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Aim of the report

Various resource management measures will be taken

for sustainable production in response to the rapid

deterioration of fishery resources, but in order to

alleviate fishing pressures on fishery resources, it is

necessary to increase perceived value through branding.

It is also necessary to accelerate the speed of

cultivation.

Below,

@ Present status and issues of fisheries branding in
Japan

@ Future aquatic product brands, in particular the
possibility of cultured fish

We provided a topic on common issues between

1-1 Brand definition

(1) Premium price has occurred

(2) Existence of repeat customers

(3) Distinction between standard products, specialty
items

and brand items

E 2

standard goods

07 U\l

an
brand
goods




1-2 Brand Element (Function)

Brand = Burnt (burn)->The brand's beginning that it was stamped on
grazing cattle and whiskey

(1) Identification = differentiation function
Enterprises: Secure competitive advantage in the market by differentiating

products
Consumer: Accurately select and purchase the products required in various

products

(2) Quality assurance function
Company: promise to clarify the source of products, the location of

responsibility and to continuously provide products with a certain

level of quality guaranteed for consumers
Consumer: Provide consumers with security and confidence to encourage the

purchase of bonds
(3) Self-expression function
Consumer: Recognize symbolic values such as status and "fashionable" and
express themselves to others by using their meanings and images

1-3 Speaking brand (goods) in a word

(1) Brands are good in which consumers in low positions are
able to buy from producers; standard items are good in
which producers in low positions are able to sell to
consumers.

(2) The standard product does not become a brand item. In the
severe competition between "commitment goods," what is
chosen by consumers, what is sticking to you is a brand.

(3) Brand is a socially recognized "commitment"
And it was backed by "wisdom - knowledge*




1 - 4 Contemporary society that creates brands
(Transition from usage value consumption to sign value consumption)

(1) Reason for choosing the clothes | am wearing now

@ Usage value consumption: Features of the clothes

themselves
such as winter, waterproofness, lightness consumption of
functions

®@ Symbolic value consumption: For self expression, for example,

conspicuous red consumption of self expressions when
choosing clothes
(2) Contemporary consumption
@® When choosing products, consumption value consumption is
commonplace, in addition to considering symbolic value
consumption
®@ In modern society, where products are overflowing in the
market, you are aware of the differences with others’

2-1 History of fisheries branding in Japan

1960 ~ 1970

1970 ~ 1990

1990 ~ 2017

[ Market introduction of

TBranding first

"Branding second stage 1

Industri | New products | stage.
al Post industrial society
goods Product differentiation from An era where consumers 30% tangible assets land,
new product sales rush, such do not perceive it simply buildings, facilities as corporate
as electric appliances, product | by producing excellent value.70% Intangible assets.
ap sl willeding @ praducis. In addition to products and regions them
selves entering a branding competition .
fresh fish high freshness , progress Aproach to branding
Marine of living fish
product

S

Fish as everyday items for protein

intake

The basic function of
protein intake is reduced
and pleasure consumption
is born.

The birth of branded fishery
products. The arrival of a -society
where consumers decide brand
value as the main product
characteristic.

"One village one
products Movement

Approach to regional branding—
The birth of regional brands makes the
regional economy even more difficult
It is a factor that is scream.




2-2 Brand types of marine products

@® Natural resources: Oma tuna, Saganoseki's

mackerel
— Brand value is based on rarity
@ Aquaculture: Ariake Saga seaweed noiri,
Hiroshima Oyster, Kinki University Tuna
— Brand value is technical and marketing based
® Distribution technology: Shimonoseki puffer fish
— Brand value is reliable for distributors and
cultural characteristics such as cooking skills

X It is difficult to differentiate natural fishery
products(No clear difference is felt for consumers).
From this point on, brand-name raising of aquaculture
fish becomes active.

2-3 Quality of Shimonoseki puffer fish by Tsukiji
intermediary Evaluation

Puffer fish from other areas

+20%

Puffer fish of shimonoseki Premium price

U

Outstanding quality evaluation — Reliability to quality
( purchasing, processing and selling competition by
25 intermediaries )
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2-4 Shimonoseki puffer brand value (20% premium
price)

(Evaluation of Tsukiji Market Brokerage)

(DQuality assurance (good quality, saves you time choosing
items)

(@Differentiation (product is clean, profile is high etc.)

