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1. INTRODUCTION

Marketing is the key factor for any type of production. Market oriented production methods are
essential for the benefit of producers almost iarious production fields in the economy; to provide
sufficient supply to cover the demands from markets in time, in place and in good conditions. This is
very crucial for the aquaculture industry due to characteristics of the product; fish and other
organsms are very sensitive in their different life stages, needs different care and production
techniques. Supply of the other materials for farming of fish such as fish feeds, health services anc
existence of staff with sufficient competences is very vitalirdy the production process. On the
other hand following up of the markets for any kind of supply is also another important issue.
Aquaculture industry has various types of needs in the production process; eggs, fry/juveniles,
fingerlings, feed for diffenat life stages, infrastructures for breeding (tanks, cage frames, nets,
automatic feeders, cleaning devices, etc), fish processing, and freezing/cold storage units before
marketing. Final need is the assessment of markets to sale production in good pthceequired
guantity with good safety conditions. Therefore from farm to the dish, aquaculture products must
have in good health and safety conditions for the benefit of the customers and sustainability of
marketing of the productions for the sake of faens. Therefore having a cold chain or to include the
production in an existent cold chain system is very important in the marketing process of the
industry.

¢CKA& NBLERNI 2y Gh@SNBASE 2F YINJSGa FyR YIF NJ ¢
products is very important document for the producers/investors who would like to enter these
markets.

2. GREECE

The present study for the overview of markets and strategic marketing in the Region of Eastern
Macedonia and Thrace (EMT) and more generatly Greece contains information of the
characteristics of the aquaculture sector, the management and promotion of the sector, the
marketing strategy in Greece and in the Region of Eastern Macedonia and Thrace.

2.1.Characteristics, Structure and Resources loé¢ sector in Greece
2.1.1. State of the art of the aquaculture sector
The aquaculture techniques used in Greece are the folloviingoppean Commission, 2012

1 Extensive aquaculture in brackish wateranimals that are often carried away by the current
are kept inlagoons designed for this purpose. The introduction of the fish born in hatcheries
and the provision of dietary supplements enhance the sexrténsive nature of this breeding.
This form of aquaculture plays an important role in maintaining the naturatdgg in coastal
areas. Such examples are: sea bass, eel, common sole, flathead grey mullet, sturgeon, shrimg
shellfish and crustaceans.

1 Marine aquaculture in cagedish are kept in anchored cages which are held on the surface by
a floating plastic frameThis form of breeding is mainly practiced in protected areas near to
the coast, yet the most advanced techniques (diving cages, telecommunications, automatic
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feeding, etc.) make it possible to remove them. Examples: sea bass, sea bream, gilthead se
bream etc.

Intensive aquaculture in cages in freshwateroncerns mainly fish lakes. Examples: carp, etc.
Shell farmingis based on the collection of "wild" offspring (via fishing, brood collectors) or
offspring from approved hatcheries, which is fed with timeitrients offered by the
environment itself (filter feeding animals). Shellfish and mu$sehing account for 90% of

the European production using a wide variety of techniques: bottom, slabs, wooden stakes,
ropes, baskets, etc. Examples: Oysters, musgeisces, clams.

= =

2.1.2. Specific characteristics

Aquaculture in Greece is a very important sector of economy. Marine farming is dynamic and
contributes significantly to national economy. In the last decade, commercial fish farming has
developed into one of the wst developed sectors. Today, Greece ranks first between the European
Union and the Mediterranean, in the production of commercial aquaculture fish, and therefore the
sector ranks second in the export of "food and beverages". Twenty years ago, breedivasseand
gilthead sea bream was virtually n@xistent, but in 1981 as a result of the good climatic conditions
and the extensive and protected coastline, a number of private, national and European investments
were made in the sector, which combined wakvances in hatching technologies and food, took off
0KS AYRdzZZAGNER o6& NBFOKAYy3 | LINRPRdAOUGAZ2Y 2F mMmMpX
About 70% of this production and 90% of the value comes from marine fish. Shellfish production
accouns for 25%EUMOFA, 2018

In Greece, the predominant species, from 1956 onwards, is the rainbow trout (about 3,000 tons/
year), while in the past 15 years an attempt has been made to breed eel, sturgeon, mullet (Mugilidae)
and ornamental fish. Sea breamil{@ead seabream$Sparus auratpand sea bass (European seabass,
Dicentrarchus labrgxare the main species bred in Greece. In addition, 910 tons of fish farmed in
flr322ya O2NNBALRYRAY3I G2 pInnnInnne 3ILAYad ¢F
themselves by trying to farm other species such as sharpsnout seabr@giodis puntazzip
common dentex (Dentex dentex), red pordgyagrus pagrus white seabream Qiplodus sargys
common PandoraRagellus erythringsand common soleSplea soleg with a total production
reaching 1,800 tons in 2008. For these species, the ptaguof offspring in fiskgenerating plants

was developed.

About 80% of Greek aquaculture production is, mainly exported to Italy and Spain. Fish, mainly se:
bass and gilthead sea bream, is the second most exported agricultural product after olivedag, an
considered as a product of a strategic significance by the Greek government. Production is mainly
achieved with the use of sea cages and the production costs are among the lowest in Europe due tc
favorable breeding conditions (temperature, leeward balpng coastline, etc.). Production sites exist
throughout the Greek coastline, presenting a higher concentration in the central areas close to
proper infrastructure and road network.

