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The private label in Europe  

and U.S.A., 2014 

 

According to a study by IRI, Private Labels reduced their market quota in 2014 

both in value and in volume in Europe for the first time since the start of the crisis. 

Frozen products is the main category in Private Labels sales (41.6%), keeping the 

quota it had in 2013. 
 

This report indicates that the market 
quota for private labels in Europe was 
at 38.7% in 2014, meaning a 0.1% fall, 
whereas in terms of volume, it 
remained at 4  8.9%. Tim Eales, 
Director at Strategic Insight in IRI and 
author of this study, explained that 
private labels “appear to have 
reached a ceiling in markets such as 
France, Spain, Italy and the 
Netherlands, with a slowing down in 
their growth and even a reduction in 
their quota for the first time in 7 
years”. 

Eales considers that “retailers and 
manufacturers need to work 
together”, and that only those private 
labels that are able to “innovate and 
differentiate themselves from the 
national brands to meet customer 
requirements, just the same as the 
national brands but with the 
competitive advantage of having a 
lower price”, will be the ones who will 
see increased sales. 

 
Frozen products 

The frozen products category last 
year noted the highest quota in 
private labels in Europe. Over 40% of 
sales, in terms of value, of frozen 
products, were private labels (see 
figure 1), a similar percentage to 
2013, “unlike in other categories that 
were affected by the general 
downward trend”. 
 
Price differential private  

labels-National brands cut 
The private label market in Europe “is 
already at an advanced stage”, in 

which retailers are more and more 
choosing to “continue improving the 
quality of their products, increasing 
the premium range and keeping 
prices low rather than resorting to 
discounts and aggressive 
promotions”.  

As noted in the report, it is the 
National brands that “have made a 
firm commitment to promotions, 
whereas the private labels have cut 
back”, which has reduced the price 
differential between the two. 

“This is yet another of the reasons 
for the fall in the private label quota in 
some categories”, the study points 
out. But however, the increase in 
promotional activity and in discounts 
has not led to an increase in sales. 
According to data from IRI, product 
promotions in the European retail 
sector increased by 0.8% in 2014, 
whereas total sales fell by 0.7%. 

This information “shows the fact 
that bombarding the consumer with 
discounts does not necessarily imply 
higher sales”. In the Netherlands, this 
effect was even more accentuated: 
the number of products with 
discounts or promotions increased by 
8.2% in 2014, whereas sales fell by 
2.9%.  “This means that a large part 
of the economic effort that 
manufacturers have to make for the 
retailers is being ill-spent, in the worst 
of cases, or is not generating the 
expected profit in sales volume, in the 
best of cases.”

RETAIL Private Label in Western Economies’, 2014 – IRIIRIIRIIRI 

The frozen products 

category recorded the 

highest private label 

sales quota in Europe,  

in 2014 (41.6%) 
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Private Label sales by country 

The UK continues to be the largest 
market for private labels in Europe, 
with a quota accounting for almost 
60% in volume (figure 2) and sales 
figures in 2014 valued at 53,700 
million euros (figure 3). “In 2013, 
France was the only country with a fall 
in private label sales, whereas in 2014, 
this also occurred in Spain, the 
Netherlands and a slowdown in 
growth occurred in Italy”, which had 
started to occur some years earlier, as 
the study points out.  
 
Spain  

Sales for private label products fell in 
2014, both in volume and in value, for 
the first time since the start of the 
crisis, albeit slightly. The private label 
quota in terms of volume increased by 
30% in categories of products while, 
in terms of value, a 35% increase was 
noted. “Manufacturers’ brands have 
followed a strategy of strong 
promotions this market, where as 
private labels have reduced them”, 
leading to less difference in the price 
between National brands and private 
labels.  Frozen products is the 
category with the highest private 
label quota in Spain and the only one 
to have increased its sales in 2014, as 
shown in figure 4. 

 
Italy 

Private label sales in Italy kept the 
same quota as in 2013, after 5 years 
of continuous growth. “The negative 
growth of private labels in Italy began 
to stand out in the third quarter of 
2013, becoming more evident during 

the first 8 months of 2014”. 
Nevertheless, as the Chairman of 

the Italian Frozen Foods Institute, 
Vittorio Gagliardi, points out to 
Conxemar magazine “private label 
plays and increasingly important role 
in the context of a highly negative 
economic situation, offering prices far 
below National brands”. The frozen 
foods category has the highest sales 
in private label, with 26.8% of the 
quota in value in 2014, meaning a 
0.3% increase in terms of 2013.  

According to the report, 60% of 
private label sales are in the north of 
Italy, “where the greater part of the 
retailers operate, such as Coop, 
Conad, Esselunga and Carrefour”. In 
the south, where “discounters are 
gaining ground in the market”, there 
are small retailers who “are unable to 
invest in developing their own brands 
or compete with the leaders”. 

 
United Kingdom 

This country continues to be the main 

market in Europe for private labels, 
although growth in 2014 was 
moderate (0.3 points in value). “Only 
41% of the private label categories 
increased their quota in value, which 
points to the struggle going on with 
the National brands in most product 
categories”, the study shows. Prices 
for private labels in the U.K. are on 
average 30% lower than those for 
National brands, and “this difference 
is has been reduced over the last few 
years”.  

The main retailers in the country 
are making a firm commitment to 
launching new products, mainly in the 
Premium range, “in an effort to 
increase the quality of their private 
labels while keeping prices low”. Such 
is the case of the Co-op, which 
integrated 1,000 new references to its 
supermarket lines in September 2013, 
or Sainsbury’s, which plans to renew 
3,000 of its current private label 
references. 

RETAIL Private Label in Western Economies’, 2014 – IRIIRIIRIIRI                            
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France 
In 2014, France recorded a negative 
development from other countries in 
Europe in terms of private label sales. 
“The French consumer is still not 
convinced about the quality of private 
labels and prefers manufacturer’s 
brands”, the study points out. 