(Evaluation by consumers)

(Dquality assurance

(@self-expression (by eating high-priced Shimonoseki puffer)
It will become image up)

(@Social satisfaction (feeling of superiority by eating
expensive Shimonoseki puffer)

2-5 Key points of successful Shimonoseki puffer branding

(1) PR activities - Publicity
(First Auction on January 4th, offering to the Imperial family)

(2) Mechanism of competition among traders
(Friendly collaboration between intermediaries - quality
improvement and wide selection)

(3) Administrative support
(Appeal that the administration adds a puffer fish stamp to the city's
manhole and is a city of puffer fish)

(4) Inquiry into thorough quality of maturation period
(How many millimeters thick is the sashimi, perceive inosinic acid
proper in aging time?)

¢ Whether regional and organizational conditions are formed to
tackle branding.
Whether the competition mechanism is incorporated in the region
or organization.




2-6 Challenges to efforts for marine products branding

(1) The brand standard is loose
The 'brand' committee has become a place for formal review. We
felt it was necessary to modify the organization to function as a
consumer participation type "Commitment
Committee" organization to advise and support quality
improvement.

(2) Aim and strategy of clear branding
Most current branding efforts are " Administrative and fishery
industry-led branding . The point of view that branding efforts
work with consumers is missing.

(3) Branding that only thinks about synonyms with naming.

(4) Brandization is "a promise to society"
Before thinking about selling, an examination of "What promises
to society by branding“ is necessary.

3-1 Expected cases as future brands
Ultimate safety aquaculture fish (demineralized dioxin)
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3-2 Debridement antibiotics (vaccination)

300

/person
25.0
20.0

15.0

10.0
50

0.0 year
ARG PP PRI

X Vaccines reduce antibiotic use. Production cost reduced from
¥ 850 to ¥ 650.

3-3 Completely cultured mackerel (developed by Kyushu
University and Karatsu City)

(1)"New fisheries resources creation research project" ( 2012 - 2018)
To take eggs in May or June, and shipping eggs 400 g in size in
september the following year

(2)Features of fully cultured mackerel
Lipids of natural mackerel are 10% on fat content average, whereas
cultivated fish are consistently grown with mixed feed, fat
content are 25%, so little Anisakis (parasites) are attached.

(3)One cultured mackerel sells at a wholesale price of around 1,000
yen; the brand name of fully cultured mackerel is called "Karatsu Q
Saba", and due to the public recruitment of the city, the name
recognition is rising.
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3-4 Calming aquaculture fish by electric fishing net
(40 A for 7 seconds energization)

Effect @D

The working efficiency was 1.06 to 1.39 seconds / tail with calming, 1.82 to
2.2 seconds / tail without calming, and work efficiency improved by about
40%.

Effect @

There was no need for hitting the head with clubs for calming before live,
which made it possible to save labor costs for the ministry. (Realizing about a
30% cut in personnel)

* Aquaculture fish disposal treatment work after landing has been drastically
improved, labor productivity and quality improvement of aquaculture fish has
been achieved.

3-5 Evaluation of Norwegian salmon
(Quality evaluation by salmon type by buyer)

jeibeneannam SN N I BN (CIN| N BN I U e =2
A 9 10 8 10 3 8.5

taste 8 10 10 10 10 5

T color 5 8 6 8 8 9 8 10 10 6 2 7.3
L fat 10 9 8 10 7 10 10 8 6 88
A overall point 7 10 8 8 8 8 10 7 9 6 4 7.8
N

T taste 7 6 8 8 7 5 9 8 10 6 74
R color 8 8 8 10 e 10 9 10 10 6 8.8
o fat 7 7 8 ) 9 6 9 6 5 6.6
U overall point 9 X 6 8 8 8 7 10 el 8 6 7.9
T

C taste 8 7 9 6 9 6 4 8 5 69
(0] color 8 6 9 6 el 8 7 10 5 7.6
H fat 7 7 6 7 9 7 6 4 6.7
(0] Overall point 5 7 8 6 g 8 5 7 5 6.9

3 Atlan is Norway, Trout is Chile, Coho is Miyagi(japan)
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3-6 Volume retailer Buyer's Norwegian salmon price range

Atlan Trout Coho

500
450
400
350
300
250

200
150

100
50

Conclusion of Fishery policy issues in Japan, Korea and China

(1) In Norway, in response to a decrease in catch size, strengthening
resource management investment in concentration in aquaculture
and establishes global brands as a result.

(2) Success Factors of Norway Aquaculture

D Pursuit of innovation

(@ Aiming to scale expansion (growth principle)
@ Fulfilling marketing organization

@ Strong support of the state

(3) With reference to successful cases of Norwegian aquaculture,
Japan, Korea, and China, should learn how to build an original
style of culturing.