The main species currently farmed in Greece are the following, widthbnihg production volume:
1. Gilthead seabreanSparus aurata
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European seabasBicentrarchus labrgx
Rainbow trout Onchorynchus mykiss
European eelAnguilla anguillq
Sharpsnout seabreanD{plodus puntazzo
Red porgyRagrus pagrus

Common pandoraRagellus erythrinus
White seabreamDiplodus sargys
Atlantic bluefin tunaThynnus thynnys
10 Common soleSolea solea
11.Flathead grey mulletugil cephalu¥
12.Common dentexentex dentex

©OX N~ WDN

The first two species cover 95% of the total production in Greeceingahe rest being produced in

very small quantities. Aquaculture is an important sector in Greece, accounting for more than 50% of
G20Ff FAAKSNASA LINPRAZOUGAZ2Yd® LY HnanyX G§KS LINR
376,000,000 = h © " T2014)."

Research on aquaculture for the Greek Ministry of Rural Development and Food is carried out by the
Center for Fisheries and Aquaculture Research in Kavala under the auspices of the Nationa
Agricultural Research Foundation.

Through the AQUAEXCEL neatkyoGreek researchers have access to the European research
aquaculture infrastructure. Through the Regional Platform of Greek Aquaculture and Innovation
Platform (HATIP), Greece contributes to the European Water Innovation Platform (EATIP) supportec
by the AQUAINNOVA action of EU FP7. In this way, the industrial vision for sustainable future
development is linked so as to satisfy the demand of seafood, always with the aim for research and
development. As a result, Greece's leading position is expectedréagthen. Nevertheless, the
average level of education for most of the workers employed in aquaculture remains low and the
industry is still considered by many to be a primary,4specialized industty

2.2.Market research
2.2.1. Selling fingerlings to other produgs

In Greece, fish producers are supplied by fish farms, mainly private or public (iridescent rainbow
trout). Fish hatcheries are land facilities with higlth systems and constructions, where the
reproduction of fish takes place in a natural way and ltheod is produced, and their water supply is
done by the sea or by drilling. The collection of eggs by the breeders leads to hatching and breeding
so that they can be turned into fish, which will then be supplied to producers. Most hatcheries have
departments for:

() Brood stock
() Phytoplankton
() Zooplankton (rotifers)

1 https://www.aquaexcel20R.eu/, http://eatip.eu/
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Artemia hatching

Egg hatching

Larval rearing

Weaning

Development

Ongrowing

The total duration of fish farming in hatcheries usually ranges from 90 to 120 days, until they reach a
weight of 1.5 2 gams and are then ready to be transferred to the fattening units.

egegeegee

€

In Greece, according to the latest data published by the Federation of Greek Maricultures (FGM),
there are 29 marine fish hatcheries in Greece, and in 2018 they produced about 446.8 million
fingerlings with a total worth of 111 million euros, with the unit price ranging from 0.2 euros for sea
bream up to 0.4 euros for meagre. Almost 97% of them, represent the production of sea bream and
sea bass and 3% the production of fry for all other Nldanean species (sharp snout seabream,
pagrus, meagre). Compared to the previous year, there is a slight decrease of 2.7% in volume. Mor:
specifically, in terms of production of sea bream and sea bass, in 2018 a total of 432 million fish
worth 86.4 millon euros were produced. Almost 86.5% of them were placed in units in Greece and
the remaining 13.5% were distributed in other countries (Spain, Croatia, Egypt, UAE, Tunisia).

More specifically, 250 million sea bream fish were produced, where comparedlo ®@re is a
decrease of 2.3% in terms of production volume. In terms of sea bream exports in 2018, a total of 40
million fish were exported, of which 45% in European countries (mainly Italy and Spain) and 55% in
third countries.

Regarding the productioaf sea bass offspring, 182 million were produced, where compared to 2017
there is a decrease of 4.7% in terms of the number of fish. A total of 18 million fish were exported to
other countries. According to the available data, in 2018, about 5.5 milliarbass fingerlings and

7.4 million sea bream fingerlings were imported to Greece from France. In 2019, the production of
sea bream and sea bass decreased by 2.08% and a total of 423 million fingerlings were produced. |
particular, 245 million sea bream dri78 million sea bass fingerlings were produced for each species

L n,@019.

The Hellenic Statistical Authorityhn ¢ 1 J Bnfiounced that, in its research for the year 2018,
production of trout offspring increased by 56.8% compared to 2017. Specifically,fingerlings in

2018 amounted to 9,384 thousand fish, compared to 5,983 thousand fish in 2017. Concerning other
fish species, such as the sharp snout sea bream and the meagre increase by 8.2% in 2018 wz
observed, compared to year 2017. Specificalhe fry of other fish species in 2018 amounted to
16,679 thousand fish, compared to 15,408 thousand fish in 2017.

The areas where fish hatcheries operate are the following prefectures: Thesprotia, Fokida, Evia,
Fthiotida, Lesvos, Chios, Etoloakarnania, cAttiBoeotia, Dodecanese and Kefallinia (Fig 1). Fish

hatcheries are mainly located in coastal areas and usually belong to companies that also have floatin
fish farms of Mediterranean fish species and which have proceeded to verticalize their production
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KEFALONIA-ITHAKI: 3.7%
KORINTHIA: 2.5%
PIERIA: 2.5%

THESPROTIA: 2.5%
ATTIKI: 1.2%

DODEKANESE: 3.7%

ARGOLIDA: 1.2%
CHIOS: 1.2%

FOKIDA: 4.9%

PREVEZA: 1.2% | |
VOIOTIA: 1.2%

LESVOS: 1.2%

LASITHI: 1.2%

RODOPI: 1.2%
AITOLOAKARNANIA: 6.14%

EVOIA: 6.14%

FTHIOTIDA: 9.20%

Figure 1: Geographical distribution of marine fish hatcheries (source: Gaiapedia)