As Christian Millet, the General 
Secretary at Les Entreprises des 
Glaces et Surgelés, explained to the 
Conxemar journal, which takes in 
companies from the frozen product 
sector in France, “if the price is 
similar, French consumers prefers 
National brands because they see a 
higher quality in these products”. 

Another factor that hinders the 
growth of private label in France is 
that retailers are reducing their 
presence in the lines and are offering 
discounts and promotions for 
National brands products”, “as occurs 
in the case of Carrefour”. Frozen 
products continue to be the category 
with the most sales in private label 
845.7% in value), although this was 
the category with a greater fall in 
sales in 2014 (-1.3 points). 

 
Germany 
Private label sales continue to 
increase on the German market, 
where “the consumer believes in the 
quality of the Distributor Brand and 
looks for savings even though salaries 
are rising”. 

Private label sales in value for 2014 
increased by 0.7 points, reaching a 
quota of 24%, while retailers 
“continue to innovate and expand 
their range of products” in their own 
brands. 

Frozen products are what are most 
sold in private label and, along with 
fresh products, account for 70% of 
private label sales in food in Germany. 
Both categories were the ones that 
most increased their sales in 2014 (-
1.2 points for frozen products and 
+1.5 in fresh). 

According to Sabine Eichner, 
Director at Deutschen 
Tiefkühlinstitutes (German Cold 
Institute), “the Distributor Brand 
continues to grow in Germany. 50% of 
consumers consider that the most 
important thing is the price, whereas 

the other half are more inclined 
towards quality as the main foremost 
factor when it comes to buying these 
products. 

 
Greece 
The market quota for private labels in 
Greece still remains “at low levels” 
(15.4% in value) in comparison with 
other European countries. This is 
chiefly due to the fact that, during the 
crisis, “a fierce price war was waged 
between National brands 
manufacturers and retailers, which led 
to a fall in National brands prices”. 

Greek consumers “have not shown 
any great trust in the quality of private 
labels as an alternative to National 
brands”. The latter “are constantly 
resorting to promotions and 
discounts, giving the consumer a price 
perception similar to the one they 
have of private labels”. 

 
Netherlands 

Private label sales fell in 2014 in more 
than half of the categories, setting the 
total quota, in terms of value, at 
49.2%. This was mainly due to less 
activity in promotions and discounts. 

“Promotions in National brands 
increased by 2%, whereas the volume 
in private label products sold in 
promotions or at discount fell by 
23%”. 

In frozen products, the private 
label quota fell slightly, setting it at 
30.1%. 
 

U.S.A. 

The private label quota in U.S.A. is 
still at low levels (16.5% in value) 
relative to European countries.  
The study indicates that North 
American consumers have no specific 
preference either for National brands 
or for private label, but rather 
“choose a mix of both because they 
have very specific needs”. 

Sales of private label in 2014 
increased in value, “mainly due to an 
increase in prices” since they fell by 
0.2 percentage points in volume, 
setting the quota at 18.1%. 

The category of fresh and chilled 
products has the best sales quota for 
private label in the U.S.A. (30.4%). 
Frozen products stand at 18.8%, 
slightly increasing their quota in 2013 
(18.7%). 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

The data from this report has been 
extracted from the distributors 
database – Infoscan and from IRI 
MarketInsightTM for the U.S.A. 
Categories: fresh and chilled, dry 
foods, frozen, confectionary, non-
alcoholic beverages, household, 
personal care, petfood and alcoholic 
beverages. 
Channels analyzed: hyper-, super- 
and discounters (the latter only for 
Germany and France) 

RETAIL Private Label in Western Economies’, 2014 – IRIIRIIRIIRI 
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World retail ranking and  

Top 50 of the food sector 

 

Costco surpasses Carrefour and Tesco to become the second largest retail 

worldwide, preceded by Wal-Mart, which heads Deloitte’s annual ranking list for 

yet another year. Mercadona, the leading Spanish retailer, keeps in 42nd place. 

 
Total incomes from the leading 
retailers worldwide increased by 4.1% 
in 2013, according to the latest report 
by Deloitte, which makes a ranking in 
terms of the turnover of the 
distribution chains. Wal-Mart heads 
the list for yet another year, although 
significant changes are noted in the 
top 10. Costco increased its incomes 
by 6 million dollars in 2013, and 
moved to second place, displacing 
Carrefour and Tesco, which fell to 
fifth place. The German group 
Schwarz (Lidl) takes fourth place, after 
moving up two places. 

According to the study by 
Deloitte, in 2013 retailers in Europe 
and the United States recorded the 
lowest growth rates since 2009, these 
being 2.6 and 3.1%, respectively. 
Some retailers have reduced their 
presence in markets in difficulties in 
order to reduce the overall size of 
their business.  

In January 2013, Carrefour sold its 
participation in Indonesia to its local 
partner. It also reorganized its 
presence in Turkey. Tesco abandoned 
the markets in the United States and 
Japan, and reviewed its plans in 
China. The highest growth rate 
recorded by retails was in emerging 
countries, particularly the Chinese and 
Russian retailers. 

WALWALWALWAL----MART MART MART MART recorded an increase 
in its sales of 2.8% in the third quarter 
of 2014. According to Doug 
McMillon, Chairman and Executive 
Director, “the biggest highlight was 
the positive behaviour of Wal-Mart 
U.S., including excellent results in the 
neighbouring markets, a 21% increase 
in global sales in e-business and good 

results in our international 
businesses”. “We are investing in key 
areas for our business, including e-
commerce and capacities for 
mobiles”, he added. Wal-Mart is 
making a substantial investment in 
electronic trade to compete with 
Amazon. Furthermore, it is opening 
up smaller establishments in outlying 
districts in order to compete with 
Family Dollar and Dollar General. 

