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1. 

This focuses on data attitudes from those 
segments the fishing industry considered to and 
seafood primarily for consumption by the outside the home 
(ie Trade/Out-Of-Home report). (Separate reports cover a review 

recent literature on the local and global fishing a review 
of perceptions held by leaders in local industry, qualitative 

investigations with 'focus groups', a report on data and attitudes 
from those segments of the industry which supply fish and seafood 
primarily for consumption by the public in the home (ie Trade/In­
Home reports). Furthermore, these investigations are complemented 
with data and attitudes offered by consumers themselves on their in­
home and out-of-home consumption of fish and seafood.) 

This Trade/Out-Of-Home report draws on intenriews with three 
trade segments, ie 

caterers (contract caterers, function caterers, and fa-house 

catering by organisations) 

'restaurants' (restaurants, social and sporting clubs, hotels and 
motels) 

'take-away' outle ts (fish and chip shops, and other take-away 
outlets mainly selling cooked product). 
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Interviews were successful at identifying personnel with 
level of knowledge responsibility these businesses; at least 
90% of respondents held senior executive positions (manager, 
director, owner, partner, chief cook, etc). 

The level of independence in all segments was high terms 
autonomy over buying decisions on fish and seafood; around 80% 
or more of respondents were not part of any buying group, and 
bought for their outlet alone. 

The three segments shared many common attitudes. In discussing 
problems with selling fish and seafood the most frequent assertion 
from caterers, 'restaurants' and 'take-away' outlets was that there 
were no problems. Aspects of price (it is too expensive, and the 
impact of price fluctuations on business management) were also a 
major common problem, as were the tendency of fish and seafood to 
"go off' quickly and doubts about its freshness. 

A quantitative study on the degree of significance which the out-of­
horne segments attached to recognised industry issues identified 
remarkable consensus. Caterers, 'restaura.I1ts' and 'take-aways' 
attached most significar1ce to the same five issues, ie 

the price of seafood makes it too expensive to buy 

the difficulty in obtaining continuous supplies of fish and 
seafood at steady prices 
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The three out-of-home segments differ principal species/types 
of finfish which sell. and 'restaurants', supplying 
a more meal occasion (presumably), orange roughy, 
snapper, hake and barranmndi most frequently. 'Take-away' uuL•'-''-"' 

sold shark, whiting and hake most frequently. The predominant 
form in which all three segments purchased their fish was as fillets, 
although restaurants favoured purchases of whole snapper; 'take­
away' outlets also favoured purchasing snapper, flathead and 
flounder whole (their sixth, seventh and eighth most frequently sold 
fish, respectively). 

Most of the fish purchased by the out-of-home segment was of 
Australian origin, except for significant reliance on imported hake 
(estimated at 80% imported by caterers and take-aways) and whiting 
(25% imported, for 'ta.lee-away' outlets). 

Numerous regional differences emerged as to the species/types of 
fish sold through 'take�away' outlets. Most notably, Melboume's 
frequency of sales of snapper and whiting were above average, and 
hake, significantly lower average. Sydney's pattern was the 
i..11verse of this, with the frequency of snapper and whiting sales 
lower than average, and hake, higher than average (all differences 
significant at 99.9% confidence limits). 
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'Take-away' outlets showed strong over 
of some of seafood; for example, Melbourne's 

frequency sales of scallops was above average, whereas 
Melbourne's sales of prawns and sales seafood sticks 
were less than average. Significant in the of 
particular species through the two major categories of outlets were 
also established. Thus, the frequency of sales of orange roughy, 
oyster, and prawns was above average through fish and chip shops, 
and significantly lower than average through 'other' take-away 

outlets. 'Ot'1er' take-away outlets were found to sell hake, imported 
crumbed prawn cutlets, seafood sticks or no seafood more 
frequently than average . Conversely, fish and chip shops sold these 
same items at a lower thar1 average frequency. 

Considering the weight lots of fish and seafood purchased by these 
segments (rather than frequency of sale), most purchases were in the 
lower weight range (ie 1 - lOkg per month per business)1 . The 
principal exception to this was the buying pattern of finfish by 'take­
away ' outlets, where purchases were frequently made in weight 
ranges as high as 200kg per month business. 