In addition to theabove mentioned hatcheries owned by the private sector, State Hatcheries are
Special Decentralized Fisheries Services of the Ministry of Agricultural Development and Food were
Saildlof AaKSR Ay M) ind asderr to imglednénk progrgms of thEisheries
Directoraté®. Their main activity is the production of fingerlings to enrich internal aquatic ecosystems,
support new producers as well as those who have suffered certain damage from unusual disasters.
carry out research in methodology of prodicmn and educational programs, implement new
programs, support watercourses, support fresh water fish production, the reproduction of wild trout
and other indigenous freshwater species for future enrichment of natural fish populations. The
supply of fishifom the State Hatcheries to producers is free of cost, under certain conditions. State
Hatcheries in Greece are located in loannina, Pella, Drama, Preveza and Arta and produce trout
iridescent trout, golden trout, sea bass and carp, either for water ament or for supply to
producers. The request for free procurement foigerlingsfrom the producer is addressed to the
State Hatcheries and through the Directorate of Fisheries Applications and EAP is approved by the
Secretary General of the Ministry. Teeneral Directorate of Fisheries, taking into account the need

to protect natural wildlife populations in the rivers of Greece and the need to avoid disruption of

KOG LI KK 66 P AL LISRAF ®INK I AL LISRA I KAYRSECDLJKLJKI Lh Y ¢h <<t
3 http://www.alieia.minagric.gr
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aguatic ecosystems, approves the granting of tréingerlingsfor enrichment only in artiGiial lakes
and dam areas.

Main hatcheries belong to State are:

Fisheries Station of loannina Experimental Cypresafn ¢ Eel Farm
Address: 45500 Chani Terrovg@lbannina Address: 47100 PsathotopArta
Tel/fax: 26546071297, Tel /Fax: 268142102

e-mail: isioanninon@gmail.com e-mail: pirki@otenet.gr

Fisheries Station of Pella Fisheries Station of Preveza
Address: 58200 Edessa Address: 48100 Pogonits®reveza
Tel /Fax:: 238120688/25578 Tel /Fax: 268224016/25628

e-mail: ispella@otenet.gr e-mail: ixsprevezas@yahoo.gr

Fisheries Station of Drama
Address: 66100 Drama

Tel /Fax: 25213579

e-mail: ixsdramas@gmail.com

2.2.2. Street markets

Openair street markets in Greece are active throughout its territory, and supply citizens and
professionals with land food products, fresh sea/ freshwater/ aquaculture fishery products,
processed food mducts - frozen food, etc. All opeair/ public street markets operate in every
Region, Prefecture and Municipality of Greece. In order to be able to sell fish and other products
from the producer through opedir street markets, it is required to issuepaofessional outdoor

trade permit for Fresh seafood, freshwater, aquacultufiettp://www.opengov.qr/ypoian/?p=7872

1o s Y BAhT N A list withhthe operaitf public stréet marketsan be found

on the website of the Panhellenic Federation of Associations of Producers of Agricultural Products of
Sellers of Public Markets, where someone can search based on the day and/ or the location where
the openair street markets are activigttp://www.laikesagores.qgr/laikh/agora/road/list?mode=list

Public Fish Auction Halls are managed within the framework of fishing legislation. Their meaning anc
definition is mentioned inarticle 24 of Law 420/1970s(n 27/ A/ 31-1-1970). The Minister of
Agricultural Development and Food, as a representative of the State, may assign the administration
and management with the signing of a contract and specific operating conditions. Aathithe sole
management body is CMFO SA (Central Markets and Fishery Organization). Fish Fish Auction Halls :
eleven and are located in Piraeus (Keratsini), Thessaloniki (Nea Michaniona), Patras, Kaval:
Alexandroupolis, Kalymnos, Preveza, Chalkida, i&lf8ouda), Chios and Messolonthi

Fish Auction Halls:

Fish  Auction Hall of Fish  Auction Hall of Fish  Auction Hall of
Piraeus Chakida Kalymnos

Vassilis Katsiotis, Manager Anastasia Voliotou, Konstantinos Pizanias,
Tel: 210 4007880, 210 Manager Manager

4325838 Tel: 22210 25323 Tel: 22430 23023

4 http://21 2.205.18.150/node/40 http://www.alieia.minagric.gr
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Fax: 210 4007827
Email:ixth-pir@otenet.gr

Fax: 22210 76323
Email:ixthxalk@otenet.gr

Fax: 22430 50853
Email:iixthl@otenet.gr

Fish Auction Hall of

Thessaloniki

Dimitris Argyriadis,
Manager

Tel: 23920 35911, 23920
35913

Fax: 23920 35910
Emailix-thes@otenet.gr

Fish Auction Hall of Chios
Konstantinos Stoupos,
Manager

Tel: 22710 24376

Fax: 22710 27171
Email:ixth-xio@otenet.gr

Fish Auction Hall of Preveza
loannis Tolias, Manager
Tel: 26820 23090

Fax: 26820 24364
Email:ixth-pre@otenet.gr

Fish Auction Hall of Kavala

Charalampos Mantas,
Manager
Tel: 2610 321792, 2610
324258

Fax: 2610 324258
Email:ixth-pat@otenet.gr

Fish Auction Hall of
Alexandroupolis
Nikoleta Torosiadou,
Manager

Tel: 25510 25121

Fax: 25510 25120
Email:ixth-ale@otenet.gr

Fish Auction Hall of Chania
Tel: 28210 80195, 28210
80194

Fax: 2821080215
Email:xanixth@otenet.gr

N\ x

FishAuction Hall of Patra
Charalampos Kantzaris, Manager
Tel: 2610 321792, 2610 324258
Fax: 2610 324258
Email:ixth-pat@otenet.gr