COSTCOCOSTCOCOSTCOCOSTCO, for the fifth year 
running, had record results in sales 
and profits at the close of the financial 
year. “The tax year of 2014 was a 
great year”, its Chairman, Craig 
Jelinek, acknowledged. “Sales 
increased by 6%, excluding the 
negative impact of the fluctuations in 
foreign exchange rates.  

We continue to be optimistic 
about the future and we are still 
making strong investments in the 
growth of our business in the United 
States and around the world”. In 
2015, Costco plans to open up 20 
establishments in the United States, 
four in Mexico, three in Japan, two in 
Australia and in Korea, and one in 
Canada, the United Kingdom and 
Taiwan. 

CARREFOUR CARREFOUR CARREFOUR CARREFOUR closed the financial 
year 2014 with a trade volume of 
84,000 million euros, 3.9% more than 
in the previous year. The group is 
beginning to feel the effects of its 
recovery plan launched two years 
ago, based on reducing prices, 
logistic rationalization, renewal of 
outlets and simplification of the 
products supplied.  

Carrefour sales in Europe 
remained stable, for the first time in 6 

years, while in Latin America, they 
increased by 18%.  
In Asia, they fell by 1.8% (in China  
-6.4%). In Spain, Carrefour recorded a 
0.6% fall in its trade volume for 2014. 

TESCO TESCO TESCO TESCO plans for profits in the 
financial year 2014, which closes in 
February 2015, to be not higher than 
1,778 million euros, a figure below 
the initial forecast of between 1,800 
and 2,200 million euros.  

This British chain has gone 
through a difficult 2014 after 
admitting, a year ago now, a 
misalignment in its accounts of 336 
million euros. The restructuring plan 
launched to save on costs and 
improve business includes the closure 
of 43 establishments in the United 
Kingdom, a cost reduction of up to 
384 million euros and a cutback in 
investments of 1,280 million euros up 
to 2016. 

 
Spanish retailers 

MERCADONAMERCADONAMERCADONAMERCADONA continues to be the 
leading Spanish retailer (positioned in 
42nd place in the world ranking). The 
chain, headed by Juan Roig, 
continues to increase sales (+4%), 
although the growth rate fell by 2.5% 
relative to the preceding financial 
year, due to the economic situation of 
the country and the pressure brought 
to bear by competitors. “We need to 
reinvent ourselves”, Juan Roig 
assures. The Mercadona Chairman 
announced a new strategy, in March 
last year, based on strengthening 
fresh products in order to increase its 
sales volume 

RETAIL Global Powers of Retailing 2015 – DeloitteDeloitteDeloitteDeloitte 
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DIADIADIADIA moved up a position, ranking 
in 72nd place worldwide. It recorded 
a 2.4% increase in turnover and sales 
in Argentina, Brazil, China, Spain and 
Portugal have contributed to these 
results, as opposed to the fall in 
France. The Group’s C.E.O., Ricardo 
Currás, noted that DIA has gained 
market quota, for yet another year, in 
the Iberian Peninsula, thanks to an 
ambitious expansion plan based on 
franchises. Gross sales in Spain 
increased by 5.7%. In terms of 
forthcoming financial years, the Group 
expects to continue growing based 
on its prices policy. 

EL CORTE INGLESEL CORTE INGLESEL CORTE INGLESEL CORTE INGLES fell four points 
down to 66th position, although it has 
improved its results for the first time 
in six years: in 2013, it increased its 
turnover by 6.2%. The Group decided 
two years ago to strengthen the small, 
urban outlets format, as opposed to 
the large department stores. Supercor 
increased its trade figure in 2013 by 
10.2%, while incomes in Hipercor fell 
by 8.1%, to 1,716 million euros. 

EROSKIEROSKIEROSKIEROSKI fell 9 places, ranking in 
136th place. Turnover fell by 4.39%, 
recording losses of 102 million euros 
in 2013 (-15.7%). According to the 
group’s Chairman, Agustín Markaide, 
the crisis and the fall in consumption 
continued to affect the trade figure, 
albeit to a lesser extent. The group 
continues with changing its network 
of establishments towards a new 
trade model, “Contigo” (“With you”), 
a format that recorded a growth in 
sales of 9%. “Consumers respond 
positively to a renewed proposals that 
contributes to saving, offering a 
considerable leading role to local 
fresh foods”, Agustín Markaide 
assured. 

The distribution group is also 
committed to expanding its network 
of franchises with 100 new 
establishments in 2015, in order to 
continue expanding with its small and 
medium sized outlets. “We set out to 
continue making headway in this 
segment as it has meant an important 
driving force in sales”. Alongside that, 
EROSKI closed the sale to the 
distribution chain, DIA, with 160 
supermarkets in central and southern 

Spain, for a sum of 146 million euros. 
The operation is part of a 
disinvestment plan agreed with the 

crediting bank in order to refinance a 
debt of 2,600 million.

RETAIL Global Powers of Retailing 2015 – DeloitteDeloitteDeloitteDeloitte                                

This ranking by Deloitte includes the incomes generated by retail trade activity during 
2012, and includes companies that closed their tax year in June 2013. To appear in this 
ranking, companies must have minimum incomes of 3,800 million dollars. 
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Jiansan Jia, Jiansan Jia, Jiansan Jia, Jiansan Jia, Deputy Director Fisheries and Aquaculture Resources Use    Division ----    FAOFAOFAOFAO 

 

“The 20th anniversary of the Code of 

Conduct next year will be a landmark, 

a milestone in the history of the Code” 
 

Jiansan Jia visited Vigo 
to attend the 
International Conference 
of the Future of Fisheries. 
Expert in fisheries and 
aquaculture, Jiansan has 
been working for FAO 
for the last two decades. 

