consumers could taste value-added product and
pick up an information booklet and new winter recipe cards.
The aim was to draw the customers’ attention to the purchase of prawns by having
them taste the product as they were conducting their regular shopping activities in
the supermarket. Once the customer was engaged at the tasting station, a copy of
the information booklet and new recipe cards were offered to them.
3.1.3. Evaluation of Selected Strategies
Christmas Activity Evaluation
The evaluation and results of the Christmas activity were taken in two forms:
discussion regarding sales figures for the period with the head of delicatessen
management in Drakes and the General Manager of Aussea, and a survey of the
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delicatessen manager in each of the Drakes stores. The deli manager survey was
designed to evaluate their understanding of the impact of point-of- sale materials for
SGWCPFA prawns.
The survey is shown in Appendix 8 of this report.
Distribution of point-of-sale materials and sales figures
Following the display of posters and decals, and distribution of the information
booklets, Aussea and Drakes reported strong sales figures and these were up on
pre-Christmas figures from the previous year and with only a slight increase in
average price. It should be noted that this increase could be attributed to a number
of key factors but one of which was believed by Drakes and Aussea staff to be the
point-of-sale campaign.
Delicatessen manager’s survey results
The response rate of the survey was 44%, with 18 out of 41 delicatessen managers
completing the survey. 100% of those responding were females who had worked for
Drakes in the position of delicatessen manager for a period ranging from between six
months and 14 years.
The delicatessen managers rated each of the three point-of-sale materials and the
results were as follows:
Table 2 Rating each of the Point-of-sale materials

Information pamphlets/recipe cards
Decal/sticker
MSC logo
(Rating: 1 = Poor to 10 = Excellent)
Source: University of the Sunshine Coast

Mean
7.50
7.50
6.38

10
4
2

Frequency of response
9
8
7
6
5
4
6
4
1
2
1
8
4
2
2
4
1

3
1

2

1

1
1

As well as rating each of the point-of-sale materials the respondents were asked to
provide comment on them. The comments received were as follows:
Table 3 Commentary on the point-of-sale materials
Information pamphlet/recipe
cards

Positive comments
• Good to be able to give
customer more info about
where the prawns were caught
• Very helpful and full of great
information
• Need to have more of them.
Helped sell the prawns
• Handed out as much as
possible
• Most customers picked them up
and took them
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Suggested improvements
• Recipe cards are great – just
don’t make the ingredients too
expensive
• More recipes in the books
• Recipe cards could have been
bigger
• The books should be bigger
and with more recipes in them
• Would’ve liked a stand to put
them on

Decal/sticker

MSC logo

• Recipe cards are always a
good idea
• Easy to move and apply
• People were reading this – it
was a good selling point
• Good vibrant pictures on the
stickers and kept simple
• Gets customers’ attention and
interest
• We have sold more since
having the sticker up
• Clear and simple
• We have sold more since
having the MSC logo up

• Quite large – it could’ve been
smaller

• Not really effective

The delicatessen managers were asked to rate the overall impact of the point-of-sale
materials. The results were as follows:
Table 4 Overall impact of point-of-sale materials

Impact on attitude to SGWCPFA prawns
Impact of point-of-sale on customers
Impact on knowledge of SGWCPFA prawns
Impact of point-of-sale on delicatessen staff
(Rating: 1 = No impact to 5 = Significant impact)

Mean
4.06
4.06
3.94
3.39

Frequency of response
5
4
3
2
7
6
4
1
6
7
5
6
6
5
1
3
5
6
4

1

The final question in the survey asked respondents to provide recommendations to
improve the promotion of SGWCPFA prawns. The results were as follows:
•
•
•
•
•

4 respondents recommended no improvements
4 recommended improvements in line with demonstrations and tastings
4 recommended improvements through marketing and advertising
3 recommended improvements through better signage and packaging
2 recommended improvements through more or better quality recipe cards.

Easter Activity Evaluation
The evaluation and results of the Easter activity were taken in two forms: discussion
regarding sales figures for the period with the head of delicatessen management in
Drakes and the General Manager of Aussea; and a survey of customers in selected
Drakes stores (Consumer Survey Instrument see Appendix 9). The customer survey
was designed to evaluate the impact of point-of-sale materials for SGWCPFA
prawns.
Distribution of point-of-sale materials and sales figures
Aussea and Drakes reported strong sales figures, up on pre-Easter figures from the
previous year and with a slight increase in average price. It should be noted that this
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increase could be attributed to a number of key factors but one of which was
believed by Drakes and Aussea staff to be the point-of-sale campaign.
Customer survey results
A total of 17 customers, who had just purchased SGWCPFA prawns, undertook the
survey in-store. It should be noted that this is a very small sample size and that they
were taken from only four stores out of a total of 41 (Hallett Cove = 5; Fulham
Gardens = 5; Semaphore = 5; and Torrensville = 2) so results should be interpreted
with caution.. Of the 17 respondents, 11 were female and 6 were male. The
respondents ranged in age between 27 and 62 years.
Customers were asked the frequency with which they purchased prawns at Drakes.
The results were as follows:
Table 5 Frequency of prawn purchases at Drakes

Purchase of
prawns
Purchase of
SGWCPFA
prawns

Once/fortnight
(%)

Once/month
(%)

Once every 2-6
months
(%)

Less than once
every 6 months
(%)

5 (29.4)

6 (35.3)

3 (17.6)

3 (17.6)

3 (17.6)

4 (23.5)

5 (29.4)

5 (29.4)

It should be noted that customers do not always choose SGWCPFA prawns when
purchasing prawns, however it did appear that those purchasing less frequently i.e.
for special occasions, seem more likely to buy SGWCPFA prawns.
The customers rated each of the three point-of-sale materials and the results were
as follows:
Table 6 Customers overall rating of the point-of-sale materials

Information pamphlets / recipe cards
Decal / sticker
MSC logo
(Rating: 1 = Poor to 10 = Excellent)

Mean
8.18
6.06
5.67

10
1

Frequency of response
9
8
7
6
5
4
6
7
2
1
1
3
9
4
1
2

3

2

1

The customers were asked the likelihood that the point-of-sale materials will increase
frequency of future prawn purchases. The results were as follows:
Table 7 Likelihood that the point-of-sale materials will increase frequency of future
prawn purchases
Frequency of response
Mean
4
3
2
3.76
13
4
2.41
8
8
2.33
1
2

Information pamphlets / recipe cards
Decal / sticker
MSC logo
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1
1

(Rating: 1 = Highly unlikely to 4 = Highly likely)

The final question in the survey asked respondents to list reasons for increasing the
number of purchase occasions of West Coast and Spencer Gulf Prawns and this
could include the point-of-sale materials. The results were as follows:
•
•
•
•

4 respondents gave reasons in line with the availability of recipes and cooking
information
3 gave reasons in line with more special occasions
2 gave reasons in line with influence of the information pamphlet
1 gave reasons in line with each of the following: price, source and
sustainability

Winter Activity Evaluation
The evaluation and results of the winter activity were taken in two forms: discussion
regarding sales figures for the period with the head of delicatessen management in
Drakes and the General Manager of Aussea; and a survey of customers in selected
Drakes stores. The customer survey was the same as used in the Easter evaluation.
Distribution of point-of-sale materials and sales figures
Drakes and Aussea provided sales figures for the period that the point-of-sale and
tastings activities were undertaken through the Drakes stores. In the period 1
January to 1 August 2012 the sales of SGWCPFA prawns (whole prawns) through
Drakes supermarkets increased by close to 60% compared with the same period for
2011. It should also be noted that in the same period in 2012, Drakes began offering
value added product and if the value added product is added to the sales figures the
percentage increase from 2011 is closer to 90%.
Customer survey results
To improve understanding of consumer reaction to the activities a total of 190
customers were surveyed at Drakes supermarkets, in line with the in-store tastings.
Seventy four (39%) customers were surveyed at the Newton store; 59 (31%) at the
Golden Grove store; and 57 (30%) at the Fulham store. Of the 190 respondents,
72% were female and 28% male.
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30

27

25

23
21

21
19

20

16

Wednesday

15
10

Thursday
10

9

8

9

8

9

6

Saturday

4

5

Friday

0
Male

Female

Golden Grove

Male

Female

Male

Fulham

Female
Newton

Figure 4 Frequency of store, day and gender
Customers were asked the frequency with which they purchased prawns in general, purchased SGWCPFA prawns and purchased
prawns at Drakes. The results were as follows:
Table 8 Frequency of prawn purchases

Once/week
(%)
Prawns in
2 (1)
general (n=190)
SGWCPFA
1 (0.5)
prawns (n=190)
Prawns at
1 (1.1)
Drakes (n=94)
Source: Curtin University