1 throughout this report all weights referred to are purchased weight. 
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Analysis of fish and seafood purchase volumes by the out-of-home 
segment adds a further dimension to the popularity of particular 
species. For caterers, the species purchased in the greatest volume 
during the survey periods were hake, whiting and orange roughy; 
for 'restaurants', snapper, hake and barramundi; for 'take-away' 
outlets, the species purchased in greatest volume were shark, hake 
and orange roughy (including purchases for uncooked sales). 

When the finfzsh purchases of all restaurants are considered as a 
group, a total of 27 species/types of finfish were purchased in 
volumes greater than 200kg in either month preceding the two 
surveys. The finfish purchases of take-a ways, when grouped in the 
same way, also give a total of 27 species/types purchased in 
volumes greater than 200kg. However, the caterers' grouped 
purchases were only 23 species/types of finfish in volumes greater 
than just lOOkg per month. 'Restaurants' bought a broader range of 
seafood than the other two out-of-home segments; 19 species/types 
were bought in volumes greater than lOOkg for either month prior to 
the survey periods, whereas this number was 12 and 11 
species/types for 'tak:e-aways' and caterers, respectively. The 
volume of prawns bought by all three segments far exceeded any 
other seafood item, with crayfish, squid/calamari and scallops 
ranking next in terms of volume. 

The main suppliers of fish and seafood to caterers and 'restaurants' 
were general wholesalers, followed by fish and seafood 
wholesalers/co-operatives. 'Take-away' outlets were largely reliant 
on general wholesalers for their supplies of seafood, but called much 
more evenly on general wholesalers and wholesale fish markets for 
supplies of finfish. 

The basis upon which caterers, 'restaurants' and 'take-away' outlets 
selected their stock of fish and seafood showed major common 
elements. Popularity with customers, a fair price representing value 
for money, and a functional attribute (useful in a particular recipe, 
tasty flavour, free of bones) were the most frequently cited 
responses. Some of these characteristics were often associated with 
certain species/types, eg hake with a good price, orange roughy with 
taste and bonelessness, and snapper with appearance. 
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The principal attributes which caterers, 'restaurants' and 'take-away' 
outlets sought in an ideal supplier were identified by asking 
respondents to assign a qualitative score to about 20 attributes. 
Caterers and 'restaurants' gave priority to exactly the same selection 
criteria. ie 

- that orders are promptly attended to 

- that the supplier is honest and fair in doing business 

- that the supplier's stock is under good temperature control. 

These attributes of service, honesty and quality were echoed by 
'take-away' outlets, except that honesty was given precedent over 
service. 

When respondents subsequently rated their main actual suppliers 
against these same criteria, a consensus pattern emerged again. The 
three segments tended to be reasonably satisfied on two out of three 
of these attributes, but rated their suppliers less favourably on the 
third. Caterers and 'take-away' outlets, for example, acknowledged ' 

quality and service in their suppliers (in reverse orders), but both 
identified other attributes ahead of honesty. Similarly, 'restaurants' 

acknowledged service and honesty, but that quality product was a 
little wanting. 

Only 'restaurants' and 'take-away' outlets were asked to comment 
on the features which their customers may look for in an outlet 
selling fish and seafood. Both these suppliers to the public 
perceived the customers' major selection criteria as cleanliness of the 

outlet and quality of product sold. 
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under-
utilised comprised seven 
Caterers most frequently held that the potential for increased 
of these lay with fann ba.rra.i.11undi, fann prawns and (farm) Atlantic 
salmon. 'Restaurants' gave a similar overall response, except that 
squid (wild) substituted for farm prawns as priority. Just as 
these two out-of-home segments expressed priorities within the 
context of their businesses, so did 'take-away' outlets; these 
respondents principally held that 'none' of the species had potential, 
but that squid and fann prawns were possibilities for increased 
usage. All three out-of-home segments explained their judgements 
on the basics of perceived popularity of the relevant species. The 
under-utilised species held to have the least potential was Jack 
mackerel (caterers and 'take-away ' outlets). On a broader scale, all 
three segments held brighter views on the potential of the fann 
species by comparison with under-utilised wild-catch. Some 
divergence from this opinion was apparent with 'take-away' outlets, 
where squid, and silver trevally/skippy were favoured. 