He participated in the 
negotiations for the 
drafting of the Code of 
Conduct for Responsible 
Fisheries, which in 2015 
will be celebrating its 
20th anniversary in Vigo, 
continuing for another 
year the close 
cooperation between 
FAO and Conxemar.     
 
¿What are the 

expectations for the 

20th anniversary of the 

Code to be held in Vigo 

next year and its 

importance for the 

sector at a worldwide 

level? 

I am very much 
supportive with the idea 
of working with 
Conxemar because FAO 
codes is a kind of a joint 
efforts with all the 
stakeholders. Those 
codes have to be 
implemented with the 
involvement of all the 
stakeholders, with the 
public-private sector 
partnership.  

In this case, FAO 
working with Conxemar 
is a good example of this 
partnership to join forces. 
Conxemar is an 
important private sector 
representative and we 
are happy to work with 
Conxemar. 
Next year, the 20th 
anniversary of the Code 
will be one of the 
landmark, a milestone in 
the history of the Code. 
It has been there for 20 
years and, since its 
adoption in 1995, we 
have been working with 
all the stakeholders 
developing more than 30 

specific technical 
guidelines with the Code.  

All of this has been 
developed but how it 
become an action, a part 
of local legislation, a 
policy framework and a 
common practice of the 
daily work for the 
different stakeholders is 
the most important part; 
calling for 
implementation and 
action. That is something 
to be done. 

 
How many FAO 

member countries have 

implemented the 

Code?  

In FAO we have a 
collection of the states of 
the implementation of 
the Code by each 
member country and we 
also ask different 
fisheries management 
bodies to answer how 
they do in their 
geographic area.  

We comply all these 
feedbacks in a document 
every 2 years and, 
according to the latest 
information, about 2/3 of 
the countries reporting 
regularly to FAO have 
taken actions related to 
the Code and guidelines.  

 
How has the Code 

contributed to fisheries 

management, 

sustainability and 

traceability at global 

level?   

The contribution of the 
Code has brought to the 
society and, of course the 
fishery sector, 
understand the need to 
keep the sector 
developed for future for 
its sustainability.  

Now is common sense 
for everyone and there 
are a consensus and 
everyone agrees in that. 
But 20 years ago, people 
believed that resources 
can be used and never  

INTERVIEW  
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been used up because 
those are renewable. But 
now people understand 
that it is not the point. It 
is time to translate all this 
into action and it has to 
be the next step. 
 
Which are, in your 

opinion, the main 

challenges for the 

fishery and 

aquaculture production 

growth in the coming 

years?   

FAO has conducted 
several studies 
forecasting the future 
demand and supply and 
the scenarios could be. It 
was concluded that with 
the current per capita 
rate in 2012, that is 19 
kilo, to keep that 19 kilo 
per capita/year in 15 
years time we need to 
produce nearly 30 to 40 
million tonnes more per 
year.  

Considering the 
population and economic 
growth and the 
improvement of the 
livelihood and eating 
habits that 40 million 
tonnes have to be 
increased.  

Where will they 
coming from? There is no 
much room for capture 
fish so mostly will have to 
rely on aquaculture, 
which has shown the 
possibility of bridging the 
gap. For the past 40 
years, until 2012, 
aquaculture had an 
average annual growth of 
8,2%.  
Now the production is 
close to 70 million tonnes 
(2012). That growth 
seems to be possible at 
that rate or even higher, 
considering the great 
potential in areas such as 
Africa and Latin America.  

And also the 
technological 
breakthrough, that 
maybe will come with sea 
production, with more 
species becoming 
farmable, like cod or 
hake, bringing more high 
quality seafood.  
 

What measures will be 

necessary to 

implement in order to 

ensure sustainability 

and food security in 

the future growth of 

seafood production? 

There are a number of 
issues to address as 
challenges. Regarding 
aquaculture, from an 
environment 
consideration, mass 
production in one 
concentrated area may 
create problems such as 
disease and its 
spreading.  

In the case of feed, 
people are complaining 
about consuming too 
much fishmeal from 
limited available 
resources that can be 
used by the human being 
instead of fish.  

All this need to be 
improved, like better 
formula as an alternative 
to fish meal, like plant 
protein instead of animal 
protein. Those are areas 
in which we have to work 
on and there are good 
examples already 
happening.  

Fishmeal consumption 
by aquaculture is already 
reduced from 29 million 
tonnes to 20 million in 
the last 20 years, with the 
efforts of the research 
and the different fish 
farming systems. It is a 
big improvement and it 
shows that this can be 
done. 

On the other hand, 
shrimp diseases in Asia 
and Latin America such 
as the EMS or the white 
spot, now are been 
taking care with some 
solutions like different 
ways of management 
instead of using 
chemicals, for example.  

We will have to deal 
with all these problems 
as we are expanding the 
sector and increasing the 
production.  

 
What are your 

thoughts about world 

seafood consumption 

in the coming years?   

Fish is providing 16% of 
animal protein intake 
average worldwide. But 
in many developing 
countries, fish is the only 
accessible protein source 
for them, for rural 
populations by the lake 
or the river, becoming 
more than 50%.  

Although the absolute 
consumption is low, it is 
high in percentage 
terms. 

World per capita 
consumption is around 
19 kilo on average and, 
to keep this going in the 
future, we need to 
improve aquaculture 
production specially in 
the developing world.  

Those are the areas 
with high potential and 
also of a high need, 
mainly Latin America and 
Africa.   

