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What we have set out to do

Develop, test and adapt an

o Innovative decision support framework
(PrimeDSF), containing economic methods and
models; and a

0 Decision support system (PrimeDSS) that can be
used by the industry and policy makers to better
predict market behaviour based on existing
knowledge and forecasting models o

PrimeFish will develop first a working prototype for becision Sunpor

later full commercialisation Framework

PrimeDSF
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Defining the PrimeDSS concept
S

Discuss DiSCUSS PrimeDSS

Brainstorm with

science with IRG Concept
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PrimeDSS and its benefits

o
PrimeDSS is a PrimeDSS Prediction of market behaviour
decision support
system for Success and failure Product development — what has worked EU ®
|ndustry and stories and what hasn’t NO —
policy makers Competitive position | Detailed benchmarking of own performance . ®
It addresses analyser against national and regional competition
company, product ,
: : Market success — case studies of how 7

and market r!sks Value chain analyser others have persisted on the market | ® O
and is especially
useful for SMEs : Identification of potential boom and bust

SO TSt Bl cycles through price development prediction @

: : Calculation of willingness to pay based on
Flliee sl primary and secondary product attributes @
Product success Identifying the concrete consumer segments
check per product attribute
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Visualising the PrimeDSS

o PrimeDSS mock-ups

o To help with the conceptual and functional design of
PrimeDSS

o To enable easier early stakeholder feedback
o To act as a visual guide for designers and developers

o Access

o https://pidoco.com/rabbit/api/prototypes/159879/pages/p
age11365742.xhtml?api _key=Ek2J35A33j8FgiGeOkxeMib
fCI08TQMg8jKcuMOy&mode=plain
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https://pidoco.com/rabbit/api/prototypes/159879/pages/page11365742.xhtml?api_key=Ek2J35A33j8FgiGe0kxeMibfCI08TQMq8jKcuM0y&mode=plain

Success & Failure Stories
.

Product development — what has worked and what hasn’t

Success and failure _ nono
Slores - e s e T T T T
Competitive position Success and Failure Stories
analyser Understanding innovative product development
Prime DSS has been designed to help fishing sector stakeholders to improve their competitiveness in the
Fisheries and Aquaculture markets. One core component of identifying areas of competitive improvement
Value chain analyser
All fishing sector stakeholders are invited to share their stories about success and failure experiences when
launching innovative products onto the market place. Over time, sector users will have access to a wealth of
. Information that will provide Invaluable insights Into consumer behaviour and reactions to specific product
ttributes th. Il assist with | hi ful products.,
GI’OWth I’ISk analyser . ¥ _ a at will assist aunching successtul pr

involves the collection and dissemination of data revealed In success and fallure stories. These storles

FISH
m which product attributes best fit customer preferences and therefore improving the possibility of a successful

product launch, :
Entar your sLcoess of falure story Firdd Success & Fallure storias ]

include information collected on innovative product development and consumer behavior to understand

e S

Price predictor

Product success

check
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Adding new success and failure stories

v BB

0 D Login tact 1) 985 257 04 :
ﬂ Enter your Succe: Peierinh Competitive poxition analyser Growlh Ruk Apalyser Value chun amalyser Price development predictor ( l
Thers we Wt Aoy

% By compang soew gerersl
e Ao—| 2 Ry comgineg T et
Innovation Questionnaire
FOREE " Market Structure Company Innovation Product Innovation
Main Market Description M Driving Innovation (e} o Idea of the product (o)
FCRRT Srieckon o B Market Position M o Definition of a new Product O Factors to justify the 0
launch
Your - M Competitive Strategies (o] o ,'3:,','.,“,'2“ eonnun O o New to the market/firm (o]
ozsea Firm Competences (o] Type of innovation O 0 Reasons for success/failure (o) 0
n on IR A AL e
Produc Rolicy O 0 ;rg;e;z;lo Kebemop:on (o] o Target customer (changes) O
Promotional Policies (0]
o o New Project Launch per (o) Time to success or fallure o)
s [NSttutional impact (o) 0 year
Company Details for { i ions?
Company Details New Product Marketing & o) o Based for future innovations 0
CorpasyNase [ Commercialisation Future directions for
o f ttou Genaral Perfolmance Differences in innovations (9] successful innovations 0
S Performance in the last 3 [e) e between national and Correlation between 0
= years international market innovation and performance o
ATEC o Future Strategy Goals o)
Cmer Compmery intowvares iy gy
B ) European seafood industry (0]
Dty Cinpmtiads Cufharms v future
Errwme Tirove Mosrarieel o ] Submit Market Structuer Questionnaire
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Success & Failure Stories Inputs/Outputs