·when out-of-home segments were asked what initiatives their 
business could take to increase their purchases and sales of fish and 
seafood, all three most frequently replied "none". The facility to 
offer fish and seafood at lower, more reasonable price levels 
(perhaps through "specials") was t.he second most frequently cited 
response by caterers, 'restaurants' and 'take-away' outlets. 
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when it was asked 
pai-ticular 
Three industry """''·"J'"" were most frequently 
with slight variations order), as follows: 

more advertising support for fish and seafood 

guarantee of consistent supply 

greater supply and variety of Australian fish. 

All segments of the out-of-home supply segment were, at best, 
moderately optimistc about the prospects for the sales of fish and 
seafood products in the next five years. 65% of caterers, 55% of 
'restaurants' and 46% of 'take-aways' held the view that sales 

would increase over the next five years. Optimistic caterers, 
'restaurants' and 'take-away' outlets alike attributed their optimism 
to public attention to the health benefits of fish as a regular part 
our diet. Negative views on the medium term prospects for the 
industry were mostly associated with the perceived expense of fish 

and seafood. 

The perceptions which caterers and 'restaurants• hold about fish as a 
protein source could have significant bearing on the selection of 
meals offered by them to their customers. Accordingly the 
perceptions held by caterers and 'restaurants' regarding 
association of 20 or so attributes with six protein sources (meat, 
poultry, pork, fresh or frozen fish, canned fish and seafood, 

prepared fish products) were analysed. 
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Generally, all three fish product categories had a less favourable 
image than the alternative protein sources. In particular fresh or 
frozen fish was most commonly associated with the following 
negative perceptions: 

- its price fluctuates too much 

- it is thought likely to go off in store. 

Furthermore, caterers held that. more than for any other protein 
source, the quality of fresh or frozen fish was likely to vary. 
'Restaurants' also considered fresh or frozen fish as the most likely 
source to be considered too dear by their customers, and that no fish 
categories were well supported by advertising. 

These data, attitudinal analyses and perceptions fonn a solid 
platform of market research from which to derive a series of options 
for the enhancement of the fish and seafood market in Australia. 
The se market enhancement options are the subject of a separate 
report. 
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a��·,·��· 

(management consultants), 
Hoare Wheeler (YCH\¥; consumer 
consultants). Ruello & Associates .,.,,.,.,.,,""'"',.. soecm.ust '""'""""'""' 
knowledge to consortium. 

'The objectives the study were: 

to collect detailed and meaningful statistics pertainfag to present 
fish and seafood consumption within Australia from the retail 
sector, the institutional sector and all other areas 

to collect detailed statistics on consumer attitudes to fish and 
seafood both in the short and long term 

to determine from these statistics ai-1d survey techniques what is 
the Australian fish and seafood market today, and how this 
market might be improved both in terms of utilised 
unurilised species. 

Note that within this report the term 'fish' is used to refer to finfish, 
while ' seafood' refers to all forms of shellfish, squid, prawns, 
lobster, crabs, etc (marine molluscs and crustaceans). 

The National Seafood Consumption Study has involved five 
methodological phases: 
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- pilot main 

The studies have gathered data 

consumer purchase fish 
home consumption, and 

two perspectives, 

trade supplies to the public for either in-home or out-of-home 
consumption 

Two 'trade' reports have been prepared, of which this is one. As 
shown on the next page, these reports cover the following segments 
of fish a.rid seafood supply. 
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.. caterers (contract caterers, 
function and in-
house catering by 
organisations) 

.. "restaurants" (restaurants, 
social and sporting clubs, 
hotels and motels, selling 
cooked product) 

.. 'take-away' outlets {fish and 
chip shops, and other 'take­
away' outlets, mainly 
selling cooked product) . 

( 1) The A C Niel�en warelwuse withdrawals df.Jla relates to canned and frozen processed 

product rather than this report's emphasis on fresh and frozen ftSh and seafood .. 

A further trade report has been prepared, covering the institutional 
catering segment (defence forces, schools and colleges, welfare 
homes, hospitals and prisons). T'nis is focorporated into the 
'consumer' reports because of its data's contribution to national per 
capita consumption figures . 
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[ __ I Total I Sydne y  I Melbourne 

I Retail (super I 202 70 5'1 ,{, 

I markets/ I , foodstores/ I convenience I I stores) 

I Fishmongers 200 69 51 32 20 16 

149 51 38 24 15 12 Take-away' 
outlets 

Restaurants/ 202 75 47 31 20 l8 
dubs/hotels/ 
motels 

Caterers 101 35 26 16 10 8 

Sub-Total 854 300 214 135 85 70 

Prior to a fmal decision on the distribution of the 1,254 interviews , 

population figures for each segment, and sub-segments withi11 the 
seven nominated segments were collected. This information enabled 
PA and YClIW to allocate interviews on a proportional basis within 
segments to ensure the collection of reliable and valid information 
for each segment. Attention is drawn in the reports to selected 

findings of statistical significance, though these references are not 
exhaustive. 