Jiansan Jia, Jiansan Jia, Jiansan Jia, Jiansan Jia, Deputy Director Fish.& Aqua. Use    Resources Div. FAO INTERVIEW 
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Samuel Juárez, Samuel Juárez, Samuel Juárez, Samuel Juárez, Counsellor for Agriculture, Food and Environment, Spanish Embassy Beijing 

 

“China should not just be seen  

as competitor but as a market with 

great opportunities” 
 

We at Conxemar take 
this opportunity to 
congratulate someone 
who, being so well 
informed of our sector as 
is Samuel Juárez, has 
recently been appointed 
Counsellor of 
Agriculture, Food and 
Environment at the 
Spanish Embassy in 
Beijing. We wish him the 
best of luck in this new 
stage in his professional 
career. 

 
What will be your 

functions in your new 

position?  

Relations with this 
destination country in 
everything to do with the 
competences of the 
Ministry, in this case, in 
terms of agriculture, food 
and environment. 

In practice, in a 
country such as China, 
with 1,370 million 
inhabitants that has been 
constantly growing over 
the past few decades, 
the main mission is to 
open up markets for 
Spanish products. 

Spain is the eighth 
leading importer 
worldwide in agricultural-
food products, and China 
is an extremely 
interesting market that 
we accessed very 
recently. 

In the world markets, 
food products have to 
contend with technical 

and sanitary 
requirements which, all 
too often, entail some 
very complicated 
obstacles. And China is 
now one of our main 
markets for some 
products such as pork. 

Conversely, we follow 
up the country’s policies 
in these sectors and, 
especially, as regards 
environmental issues in 
terms of greenhouse 
effect gas emissions, 
where the repercussions 
in international 
negotiations are evident. 
We also manage 
cooperation relations 

with this country over 
these issues. 

 
What kind of service 

and information can 

the Beijing Embassy 

offer the fishing sector? 

This Council advises 
companies about the 
technical and sanitary 
requirements and, in 
collaboration with the 
trade department, we 
provide orientation for 
their activities. 

Fortunately, fish 
products are not the 
ones with the most 
restrictions in third 
countries. In China, 
companies must be 
registered in order to 
export, and there are 
already more than 600 
companies registered. 

 
What measures do you 

consider the 

Administration could 

promote in order to 

encourage the 

competitiveness of the 

Spanish processing 

industry in view of the 

fierce competition from 

China and Southeast 

Asia? 

The Administrations in 
Spain have been 
supporting 
modernization and  

INTERVIEW  

“The image of 

Spanish 

products in 

China is linked 

with quality 

and safety, 

and that is an 

advantage”. 
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innovation in the sector 
for many years now 
through European 
programmes, in order to 
gain competitiveness. I 
think that the 
development of the fish 
processing industries in 
our country, in general 
lines, is a success story.  

This modernization of 
the industries has been 
complemented by 
opening up markets, 
which has allowed us to 
access non-processed 
products in better 
conditions. 
We have top quality 
products, the image of 
Spanish and European 
producers is linked with 
quality and safety, and 
that too is a considerable 
advantage. 
 
Our sector considers 

that it is very hard to 

compete with China 

because of the tax 

advantages for 

exporting and the 

customs duties for 

importing. What do 

you think can be done 

in this field? 

In fact, over the years, 
China has implemented a 
policy of industrial 
development to be able 
to provide work to 
hundreds of millions of 
workers who have moved 
from the country to the 
towns and cities. 

To achieve this, it 
facilitates imports of non-
processed products and 
exports of processed 
products. There are 
companies outside and 
inside China that are 
involved in this “traffic of 
improvement”. 

In order to compete, 
we have to continue 
opening up our markets 

to be able to access non-
processed products in 
the same conditions, and 
we have to continue 
investing in innovation to 
put new, quality products 
on the market. 
 

What is your view of 

trade relations 

between Spain and 

China, especially as 

regards the fish 

products sector? 

I can see that there is 
great potential for 
improvement. Spain is a 
reference country in the 
fish sector, and China is 
the world’s leading 
exporter. But apart from 
that, the Chinese market 
has a considerable 
margin for growth. 

Fish consumption is 
still low (about 15 kg/per 
capita in the towns and 
cities, and slightly over 5 
kg/per capita in the rural 
areas). 

So that China should 
not just be viewed as a 
competitor, but rather as 
a great opportunity too 
because it has a gigantic 
consumer market that 
increasingly will want to 
have a more varied, 
healthier diet. 

Today, the majority of 
the Chinese only 
purchase fresh or even 
live fish, but tastes will 
carry on changing, they 
will also become more 

westernized in these 
aspects and in the 
consumption of 
processed products. 

 
In your view, what are 

the main challenges 

facing Spanish 

exporting companies in 

the Chinese market? 

This is a very complicated 
country for working and 
we have a difficult task 
ahead of us. 

The main food 
product exporting 
sectors in Spain (pork, 
olive oil, wines, fish 
products, fruits and 
vegetables, etc.) today 
set China as their main 
expansion market and, 
quite often, it is the 
sanitary hurdles, rightly 
or wrongly, that make it 
difficult to access the 
market. 

Samuel Juárez, Counsellor Agric., Food and Env., Spanish Emb. Beijing INTERVIEW 

“Fish consumption in China is still 

low: 15 kg/per capita in the towns 

and cities, and 5 kg/per capita in 

rural areas. It has a considerable 

margin for growth”. 
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Argentina: landings and exports, 2014 

 

After closing 2013 with 
positive figures, for the 
first time in 4 years, 
landings continued to fall 
in Argentina in 2014, 
according to the latest 
data published by the 
Subsecretariat of 
Fisheries (Table 1). 

The port of Mar del 
Plata headed landings 
with 418,000 mt (-6.4%), 
followed by Madryn 
(125,603 mt, +8%) and 
Deseado (77,206 tonnes, 
-25%). Exports reached 
445,570 tonnes (+0.9%) 
in 2014, for a value of 
5,000 million dollars 
(+20.1%). 

 

Hubbsi hake 
Catches fell in 2014 and 
exports kept practically 
stable (Table 2), while 
problems of profitability 
continued to affect the 
sector, mainly the fresh 
sector. 