CMFO's fishmongers' branches throughout Greece make possible (for fishénadens & well as
consumers) the supply of the country with fresh of good quality fish. At the same time, the local
economy of each region is stimulated through commercial activity that develops in and around them,
assisted by valuadded services, such as packagand processing plants, which increase the value
of the raw material, for the benefit of the producer and trader and facilitating export process through
facilities certified by the competent services of the EU.

Fish marketed on Auction Halls and origingtfrom fish farming accounts up to 20% of the total
catches, while 10% is imported. According to the existing data of CMFO for 2019, more than 8,50C
thousand tons of sea bream and sea bass, which originated from aquaculture in the country, were
distributed by the Auction Halls of Piraeus, Thessaloniki, Kavala, Patras, Preveza, Chalkida, Chania

2.2.3. Selling live or processed fish to restaurants
¢tKS aAl S 2F GKS YINJSG 6AGK FTNBaAK FAAK | yR &¢
annual basis and is traded mainly through the retail channel (fish markets, S/M) and much less
through Food Service (markets of mass catering). In receatsy freshwater distribution channels
have expanded and consumers can find fresh fish not only in fish markets, but also in specially

designed areas in organized retail (HM/ SM). The Retail channel (SM/ HM/ Discounters/ Small Retail
C&C Spemahzed Ré)a:oncerns the distribution of products through retail chains to final consumer

FYR GKS | yydz f GdzZNYy20SNJ Aad SadAYIFIiSR G € wmnt
total turnover of frozen fish in the domestic marké&rterprise Greece, 2015
5 https://www.okaa.gr/
10
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Aquacultured fish are found as whole fish but also as processed in retail in Greece and in countries
where they are exported, primarily on largeale retail stores. Fish is a highly valued product for
most fishmongers and restaurants. The price of waldyhaline species can exceed 25 euros/ kg,
while the aquacultured sea bass is generally priced below the 10 euro/ kg.limit

Fish remain in cages until they reach the desired size and are fished out. The first commercial size c
fish is between 30@00 grams after 1.5 to 2 years. After having been removed from the fattening
units, fish are transported to the packaging plant where they are selected and sorted by size and then
packaged in Styrofoam boxes, processed or not. The processing of fish coleepredess of the
removal of internal organsg(tting ¢ evisceration)and/ or exfoliation, as well as in some cases
filleting. In the Greek market, sea bream and sea bass are mostly sold through large retailers, but alsc
specialized retailers, especially markets such as the Varvaki Central Market in Athens, although
limited. Although sea bass has a lower price than sea bream for the Greek consumer, there is a grea
demand in the field of catering and cash & carry chains such as Metro, The Mart and iasout

According to data from the European Commission's DirecteGdaeral for Maritime Affairs and
Fisheries, 37% of Europeans and 75% of Greeks prefer products of fisheries and fish farming fror
their own countries. The vast majority of consumers buly &ad fish products from fishmongers and
supermarkets, while fewer consumers suggest fish products from popular markets or fish markets
and fish auction halfs

Most super markets have a specialized department for the sale of fish, which has a direct anpa

the overall level of consumption. Since the end of 2014, freshly cleaned (gutted) sea bass has beel
offered in the Greek market and packaged. A large chain of super markets (LIDL) has developed
series of "FRESH FISH TODAY" which includes seanbassaabream. Cleaned sea bass (weighing
350 grams) was sold for 3.99 euros/ piece, i.e. 11.40 euros/ kg in February 2018 (sea bream was so
for 9.14 euros/ kg, at the same time). This |lasgale retail company sells cleaned sea bream for
13.20 euros/ kg.

2.2.4. Groceries or live for pond stocking

This activity does not take place in Greece. It is worth noting that the enrichment of lakes with fish
has in the past raised several reactions due to adverse changes in biodiversity that it may cause.

2.2.5. Foodsize spot fish or ornamental fish

Amateursports fishing is governed by the provisiong ofi373/85 (FEK 131/ A/ 1985), of Regulation
(EC) 1967/2006, as well as by those of the General Port Regulation, as it applies to the area wher
such fishing activity takesaide. Amateuwssports fishing is fishing that aims for entertainment or sport
and not for human consumption or income. Amateur fishermen must be provided with an individual
amateur fishing license issued by the Port Authority. Amateur fishermen fishinghdrate exempt

from this obligationifjs A T D A7 A ° > WA N 232,

6 https://www.euromonitor.com/
7www.eumofa.eu

8 https://ec.europa.eu/

9 https://www.euromonitor.com/
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Amateur fishermen are not allowed to use sliding nets, circular nets, grids, boat drags, motorized
drags, branch nets, ragged nets and a combination of bottom nets. The use of setlines for highly
migratory species ialso prohibited in amateur fishing.