A group of interviewers forming the interviewing teani was carefully 

selected in each State on the basis of past experience with 
business-to-business studies. Actual questionnaires used in the 
interviews are included as Appendices (I, II and Ill) . 
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were 

YCHW, expertise 

two 

responsible for data gathering, entry 
responses, and management and manipulation the PA, 
with its expertise in management strategy, was responsible 
analysis and interpretation of data, preparation of reports. 
Ruello & Associates provided specialist industry 

Note that all volume data of fish and seafood shown this report 
are purchase volumes as reported by the trade respondent. 

Readers who want direct access to the National Consumption Study 
data, so as to pursue interests relevant to their particular 
organisation, are able to subscribe to the full database through the 
FIRDC. 

It must be noted that although data have been collected on the basis 
of national business demographics, this does not make for random 
sampling of trade participants within the retail value chain for fish 
and seafood. Thus it may be misleading to attempt to use trade data 
to scale-up to 'whole trade segment' values. 
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. "" ...... 99% respondents positions within 
catering business which enabled them to provide informed answers 
to the 49% were either mcmage11m:rec:tor 
ow·ne:rm:an11er while a further 45% held 
catering and cooking 3.1.1). 

All respondents were aware of all meat, fish, seafood and poultry 
t..liat was bought for their catering business (Question lb, Appendix 
I). Nevertheless, only 61 % were the only person in the business 
involved in the decision for the purchase of fish and seafood 
(Question le, Appendix I). 
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chef 

19% 

Catering manager 

16% 

stock control 

1% 
Departmental manager 

5% 

101 respondents offered responses for May 1991 and September 1991 surveys (see 
Question 1 a, Appendix I).  
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I Catering Type 

Contract catering on another 
business' premises 

I 
I 

In-house catering 
business to other 

employees of 
members 

Supply of catered food that is 
prepared on own premises and 
taken to client 

Catering of food where clients come 
to your premises/business 

( 1) See Question 1 d, Appendix I. 

Frequency � 
22 

30 

25 

For that group of respondents who did contract catering on another 
business' premises (22% of respondents), their average total number 
of contracts operating in 1989 - 1990 was 40.5, comprising 24.3 
special event contracts and 16.2 continuous contracts, on average 
(Question le, Appendix I). The most common length of a catering 
contract was considered by this group to be one to two years 
(Question lf, Appendix I). 

This same group indicated the position of influence regarding 
purchase of products for each contract (Table 3.2.2). Most 
frequently, each contract manager purchased food products from 
suppliers recommended by the business's head office. 
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is bought by 
(head office) 
manager orders food 
office 

Food is allocated by head 
each contract 

Other 

1DTAL 

(1) See Question lg, Appendix r 

to 5% 

5% 

100% 

The majority of all types of caterers indicated their menus are 
constantly adjusted rather than planned well in advance (Question 
2a, Appendix I; Figure 3.2.1). This approach provides a possible 
avenue for the fishing industry to alert the catering industry to 
periodic opportunities arising from the availability of under-utilised 
species. 
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Menu is constantly 

adjusted 

64% 

Bou) 

5% 

Menu out well 
in advance oo 

31% 

101 respondents for May 1991 and September 1991 surveys (see Question 2a, 
Appendix!) 
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Homogeneity 

qualitative terms are 
responses given in the May 1991 and September 

Provides a good margin the business 

Poultry was associated most frequently by caterers with providing 
the best margins (30% of responses). Fresh or frozen fish, canned 
fish and seafood and prepared fish products (13.5%, 7.1 % and 
6.3% of responses) were ranked below meat and pork. 

WeU supported by advertising 

Meat was regarded as the clear leader by caterers (27 .5% of 
responses). Fresh or frozen fish was linked to this statement by 
10.8% of respondents, fewer than pork or poultry, but more 
prepared fish products or canned fish and seafood. 
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cannot 

Offers the good value 

Poultry was the most favoured (30% of :responses). Prepared fish 
products and canned fish and seafood :received fewest responses 
the protein sources (6.8% and 7 .2% :respectively). Fresh or frozen 
fish (11.8% of responses) also ranked beneath meat and pork. 