“Costs continue to 
increase, the dollar is 
almost fixed and the 5% 
fall in gas-oil prices as 
opposed to the 60% 
increase in 2014 is 
insignificant”, the 
manager of a company 
based in Mar del Plata 
explained, with 8,000 mt 
of quota of hubbsi hake. 

He also added that 
“negotiations over 
salaries, are commencing 
towards the end of 
February, and will be 
difficult”. “Hake was not 
very profitable in 2014, 
and prices are fairly close 
to those for hake from 
Namibia and South Africa 
and, as far as quality is 

concerned, the latter is 
the best”, explained the 
manager of a company in 
the sector based in 
Marín.  

The Federal Fisheries 
Council set a Maximum 
Allowable Catch (CMP) 
for 2015, for hubbsi hake, 
of 290,000 mt, south of 
41º (similar to the quota 
for 2014) and 30,000 mt 
for the north zone (2,000 
mt less than for last year). 

Catches at the start of 
2015 “are very low, with 
medium sizes and long 
fishing trips”, so that 
hake supply “is 
complicated since there 
are significant stocks left 
over from 2014 and there 
are no large catches”.

MARKETS Argentina – SENASA / INDECSENASA / INDECSENASA / INDECSENASA / INDEC 
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As far as the outlook for 
exports for the first 
quarter of 2015, “Brazil 
and the U.S.A. will 
continue to be very much 
in demand.  

In the Eurozone, there 
are orders but I don’t 
think that much trade will 
be made due to the 
devaluation of the euro. 
Russia will continue to be 
complicated as regards 
the Ukraine and the 
revaluation of the dollar”, 
explained sources in the 
sector.  

 

Red shrimp  

The campaign closed in 
2014 with record catches, 
and for the second year 
running, surpassed 
100,000 mt. The 
campaign at sea was 
good, ending towards 
the end of October, with 
“35% of L1, 45% of L2 
and 20% of L3 and tail”. 
There were “better 
prices” than in 2013. 
“Unlike hake and illex 
squid, red shrimp was 
very profitable”, 
explained sources in the 
sector.  

According to data by 
the Subsecretariat of 
Fisheries, Madryn was 
the main port in terms of 
landings of red shrimp 
(5,308 mt, 26% of the 
total), followed by 
Comodoro Rivadavia 
(4,481 mt, 22.1%), and 
Mar del Plata (3,728 mt, 
18.4% of the total).  

In terms of target 
markets, demand in 
Spain and Italy remained 
strong, while Japan 
reduced its purchases by 
50% in 2014 due to the 
depreciation of the yen in 
terms of the dollar, and 
excess stock up to July, 

which made the market 
move in late to purchase.  

China    continued to 
increase its demand for 
red shrimp (mainly for 
L1), with a 54% increase 
in 2014 relative to 2013, 
setting Japan as the third 
most important 
importing country. 

The red shrimp 
campaign on land was 
good in terms of volumes 
and better prices than in 
2013, mainly in sizes L2 
and L3. 

The first prospections 
in the frozen at sea 
campaign are scheduled 
for the end of March 

 

Argentinean illex 

The Illex campaign for 
2014 was marked by a 
fall in catches and 
“12.4% fall in the 
average price”, 
according to data from 

Indec. “Whole illex fell by 
as much as $1,000/mt 
and tube up to 
$1,500/mt”, although 
towards the end of the 
campaign, both whole 
and tube “increased by 
20%”, explained sources 
in the sector. Table 4 
shows illex exports 
according to type of 
product. 

In the 2014 campaign, 
61 jiggers took part in 
Argentinean waters, with 
average catches of 26 
mt/day. According to 
sources at Indec, outside 
the 200 mile limit, 2250 
Asian ships caught over 
250,000 tonnes and, off 
the Falklands, 106 ships 
caught 288,957 mt, so 
that estimates by Indec 
point to total catches of 
illex reaching 797,304 
tonnes in 2014. 

The 2015 campaign 
started on 26th January, 
one week before the 
official opening date (1st 
February), although “no 
shipowner took 
advantage of the earlier 
date because nobody 
steamed out on those 
dates”, explained the 
Chairman of an 
Argentinean company 
based in Mar del Plata. 

“The outlook for the 
2015 campaign is 
uncertain since last year 
ended with prices on a 
downward trend. But 
however, in China, there 
is little stock because a 
lot was consumed in the 
domestic market and in 
Spain there is little stock, 
especially in size S. The 
key would be if there are 
not many catches outside 
the 200 mile”, where
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towards the end of 
January, “260 Chinese, 
Taiwanese and Korean 
ships” were operating. 

This executive 
calculates that in the 
2015 season, “there 
won’t be more than 50 to 
60 ships”, in Argentinean 
waters since the situation 
in the jigger sector is 
critical”. “There are 
increasingly less ships in 
the grounds, costs are 
increasing and we are 
paying more and more 
taxes”. 

As far as the price 
expectations for the 2015 
campaign, he trusts that 
they will increase in terms 
of prices at the end of 
the last campaign. “We 
will have to see how 
catches go, but I have 
faith in the fact that 
prices will continue along 
the same lines as the 
beginning of 2014 
season”. 

“In a country with 
30% inflation per annum 
and 25% salary increases, 
profitability will gradually 
fall each year”, pointed 
out another entrepreneur 
in the sector, who 
considers that the new 
legislation on glazing and 
net drained weight “is 
going to affect the 
consumer because, even 
thought the new 
regulations are going to 
improve the product and 
this is going to be good 
in the medium term, the 
market is going to thin 
out a little”.
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Production and exports of seafood 

products from Vietnam, 2014 

 

In 2014, exports increased by 16.5% in value, driven by vannamei shrimp, which 

increased by 58.5%, accounting for almost 30% of the country’s total exports. 