Country Reported {O¢

Markets affected

Search for a succes

Related Salmo

Your 10 yoar

Somcien | selection)

‘ﬁmeﬁsh

How Norway and Russia |
and Thrive

The prime cod fishing grot
have been depleted or wig
poor management. Butin,
Russia are working coope:
productive — and profitabl

Fishing problems: poor fis
Management oversight, g
traceability of fishing acti
relatively recent developn
countries are now making
overfishing, much more n

PRIMEDSS - SFS

Devory prediction
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GROWING YOUR BUSINESS

PRODUCT DIVESTING
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General Sector Stories for Salmon in Spain

Info-grapghic 3 - Innovations by claims Source: GNPD;
1,508 Observations

i
..
I
e s
/
yoe / -
"
«@
“
x
~
"
o 0 L0 00w mu e
— — e

Info-graphic 4. Repartition of innovations by food
categories Source: GNPD; 1,508 observations

Info-graphic 2: Repartition of claims by type of launch
(%) between 2000 and 2015. Source: GNPD, 22,406
observations (New preduct: 8,657: New Packaging:
2,627, New Formulation: 1,228; New Variety: 9,894)

Shaw Wy [ Mo b3 ratatice.

*'DM”W&I\% MW ) s 008 B0 08

I

Mearw Pashageeg Naw Procuc

o=

W00 0N 005 NOs 00 AN 00 MR 0K 00 M2 016

1
J

—AT B e ) ey ) e ) Ol

B
ol | vt
=
Vios
e
)
-
R

L

SRt e
L

&8 e g

lI I | LR
Vaod b e Oy [

e

Info-grapgh 1: Products repartition over type of launch.
Source: GNPD, 22,406 Observations
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Competitive Position Analyser
o

Detailed benchmarking of own performance against national

PrimeDSS and regional competition

Success and failure
stories

v Complete the FACI industry survey to contribute to the evaluation of industry competitiveness I

The purpose of the Fishery Competitive Index s to give a consstent estimate of how well fishing industries are domg In the global business of processing and marketng
saglood products by identifying factors that affect the competitiveness of fishing ndustries within different countnes.

Tell us a little about your organisation

Competitive position

Name of firm PrimeFish Firm Location Faros tsiands v Fim nationalty Spamsh v
analyser .
Year firm established e Level of opesation Procassing v Revenue in last A/C year 1 347 060
. Mamn spacias Cod v Man markets |ES) Spain v
Value chain analyser
FACI Firm Surveys: Complele both questionnaires lo evaluate your compelitiveness
Growth risk analyser Py wid Fsh
% Complete % Camplete
FACI - Firm Lewel Page 1 o FACI - Firm Lavel Page 1 o
FACI - Fem Level Page 2 O FACI - Firm Lavel Page 2 o
P”Ce pred|Ct0r FACI - Fern Level Page 3 O FACI - Firm Lavel Page 3 O
Firm Leved Information Q Firm Level Information O

FACI Results: Click on the 'Run CPAF tool' button to see your competiveness position
If you wish to benchmark yourself against other industries please select which sectors

Product success
C h e C k * Benchmark against country?

Benchmark against firm size?