Frequency of purchase / (n)
Less than
Once / 2-6
once / 6
months (%)
months (%)

Once/fortnight
(%)

Once/Month
(%)

Once a year
(%)

Never
(%)

Not sure type
of prawn

43 (22.6)

65 (34.2)

41 (21.1)

13 (6.8)

17 (9)

10 (5.3)

0 (0)

11(5.8)

37 (19.5)

38 (20)

24 (12.6)

13 (6.8)

56 (29.5)

10 (5.3)

9 (9.6)

14 (14.9)

15 (16)

6 (6.3)

9 (9.6)

39 (41.4)

1 (1.1)
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It is evident in Table 8, which shows purchasing frequency of prawns except SG praens and SG prawns only. It seems that
customers do not always chose SGWCPFA prawns when purchasing prawns, however those purchasing less frequently i.e. for
special occasions, seem more likely to buy these prawns. This is displayed again in Figure 5 below:
Purchases of Prawns (%)
34%

Purchases of Spencer Gulf Prawns (%)
29%

23%

19%

21% 20%
13%
7%

6%

9%

7%

Once/week Once/fornight Once/month

5%

5%

1% 1%

0%
Once/2-6
mths

Less than
once every 6
mths

Once/year

Figure 5 Frequency of prawn purchases at Drakes
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Never

Not sure the
type of prawn

As with the Easter survey, customers rated each of the three point-of-sale
materials and the results were as follows:
Table 9 Customers overall rating of the point-of-sale materials
Frequency of response
Mean
4
3
2.5
19 97
3.5
106 76
1.5
2
37

Information pamphlets/recipe cards
Tastings
MSC logo
(Rating: 1 = Poor or N/A to 4 = Very good)

2
32
5
48

1
41
3
73

The customers were asked the likelihood that the point-of-sale materials will
increase frequency of future prawn purchases. The results were as follows:
Table 10 Likelihood that the point-of-sale materials will increase frequency of
future prawn purchases

Information pamphlets / recipe cards
Tastings
MSC logo
(Rating: 1 = Highly unlikely to 4 = Highly likely)

Frequency of response
Mean
4
3
2.2
9
76
2.9
66
67
1.8
2
26

2
45
20
65

1
60
37
67

The final question in the survey asked respondents to list reasons for
increasing the number of purchase occasions of SGWCPFA Prawns which
could include the point-of-sale materials. However, this time respondents
were also asked the reasons why they would buy these prawns more often.
The results were as follows:
•
•
•

40 respondents gave reasons in line with price (i.e. a reduction in price)
as to what would make them purchase more often
34 respondents gave reasons in line with origin (i.e. knowing they were
Australian / South Australian)
10 respondents gave reasons in line with sustainability and
environmental stewardship.

The results of the reasons why respondents wouldn’t increase their purchase
occasions of West Coast and Spencer Gulf Prawns were:
•
•
•

40 respondents gave reasons in line with only purchasing
prawns/seafood from a fishmonger rather than a supermarket
13 respondents gave reasons in line with only purchasing frozen and
imported product
9 respondents gave reasons in line with price (i.e. they were too
expensive)
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Stakeholder Evaluation
Evaluation surveys were completed with seven key stakeholders in the
SGWCPFA value chain. The respondents included four fishers, the executive
officer for SGWCPFA, the predominant wholesaler and the supermarket
manager with overall responsibility for all delicatessen activity in the
supermarket chain.
Table 11 summarises the responses in regard to overall satisfaction of the
project including the least and most useful aspects of the project and
organisational changes (and outcomes) the project instigated.
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Table 11: Results of Spencer Gulf evaluation
Role in chain

Overall
satisfaction
6
5

Most useful aspect

Least
useful

Retail awareness

Fisher (F3)(skipper.
Management committee
member)

8

Fisher (F4) (skipper.
Management committee
member)
E/O of SGWCPFA

8

Understanding the lack of
knowledge of handling
frozen goods in
supermarkets
What consumers want

Boats do
a good
job
n/a

8

Clarity in most effective
point-of-sale given
available resources. The
mapping of the value chain

Wholesaler (W) (supplier
to the retailer)

8

Supermarket Rep (S)
Drakes supermarkets
fresh foods)

8

Gaining a greater
understanding of the
retailers’ perspective and
operation and the ability to
test ideas and concepts
with a willing partner
A better overall view of the
supply chain, new point-ofsale material for customers

Fisher (F1)
Fisher (F2)(sales
management)

Changes within organisation
no
no

Result of
project
Improved
profitability

no

Improved
relationships
(IR)

Yes, asking buyers to pick up brochures and
recipes and bunting

Improved
sales volume
(ISV)

Yes, developed a promotional policy to guide
future investment based on key factors including
lessons learnt from this project and past
activities
Time
commitm
ent

Yes, we have looked at new product packaging
more suited to the consumer and continue to
develop new POS material

ISV, IR

All
relevant

Yes, more frequent promotions throughout the
whole year, emphasis on local and sustainable
harvest. Educating all staff giving them better
information to pass onto customers.

ISV, IR

(Rating: 1 = Least satisfied to 10 = Most satisfied)
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The respondents were also asked to rank the value of the various different
activities undertaken during the value chain project and the results are
summarised below.
Table 12 Ranking of value chain project activities
Not
aware
of
aspect
Outcomes Value Chain Study and
supply chain map
Consolidation of existing research
and consumer survey to fill gaps
Identification of improvement projects
Development of and access to
promotional material
(posters/decal/brochure/recipe cards)
Christmas promotional activities in
Drakes (poster, decal,
brochure/recipe cards)
Easter promotional activities in
Drakes (poster, decal,
brochure/recipe cards)
Winter promotional activities in
Drakes (in-store tastings)
*Numbers are responses for each category

Slightly
useful

Useful

Very
useful

Extremely
useful

4*

3

4

3

5
2

1
2

3

2

2

3

2

4

1

2

4

1

Generally it can be said that whilst all respondents valued the activities highly,
the down chain stakeholders (wholesaler, supermarket representative) gave
the highest values.
3.1.4. Extension and Reporting
Results were presented at SGWCPFA management committee meetings over
the course of the project and three meetings to summarise the results were
also held with Drakes supermarket staff.
A draft peer reviewed journal article has been prepared on the results of the
project particularly the implementation and evaluation stages. The article is
titled Closing the loop with a VCA: Identifying, Implementing and Evaluating
improvement projects in an Australian Prawn Fishery(see Appendix 10).
A research and networking event was held in Adelaide on the 11 November
2014 and attended by >60 prawn supply chain members. Results from the
SGWCPFA section of this project were presented and developed resources
distributed at that meeting. The South Australian Minister for Fisheries, Hon.
Leon Bignell, presented at the event (see Figure 6) and also launched a new
video developed to showcase the fishery.
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Figure 6: Minster Bignell speaking at the Adelaide research and networking
event, 11 November 2014.

3.2.
Shark Bay Prawn Trawler Operators’ Association
chain
3.2.1. Commitment to Participate
Two preliminary meetings and a site visit were held in 2010 with Professor
Hamish Gow, Massey University, and the Shark Bay Prawn Trawler
Operators’ Association (SBPTOA). All members committed to supporting the
research project and preliminary information gather about the product flow
and other general information was commenced.
3.2.2. Understanding the Value Chain
Consumer Surveys
An on line consumer survey was conducted (n = 900 consumers). Statistical
evaluation of the data from the consumer survey was completed, with a final
PowerPoint summary of the results developed (see Appendix 11). The
information from this survey and previous CRC consumer surveys was used
in the strategy development workshop with SGPTOA to develop the
repositioning/supply chain innovation strategies. It is noteworthy that the
results of this survey were also used as background information for the
National Prawn Market Development Strategy (2011/736).
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It was of particular note that, in the consumer survey only a fifth of
respondents (19%) had heard of Shark Bay prawns. Of these 171 people,
half thought that the following selling points were important:








Approved for fishing in World Heritage Area
No 1 exported King prawn
Fully sustainable and regulated since 1962
Largest prawn fishery in WA
Fixed season closures
Small number of licenses granted
Bycatch reduction devices on all vessels.

Based on the survey results, consumers appear more aware of species than
brands although they sometimes mention the supplier name instead of the
brand and show a high interest in differentiating between Australian and
imported product.
During the evaluation consumers were categorised into the following groups
-

-

Health concern group: those respondents who showed an interest in
finding out nutritional and quality aspects of the product
Food quality group: those who stated that the taste of defrosted prawns
is as good as prawns that have never been frozen and are worried
about quality of fresh product. This group have a preference for prawns
snap frozen at sea.
Food related lifestyle/Prawn experts group: those who say that they
can select, store and prepare prawns properly as well as differentiate
between species
Recipe seeker group: those who would increase purchase and try food
if there would have more recipes or cooking demonstrations offered
Status conscious group: those who believe that their choice of food
gives them a certain image, ie they agreed strongly with the statement
‘Eating prawns is an important part of my lifestyle’.