 

According to the annual 

report published by 
VASEP (Vietnam 
Association of Seafood 
Exporters), fish and 
farmed products exports 
in 2014 (Table 1) 
continued with the 
upward trend “of the past 
15 years”, except for 
2009, when it fell by 5.7%. 

Exports over the first 
months of 2014 increased 
and, as from September, 
they began to slow down, 
and by December they 
had fallen. The main 
reason for this, argues 
Vasep resources, was the 
imposition of “the U.S.A.’s 
anti-dumping measures” 
affecting shrimp from 
Vietnam, the main driving 
force behind exports, with 
a production that 
increased by 112,000 mt 
in 2014 (Table 2). 

Table 3 shows the 
ranking of the leading 
exporter companies in 
Vietnam, in 2014. 

 

Shrimp 
Vannamei shrimp 
continues to increase its 
quota in production and 
exports from Vietnam in 
terms of black tiger. “This 
trend began in 2013, with 
the fall in production in 
Thailand and China, due 
to EMS, which had not 
such a great impact in 
Vietnam, allowing it to 

make a swift recovery in 
production and take 
advantage of the lack of 
supply on the market”, 
explained Vasep sources.  
Production of vannamei 
shrimp increased by 
42.8% in 2014, accounting 
for 58.5% of total shrimp 
exports, as opposed to 
the 2.9% fall in black tiger 
production. 

The farming area for 
vannamei in the Mekong 
Delta increased by 68%, 
whereas this figure for 
Black Tiger fell by 4%. 

Regarding the main 
markets of destination 
(see Table 4 on next 
page), exports to the 
U.S.A. recorded a 
“marked increase” in the 
first months of 2014 and 
“fell sharply following the 
announcement of an anti-
dumping tax of 6.31% for 
30 Vietnamese 
companies, the highest for 
frozen shrimp”, according 
to Vasep.  

Exports to Japan 
increased in 2014 but to a 
lesser extent than in 2013. 
The Japanese authorities 
established antibiotic 
control measures in April 
on shrimp from Vietnam. 
Exports went from a 33% 
growth in the first quarter 
to a 15% fall in April, 
carrying on falling up to 
the end of July and began 
to pick up from August 
onwards”. 

MARKETS Vietnam Association of Seafood Exporters (VASEP) 
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Regarding EU exports 
noted a marked increase. 
“Shrimp from Thailand 
was affected in this market 
by information published 
by The Guardian on 
labour exploitation, which 
led retailers such as 
Carrefour to stop their 
purchases from this 
source”, benefiting 
exports from Vietnam, 
points out Vasep 
resources.  

As regards 
expectations for 
Vietnamese shrimp in 
2015, Vasep’s forecasts 
point to production 
keeping at around 
660,000 mt and that “the 
trend will continued 
towards a higher 
production of vannamei”. 

In the EU, Vasep points 
out that Thailand’s 
removal from the GSP 
since 1st January 2015 is a 
“good opportunity to 
continue promoting our 
exports in this market”. 

 

Pangasius  
The sector is going 
through some difficulties 
in 2014, “both in terms of 
production and 
processing and exports”, 
Vasep notes. 

Producers have 
undergone “substantial 
losses” and one of the 
chief difficulties both for 
the production sector and 
for the processing industry 
is “the lack of capital and 
financing”. 

Demand fell in two of 
the main export markets. 
In the U.S.A., mainly due 
to the “unfair” anti-
dumping measures 
imposed on pangasius 
fillets, and in the EU due 
to “stricter sanitary 
inspections and the 
abundant supply of other 

species of whitefish such as cod”, with a 985,000 

mt TAC in the Barents Sea 
in 2014. 

Other alternative 
markets, such as China, 
Mexico, Brazil or ASEAN 
countries, “have 
compensated for the fall 
in the U.S.A. and the EU 
with satisfactory results”. 

Vasep noted in its 
report that Vietnam will 
strengthen tilapia farming, 
a country that exported to 
60 countries in 2014 for a 
value of 30 million dollars. 
“The farming process is 
simple and reaches high 
prices on the market”. 

 

Cephalopods 

Cuttlefish accounted for 
56% of cephalopod 
exports from Vietnam in 
2014. Korea, the main 
destination market, 
accounted for 36% of total 
exports of cephalopods, is 
the country with the 
greatest potential for 
growth in 2015, since both 
countries expect to reach 
a free trade agreement. 
“That will be a great 
opportunity for 
exporting”, Vasep noted.  

Japan, the second 
market in importance 
(23% of the total), cut 
back its purchases in 
2014, a “difficult year” for 
Vietnam exports due to 
the “tough competition 
due to the abundance of 
supply, excess stock and 
low consumption” in this 
market. 

The EU accounts for 
16.6% of exports, which 
increased by 8.7% in 
2014. Vasep’s 
expectations point the EU 
demand “continuing to 
increase in 2015, 
especially in Germany, 
Spain and France”. 
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Italy will continue as 
the main European 
market, although 
“demand will decelerate 
over the next few years”. 

 

Tuna 

Following a significant 
increase in catches in 2013 
due to the “improvement 
in fishing methods”, 
catches fell in 2014.  The 
situation of the processing 
industry is “difficult” due 
to the lack of financing 
and the difficulty in 
finding qualified 
manpower. 

 “Between 80% and 
90% of industries have 
had to cut back their 
production and the raw 
material available only 
meets 50% of demand in 
the plants. The rest comes 
from imports”, Vasep 
explains. 

Exports fell in the two 
main target markets. 
U.S.A. (-6.5%) reduced its 
purchases of canned 
products while purchases 
of tuna loin increased by 
40%. 

In the EU, they fell by 
almost 4%. “Exports of 
processed and canned 
tuna fell by 11%, whereas 
the category of frozen, 
fresh and live products 
increased by 4%. In 2013, 
the trend was quite the 
opposite”. 