Benchmark iNst secltors?

orizon 2020
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Competitive Position Analyser
-9

FACI - Firm Level (Aquaculture): Page 1

Applicable quarter ™ Specles v
1. There are significant institutional barriers (f. ex. licenses, quots~ -—==!=tisms fossticn casidations wntas - - ‘ = - -
treatment) to entry in my industry (1=not at all; 7=make entry img FACI - Firm Level (Wild Fish): Page 1
2. Entry into my industry requires investment in capital (vessels, « s o ;
deter entry at all; 7=deters entry completely) Applicable quarter - Species I
3.Entry into my industry requires other forms of investment (mark 1. There are significant institutional barriers (f. ex. licenses, quotas, regulations, location restrictions, water 1 2 3 4 5 6 7
deter entry at all; 7=deters entry completely) treatment) to entry in my industry (1=not at all; 7=make entry impossible)
4 Does this type of production enjoy economies of scale (1=not ¢ 2. Entry into my industry requires investment in capital (vessels, equipment, buildings) that (1=does not 1 2 3 4 5 6 7
‘ ) deter entry at all; 7=deters entry completely)
5. The firm takes advantage of its economies of scale (1=not at &
3.Entry into my industry requires other forms of investment (marketing, R&D, knowledge) that (1=does not 1 2 3 4 5 6 7
6. The firm is producing to a niche market (1=not all; 7=complete deter entry at all; 7=deters entry completely)
7. The brand of my product is valuable ?(1=not valuable at all; 7= 4.Does this type of production enjoy economies of scale (1=not at all; 7=to a huge degree) 1 2 3 4 5 6 7
8. My customers are sensitive to changes in product price (1=noi 9. The firm takes advantage of its economies of scale (1=not at all: 7=completely) 1 2 3 4 5 6 7
9.There are substitutes to my products available in the market (1 6. The firm is producing to a niche market (1=not all; 7=completely) 1 2 3 4 5 6 7
10. The buyers of my product are loyal (1=not at all; 7=very muct 7. The brand of my product is valuable ?(1=not valuable at all; 7=immensely valuable) 1 2 3 4 5 6 7
11. How capable is your part of the value chain of responding to « 8. My customers are sensitive to changes in product price (1=not at all; very much so) 1 2 3 4 5 v 7
capable; 7=very capable) ) ) ) ) )
9.There are substitutes to my products available in the market (1=not at all; 7=many substitutes exist) 1 2 3 4 e 6 7
;zv:;\:acsgggf Is your whole value chain of responding o char 10. The buyers of my product are loyal (1=not at all; 7=very much so) 1 2 3 4 5 6 7
. 2 X . 11. How capable is your part of the value chain of responding to changes in market conditions? (1=not 1 2 3 4 5 6 7
13. How important are third-party audited labels to your operatior capable: 7=very capable)
14. Bargaining power versus buyers is (1=weak; 7=strong) 12. How capable is your whole value chain of responding to changes in market conditions? (1=not capable; 1 2 3 4 5 6 -
15. Bargaining power of suppliers is (1=weak; 7=strong) 7=very capable)
13. How important are third-party audited labels to your operation (1=not important; 7=very important) 1 2 3 4 5 (3 7
14. Bargaining power versus buyers is (1=weak; 7=strong) 1 2 3 4 5 6 7
15A. Bargaining power of suppliers is (1=weak; 7=strong) 1 2 3 4 5 6 7

o 15B. Competition among the firm’'s major suppliers is (1=nonexistent; 7=fierce) 1 2 3 4 5 6 7
PrimeFish




Competitive Position Analyser Output
-9

Firm comparisons Species Marke! Share Tonrnes

o
~ =

WA

Name of Fum: Pri berardng
Firm Location: Spi
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i
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Growth Risk Analyser

Market success — case studies of how others have persisted on the

PrimeDSS market

Success a_nd failure Value Chain Analyser
stories

Select the appropriate data elements to calculate the Value Chain

The purpose of the Value Chain Analyser is to determine what steps along the Supply Chain that you could potentially invest into
lo increase your profliabiity, factoring your propensity to rick aversion

Competitive position

an alyser Your Industry v M Projected Industry: one step upidown v M Turnover v Q