The different groups may respond to different marketing/promotional activities.
Chef Surveys
Surveys were completed with 50 chefs in Perth and Sydney in relation to the
Shark Bay prawn product (see Appendix 12 for PowerPoint summary of Perth
and Appendix 13 for summary of Sydney chef results).
Most of the participants were head chefs (62%), other positions included a
mix of owners and managers. Most of the participants have restaurant
businesses and a smaller number were associated with catering companies.
Perth results
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The results from the Perth survey showed that the majority of chefs purchase
seafood products from wholesalers while only a minor quantity of product is
purchased directly from the producer. Therefore it is key that producers work
closely and maintain close relationships with wholesalers.
The top 4 purchase factors were consistency of quality, confidence in origin,
relationship with supplier and consistency of supply.
In terms of the most relevant sources of information, suppliers appear to the
most used source, followed by word of mouth, food magazines, websites and
then cook books.
When asked about Shark Bay prawns specifically 37% said they were
currently using Shark Bay product in their premises. Positives about the
product were local, fresh, good quality, firm texture, sustainable, good flavour.
Negatives were inconsistent supply/availability, sand in tract, sometimes
mushy flesh, getting them fresh, sometimes processed off-shore (double
freezing). More information was requested on history, availability and where
caught/how caught/how treated after catching/how processed. The preferred
form (43%) was whole and raw and the preferred packaging 2kg cartons.
Sydney results
In Sydney, chefs buy the majority of their seafood product from wholesalers,
with some purchases made directly from producer and only a very small
fraction purchased at auction.
The most important factor that influences chefs in their purchase is the
consistency of supply. This is followed by country of origin, confidence in
origin of seafood product, consistent quality supply and relationship with
supplier.
Chefs were also asked to rank in order their most important source of
information. The results indicate that producer events are the most important
source of information, followed by suppliers, word of mouth, cook books and
food magazines.
Shark Bay king prawns were not currently included on the menus of any of the
Sydney chefs interviewed. A small number of chefs said that they had used
Shark Bay tiger prawns but they noted that the quality can be inconsistent,
and that they are hard to get all year around.
In terms of improvements that the Shark Bay prawn suppliers could make,
chefs would like there to be: a better and consistent price and supply: more
demand created by informing the public about the product: information about
sustainability; provision of a product history (harvest, processing details); and
send samples.
The preferred product form is whole and raw prawns (43% respondents) in a
2 kg carton package.
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Supply Chain Stakeholder Interviews
Thirty five interviews were completed with retailers, wholesalers, processors
supermarkets and retailers about the Shark Bay products. This information
has been compiled into a powerpoint presentation noting issues and
opportunities and suggested strategies (see Appendix 14).
The most important factors to consider are price, consistency of quality and
supply. Many of those interviewed believe that there is a need for more
marketing but several cautioned that product branding will not necessarily
increase market demand. It was felt that any marketing should focus on the
WA wild harvest product to clearly differentiate it from other products in the
market, including the aquaculture product. To this end, some options
mentioned were to undertake sensory studies, report on good fisheries
practices, quality parameters etc as these could be used in a logo, key
message, branding, etc.
There were a few issues/areas of concern mentioned. One was that there is
sometimes poor communication among supply chain partners and another is
sustainability. A lack of understanding of the differences between prawn
species, in particular recognition of Shark Bay prawns is also an issue and the
supply chain stakeholders interviewed suggested some strategies to
overcome this such as using chefs to show how to cook the product, use
flyers and educational consumer campaign.
3.2.3. Secondary Participatory Consultation and Development of
Agreed Strategies
The Shark Bay strategy development workshop was held on 8 to 11 July
2011. It was facilitated by Professor Tiffany White, University of Chicago (see
Figure 7) and Professor Meredith Lawley, University of Sunshine Coast.
The outcomes of the workshop which included a defined strategy agreed by
the participants were circulated to the SBPTOA members and are attached
(see Appendix 15).
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Figure 7: Professor Tiffany White facilitates the SBPTOA strategy
development workshop.
In brief, the agreed strategy was to be based around a collaborative Shark
Bay branding of U16-20 ’premium‘ king prawns into high end retail outlets
such as speciality stores and fish mongers at a premium price. The SBPTOA
agreed to co-invest in this strategy and planning meetings were conducted to
look at packaging, messaging, promotional materials, product quality
parameters and pilot distribution channels.
The group also agreed to investigate a similar Shark Bay seafood promotional
campaign which had been undertaken with Eyre Peninsula seafood.
The SBPTOA also made a decision to set up a dedicated office in Fremantle
as a base for operations including the implementation of the selected strategy.
3.2.4. Implementation of Selected Strategies
Following further discussion, SBPTOA agreed to commit $1,000 for each of
their trawlers - a total of $18,000,- to the strategy implementation. They also
decided to undertake the development of a new brand/logo along with
instigating targeted photography and recipe development to support the
brand.
Tenders to complete the work were developed and despatched and the
successful tenderer provided a summary and scoping material. The stated
aim of the brand strategy was “to gain a deeper understanding of the essence
of what our seafood brand stands for: providing clean, healthy products from
an unspoiled environment - products with provenance and quality that we're
all proud to be associated with”. Implementation was to include design and
production of brochure promoting the area’s unique qualities and point of
difference from the region’s competitors. Also to develop a unified package
design with the group and an accompanying design guide.

- - 29 - -

The “Shark Bay Wild” strategy was launched in 2013 along with some
promotional material (se Appendix 16). The following key outcomes have
been taken from the SBPTOA newsletter (June 2013) summarising the
progress of the strategy implementation.
1 SHARK BAY WILD – the BRAND

·
·

Registered Shark Bay Wild and Shark Bay Wild Harvest Business Names
with ASIC.
Commenced process to secure Shark Bay Wild and Shark Bay Wild
Harvest as a registered Trade Mark - commissioned Elliptic Legal and
Patent Services (patent and Trade Marks Attorneys) to facilitate
registration.

·
2 BRANDING DESIGN AND DEVELOPEMNT
·
After calling for three submissions, commissioned the professional
services of Leon Bird Photography.
·
Leon Bird designed and created the Shark Bay Wild Logo and also put
forward a concept on the style that would best represent our brand.
·
Leon Bird site visit to Carnarvon to photograph the ‘environment’ and
culture.
·
Leon Bird subsequently undertook a further five photo shoots for Shark
Bay Wild ·
Shark Bay Wild’s first Brochure produced using photos from our
developing library.
3 EVENTS
The following functions/events have occurred featuring Shark Bay Wild:
·
27 September 2012 – The Tastes of Shark Bay Wild (soft launch) with
Minister Norman Moore MLC and Hon Ken Baston MLC, now Minister for
Agriculture and Food.
·
6 October 2012 – Telethon Dinner at Cable Beach Broome hosted by Rob
Broadfield and Neil Perry.
·
8 November 2012 –Featured in the Fresh Section, The West Australian.
·
1 December 2012 - co- sponsored WA National Party High Flyers’
Luncheon with Hon Brendan Grylls MLA.
·
5 December 2012 - Shark Bay Wild featured on Paul Murray’s 6PR radio
program.
·
12 December 2012 - Premier’s Media Christmas Party, where Deputy
Premier Kim Hames cooked and promoted Shark Bay Wild prawns with
Don Hancey.
·
14 December 2012 - Shark Bay Wild (coral prawns ) featured on Paul
Murray’s 6PR radio program.
·
23 March 2013 – Shark Bay Wild featured at Deputy Premier’s Birthday
Party.
·
1 May 2013 - co-sponsored ‘Yes Cambodia’ Charity Cocktail Party.
·
13 May 2013- co-sponsored launch of the Don Hancey Signature
Program.
·
14 May 2013 – Sponsored Australia-Japan Society Welcome Autumn
Party.
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·

·

·
·

16 May 2013 – Shark Bay Wild participated at the Fine Food and Wine
Expo in Noosa, Queensland featuring release of the first Shark Bay Wild
Brochure and its unique service desk.
24 May 2013 - Shark Bay Wild co-sponsored Ord Valley Muster. (Photo
of Shark Bay Wild ‘Prawn Mountain’ featured in The West Australian 25
May 2013.)
2-3 June 2013 – Product tastings at the Avon Valley Food and Wine
Festival (4 sessions with Don Hancey).
3 June 2013 – Sponsored Shark Bay Wild RecFish West Family Fishing
Fun Day (product tastings).