According to Regulation (EC) No 1967/2006, Member States ensure that:

w Amateur fishing should be conducted in a manner consistent with the objectives and rules of
management measures for the sustainable exploitation ofhdries resources in the
Mediterranean.

w Catches of marine organisms derived from amateur fishing should not be placed on the market.
However, exceptionally, it may be permitted to trade items caught at sporting events on the
condition that proceeds from #ir sale are donated to charity.

w Measures are taken to regulate submarine fishing with a sniper rifle, in particular in order to
meet the obligations set out in Article 8 (4) of this Regulation, that fishing rifles are prohibited if
used in conjunction wit submarine breathing apparatus (or during the night, from sunset to
sunrisé®.

The activity of amateur sport fishing is very promising and with economic benefits for Greece.
Despite the fact that Greece has the natural wealth, so far it has not developet.rt is typical that

there are several amateur fishing clubs that organize annual competitions and sport fishing festivals.
Such activities take place in areas where they meet the specifications such as the artificial lake o
Polyphytos in Kozani, wherexclusively carp fishing takes place under certain conditions. Similar
events take place in the lakes of loannina, Plastira and the springs of Aoos. It is worth noting that

amateur sport fishing is not for commercial purposes, but is based on the "catdhredease"
philosophy.

2.3. Promotion and businessriented approach in Greece
2.3.1. Marketing strategy
Some of the key conclusions on which marketing strategy and tactics are based are as follows:

1 The price of the product (sea breansea bass) has been stabilizedrecent years and is not
offered as a field of intense competition.

1 The product market is divided into internal and external. Domestic demand for sea bream and
sea bass has been growing in recent years. The demand from abroad has to do mainly with
the effort of Greek companies to be active in new markets. Thus, while the presence of Greek
products in some markets (Italy mainly, but also Spain and France) has been established, ar
effort is being made to expand to new ones.

1 In the period 20042005, many chages in the industry occurred; many companies were
acquired while others merged, with the result that the industry now consists of a few very
strong group companies and a number of other smaller companies. Entry barriers are very
strong for a new companyhat wants to play a leading role in the industry and gain a market
share of 5%8%.

10 http://www.alieia.minagric.gfnode/19
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1 Companies that are already active do not significantly use advertising or any other of the
marketing tools in order to promote the product. There is no differentiationrig way of the
product, as it is considered as one and common. The promotion of the product is based on
personal contacts and the power of the distributor (commercial company, wholesaler) with
which the respective company or the privately owned distributi@iwork that some of the
companies have developed over the years.

1 The aid provided by the Greek state and the European Union is sufficient. But companies need
to focus on quality and environmental protection in order to take advantage of these benefits.
Largest companies in the industry are 1ISO and HACCP certified while some of them (e.qg.
Selonda) are AGRQG14and 42 certified.

1 The future for the wider aquaculture sector is very favorable. As the living standard in Greece
and in the rest of Europe is cdastly improving, fish consumption is playing an increasingly
important role in daily diet and expenses of Greek households for fresh fish are increasing
(mg . "+ h """y <Y ¥ HAONC

2.3.2. Product- variety, quality, design, features, brand name, packaging, services

Greece is the main producer of Mediterranean fish and accounts for about 40% of the world
production. The main species of marine fish farms in Greece are sea bream with about 55% of total
fish production, sea bass with about 40%, and sharp snout sea bigagnus, red snapper, meagre,
common dentex, tuna and others with about 5%. The size of the total domestic production of sea
bream- sea bass increased in the two years 2@048 with an average annual rate of 6%, after an
eightyear continuous (almost)atrease. Sea bream covered about 57% of domestic production in
the two years 2012018, and sea bass the remaining 43%. Exported quantities of sea bream and sea
bass covered 78%80% of total domestic production in recent years, with Italy being the main
destination for the products under review (45% of total exports) over time, followed by Spain, France
and Portugal. Imports are at very low levels, and domestic consumption has risen slightly in recent
years. According to the results of the ICAP study, l#eding position of Greek fish farming
companies in the European market of sea bream and sea bass is a strong point for the examinec
sector. The fact is that the climatic conditions of Greece and its morphology (large coastline, many
islands) favor the dealopment of aquaculture. Weaknesses include the large production cycle of
products, which requires high capital needs in conjunction with limited fish life (available as fresh)
(ICAP, 2010

Sea bream is a fish of the Sparidae family that is found in teditefranean and the coasts of the
Northeast Atlantic. In terms of nutritional value, along with sea bass, they are among the most
valuable fish in the Mediterranean as they are rich in om8datty acids. It is one of the main fish
species suitable forquaculture and the most farmed species in the Mediterranean. The sea bream is
usually 35 cm long. The sea bass belongs to the Serranidae family and is found in the Mediterranea
and off the coast of the Northeast Atlantic. The sea bass usually has a lehgth65 cm and a
weight of 57 kg. The products of Greek aquaculture companies are intended as ready meals or fresh
fish in super markets, restaurants and catering, fish shops and refrigerators of standard fish products.
In addition, fish are transportedhole, filleted, cleaned (gutted) or frozen.

Common borders. Common solutions. 13
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Organic aquaculture accounts for an extremely small percentage of Greek production as the demand
for organic aquaculture products remains limited. According to the available data, the production of
organic sedream and sea bass in 2018 amounted to a total of 800 tons, representing only 0.75% of
the total production of these two species. Of these, 65% were sold as organic fish (almost 530 tons),
while the rest of the production was sold as conventional aquacellfish. The main reason for the

low demand for organic fish is their price, as it is @m60% more expensive than conventional

I lj dzZl Odzf G dzNB FAAK®D® LYy HnamyX GKS | @SNIF IS LINROS
kg. The volume of production compared to 2017 remained stable, while no change was expected in
2019. Organic prodion is done by 2 certified units belonging to 2 aquaculture companies, while
there are 3 private Control and Certification Organizations in the field of organic aquaculture
(BIOHELLAS, COSMOCERT, GMCERT) who have been approved and supervised hyicthe Hel
Agricultural Organization "Dimitra{ (n, €019).