Current Position v M Product Type v o Your Risk Aversion

Value chain analyser Species 5 M TargstMarkel vy Eiher enteraRisk Aversion Scale or complete the more

in-depth Risk Aversion caiculator

Added vahe fealure v o Company size v [o) Risk Aversion Scale v 0

G I'OWth I’I S k an alyser Investiment commtment A M Company Type Y o What 5 your risk aversion 0
Customer Type v M Projected Product b M Risk aversion score
If you wish to benchmark yourself against other industries please select which sectors Direct competitors Value chain allemalives

Price predictor

Product success

check

Horizon 2020
Programme
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Value Chain Analyser

T
Value Chain Analyser Results 3 =

Chain Analysis Stories Relevant to your Experience

Year Species Country Story Link - Details

2012 Salmon United Kingdom Wester Ross survives & diversifies

Generic Advice Implement good govermnance processes =
Develop good institutional retationships -

Upgrading/Downgrading Options: Upgrading in the Chain

Estimated Value chain costs 2500 € a Estimated price per Kilo 355€ a Base Cost 222€ -
Estimated Value Chain ROI 4500 € - Estimated investment required 12300 € a Identified risks: tariffs etc EC entry tariff -
Species Salmon - Base Price 6.55€ a Institutional barriers Licanse fees -
Comparitive Industry Information
200 ) - %00
180 No of companies - Salmon production i
40 - 140 m L e00
120 120 I 3
100 w Tomal L 00 =
 Nonproduang i e i - \olume
@ g 80 — vz
@ ® Producing » L 300 W
«Q 2 200
3 11117 : | B
0 ¢ 0 P | l . I 0
S PP P DD » & LR BaRRBRSE - -
FLFELL IS L ELEL P09 | nfERGRTEARREERRRAR
Number of salmon farming companies in Scotland. Source: Scottish Fish Farms Annual Volume and value of Scottish salmon aquacuiture cutput. . Source: Scoftish Fish

Production Surveys 1981-2015 Farms Annual Production Surveys 1981-2015

0 - Horizon 2020
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Growth Risk Analyser

Identification of potential boom and bust cycles through price

PrimeDSS development prediction

Success and failure nono

D Logn tact |
stories @... | | | -
Suceess & Inlluee stonex Cotpetitive posibion anatyser Crowth Rk Analyser Prosduct nuccems check Vilue chaim analyses Price deveiopment peedicioe

Competitive position . Growth Risk Analyser
analyser Predicting Boom and Bust Cycles __‘flll

The purpose of the Growth Risk Analyser is to process the information that you feed into the system and compare it to historic data to determine if
your current economic situation is running into 8 boom or bust cycle. The information that is returned should help you to manage your business and
manage these cycles better to avoid unecessary economic hardship for the business and people that are directly employed because of the supply

chain that you are working in.

You can either upliaod a file with one months data or manually enter the data on our data
entry form. You can either use our Excel template to uplaod your data or else create a ,CSV
or XML file o upload: please remember to chock our template for the field requirements
wheh creating your own file

Value chain analyser

GI’OWth I’iSk analyser 3 Download our Excel template
e

* Upload Format accepted: Excel, .CSV, or XML fie
P rlce p re d | Cto r Data Confidentiality: Please note that any data that you upload will be treated with
the strictess confidentiality and not shared with other users of this system or people

operating outside of this system.

Disclaimer. Use at yo ) The ir tian Is mtended to be used for guidance noses anly whan farmuda
Jecisions & i the prediction of Boom & B yclez. Thie ind 3 generated is defined by historical dala a

Product success

&ﬁmeﬁsh

check
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Growth risk analyser: Input/Output

Price Prediction for the next 5 years Country comparison on predicted price for next 5 years
Confidnce Level Best price by year
a3 a8 )
35 1%
3 1o
5 as 230
& 2 »
ot < F o1
Targel Speces Ealmon Key ;v:’ i5 = 1w
1
Projected quantky 50.000 Spec os 1m0
tTew
Sourcirg country Norway 0
'ﬂt@l 2016 2017 2018 2019 2020 2021 2022 €000
Product typa Frash 4sh dons 01 x ois 21 w20 0 X