The following next steps were summarised in the newsletter.
•
Explore quality assurance program for Shark Bay Wild.
•
Update Shark Bay Wild website.
•
Develop new brochure incorporating mixed species and producers.
•
Develop a “Signage Manual” that will commit all producers as to where
and how the Shark Bay Wild logo may be used in packaging and
documentation.
•
Continue to strengthen linkages with Don Hancey and Peter Manifis as
the Ambassadors for Shark Bay Wild.
•
Focus on the Restaurant and Retail Market and exclusive naming
rights to Shark Bay Wild.
3.2.5. Evaluation of Selected Strategies
A survey was undertaken with SBPTOA members in late 2013 to evaluate the
project to date and the progress of implementing the agreed strategy. All nine
members of the association participated.
The results of the survey are described below.
The participants rated their overall satisfaction with the project to date using
‘1’ as ‘Not at all satisfied’ and ‘10’ as ‘very satisfied’. . All participants rated
their overall satisfaction above average, giving a mean of 7.3.
Table 13 Results of SBPTOA member survey
Rating
6
7
8
9

No. Responses
2
3
3
1
Mean = 7.3

(Rating: 1 = Not at all satisfied to 10 = Very satisfied)

The aspects of the project overall that the participants had found most useful
are listed below:
•
•

A professional and well thought out approach
Increased awareness of Shark Bay Prawns (3 responses)
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•

Coming together of all companies (5 responses)
o Under a parent/common brand
o For a common objective/ marketing strategy.

When asked what was least useful about the project overall, five participants
made comments. Four of the participants stated that there had been timing
issues and made the following specific points:
• Time to implement a project like this
o To complete
o To get to the current stage
• Lack of timely responses from the operators on issues that require
resolution moving forward
Participants rated how useful the outcomes of each specific activity of the
project had been. The results are shown in Table 14 below.
Table 14 : Assessment of Different SBPTOA Project Activities

Specific aspect

Initial meeting with
Prof Hamish Gow
Results of value
chain members
interviews
Results of consumer
survey
Results of interviews
with chefs about
Shark Bay prawns
Workshop with Profs
White and Lawley
Chef event at Don
Hancey’s Kitchen
Shark Bay Wild soft
launch with Hon.
Norman Moore
Development of
marketing plan and
materials

No. Responses (n = 9)
Not
Aspect
Aspect
aware
slightly
useful
of
useful
aspect
2
2
2

Aspect
very
useful

Aspect
extremely
useful

Did not
respond

2

-

1

-

2

3

3

1

-

1

3

3

1

-

1

2

4

2

1

1

1

4

2

-

-

1

6

2

-

-

2

4

3

-

-

3

4

2

1

The Chef event at Don Hancey’s kitchen and the Shark Bay Wild soft launch
with the then WA Minister for Fisheries Norman Moore were rated the most
useful aspects of the project thus far.
Four participants have made changes within their organisation as a result of
the project. The changes which were made to the organisations they belong
to were:
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•
•

•

Integrating Shark Bay Wild brand with our company specific Nor-west
Seafoods/marking program.
Commenced advertising and promoting Shark Bay Wild Prawns in the
local market and creating a point of difference to promote our wild
caught product
Display and distribution of the Shark Bay Wild brochure at our office in
Fremantle. Distribution of Shark Bay Wild brochure to some wholesale
clients.

The four participants who had made changes within their organisations were
asked what outcomes they had achieved as a result of the project (they were
asked to choose from a list and could select multiple reasons).
The outcomes noted were as follows: :
• Improved relationships with other value chain members ( 4
responses)
• Improved sales volume ( 1 response)
• Increased awareness of Shark Bay wild-caught prawns ( 1
response)
Those participants who had not instigated changes within their organisations
stated the following as reasons:
•
•

Too early in the project ( 2 responses)
o Won’t make changes until more than half way through
Lack of time (2 responses)

The participants were also asked about project progress communication, with
responses being 7 from email from executive officer, 5 from management
committee meeting and 2 direct from the researchers. When asked how they
would prefer to find out about the project 6 said they would prefer email from
executive office and 5 from management committee meetings.
In terms of participants’ overall satisfaction with the project process (Rating: 1
= Not at all satisfied to 10 = Very satisfied), all participants rated the process
as ‘Satisfactory’ (score of 5) or better. Specific results were Rating 5: 2
responses, 6: 2 responses, 7 and 8: 1 response, 9: 2 responses and 10: 1
response. The mean result was 7.2.
Comments from the participants regarding their satisfaction with the project
overall included:
• Janet Howieson has an excellent understanding of what we are trying
to achieve for SBPTOA.
• The project is very exciting and has fantastic potential to raise the
profile and hopefully the market price of all Shark Bay products
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•
•
•
•

Looking forward to Shark Bay Wild!! And the Shark Bay products.
Getting exposure and discussion in the market.
I think we have not been able to fully support the project. However our
involvement will increase with future engagements
Process could be improved with more show of commitment from
members both physically and financially
Fast forward the whole process if at all possible
3.2.6. Reporting and Extension

The progress of the project, consumer and chef surveys and other results
including the results of the SBPTOA member surveys were presented at six
Shark Bay management committee meetings over the course of the project.
A research and networking event was held on the 15 September 2014 in
Perth and the results were presented and resources distributed at this
meeting. The WA Minister for Fisheries (Hon. Ken Baston) presented at the
event (see Figure 8).

Figure 8 The Hon Ken Baston, Minister for Fisheries presents at the Perth
Research and Networking event, September 15 2014.
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Figure 9: Chefs Don Hancey and Pete Manifis and SBPTOA EO Phil Bruce at
the Perth prawn research and networking event
An article in the September 2014 edition of Scoop magazine highlighted the
Shark Bay Wild initiative and an advertisement featuring the new branding
appeared in the magazine, with a reference to the website. Website hits
increased after the advertisement with hits as following July: 140 (hits),
Aug:139, Sept: 128, Oct: 145, Nov:277, Dec:395, Jan:260. Data collection is
continuing.
The future planning for Shark Bay Wild is to develop a signature 3kg carton
containing premium product and all suppliers named.

3.3.

Clarence River Fishermens Co-operative

3.3.1. Commitment to Participate
David Anderson, Chair of the Clarence River Fishermens Co-Operative
(CRFC) also attended the second Shark Bay meeting and site visit in July
2010 and reported the project background and methodology back to the
CRFC Board. A preliminary meeting with the CRFC Board and commitment to
take part in the project occurred in October 2010.
3.3.2. Understanding the Value Chain
Chef Surveys
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Sydney chefs were interviewed about the CRFC prawn products and a
summary of the results are available in Appendix 17.
CRFC school prawns were not on the menus developed by any of the chefs
interviewed at the time of the survey but the perception of CRFC school
prawns were: as a product with consistent excellent quality; good size; from
clean waters; local; good quality, with a delicious taste, and a recognised
brand. Further comments were that Clarence River prawns are sweet, good to
Spanish fry and eat whole, freeze well, go well with beer. Some of the chefs
noted a few problems such as: the inconsistency with size grading; distance
from the fishing area to the city markets; labour intensive due to small size;
inconsistent availability: not fresh; and not known by region.
The reasons given by the chefs for not having CRFC school prawns on the
menu were that they were too small, the source is unreliable and there is no
demand for the product. Half of the chefs interviewed said that they preferred
a specific region or source for the prawns and they mentioned Clarence River
and Hawkesbury as local regions.
The Sydney chefs interviewed suggested CRFC prawn suppliers/producers
make some changes such as: improve their communication, supply product
samples and product preparation information, provide information on
availability, offer fresh consistent supply and price, provide consistent size
grading, and consistent quality. Other suggestions included giving information
on the history of the product, regional origin, sustainability and fisheries
management. Chefs generally agreed that further information would influence
purchasing
Two thirds of the Chefs prefer Clarence River prawns whole and raw packed
in polyethylene box with size U150-U180 and a weight of 1 kg. The preferred
form for the prawn (when stated) was either whole and raw (17%) or whole
and cooked (17%). In terms of packaging the preference is for a carton in
units of approximately 5 kg.
Supply Chain Stakeholder Interviews
Stakeholders in the CRFC supply chain were interviewed. An advantage of
the product was that the Clarence River prawns are only one day old on
arrival at key markets, such as Sydney Fish Market. However, the survey also
identified a few issues with the CRFC prawns such as inconsistent grading,
packaging, quality and supply, and ‘metabisulphite’ residues. In addition, in
spite of the cheap price, consumers find the product is too small and therefore
hard to peel, and one comment was that Clarence River prawns are of a
lower quality due to being harvested in warmer water. Communication among
supply chain stakeholders is minimal.
Suggested strategies to overcome the issues related to Clarence River
prawns might include: an increase in the amount of information on
differentiation between prawn species; the standardisation of grading
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systems: market research into packaging sizes expansion into the Asian
market; and investigation of value added products.
3.3.3. Secondary Participatory Consultation and Development of
Agreed Strategies
The first strategy development meeting was held at CRFC in June 2011 and
the research results were presented. These were well received and as a
consequence of the research results, particularly around value-adding, a new
CRC project was developed, approved and undertaken. This new project, led
by Karen McNaughton SARDI, (CRC 2011/746) was titled ‘Value adding to
the School Prawn Industry: Clarence River Case study. The final report can
be obtained from the Seafood CRC or SARDI.
A further workshop to develop and prioritise repositioning strategies was
planned for August 2011. However due to a major changeover in CRFC staff
and Board members, this meeting was delayed. Therefore, on 26 October
2011 an information day was held to gain commitment from the new CRFC
staff and Board, as well as commence the prawn extraction project (CRC
2011/746.). A later session for CRFC staff, Board members and down chain
stakeholders was then scheduled for March 2012.
.