The trend in the wider industry is that most companies do not link their brand to the available
product. In this way, the end consumer does not have direct information about the company
responsible for producing these fish. The product is @®red as one and companies rely on the
bargaining power of intermediaries in order for their product to be promoted for sale in fish shops,
super markets, catering companies, catering, etc.

Large aquaculture companies (Fig 2) have developed a tracealsitym that covers raw materials,
internal traffic, intermediate products, processes, and finished products. Many companies in the
industry implement quality systems such as ISO and HACCP and follow the AGR® AGRO-2
standards, which are supportedy the Agricultural Products Certification and Supervision
Organization (AGROCERT).

The AGRO-2 standard includes general requirements for compliance with national and Community
legislation and specific requirements for generators, the origin of thepighulation, fry, fish density,
breeding conditions, diet, health of the fish, treatment, veterinary monitoring, development, storage,
transportation, training, hygiene and safety of staff and facilities, and compliance with traceability.
Based on the staradd, the company is obliged to keep books and records regarding the observance
of all these specifications.

AGRO 2 includes general requirements for compliance with national and Community legislation and
special requirements for facilities, sanitary fa@s, plant operation programs, cleaning and
disinfection of workplaces, occupational hygiene rules and medical certificates, staff training, product
evaluation criteria, packaging terms and conditions, production, storage, compliance with packaging
faclities and for manufactured and stored products, and traceability. As with the previous standard,
the company must keep records and books on compliance with all these specifications
(me . =+ h© 2009, <7 |
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Figure 2. The largest Greek aquaculture congmbased on sales 201#¢ . ~ ' h ¢ | 2006) <~ |
2.3.3. Price- list price, discounts, incentives, payment period, credit terms

Factors that mainly affect the prices of the products are the seasonality of the demand and supply,
the prices of the competitors but alsthe weight of the final product. The demand for fish is
increasing during summer months mainly due to the increase in tourist traffic while decreasing
respectively during winter months. Also, a large part of the production of fish farming companies is
available in the market during the fall, which results in prices being under pressure during this period.
Depending on the weight of the fish, the selling prices are also determined.

Aquaculture fish are considered commodity products, with volatile pricen et weekly levels, but

also volatile production which depends on unbalanced factors. In 2012, the average price of sea bas:
' Y2dzy SR (2 € pomnk 133 6KAOK gla Iy AYyONBl a
ONBFY LINAOSE AV InORYLE SBR d2p0nww&OTHn € AY HAMM
Prices for sea bass and sea bream in Greece in 2018 showed a declining trend for both specie
O2YLI NBR (2 GKS LINB@A2dza &SI NP ¢KS @SN 3IS &
decrease of 1.5% KAt S FT2NJ aSI ol aa GKS | @SN 3IS aSttAay
According to the available data, this trend is expected to continue, possibly fall of prices for both
species, in 2019, due to the expected increased supply from thirdtgesriFig 3).
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Figure 3: Average price for sea bass and sea bream during the year@2IB { n,®019)

In addition to the domestic Greek market, Greek aquaculture companies also supply Italy, Spain, anc
France. For these countries, prices are shdstow (Fig 4). The average price of sea bream in Italy in
HAaMy 6+Fa&a nonp ek 13 AdSd NBRAdzOSR o6& nodopm: C
prices) amounted to 101.9 million euros, an increase of about 1.09% compared to 2017 (100.8 million
euz a0 ® ¢KS | FSNFr3IS LINAROS Ay &St olaa gl a ponn
The value of exports (at producer prices) amounted to 100.97 million euros, a decrease of 1.94% ir
relation to 2017 (102.97 million euros).

The averagepre 2F a4SF oONBIY Ay {LIAY AY Hamy oI a& nd
2017 (Fig 6). The value of exports (at producer prices) amounted to 38.37 million euros, a decrease G
1,49% compared to 2017 (38.95 million euros). The average price 6fseaa NI Yy ISR T NP
R2g6y ddPpp: FTNRY HAMT OCAIDd TOD ¢KS @GFfdzS 27
million, a significant decrease of 6.18 % compared to 2017 (26.99 million euros).
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Figure 4: Average price for sea bream in Italgrahe years 201-2018 { n,®019)
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Figure 5: Average price for sea bass in Italy over the yearsZili8(sourcey n,®019)
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Figure 6: Average price for sea bream in Spain over the years22dB3( n, ®019)
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Figure 7: Average price for seaskan Spain over the years 202318 { n,®019)

¢CKS | @SN IS LINRAOS 2F 4SSk ONBIFY Ay CNIyOS Ay
2017 (Fig. 8). The value of exports (at producer prices) amounted to 31.4 million euros, a decrease 0
68% € YLI NBR (2 HAMT O6o00®d1T YAfftA2Y SdNRPauved ¢KS
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down 2.47% from 2017 (Fig. 9). The value of exports (at producer prices) amounted to 23.53 million
euros, down 1.75% from with 2017 (23.95 million euros).
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Figure8: Average price for sea bream in France over the years-2018{ n,®019)
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Figure 9: Average price for sea bass in France over the year20083 n, ®€019)

The terms of payment of customers as well as any granted discounts, due to the type oftgradd

the size of the companies with which the companies cooperate, depend mainly on the quantities of
orders of each customer. An average company in the market at the moment collects its receivables
within 4 months (by checks with duration of usuallyo24 months). The company's goal is to be able

to offer credit for up to 4 months, but not longer, in order not to be classified as unsecured. In
addition, companies take into account certain quality characteristics, such as customer solvency,
duration ofcooperation, percentage of participation in sales. In any case, the need for companies to
have sufficient liquidity is taken into account, so that they can cover their gbort liabilities.