Year

\ .
e Upper Conficence level —— Preukted e Lower Confidence Level e Fiedond

aie 1P
T ICF Historical cyclic chart on Boom Bust Cycels

104

v,

97

96
2004 200S 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015

Boom & Bust cycles: Artiles and general information

Causes of Boom and Bust cycles
& The Failure to leam from Boom Bust Cycles Q9 o i o

& Land specuiation and the Boom Bust cycle & Forecasting Boom Bust cydes

o o - Horizon 2020
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Price Predictor
]

Calculation of willingness to pay for primary and secondary product

PrimeDSS attributes

Success and failure I —
stories L B D D D T T s

Competitive position
analyser

Price Predictor
Attribute Selection

The purpose of the Price predictor is to determine the wilkngness of a customer to pay for a particular product at a particular attribute level In a particular targe
country market. This tool will simulate the prebability of the choice a consumer is likely 1o make on the purchase of a product.

Val ue C h ai n an alyse r Core Attributes Customer Attributes Additional attributes

Spacles Salmon v M Targe! customer Housshold v o} Labelling Sustainable fishing ¥ 0

: Product type Fresh y M Gender Unknown v 0 Source Industry Wild v (8]

G rOWth rl S k an aIyS e r Regional Source United Kingdom v M Age range 251030 v 0 Packaging type Cardboard box v 0
Target market France v M Target price per kilo 3<350 v 0

Price predictor

Rux Price Predictor

Product success

check

Horizon 2020
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Price Predictor Output

Price Predictor 3 B
Results Page

Here are the results based on the attributes that you have chosen to display
the willingness of a customer to pay for the species that you have selected.

Key Attributes

Species Regional Source Product Type Fresh Target Market
Target Market

Price expectation for France European Average Price

Upper € 11.49 Upper €11.33

Lower €10.70 Lower €10.46

National Comparisons

Price expectation for UK Price expectation for Germany
Upper €12.46 Upper €12.77
Lower €12.10 Lower €11.88

Horizon 2020
Programme
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Product Success Check
.

PrimeDSS ldentifying the concrete consumer segments per product attribute

Success and failure

stories e e e e s T ETS Q
Competitive position

analyser g

Product Success Check
Calculating Product Success

The purpose of the Product Success Check tool is to dotermine factors that will help you to makd
informed decislons so that you can avold major pitialls in planning your product launches

Please complete the following data entry fields to determine the likelihood of success

Value chain analyser

Product attributas Customer & retall attributes
Species Cod v M Target retailer Fish Monger v M
. Target market v M Other marketing attributes Sustainable fishing v O
Growth risk analyser

Product Presentation Marinated v M Target income group All i

Product Type Celio wrapped fish v M Target customer group Educated v
P rice p re d I CtO I Prduct source Wild i M Target geographies Urban v o
Target Pricing per kilo | < =10 Euros v 0

Product success

check
OPﬁmeFish
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Product Success Check Output
-

Product Success Check L 2
PSC Best Product Success Match Results

Results: Based on the current market assuptions, Salmon steaks (Frozen) have a 13% chance of success in France

Key Attributes:

Target country France Product Presentation Frozen Product Source Farmed

Species Salmon Product Type Frozen steaks Target Retailer Super Market

Matching Customer Type

PROFILE PREFERENCES PROFILE PREFERENCES

French Quality focus French Nutrition over taste

35.55 years old Taste_over n_utntlon, 35-45 years old Fresh

Married (No kids) Premium Price ; Single Medium-Price

High education Likes brand/reputation Secondary Knowledgable wrt nutrition
High income Reads culinary blogs... education Traceability/sustainability
Low. Consump. Average income Reads scientific magazines.....
Buys online Heavy consump.

Lives in city Organic shops
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Where from here?
.

Implementatio
n
1st iteration
with initial
data

Conceptual,
Functional

Implementatio
n Data load Launch
2nd iteration

Discuss with
and Graphical IRG

design
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Olavur Gregersen
Syntesa
olavur@syntesa.eu
Dr Heiner Lehr
Syntesa
helner@syntesa.eu
Andrew Baxter

Syntesa
andrew@syntesa.eu

:ﬁ'd’rime Fish

Presented by Dr Heiner Lehr
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