At the subsequent strategy development meeting held on 26 March 2012,
several different possible strategies were suggested:
•

•

•
•
•

Work with development and release of new CRFC logo: Benchmark
recognition/status of CRFC labelling before release and assess impact
after release. Assist with design of packaging/stab tags, etc., for
example look at different designs/use of logo for different market
segments. Assist with the identification of various distribution channels
for trial and evaluation; Woolworths to be one test distribution
channels. Develop product for in store tastings.
Develop material for "Story of the schoolie" and "Romancing the
Yamba prawn" including, for example comments/recipes from
respected chefs already familiar with CRFC product including Aristos,
Mike Whitney and Simon Bryant. Focus on links to national park etc.
Focus on Asian consumer - different products and recipes.
Development of information specific for this market
Liaise with Master Fish Merchants Association (MFMA) for an event at
Sydney Fish Market to showcase CRFC and products, recipe cards
opportunity
Website upgrade (lowest priority)

The workshop participants identified as the next steps in order:
• CRFC to formally commit to next stage of project
• Prof Lawley to visit CRFC and work with key staff to develop activities,
protocols, time lines, evaluation etc for strategy
• CRFC to itemise budget expenditure thus far on logo development to
enable calculation of in kind commitment.
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3.3.4. Implementation of Selected Strategies
After considerable follow up communication from the research team, the
CRFC strategy was not implemented due to a lack of cash and in kind
commitment from CRFC. All strategy development material and research
results were supplied to CRFC for future reference.

3.4.
Moreton Bay Seafood Industry Association
(MBSIA) chain
It is noteworthy that many of the project activities with the Moreton Bay
Seafood Industry Association (MBSIA) were aligned with and undertaken in
conjunction with two other research activities:
Seafood CRC 2010/777: Project leader Dr Vikki Schaffer. ‘Identification of the
core leadership group and network structure of Moreton Bay Trawl to develop,
implement and evaluate core strategic opportunities’.
Master of Business by Research thesis: David Byrom ‘Optimising markets for
Moreton Bay prawns through supply chain management’.
3.4.1. Commitment to Participate
The Moreton Bay Trawl Development Council identified the need for

marketing and supply chain research as an outcome of the CRC Harvest
Strategy Project 2009/774. This was because, despite lower catches and
increased local population, there had been a decline in the per kilo value of
the Moreton Bay fresh wild-capture prawn. The MBSIA Board therefore
agreed to endorse a research project (as a variation on CRC 2008.793.10) to
identify new market opportunities and to undertake market-driven quality and
value innovations along the supply chain to improve returns on the domestic
market.
The decision for Moreton Bay to be included was driven by a small group of
stakeholders from the MBSIA Board. Dr David Sterling, executive officer for
the MBSIA was the primary point of contact.
3.4.2. Understanding the Value Chain
Consumer Surveys
As Moreton Bay joined the project later 353 Queensland prawn consumers
were surveyed in a separate on-line survey coordinated by Associate
Professor Meredith Lawley, University of the Sunshine Coast. The main aims
were to understand generally about the current prawn purchasing behaviour
(where, why, what) and then to answer specific questions about Moreton Bay
prawns (knowledge and awareness, likes and dislikes) and subsequently to
identify target markets. A powerpoint summary of the Moreton Bay consumer
results is attached as Appendix 18.
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In answering general prawn purchasing behaviour, the survey found that the
majority of respondents ate prawns in the home (28% eating mostly out of
home) and that fresh whole cooked prawns were the most popular. The most
important factor in selecting prawns was Australian origin (>50% said very
important), whereas being from Queensland or Moreton Bay was less
important. It was noteworthy that 13% did not know where the prawns came
from. The second most important factor in selecting prawns was fresh, never
frozen. The majority of prawns (>60% were purchased from supermarkets).
Respondees were asked about their awareness of selected Moreton Bay
prawn species: when unaided 25.5% were aware of bay prawns, Moreton Bay
6%, School 6% and Greasy 1%. With aided awareness this increased to 61%,
38% and 3% for bay, school and greasy respectively. Over 20% did not know
what prawn species they were purchasing, noting the comparative result in
the larger, broader survey was 14%.
82.7% of respondents had heard of the name Moreton Bay prawns , but 37%
did not know which species Moreton Bay prawns were, and 9.9% thought that
Moreton Bay prawns was a species. Many consumers (48.3%) in fact do not
know how often the prawns they bought were Moreton Bay prawns. The key
factors in choosing Moreton Bay prawns were flavour/taste (13.2%), local
(9.3%), fresh/freshness (8.6%). 43.2% of the responses mentioned tastiness,
freshness, being local or a combination of the three. This suggests that these
aspects are what consumers like most about Moreton Bay prawns. When
asked how Moreton Bay prawns could be improved, 44.2% could not suggest
how they could be improved, and a further 10.4% stated they could not be
improved. However, making them cheaper (8.1%), improving their availability
(6.5%) and advertising better (3.8% were the most frequent suggestions for
improvement.
In summary the key findings of the consumer survey were that knowledge and
awareness of Moreton Bay prawns was low, that local and fresh were critical
purchase requirements and that the empty nesters were the key market to
target.
Chef Survey
Following the face to face interviews conducted with 17 Brisbane chefs, it was
found that the Moreton Bay school prawn product was not on the menus of
any of the restaurants where the interviewed chefs worked.
In terms of positive feedback on the Moreton Bay school prawns, chefs said
that they liked the fact that Moreton Bay school prawns are local, are very
fresh, consistent in quality, have a great flavour, cook quickly, and provide
local employment opportunities.
In terms of some of the negatives mentioned, participants noted that there
was inconsistency in supply, there is variation in price, and some quality
issues exist, including poor taste, soft shells and issues with size/grade
inconsistencies.
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As with previous prawn products, chefs would like Moreton Bay suppliers to
educate them and provide more information about availability, quality, price,
sustainability, seasonality, freshness, and history of the product.
The majority of chefs said that they are willing to pay more for fresh product.
The amount they are prepared to pay per kilogram was dependent on the
species.
A powerpoint summary of the Moreton Bay prawn chef and consumer results
is attached as Appendix 18.
Supply Chain Stakeholders Interviews
The interviews with the supply chain stakeholders were conducted face-toface by David Byrom, Meredith Lawley and Vikki Schaffer (as part of CRC
2010/777). Greater detail is provided in the David Byrom Masters thesis
(Optimising markets for Moreton bay fresh prawns through supply chain
management) with key findings summarised below. .
Wholesaler interviews
Brisbane wholesalers provided information about who they buy their product
from and quantities. They sell their prawns mainly to other wholesalers and
retail but also to a lesser extent to restaurants and supermarkets.
Information regarding fresh versus frozen product was also provided. The
wholesalers interviewed stated a preference for frozen product and they noted
that supermarkets don’t want fresh product. Other comments related to fresh
versus frozen included:
•
•
•

Moreton Bay boats should change to frozen production
Consumers have become educated to buy frozen product
Frozen product provides better quality and it is more manageable.