2.3.4. Place- channels, coverage, assortments, locations, inventoryransportation,
logistics

The location of an aquaculture unit is one of the most important features for the success of the unit.
The choice of location is made after taking into account two basic requirements: a) requirements for
a suitable maritime spze, and b) requirements for a suitable land area to meet the broader needs of
the project. Great significance is given to the correct choice of the maritime space that the unit will
be installed at, due to the fact this choice greatly affects the finallted the investment plan.
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As already mentioned, the aquaculture industry uses various channels for the distribution of the final
product: fish markets, fish auction halls, wholesalers, commercial companies and super markets.
Many large companiegroups n the industry that have strengthened their presence in the market
have extensive distribution networks as well as subsidiaries.

Deliveries of basic supplies (fingerlings, food and boxes) are made directly to plant facilities. The
transport obligation is sually borne by the respective suppliers and is done by road with the
transport means of suppliers themselves, while transport cost is included in the agreed prices. The
total responsibility for the condition of the product until they are delivered to timé is borne by the
supplier. Transport of other supplies is made either privately owned by companies (private car) or by
suppliers.

Supplies that need adequate storage space are food and packaging boxes. Boxes are usually stored
a space inside the pkaging plant, while fish food is stored in a specially designed storage space. In
addition, there is usually a general warehouse where the rest of the unit's equipment and supplies
are storedfpe . ~ 4+ h € 7200 <7 |

2.3.5. Promotion- advertising, personal selling, sales promotion, public relations

In order for companies to promote their product, they use various elements of the promotion mix.
Penetration and stay of a company in the market, due to¢bepetition that prevails, requires the
development of an intensive and effective plan of communication and sales promotion.

Personal SaleThis is the only tool in the mix used by most companies. It is the only way for a
company operating in the industrio provide customers and especially intermediaries who will
promote its products. In this context, personal sale emphasizes the advantages that customers will
gain from the use of the product, such as increasing or maintaining profit margin (for alleidvolv
retailerswholesalers), consistency in agreements, high product quality, etc.

Advertising: Some companies advertise their products/ services in periodicals (industry and content
related to their subject matter). The purpose of these advertisements islgnthe recognition of the
brand of the company by the final consumer but also by the other companies in the industry as well
as by all those involved with the specific industry. A typical example is the registration of advertising
by companies supportingquaculture (transport, fish farming companies, fish farming equipment
companies and fish farms, etc.) in the Annual Exhibitions of the Hellenic Marine Assotiatjjp (
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ATHENS INTERNATIONAL AIRPORT “EL. VENIZELOS", BUILDING No 27
5" Km SPATA-LOUTSA Av., GR 190 18 SPATA ATTIKI, ATHENS, GREECE
TEL.. +30 210 3542090,-91,-92,-93,-94 * FAX: +30 210 3542332
EMAIL: utcinternational@athensairport.gr « Www.utc.gr
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Publicity - Public RelationsThe activities of this tool include the cooperatiof units with university
faculties (e.g. departments of biology, aquaculture, etc.) and technological institutes, providing
facilities to students for the preparation of diploma and dissertations. The purpose of these activities
is to create strong tiewith the local community.

Website: Businesses develop their own website in order to provide complete information about the
processes they use and their products. Through the website, customers of the company are given the
opportunity to express their opion about the product, as well as any complaints that have to do
with it. In addition, there is the possibility of using websites as a platform for receiving electronic
orders Georgakopoulos, 2006

Companies are judged not only by their financial resaltsl the quality of their products and
services, but also by their contribution to society as a whole. The actions of corporate social
responsibility concern people, the environment and society. Social activities of the aquaculture
companies in Greece mayntoncern the support of local communities, cultural events, support with

20
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for non-profit organizations, contribution to educational programs through University Institutions
and Student Organizations, and sponsorshipadromeda Groupttps://www.andromedagroup.eu/

1.0 T O <y 'w e Kttp:Mwww.nireus.com/1 1/arxikhselida 4 . 0 T _ B €7 A_ N
http://selonda.com).

2.4 Marketing strategy in the Region of Eastern Macedoniadal hrace

The effort for the development of Greek Regions goes through the possibility that they have to
attract investment interest and to develop their priority sectors. Important elements are the general
economic environment, legislation on the creati@nd operation of enterprises, the level of
infrastructure, capabilities of human resources in an area, economic concentrations, geographical
location, and more. However, marketing strategy also plays an important role. In the case of
marketing a regionaéconomy, the object (product) of marketing is the overall region, which as a
"producer” offers products and serviceKdtler and Gertner 2002, Moilanen and Rainisto 3008
Marketing strategists are primarily local actors such as regional and municipabraieth in
collaboration with a number of other local actors (e.g. business associations, cooperatives,
universities). Target groups, i.e. the recipients or the marketing market of a region, can be
consumers, multinational companies, organizations, speeidl human resources, tourists and
citizens for their permanent establishment, research centers, educational institutionsRatnigto
2003.

Competitive advantages have been developed in the Region of Eastern Macedonia and Thrace i
terms of promoting he region's aquaculture companies.