Is likely to  go off and have to be 

Caterers most frequently associated this with fresh or frozen fish 
(30.2% of responses). Poultry was the next most frequently 
associated protein source (15.4% of responses). 

Presents a problem in waste disposal 

"None" of the protein sources was most frequently cited (62.7% of 
responses), with fresh or frozen fish being the next most frequently 
associated item (12.7%). 
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to 
i t  

Again, this was as applying to none of sources 
(89.6% of responses). More of the responses were 
associated with or frozen fish and prepared 

other four sources combined. 

It takes up little storage 

Canned fish and seafood products were most frequently cited as 
fitting this statement (24.2% of responses) . "None" was the second 
most favoured association (19.9%), with fresh or frozen fish t..Jiird 
(13.7% of responses). 

Is considered too dear by our customers 

Again, "none" was the most frequent response but "fresh or frozen 
fish" was a close second (35% and 31 % of responses, respectively) 

It is difficult to buy the right size portions for 
presentation on plates 

This was most frequently seen as applying to "none" (55.6% of 
responses), but fresh or frozen fish was associated more frequently 
than any other protein source (15.4% of responses). 
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can 

more 

:reused 

meat by poultry received 
responses here (32.3% and 23.3% of a 
measure of the poor perception for fresh or frozen fish, 
fish products, and caJmed fish and seafood ttiis 
these protein sources fewer responses 
(11.6% of total responses) the next lowest, pork (16.4%). 

to it  confidently 

"None" was the clearly dominant response (65.6% ofresponses), 
with fresh or frozen fish being the next most frequently associated 
(10.9% of responses). 

Is easily available to buy 

Meat received more responses (18.7%) than any other protein 
source, but all were well represented, with the fewest responses 
going to prepared fish products (14.1 %). ("None" received 0.4% of 
responses.) 

It is easy to prepare 

Again, all were well represented but poultry was most frequently 
associated with the statement (19.2% of responses). Fresh or frozen 
fish was ranked above canned fish and seafood and prepared fish 
products (16.8%, 14.2% and 13.7% of responses, respectively). 
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Suits the menu which we offer  

All "fresh" sources received frequent responses, with poultry 
favoured just ahead of meat (21.7% and 21 .4% , respectively). 
Fresh or frozen fish was ranked on a par with pork (18.4% and 
18 .2% , respectively). 

Its quali ty varies 

Meat and fresh or frozen fish were perceived as best fitting this 
statement (25.5% and 25% of responses, respectively). 

Prices fluctuate too much 

Fresh or frozen fish was cited twice as frequently (39.5% of 
responses) as the next nearest answer (which was "none") on this 
attribute. 

An essential part of the range we offer 

All "fresh" materials were well represented, with meat favoured 
ahead of poultry (25.4% and 23.6% of responses, respectively). 
Fresh or frozen fish was the third most frequently associated protein 
source (1 8.7%). 

Is a healthy meal 

Fresh or frozen fish was the most favoured protein source on this 
attribute (24. 1 % of responses), although others (especially poultry 
with 22.5% of responses) were well perceived. Few respondents 
linked canned fish and seafood, and prepared fish products to this 
attribute (8.8% and 8% of responses, respectively). 
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on 

Poultry was most 
appearance (22.4% Fresh o.r was 
ahead of meat pork (21 20.9% and 18.7% of responses 
respectively), while fish products and fish or 
seafood were favoured for (8.4% and 7 .9%, 
respectively). 

Suited to  microwave cooking 

"None" was resoundingly favoured (46% of responses), vtith the 
remaining responses fairly evenly distributed particularly amongst 
poultry and fresh or frozen fish (11.7% and 10.3%, respectively). 
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asked to give comments on the main 
preparing and selling fish and seafood Appendix 
the predominant response was "none" (Figure 3.4.1). 
and third most frequently problems to 
fish and seafood. Concern about use/sell 
reflects perceptions the rapid deterioration fish and the 
inconvenience which this causes for businesses involved the 
planning, purchasing and preparation of produce for meals. 
"Freshness /not always fresh" reinforces these concerns, s ince any 
delay in transferring fish and seafood from catcher/producer and 
supplier to caterer feeds back to enhance concerns about the product 
"going off" before its use. 