The wholesalers were asked to comment about what consumers’ value the
most when buying prawns and the majority responded that it was quality and
price.
Wholesalers generally agreed that there is potential for branding Moreton Bay
prawns as they are an excellent product and they suggested branding names
such as: ‘Moreton Bay’, ‘Moreton Bay-“local wild caught”’ although one
wholesaler did comment that outside Brisbane nobody knows where Moreton
Bay is. However, there are some concerns about the grading of the product
on the Bay boats.
The wholesalers were asked what they considered to be the marketing
opportunities Moreton Bay prawns and answers included expanding into the
domestic Asian market, pet food, a freeze product, Australian origin labelling
promotion, bait products, whole deep fried small prawns and the fresh market.
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The biggest competitor was thought to be imported vannamei prawns.
Wholesalers also commented about the current trends in the prawn business.
Comments included: the farmed prawn supply is consistent, good quality and
at a set price; the wild capture prawn business is a dying industry; there is an
oversupply of prawns worldwide; there are now big sales at Christmas and
Easter; people are too lazy to peel prawns; production costs are increasing,
overall price is down, and consumers want bigger prawns.
Wholesalers agreed that a quality/measurement standard should be
implemented. Comments included: there is a need to improve grading and
possibly packing: grading is an important factor: quality standards and
specifications are already in place; Scarborough has a grading problem;
grading depends on agreement between seller and buyer; and uniformity
adds value.
Wholesalers don’t currently see market recognition of Moreton Bay prawns.
The local marketing can be a good plus factor and should be promoted.
Greasys were identified as a particular species problem in Moreton Bay.
Wholesalers suggested that these prawns should be marketed as Bay prawns
not greasys, as the greasys have the perception of having a short shelf-life
and being difficult to handle.
Wholesalers also see seasonality as a problem in terms of the availability of a
fresh product as the Moreton Bay prawn main season is from February to
August but the market demand is from August to Christmas. The peak for
prawns in general is at Christmas and Easter and there is a slight increase for
Mother’s and Father’s days and Chinese New Year and these could
potentially be exploited.
Wholesalers were asked to comment on their understanding of
consumer/food service/retailers perceptions (quality, supply chain,
consistency of supply, etc.) of Moreton Bay prawns. Comments included:
•
•

•

Consistency of supply: problems at Christmas, the closures in
Moreton Bay have affected volume significantly
Supply chain: retailer link with producer is missing: industry is
fragmented and scattered; the product is fresh and needs to be
distributed quickly; too many sellers; retailers are buying direct from
the boats; trawlers selling direct to restaurants is totally
unacceptable; there is no integrity or trust between the supplier and
wholesaler
Quality: use of Metasulphite extensively to compensate poor
handling during supply chain.

Wholesalers were asked to suggest ideas and strategies to increase the
size/value of the Moreton Bay prawn market:
• Processing: freezing on boat; use proper grading system; improved
quality; educate Moreton Bay fishers; consistency of supply
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•

•
•

Marketing: advertising; lower prices; promotions; push the local
aspect of the product demonstrations; promote Chinese New Year;
Work with selected retailers to promote Moreton Bay prawns at the
retail level
Label: Australian
Governmental: fuel subsidy.

Retailer interviews
Nine different retailers were interviewed.
The majority of retailers prefer frozen product. They find it easier logistically
and say that the quality of the product is good. In addition they commented
that the consumer is familiar with frozen prawn and supermarkets don’t want
fresh product.
Retailers identified the greasy prawns as the problematic species in Moreton
Bay. These prawns were thought to be the sweetest prawn to eat but are too
fiddly and small, and the size and mix of soft and broken product is not good.
One commented that there is no market opportunity for Moreton Bay small
prawn, another that it would be better to fish ocean king prawns. Retailers
identified imported vannamei as the biggest competitor to local Morton Bay
prawns.
The retailers believe that there is potential for branding Moreton Bay prawns
and suggested branding them as ’local‘. However, they commented that the
Moreton Bay location as a place from which prawns are sourced is not known
by many consumers so it would be more beneficial to brand the prawns as
‘Queensland’ prawns. Some suggested brand names were: ‘Moreton Bay’local wild caught’‘, ‘Local Fresh Moreton Bay prawns’, ‘Fresh Bay prawns’,
and ‘Moreton Bay prawns’.
Some of the other opportunities and strategies that retailers think could help
to increase the market for Moreton Bay prawns include: create a correct
marketing, improve seafood industry image, promotion of seafood, improve
grading, focus on Asian market and/or whole deep fried small prawns.
Retailers would support funding of these strategies.
Current trends suggested by retailers included: more interest in local
products: young people being too lazy to peel prawns; preference for bigger
prawns; convenience shopping and online sales, fresh and frozen price is the
same.
Most of the retailers think that quality measurement standards should be
implemented. Another important issue is the improvement of grading.
Retailers were asked about their understanding of consumer perceptions of
Moreton Bay prawns. Their responses are grouped and were as follows:
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Supply chain: fishers selling directly off the boat is a problem for
retailers who have high fixed costs for premises: the chain has
collapsed: now others have come in and are operating outside of rules
and regulations: the whole chain has been dysfunctional for so long it
will be hard to re-establish: fishers now selling product direct to the
public has devalued their own product
Quality: boats are having to cut costs to survive but that is killing
quality; wild-caught trawler prawn is inconsistent in comparison to
imported farmed; boats are now operating with only one crew so
consistent grading is impossible.
3.4.3. Secondary Participatory Consultation and Development of
Agreed Strategies

A strategy development workshop was held with Moreton Bay stakeholders in
July 2012. The data presented and the list of suggested improvement projects
is shown in Appendix 19.
Following the workshop, a strategy and aligned implementation plan was
developed (see Appendix 20). The strategy developed was to align with the
existing Moreton Bay Fresh initiative (featuring mullet) but to focus on
Moreton Bay Fresh prawns. The implementation plan was divided into three
different phases and teams responsible for the work were allocated as well as
timelines:
• Phase 1 focused on branding and included activities such as the
development of a logo, recipe cards, product information, posters,
banners, etc.
• Phase 2 focused on implementation and evaluation and included
activities such as confirmation participation with distributors,
planning promotional events, etc.
• Phase 3 focused on reporting and evaluation.
3.4.4. Implementation of Selected Strategies
Development of Brand and Branded Material
MBSIA developed a licensing agreement/conditions in order that producers
would be able to brand product under the ‘Moreton Bay Fresh’ brand (see
Appendix 21). This opportunity was made available to all MBSIA members for
minimal charge.
A specific Moreton Bay Fresh Prawn logo was developed and information
cards and posters produced. Retailers were also invited to be part of the
Moreton Bay Fresh initiative and a draft retailers kit was produced for
comment (Appendix 22)
The MBSIA website was expanded to include the branding and more
information about the Moreton Bay prawn fishery. A Facebook presence was
also developed and this will be reported in more detail as part of 2010/777.
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Regional Flavours Festival Stand
In order to better understand consumer knowledge and perceptions of MBSIA
products and the aligned ’Moreton Bay Fresh‘ branding, MBSIA
representatives organised a stand at the Regional Flavours Festival in
Brisbane in July 2012 as it was anticipated that there would be a high volume
of the target local population attending. There was local seafood: Popcorn
prawns, and local mullet available for purchase. The money raised from the
sale of the local product was intended to fund the next stage of the
implementation/strategy development, although this had not occurred at the
time of the writing of this report.
Photos of the event and stand can be seen in Figures 10 and 11.

Figure 10: MBSIA representatives at the Regional Flavours stand.
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Figure 11: Moreton Bay stand at Regional Flavours Festival, Brisbane
3.4.5. Evaluation of Selected Strategies
Regional Flavours Festival Customer Survey Results
People who visited the Moreton Bay Fresh stand were asked by researchers if
they were prepared to answer a few questions about the MBSIA products.
Customers who agreed to participate were interviewed, using a specifically
designed questionnaire’ (see Appendix 23) by researchers working on the
project.
A total of 249 consumers participated in the survey. The greatest number of
participants were aged between 31-40 years old (25%), followed by those
aged between 51-60 years old (20%). In the view of the interviewers this
reflected the general demographic of the visitors to the festival.
The vast majority of the participants live in Queensland with only a small
number of participants (5%) were visitors to Queensland. Of those from
Queensland 85% lived in Brisbane
When participants were asked “Have you heard of “Moreton Bay Seafood
Fresh” before 82% had not, ie only 18% knew of the brand.
Those who had definitely heard of Moreton Bay Seafood Fresh (n = 44),
where then asked to say (unaided) their sources of information. The most
frequently mentioned sources were Website/Internet (18%) and ‘media’
(18%) which included newspapers, television, radio etc : (see Figure 12
below). Word of mouth and restaurants/shops were both mentioned by just
over 10% of participants.
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n=44
other
16%
Website/internet
18%

not sure
9%

Media
(newspaper, tv,
radio, press)
18%

word of mouth
12%
RF2012
7%
in the area
9%

restaurant/shops
11%

Figure 12 Responses to Where participants had heard of ’Moreton Bay Fresh
Seafood’(n=44).
All 249 Participants were then asked to list spontaneously the first three words
they think of when they hear ’Moreton Bay Fresh Seafood‘ and the responses
are shown in Figure 13 below. A third of participants (34%) associated the
word ‘fresh’ with the Moreton Bay Seafood Fresh brand. This was significantly
higher than for any other word mentioned. The next most frequently
mentioned specific word was ‘seafood’ (28%) with a notable drop then to ‘fish’
and ‘prawn’ both with around 16% of participants mentioning.
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Figure 13 Words associated with ’Moreton Bay Fresh Seafood’
Table 15 below list the individual words which have been grouped together
under the headings in bold related to similar topics.
Table 15: Participant word association with ’Moreton Bay Fresh Seafood‘
shown in groups of similar words
Local

