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Abstract

The increase of the fishing production in the Developing Countries and the grown consumption in the Developed Countries cause a increasing trading liberalization in the European Union. This paper presents the characteristics in the spanish market of fishing products. Besides, the influence of international trends on spanish markets in the last years is described.
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1. Introduction

In the last few decades, world fish production has experienced a growing trend in catches accompanied by a process where production has become even more concentrated in just a few countries. According to information given by the FAO, the developing countries are playing an increasingly important role in this process, increasing their participation both with regard to production and consumption. In spite of this, the developed countries still have a higher consumption per capita ratio and, within such countries, there are significant differences insofar as habits and diet are concerned. In the EU we can identify three groups of countries according to their average consumption: high (Portugal, Spain and Finland), moderate (France, Denmark, Sweden, Greece, UK and Denmark) and low (Ireland, Germany, the Netherlands, Belgium and Luxembourg).

The aim of this study is to present the most important trends regarding fish products in the Spanish market, set out as follows: in first place we comment on the possible impact of trade organisation in the EU. We will then look at important trends within the Spanish market. Lastly, we will put forward the main conclusions.

2. Trade organisation and its impact in the EU

In the very heart of the EU, the customs' regulations on fish products is characterised, on the one hand, by the total or partial suspension of duties on products which are destined to the processing industry (raw material provisions) and, on the other, by the existence of border protection mechanisms to protect against foreign products: reference prices and safeguard measures. The dismantling of customs tariffs in the EU prior to the Uruguay Negotiation Agreements was widespread and new tariff exemptions regarding raw materials were added to already existing ones in order to guarantee supply to the internal market, or the application of a tariff benefit linked to compliance with international trade agreements within the framework of autonomous and conventional EU trade policies.

The general principles of the Uruguay negotiations which affected fish products can be summed up in two points
: reductions of tariff peaks (tariffs equal to or higher than 15%) by 50% and average tariff reductions of at least 33% for the all other products.

Therefore, the decisions taken under the agreements of the World Trade Organisation and the new applicable regulations on the common organisation of markets in the fish products sector only consolidate the open commerce trend which, for some years now, has been seen in fish products and which has made the European Union the most important world market for these products. 

3. Trends in domestic markets

Within this context, in the last few years interesting modifications have taken place, affecting food distribution in the European domestic market which should be taken into account when talking about fish products. The strategic management which companies within the food distribution sector have adopted has been characterised by the search for economies by means of mergers and acquisitions applied by leaders in the sector to small companies, cuts in trade channels or circuits and reductions in the costs of distribution companies based on greater negotiating power. 

Chart 1. Evolution of annual expenditure per person (%).


1980
1990
1997

1- Food, drinks and tobacco.
31.91
26.84
22.60

2- Clothing and footwear
8.48
10.02
7.80

3- Home, heating and lighting
18.80
19.98
26.00

4- Furniture, household fittings 
7.48
6.44
5.00

5- Medical services and health costs
2.35
2.39
2.40

6- Transport and communications
13.60
13.13
14.80

7- Other goods and services
17.38
21.2
21.4


1980
1990
1999

Total food expenditure
100.0
100.0
100.0

1- Meat
28.7
28.4
22.2

2- Fish products
10.6
11.6
13.1

3- Bread, pasta, cereals…
10.8
12.0
11.2

4- Milk and dairy products
11.8
11.5
11.0

5- Fruit
8.6
8.6
8.5

4- Other food products
29.5
27.9
34.0

Source: INE. Continuous survey on the family budget. 
The distribution of fish products is related to these trends. The European consumer, with an average income increase, is spending a smaller proportion of his/her expenditure on food consumption. As can be seen in Chart 1, homes spend scarcely 20% of expenditure on food consumption.
  However, we should not extend this behaviour to all types of food products. In recent estimates published by the Ministry of Agriculture, Fish and Food on food consumption in Spain, for example, figures show an increase in the consumption of fish products (reaching an average 31.33 kgs per person in 1999) both in the home (20.69 kgs per person in 1999) and in consumption outside the home (the remaining 10.64 kgs). Given the evolution of prices in the domestic market, that of fishing products is the only large item in food expenditure which has increased its relative importance within the general structure of Spanish food expenditure, reaching 13.12% of the total amount in 1999. 

The growing number of women in the employment market and new lifestyles (with less time for shopping and cooking), together with family characteristics (increasingly elderly population, fall in the average number of members per family, increase in the number of people who live alone, etc.), only favour trends whereby shopping takes place on a limited basis both in space and time, food consumption outside the home increases and the demand for ready-prepared meals grows (frozen foods, pre-cooked food, etc.). In chart 2 we can see that food expenditure is following a downward trend in favour of non-domestic consumption (mainly the restaurant trade) which makes up almost 30% of the total food expenditure. 

Chart 2. Total expenditure on food and products, 1988 and 1999.

(Millions of pesetas)


1988
1999


VALUE
%
VALUE
%

TOTAL - FOOD
5,929,866
100.00
8,833,850
100.00

- HOME
4,720,264
79.60
6,334,070
71.70

- RESTAURANTS, ETC.
1.209,602
20.40
2,499,780
28.30

FISH PRODUCTS
701,411
100.00
1,159,470
100.00

- HOME
556,744
79.37
825,730
71.20

- RESTAURANTS, ETC
144,666
20.63
333,730
28.80

Source: MAPA.  Food trends in Spain.
All of this favours the consolidation and growth of new marketing methods for distributing foodstuffs (supermarkets, hyper-markets and discount stores) at the expense of the traditional retailers. In chart 3 we can see how these methods now make up 70% of the retail food market share destined for the home
 and 93% of  said share destined for the restaurant trade. Insofar as fish products are concerned, this trend is shown with a somewhat delayed reaction. The traditional shops (fishmongers' and fish markets) distribute 50% of expenditure between homes and 20% between the hotel and restaurant trade. 