2.4.1. Regional AgriFood Partnership in the REMTH

At the end of 2018, the Regional Council of Eastern Macedonia and Thrace approved the
establishment of the "Agifrood Partnership" of the Region of Eastern Macedonia and Thiéee.

aim of the Partnership is to record, group and promote the local products of the Region in the
domestic and international markets in cooperation with local bodies, through the organization or
participation in annual exhibitions and actions that brjprgducers and postprocessing businesses in
contact with entrepreneurs. The priority of the Cooperation of the Region with the involved bodies is
the promotion of the agrfood products produced in the area and the assurance of their surplus
value, throughthe promotion of the comparative advantages of the products included in the regional
"Basket", with the aim of improving the local economy and the development of the region.

It is a civil norprofit company created under the auspices of region REMTH.sliught to give a
regional dimension to the promotion of the products and a consultation group is created that
proposes specific products for the "Basket of the Region", which in turn will form a network for their
promotion. In this new Basket, the Regiplans to include PDO and PGI but also new products that
even if they do not have a specific designation, have those properties that make them valuable and
competitive, and of course the conditions to become PDO.

The economic resources of the A§ood Panmership initially originated from the capital of the
participating shareholders and in succession the Partnership supported by community programs. The
main partner is the Region with a percentage of 49%, while the company can include Chambers
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Municipalities, Production Groups and Associations of Agricultural Cooperatives, private companies
that are active in the agifiood sector of the region. Working groups per regional unit are responsible
for selecting local products, which are included in the baskét@Regiort.

2.4.2. Fisheries Cooperative of the Prefecture of Kavala

It is worth noting that the first modern constructions in Greek lagoons began in 1980 in Kavala, such
as the technical interventions in the lakes of Delta Nestos that helped to implemenitahan
technology, with the construction of the first modern fish trapping facilities. Later on, they spread to
the rest of the lagoons of Northern Greece and then throughout Greece. Later on, the first wintering
basins were created in the lagoons, almllrmgprotect small sized fish that enter the lagoons for
2OSNBAYGIGSNARY A 0On._ L I T L U | AL S | R

The Agricultural Fishing Cooperative of Lagoons has been active since 1950 in the Lagoon of Keramc
of Kavala, Agiasmata, Brats and Vassova, fishing and offering naturally grown fish (sea bass, sea
bream, blue crab, mullet, roe), which are available daily from the Fish Auction Hall of Kavala. The
members of the Cooperative are about 35 fishermen. Its productive activity armadont50 to 180

tons of fish per year. The Cooperative's fish farm is a fenced area of the lagoon, where fishermen
open the "trap doors" when the water favors the movement of fish inwards, and close them in order
to trap the fish. The blue crab found in\&da (and nowadays in the whole coastal area of the region)

is indigenous in the Atlantic Ocean and thrives in the Gulf of Mexico. It was introduced to the
Mediterranean in the mieR0" century. After its last appearance in the North Aegean, the blue israb
growing rapidly in population.

The Cooperative aims to develop its activity by creating a packaging plant with the possibility of
aY21Ay3 FAaK FYyR LIOlAY3 GKS NBS 6al @324 N O
plant is expected to incase the value of the products, reinforce the local economy, create new jobs
and improve the working conditions of fishernién

2.4.3. Price- list price, discounts, incentives, payment period, credit terms

The most recent record for the average price of freshiiisthe Region of Eastern Macedonia
and Thrace concerns the Regional Unit of Kavala for the period from 11/05/20 to 21/05/2020
(Fig.10):

T {SIF ONBFIYY T173Xnpe OLISNI {Af23aINI YOS {SI ol

11 https://www.ypaithros.gr/agrodiatrofikisimpraxistin-anatolikimakedoniathraki/

12 Contact Information: Tenedou k5Fish Auction Hall of Kavajaffice No 17

Tel: +30 2510246572, Correspondence Office Tel: +30 2510222117, Brach Tel: +30 2591051544
Email:05It5k@otenet.qgr

https://www.kcci.gr/memberpages/details/122/agrotikealieutikossunetairismodimnothalasson
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Figure 10: Average price of fresh fish in P.E. Kavala from 11/05/20 to 21A55/20

Also, the most recent record for the average price of fresh fish in the Regional Unit of Xanthi concerns
the period from 21/04/20 to 30/04/2020 (Fig. 11):
f ! ljdzl OdzZf G dzZNB &SI oNBIFYY dpIcTte O0LISNI {Af23
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13 https://www.pamth.gov.gr/index.php/el/enimerosi/deltigdimon/psaria/item/63145mesitimi-nopon-alievmatorno-11-11-5-2020
21-5-2020
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Figure 11: Average price of fresh fish in P.E. Xanthi from 21/04/20 to 30/64/20
2.5. Marketing plan

Aquaculture companies aspireo testablish themselves as companies whose brand will be
synonymous with the consistency and high quality of their products. Their goal is to meet the needs
of consumers with high quality products, the continuous modernization of their facilities and the
expansion of their activities, so as to create more jobs, but also to use more environmentally friendly
technologies, thus reciprocating their economic benefit to consumers.

The purpose is the production and distribution of aquaculture products in the Gneeket but also

the creation of the appropriate conditions in order to expand the activities in foreign markets. An
additional goal is to plan the future course on a ldegm basis and perspectivent . =+ h ¢ | = 7
2006).

14 https://www.pamth.gov.gr/index.php/el/enimerosi/deltigimon/psaria/item/6293321-apriliou-2020-30-apriliou-2020
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