Other types of seafood

Locally owned
Local product
Not imported
Close proximity
Local region
Local seafood
Caught/fished locally
Local industry
Made in Australia

Lobster
Crab
Whiting
Flathead
Red mullet
Fresh oyster
Shellfish
Scallops
Barra

Positive words

Related to fishing
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9
5

Delicious
Tasty
Yum
Would like to try

Fishing
Nets
Catch of the day
Trawler
Fisherman
Dad ( a fisher)

Sustainability
No pollution
Clean
Blue water
Beautiful for great produce
Unpolluted

Participants’ awareness and perception of Moreton Bay Prawns
Just over half of those interviewed (53%) had not heard of Moreton Bay
prawns before (Figure 14).
Those participants who had heard of Moreton Bay prawns were sub-divided
into groups based on where they live. Over 90% of those interviewed who had
heard of Moreton Bay prawns before lived in Brisbane.
1

n= 245

No
43%
129
53%

Maybe

115
47%

Brisbane
Outer QLD
1%

3%

Visitors

Figure 14 Number of participants who had heard of Moreton Bay prawns
before
Those participants who had heard of Moreton Bay prawns before were asked
what they thought Moreton Bay prawns (see Figure 15). Just under half of
those who had heard of them described the prawns as being small and a few
described them as ‘small and sweet’. A fifth said that they know that the
prawns are from Moreton Bay. Interestingly, a reasonable number of
participants (14%) who had heard of Moreton Bay prawns before but did not
know what they were.
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prawn
med/big prawn 3
3%
6
5%
positive words
5
4%

other
8
7%

small
44
38%

from Moreton
Bay
23
20%

don’t know
16
14%

small and sweet
11
9%

Figure 15 Participant perception of Moreton Bay prawns (n=115)
Of the participants (n=51) who have heard of Moreton Bay prawns before,
10% ate weekly, 4% fortnightly and 17% once a month. Just over 40%
consumed them between 1-4 times a year, as shown in 6.
3
6%

5
10%
2
4%

7
14%

once a week or more
fortnightly
9
17%

once a month
5-12 times a year
1-4 times a year
not often
never

4
8%
21
41%

n= 51

Figure 16 Frequency of consuming Moreton Bay prawns (n=51)
The majority of participants (60%) say that they eat Moreton Bay prawns
cooked and peeled. A range of other preparation methods were described
(Figure 17).
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n=58

9%
Cooked and Peeled

3%

Popcorn

7%

Steamed
3%

Curry

3%

Whole

7%

Stir Fry

60%

As an ingredient
4%
4%

BBQ
Other

Figure 17 Ways in which participants normally eat Moreton Bay prawns
(n=58)
Purchasing trends and habits
Participants were asked how often and where they purchased local/fresh
seafood. Not all the participants responded to both questions on purchasing
habits and so the sample size is slightly reduced: 241 compared with 249.
When asked how frequently they purchased local/fresh seafood, 76% of the
participants said they purchased at least once per month. Of those who buy
at least once a month, almost half (48%) are buying once per week (Figure
18).
6
2%
26
11%

6
3%

7
3%
once a week or more
88
37%

13
5%

fortnightly
every 3weeks - month
5-12 times a year
3-4 times a year
1-2 times a year
special occasions/ not often

51
21%

never
44
18%

n=241

Figure 18 Frequency in which participants purchase local/fresh seafood
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83% of participants only buy their local/fresh seafood from one of the 10
sources listed in Figure 19, with the other 17% purchasing seafood from more
than one location.
38% of participants buy seafood from a fishmonger selling mostly uncooked
seafood, with the following seafood retail shops mentioned:
•
•
•
•
•
•
•
•

Sami’s ( 5 responses)
Wyannan ( 2 responses)
Bob’s
Capalaba Bar
Aussie Seafoods
Grunski’s
Mt Omni
Inala.

35% of participants buy their local/fresh seafood from a supermarket/ food
store and the third most frequently mentioned category was ‘Fish market or
general market’ with 23% buying seafood from these types of stores.
100

92
85

90
80
No. Responses

70
56

60
50
40
30
20
10

14

11

9

7

9
1

0

Figure 18 Where consumers purchase local/fresh seafood.(n=241)
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3

Of the participants who bought from ‘Supermarket/food stores’, 85%
mentioned a specific supermarket/ food store. The most frequently mentioned
supermarket or store by these people was Woolworths (see Figure 23) with
almost a half mentioning them specifically, twice as many as mentioned
Coles. However, just over a quarter (26%) said that they buy their seafood
from ‘various’ supermarkets including Coles, Woolworths and IGA.
2
3%

15
21%

19
26%
Coles
Woolworths
IGA
Various
2
3%

Other

34
47%

n= 72

Figure 19 Specific supermarkets and food stores where participants purchase
local/fresh seafood
At the end of the survey participants were given the opportunity to record any
other comments they wished to make. These comments included:
•
•
•

Really liked the mullet (4 responses)
Prawns were tasty but too sharp (2 responses)
Prawns were tasty but were unsure about eating it whole (2
responses).

Moreton Bay Seafood Industry Association Follow-up Survey
A follow up survey via email was sent to the people who completed the
original survey with 5 questions on what they thought of the Moreton Bay
Seafood they tried and if any of the information cards available at the stand
were useful.
These questions included asking
a. What product they tried and what they rated it?
b. Had they taken the brochures re seafood retail stores stocking Moreton
Bay product and the recipe cards, and if yes had they used them.
c. Had they scanned the QR codes on the recipe cards or posters.
Of the 249 survey participants, only 31 responded to the follow-up survey sent
via email. Eighty percent of those responding were under the age of 24 and
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63% were female, probably reflecting aspects of computer literacy and time of
those responding.
When participants had visited the stand, they had been able to try one or both
of the Moreton Bay seafoods: Popcorn prawns and/or mullet. Eighteen of
them tried both products; 8 only tried the mullet and 4 only tried the popcorn
prawns (Figure 21).

4
13%

popcorn
8
27%
18
60%

mullet
both

Figure 20 Particular Product tastings (n=31)
Participants were asked to rate the products on a scale from 1 to 5, with 1
meaning ‘Did not like’ and 5 meaning ‘Really liked’.
Twenty one participants rated the popcorn prawns with almost an equal
number of participants that disliked and liked the prawns (Figure 22): 8 and 7
respectively. Some feedback given by the participants included:
•
•
•
•
•

Was delicious
Nice for a tasty treat, not a meal
Really nice tasting.
Threw it out
Very crunchy and sharp which stuck to the gums and hurt.
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Figure 22 Popcorn prawn product ratings scores (n=21)
There were a total of 26 respondents who rated the acceptability of the mullet,
with 77% (20 people) rating the product above average with a score of 4 or 5
(Figure 23).
12
10

10

4

5

No. Responses

10
8
6
4
4
2

1

1

1

2

0
3
Rating

Figure 21 Mullet product rating scores
Participants would asked if they were to specifically choose to purchase
Moreton Bay seafood again, would they make their purchase based on the
specific product they had tried or would they just be looking for Moreton Bay
Fresh branded products. There were 26 responses to the question, however
the question was misinterpreted by 12 respondents and the answers received
did not specifically answer the question.
Eight of the 14 participants who answered the question correctly would
specifically look for the “Moreton Bay Fresh” brand and 6 said that they would
look for the specific product if they were to purchase Moreton Bay seafood
again.
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There were 6 participants who answered the question with a ‘No’ and this is
taken to mean that they would look for neither for the specific product nor the
Moreton Bay brand. Three answered ‘Yes’ which suggests they would
consider the specific product or Moreton Bay brand and 3 answered ‘Unsure’.
Located at the Moreton Bay Seafood stand were flyers stating where to buy
Moreton Bay Fresh seafood and recipe cards available for consumers to take
home. From a total of 27 responses received in the email survey only 8
people took home either of the flyers or the recipe cards.
Participants were asked if they had used the recipe cards or visited any of the
stores on the flyers and all responses were negative.
At the stand there was a QR Code on the posters which visitors to the stand
could scan with their smart phones. None of the participants who completed
the follow-up survey scanned the QR Code. The reasons they gave for this in
the follow-up survey were:
•
•
•

Did not have a suitable phone
Could not see the QR code
Did not know how to do it
1.4.6 Extension and Reporting

Results were presented at three MBSIA meetings over the course of the
project.
A research and networking event was held on the 27 October 2011 at
Gambaros Seafood Restaurant in Brisbane. Research results were
presented and Moreton Bay Fresh resources displayed/distributed at that
meeting. The Queensland Minister for Fisheries (Hon John McVeigh)
presented at the event (see Figure 24).
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Figure 24: Queensland Fisheries Minster Hon John McVeigh at the Brisbane
prawn research and networking event
The MBSIA board have captured the interest of the Queensland State
Development Authority, and the Authority have expressed interest in
supporting the production of a strategic plan for the future development of the
Moreton Bay seafood industry. The results of this project will be used in the
development of the strategic plan.
Mr David Byrom completed and had approved a Master of Business by
Research thesis associated with this project. The thesis was entitled
’Optimising of markets for Moreton Bay Fresh prawns though supply chain
management’.