Comments that fish and seafood was either too expensive or its price 
fluctuated undesirably were also frequent 

Noteworthy is the observation that concerns about fish odour and 
bonelessness were cited only once each by respondents. 
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Must use/sell 

Freshness/not always fresh 

Price - too 

expensive/fluctuations 

Other comments 

Quality not consistent 

Uniform/useable size 

portions/fillets 

Lack of skills easy to  

overcook 

Time consuming to prepare 

Availability /unreliable 

Storage/must be refrigerated 

2 1 

0 5 10 1 5  20 

Frequency 

99 respondents offered 155 responses for May 1991 and September 1991 surveys. 
Only the most frequently cited 'problems', comprising 80% of all responses, are 
shown. A further 10 'problems' were cited less frequently (see Question 4a, 
Appendix I). 
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Di.ificulty of getting continoous 
•uppl y al $'"..eady prices 

Risk of buying sight unseen 

Clients dislike fish because of 
bones 

Fish is too expensive to buy 

Variable quality of fish/seafood 

Uncertainty about whether 
correctly named 

Difficulty in getting continuous 
supply of good :range 

Uncertainty about freshness 

Difficulty in sourcing good 

quality product 

Amount of physical storage space 

Unfavourable publicity 

Difficulty of maintaining quality 

Proportion that must be thrown 

away 

Difficulty pre-ordering/receiving 

Lack of training in 

handling/hygiene 

Need ta have special cooking 
facilities 

Unavailability of staff with 
experience 

Cost of disposing of waste 
productS 

0 

Not a problem 

1 2 
Not very significant Quite significant 

problem Score problem 

99 respondents offered responses on each of 19 'problems' for May 1991 and 
September 1991 surveys (see Question 4b, Appendix/). 
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3. 

Orange 
caterers, 

---·"--,.,--as the most '-'"'J'""'JJ uuJu."'" vurc:na:sed. 
frequent purchases of 

Estimates by caterers of what percentage fish purchased was 
Australian shows hake as exception, with 20% 
perceived as local. 

The distribution of responses by city location for any I-'"'""'"'"'''"' ..... 

species was often uneven (Table 3.5.2), differences were not 
statistically significant. 
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Table 3.5.1: Eight Main Types of Finfish which Caterers 
sold in the Preceding Month, Preferred Format 

purchased by Caterers and Presumed Origin 

Origin -
weighted 

Frequency Preferred Fonn average estimate 
of Bought (2) (% local/ 

Type of Finfish Rank ResponseO (Frequency<1)) Australian) 

Orange rougby(3) 1 26 Fillet (25/28) 78.0% 

Hake 2 21 Fillet (20/22) 20.0% 

Snapper 2 21 Fillet (11/27) 96.3% 

Whiting 

(unspecified)(4) 4 17 Fillet (15/18) 77.6% 

Barramundi 5 14 Fillet (11/14) 91.4% 
Atlantic salmon 6 11 Whole (5/15) 93.3% 

Trout 7 11 Whole (9/12) 90% 
( unspecified)(5) 

Salmon, smoked 8 11 Smoked/Fillet 62.5% 
pieces (13/13) 
(1) 95 respondents offered 299 responses for May 1991 andSeptember1991 surveys 
for a total of 67 fresh fmfish species or types 

(2) Alternative forms considered were: live, whole, fillet, cutlet, headed/gutted, 

smola!d, or in some other form 
(3) Orange roughy responses may be under-stated, since it is commonly known as sea 

perch in NSW. Such responses would be recorded as perch (unspecified), and there 

were 9 of these ( 6, 1 and 2 from Sydney, Brisbane and Perth respondents, 

respectively) 

(4) There were additional specific responses for King George whiting (3) tint! grass 
whiting (3) 

(5) There were additional specific responses for coral trout (4), rainbow trout (5), 

ocean trout (8) and smola!d trout (3). 
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6 6 2 ,., 3 .J 

7 3 1 5 5 

4 6 2 5 0 

5 0 7 0 2 

salmon 6 3 1 0 1 

Trout (unspecified)(3) 7 2 0 1 1 

Salmon, smoked, 7 1 1 0 1 
pieces 

( 1) responses do not include responses for perch ( W!Specified) 