As far as 2015 is 
concerned, Vasep 
forecasts that tuna catches 
“will continue to fall”, so 
that the processing 
industry “will continue to 
depend on imports” to 
keep supplied with raw 
material. 

Regarding exports, 
Vasep estimates a 4% 
increase to reach 510 
million dollars.

MARKETS Vietnam Association of Seafood Exporters (VASEP) 
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 Analysis of fish consumption  

in Germany, 2014 

 

A reported drafted by the Norwegian Seafood Council shows how Germany ranks 

behind the main European countries in fish consumption. The lack of knowledge 

about fish and how to prepare it are the main “hurdles”. 

 

This study analyses 

30,000 door-to-door 
questionnaires carried out 
in Germany and interviews 
with over 2,000 
consumers. 

According to the 
report, fish consumption 
per capita per annum in 
Germany lies at 13.4 kg, 
the lowest in the main 
European countries 
(Figure 1).  

“Fish consumption fell 
by more than one kilo in 
2013, and kept stable in 
2014, whereas meat 
consumption continues to 
increase. To ensure that 
fish consumption 
increases, the consumer 
must be better informed 
of this product because 
supply now is more varied 
than ever”, explained 
Kristin Pettersen, Director 

of the Norwegian Seafood 
Council in Germany.  
The lack of knowledge 
about fish and how to 
cook it are the two main 
“hurdles” for its 
consumption in Germany. 

“Fish is an essential 
ingredient for a healthy 
diet, and this is rarely 
mentioned in the German 
mass media. In Norway, 
however, 
recommendations on fish 

consumption can be read 
on the front pages of the 
country’s leading 
newspapers”, the report 
comments. 

 

Profile of the fish 

consumer 

54% of the consumers 
consulted in this study 
noted that they eat fish at 
least once a week.  
Germans over 50 years of 
age are the ones who 
most often give a higher 
value to its benefits for 
health (see Figure 2). The 
lowest frequency is noted 
for consumers aged 
between 30 and 49, who 
are generally the ones 
with children at home. 

MARKETS Germany – Norwegian Seafood CouncilNorwegian Seafood CouncilNorwegian Seafood CouncilNorwegian Seafood Council (NSC)(NSC)(NSC)(NSC) 
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By sex, “unlike in most 
European countries, 
where women eat more 
fish than men, in 
Germany, the trend is 
similar” (54% men, 55% 
women). More fish is 
eaten in the north of the 
country, so that in the 
south “there is a greater 
potential for increasing 
consumption”.  

 

Higher consumption in 

frozen seafood 

As note in the study, “the 
German consumer prefers 
more frozen than fresh 
fish”, since two thirds 
confirm that they consume 
frozen. Alaska pollock, 
salmon and herring are 
the 3 most consumed 
species. Figure 3 shows 
the main reasons for why 
the consumer buys frozen 
and fresh. 

In its study, the NSC 
explains the swift growth 
in consumption of sushi in 
the German market. “In 
1990, the first sushi 
establishment was opened 
in Germany, and today 
there are 800”. 

There is also” a great 
potential for growth in this 
product”, which is 
increasingly popular after 
including discounts on 
sushi in box format on 
their lines. 

 

Preparations 

61% of the consumers 
consulted in the study 
termed its aptitudes in the 
kitchen as “good or very 
good”, although when it 
comes to cooking fish, 
“the majority 
acknowledge that they are 
low and can be 
improved”. 
The most frequently used 
preparation in the case of 
frozen fish is fried (46%) 

and oven baked (40%), 
while fresh is mainly fried 
(53%) and 13% of 
consumers prepare it in 
the oven. 

According to the 
report, the great potential 
for growth lies in grilled 
fish, a very popular 
preparation in Germany 
for meat. 97% of the 
Germans surveyed grill 
between and 8 times a 
month, whereas only 12% 
occasionally use fish. 

A positive data arising 
from the study is that 
young consumers 
increasingly eat fish in 
their grills (16%, once per 
week). 

 

Traceability and 

sustainability 

As the study notes, 
German consumers lay 
importance on the origin 
of the product that they 
buy, since 57% consider 
that information is 
important or very 
important. 

In the case of salmon, 
the most valued origin is 
Norway (37%), followed 
by Alaska (26%). 

 As far as sustainability 
is concerned, only 9% of 
consumers state that it is 

an important factor when 
buying fresh fish, and 12% 
in the case of frozen. 

These data show that 
“only a small number of 
consumers value 
sustainability and, 
apparently, they fail to 
understand what it 
means”. 

Likewise, the study 
makes reference to a 
report drafted in 2012 by 
the Norwegian Seafood 
Council and the Rheingold 
Institute of Germany, 
which concludes that 
“sustainability is 
something only valued by 
initiates. For consumers in 
general, few are 
familiarized with 
sustainability and very few 
know what it means”. 

According to data in 
the report, only 19% of 
those surveyed knew the 
name of an ecolabel, 
something that shows that 
the German consumer 
“lays more importance on 
other factors such as 
taste, health benefits or 
value for money”, when it 
comes to buying fish. 
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 Work meeting on the regulations on 

labelling and contingents 2016-2018 
 

On 8th January, 
Conxemar called a work 
meeting to determine the 
chief difficulties facing 
companies when applying 
the regulations. In the 
second part, they also 
debated subsequently 
applying to DG Mare for 
customs contingents for 
2016-2018. 

The meeting was 
attended by directors of 
Pescapuerta, Icelandic 

Ibérica, Angulas Aguinaga, 

Pesciro, Iberconsa, Pereira 

Productos del Mar, 

Freiremar, Frinsa, Galfrío, 

Pescanova, Cabomar, 

Gambastar and Fandicosta. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

EVENTS Conxemar, 8 th January)))) 