4. General Discussion
The results of consumer interviews, chef interviews and supply chain
stakeholder interviews all had very similar themes across all fisheries:
•
•
•
•

Little recognition of current brands, but with regional branding
requested by most stakeholders.
Lack of consistent prawn quality.
Inconsistent size grading, residues of metabisulphite addition an
issue.
Lack of information about prawns generally, and numerous
requests for such information to be developed and provided to
down chain stakeholders.
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On understanding the generic issues facing all the fisheries, it was decided to
develop a project (CRC 2011/736) to develop a national prawn market
development strategy, thereby enabling national/whole of industry
management of many of the identified issues. This project was approved and
implemented with the national prawn market development campaign to ’Love
Australian Prawns‘ launched in November 2013.
With the national project in place, the target fisheries were able to focus on
developing and implementing strategies that were specific to their regional
fishery and products. Interestingly the prioritised improvement strategies for
each fishery were quite similar, focussing on regional branding with aligned
promotional material and commitment to providing a high quality, consistent
product. Differences arose in the strategy implementation and more
specifically to the end-user engagement strategies: Morton Bay Fresh through
a local food festival, Shark Bay Wild focussing on wholesalers and linking with
high profile food service events, and Spencer Gulf through a supermarket
chain.
The research has endorsed the use of a VCA framework and research in agrifood chains in order to create improvements in their chains. Two of the
fisheries succeeded in adopting the value chain process. Preliminary
indications of improved profitability, as well as improved through chain
relationships, and information flow, emerged in the process of conducting the
VCA. However the research also endorsed previous studies that suggested
that creating value chains is a process not suitable to all businesses/groups
as there is a difficult and highly relational approach that needs to be adopted
(Collins 2010).
The results highlight the importance of the first step in the framework, ie ’
Commitment to participate (or Engaging the Chain)”. Where this step was
successful, the fishery fully engaged in the process and made gains through
the value chain. In other cases where the fishery struggled at “engaging the
chain”, the end outcome proved to be ultimately unsuccessful. One of the key
findings of this research therefore is the critical importance of relationships
within the chain and how the chain needs to engage to improve both
information and product flows.
Further research is needed on how
relationships can be fostered and improved within the chain to gain further
value. More specifically, research on relationships at the start of the value
chain process is needed to identify how chains can work more efficiently and
effectively together.
The case results indicate that formalised structures may assist in the overall
implementation of the value chain analysis in agri-food chains. With
SGWCPGA and SBPTOA a formalised structure based around a specific
industry association with a fulltime executive officer proved to be a solid basis
for starting the VCA process. Leadership groups/committees with market
driven representation were also formed. Conversely, MBSIA although having
a formalised structure in place, struggled to organise a leadership group.
CRFC had a co-operative as its formalised structure and this provided the
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basis for the process, however the management team did not support the
process, probably because they were not the group that endorsed
involvement in the project in the first place, and it was ultimately unsuccessful.
In addition, the fisheries that were more focussed on one species and offer a
frozen product seemed were successful at implementing the VCA. The
reasoning for this may include financial stability, as a greater volume of a
single species of prawns allows for specialisation of fishing.
The findings of this project have led to an amended VCA framework as shown
in Figure 25 and the preparation of a draft peer reviewed journal article to
explain the new framework (Appendix 23). In changing the framework,
‘Commitment to participate/Engaging the chain’ is an ongoing process
through the whole of the VCA process and is therefore part of each stage. In
addition, a ‘Stop/go’ point has been inserted after the initial engagement of the
chain. This was added in recognition of the results that revealed a relational
approach was crucial to the overall success of the value chain process. This
study therefore recommends that if a relational approach is not present in the
initial stages and the environment is such that a relational approach cannot be
fostered, the process should not continue until such relationships are built.
In this study we sought to extend the research into VCA by addressing the
key research gaps around implementation of improvement projects identified
previously in VCA analyses (Bernet et al. 2005; Taylor 2005). Specifically we
proposed to answer the research question of whether the VCA analysis can
really provide significant benefits and profitable solutions following
implementation of the recommended improvement activity.
While each industry, value chain analysis results and resulting recommended
improvement strategies will be quite different, this study of the prawn industry
was able to highlight the additional insights that can be obtained by
implementation of VCA recommendations, and an understanding of the
benefits that can be obtained from VCA analysis can emerge following
evaluation.
In this case, the initial VCA and implementation of the prioritised improvement
project, various different methods of evaluation were used. This included a
combination of comparing product sales figures and surveys of consumers,
deli staff and key project stakeholders. These measures were used to
determine the private sector profitability of the changes implemented and the
perceptions and impact the project has had on the different stakeholders
involved in the value chain analysis process. However results were
preliminary and more research is recommended into evaluation methodology.
Some of the results of the evaluations, particularly around point of sale
material/activities (eg effectiveness/uptake of posters, recipe cards,
pamphlets, QR codes etc) can also be used to plan future market
development activities.
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Figure 22 Amended theoretical framework for Value chain analysis

5. Benefits and Adoption
The project has defined and tested a modified VCA approach and framework
that can be applied to other agri-business chains. There was successful or
partially successful implementation of VCA improvement strategies, co-funded
by the relevant industry partner, in three of the four case study fisheries.
Hence there is now “Shark Bay Wild” prawns, “Moreton Bay Fresh” prawns
and Spencer Gulf prawns all with aligned promotional material and activities.
Market driven leadership groups have been formed and there is preliminary
commitment to continue collaborative activities under these brands.

- - 59 - -

The project has significantly added to the understanding of end-user (chefs
and consumer) perceptions and drivers for seafood generally and prawns
specifically and this information has been collated into user friendly
(powerpoint) formats for future application/use. The chef results have been
published Lawley, M. and Howieson J. (2014) What Chefs Want When Buying
Australian Seafood Journal of Food Products Marketing
Based on the research results from this project, a project to develop a national
prawn market development strategy was approved and implemented and as a
result the Love Australian Prawns campaign was launched in November
2013.

6. Further Development
Further development will be dependent on continued investment (resources
and cash contribution) in the recommended strategies by the relevant industry
associations.
It is noteworthy that the generic outcomes of the stakeholder consultation
assisted in the development of a whole of chain project to develop a national
series of quality parameters for the Australian wild capture prawn industry.
The project CRC 2011/747: Maximising the quality of Australian wild-caught
prawns (Quality Assurance) is ongoing.

7. Planned Outcomes
Public Benefit Outcomes
• A market driven Australian prawn industry, better engaged with
meeting end-users needs and requirements.
Private Benefit Outcomes
• Love Australian Prawns Brand development and campaign.
• Shark bay Wild brand and activities
• Moreton Bay Fresh Brand, business plan and activities.
• Collaborative effort between Drakes Supermarkets and Spencer Gulf in
promoting Spencer Gulf prawns.
Linkages with CRC Milestone Outcomes
Output 2.7 - Removal or reduction of barriers to seafood consumption
Milestone 2.7.1 - Barriers to and drivers of seafood consumption
identified in at least two new domestic or overseas consumer groups
annually
Milestone 2.7.2 - Individually tailored approaches to overcoming
barriers trialled and evaluated in at least two new domestic or overseas
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consumer groups

8. Conclusion
In conclusion, this research has endorsed the Value Chain framework as a
guide for agribusiness chains to follow to create further value. In conducting
this framework, the need for good relationships within the chain is crucial to
the overall success of the value chain and further research is encouraged into
this sector. It was also found that engaging the chain is an ongoing process
and not an initial stage as previously indicated in the literature. Finally, the
chain must be “ready” to engage in the process and more research needs to
be conducted on how to be value chain ‘ready’.
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