The functioning of companies in the food distribution sector brings substantial changes to commercial chains. Alliances, mergers and take-overs of distribution companies; the appearance of shopping and trade centres (for obtaining groups of  goods and services in advantageous conditions both within the EU and outside it); the commercial concentration of retail distribution; the development of the small organised business (small and medium size distribution companies which join the ranks of cooperation networks and establish purchasing groups and affiliation chains with the aim of strengthening their position with respect to the suppliers); and the growth of the new technologies applied to trade (related to electronics and the possibilities it offers: commercial transactions, date exchange, access to sources of information, easy communication with the end consumer, control with regard to product rotation, etc.); all clear symptoms of the transformations which food distribution chains are experiencing increasingly and which will influence and affect fishing markets.

Chart 3. Market quotas in the different types of establishments. 1988 and 1999.


Food

Fish products



1988
1999
1988
1999

 HOMES
100,0
100.0
100.0
100.0

1- Traditional shops.
51,9
31.5
72.9
51,9

2- New forms of commercialisation
48,1
68.5
27.1
48.1

- Supermarkets
30.1
39.9
16.4
28.3

- Hyper-markets
4.5
17.0
3.5
15.7

- Other forms*
13.5
11.6
7.2
4.0

 HOTEL AND RESTAURANT TRADE
100.0
100.0
100.0
100.0

1- Traditional shops.
25.6
7.0
67.3
18.5

2- New forms of commercialisation
74.4
93.0
32.7
81.5

- Wholesalers and distributors
63.7
78.0
21.5
70.4

- Other forms of distribution
10.7
15.0
11.2
11.1

* Cut-price stores, co-ops, street markets, home delivery, Self-consumption, etc.

Souce: MAPA. Food trends in Spain  
The traditional commercialisation channels for fresh and frozen fish products (as seen in graphs 1 and 2, respectively) could be altered by the phenomena pointed out above. Therefore, for example, the significance of the amounts both of fresh products at the main commodity markets in ports which come from various different places (unloaded at ports or airports and transported to such markets by lorry) as well as those imported by plane and which wholesalers can put directly onto the market.

Another interesting transformation relates to the role which the Merca networks (belonging to the national company Mercasa and situated near areas of high consumption) have taken on, through which it is estimated 50% of the fish and seafood consumed passes and with a 95% quota in the areas of influence where they are situated (with the subsequent repercussions for other distributors). With respect to frozen fish products, the commercial circuit has experienced a strong vertical integration process, only a few business groups, with mainly Spanish capital, dominate most of the market (Pescanova, Freiremar, Amasua, Pescafina, Frudesa, etc.) and control the entire process (from fishing with their own vessels to retail commercialisation in their own shops).

Graph 1. Commercial circuit of fresh fish products.
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Source: M.M. Varela et al. (1997).
Graph 2. Commercial circuit of frozen fish products.
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Source: M.M. Varela et al. (1997).
4. Conclusions
The increase in production in Developing Countries and in consumption in Developed Countries has favoured the development of the international fish trade and the opening of markets in the latter, where the majority of imports are concentrated (between Japan and the EU, imports represent more than 60% of the world total). The EU depends on external supply (except Denmark, Ireland and the Netherlands), which has facilitated the establishment of a customs regime characteristic for its degree of true openness and the existence of minor protection measures (reference prices and safeguard measures). Both the regulations of the WTO as well as the new regulations on the common organisation of markets are moving towards a consolidation of this open trend.

In European domestic markets we are witnessing great vitality and trends which must be followed carefully. Thus, within the general downward trend of the portion of income given over to food, differences between countries and types of products can be clearly seen.  New lifestyles and family characteristics favour the concentration of shopping, the demand for new products and non-domestic consumption. This combination of elements brings about an increase in the market quota of new forms of trading (supermarkets, hyper-markets and discount stores) to the detriment of traditional retailers (fishmongers' and markets). In order to respond to this new reality, companies have adopted new dynamic commercial strategies (alliances, mergers and take-overs of distribution companies, high level of concentration of companies, expansion of new technologies, etc.) with a significant impact on traditional distribution circuits. Although fish distribution lags behind somewhat insofar as other food products are concerned, these trends will have serious repercussions on the sector as a whole.
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(  Communication for the EAFE 2001 Conference, Salerno, Italy.


� Basically, the intention was to make progress in trade liberalisation, making access to markets more flexible, reinforcing free competition (with the elimination of subsidies) and eliminating artificial obstacles imposed by means of different regulations. In J.M. Sumpsi and L.V. Barceló (1996) and J.C. Surís and M.S. Otero (1997) the results of the GATT negotiations and the possible effects on the Spanish food and agriculture sector are examined.





� In Spain, there is a high level of food products outside the home, expenses classified in chart 9 as "Other goods and services". Within this large group, we can differentiate between "hotel, cafe and restaurant" expenses, which make up 9.3% of the total amount and where food almost certainly represents an important part. 








� In general, this trend is consolidated to a greater extent in groceries as opposed to fresh foods. According to information provided by the M.A.P.A. corresponding to 1999, the traditional shop or market in Spain at present only represents a market share of 14.7% for groceries but maintains a 47.8% market share insofar as fresh foods are concerned. 











� The conclusions reached by I. Cruz et al (1999) are especially interesting. They analyse retail distribution in Spain. The authors underline the possible negative effects deriving from more concentrated distribution, such as: impoverishment of the final product offered, loss in efficiency of the distribution system and reduction of the consumers' capacity to choose. 
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