(2) whiting species named in Table 35.1 footnotes are not included 
( 3) Does not include 4 responses for coral trout (Sydney 1, Brisbane 3 ), or 8 

responses for ocean trout {Sydney 5, Melbourne 2, Brisbane 1) 

The eight leading types of seafood prepared and sold caterers are 
shown in Table 3.5.3. In contrast to the relative diversity of finfish 
bought by caterers, the three most popular seafood items (praw-ns, 
oysters and squid/calamari) accounted for 50% of all responses 
relating to seafood sales by caterers. Prawns were by far the most 
frequently purchased seafood item. 
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Type of Seafood 1 Rank 

Prawns 1 

Oysters 2 

Squid/calamari 3 

Scallops 4 

Crayfish 5 
(unspecified) 

Mussels 6 
(unspecified) 

None 7 

Crab 8 
(unspecified) 

29 

23 

1 6  

1 5  

1 4  

1 3 

1 0  

Whole (22/29) 

Other (13/23) 

Other 

Whole (1 1/15) 

Whole (7/1 1) 

average estimate 
(% local/ 

Australian) 

78.0% 

98 .2% 

50.0% 

5 0 .0% 

96.4% 

50.0% 

75 .0% 

(1) 95 respondents offered 241 responses for May 1991 and September 1991 surveys 
for a total of 29 seafood species or types 

(2) Alternative forms considered were: live, whole, fillet, cutlet, headedigutted, 
smoked, or in some other form. A larger number of responses for some species in 
this column. reflects the emphasis of Question 5a, Appendix I on just six species. 

The form in which fish and seafood was purchased by caterers 
varied, principally between filleted and whole (Tables 3.5 . 1  and 
3.5 .3) .  Caterers ' buying patterns for seafood, according to region 
(Table 3 .5 .4), reflected the same sort of uneveness as was seen with 
fmfish; again, however, differences were not statistically significant. 
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Scallops 8 6 2 2 2 

Crayfish 3 6 0 3 2 

Mussels (unspecified) 7 2 1 1 3 

None 4 6 2 0 0 

Crab (unspecified) 4 2 1 1 2 

Information on quantities in which caterers typically buy fish and 
seafood is of marketing relevance. The number of caterers who 
bought particular species/types of fish or seafood in different weight 
range lots in the months preceding the May 1991 a.nd September 
1991 surveys have been left unaggregated, so as not to mask any 
seasonal influences (Figures 3.5.1 and 3.5.2). The most frequently 
purchased volume of fin.fish and seafood per month in either survey 
was under lOOkg. Comparison of aggregated data for the two 
surveys suggests that a greater variety of finfish types than seafood 
comprised these relatively low volume purchases (Figures 3.5.3, 

3.5.4). In qualitative terms there appears to be no substantial change 
in the overall volumes purchased between the two survey periods. 
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Blue eye 1 40 

I '"'od c .  0 0 126 

Dhufish 8.0 125 

D ory, John 1 40 20.0 

Emperor, 1 86 49.0 0 0 

Flounder 100 1 00.0 0 0 

Hake 408 45.3 1 ,933 148.7 

Kingclip 0 0 336 56.0 

Orange roughy(2) 447 34.4 421 28. 1 

Perch (unspecified) 7 3.5 1 2 1  20.2 

Perc h, Nile 20 20.0  1 90 95.0 

SaL-non, Atlantic 108 12 .0  84 14.0 

Salmon (unspecified) 1 50 37.5 0 0 

Shark 45 1 5 .0 980 490 

Snapper 275 1 8 . 3  478 36.8 

Sole 250.0 28 14.0 

Thread.fin 0 0 150 1 50.0 

Continued 
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Finfish (kg) 
-----

Trevally 

(unspecified)(3) 265 

Trout, ocean 20.7 
I I Trout (unspecified)(4) 243 1 6.8 

Whiting, grass 48 48.0 1 1 5 .0 

\Vhlting 

(unspecified)(5) 454 50.4 49.4 

(1) An arbitrary cut off point of over lDOkg total volume purchased in either survey was applied 

for inclusion in the Table 
(2) Orange roughy volumes may be understated since it is commonly known as sea perch in NSW. 
Such responses would be recorded as perch (unspecified) 

( 3) Caterers made no specific mention of either blue/silver warehou (common alternative names) 

or to silver trevally ( skippy) 

( 4) In addition to this, respondents specified 69.2kg and 20kg coral trout, 20kg and 50kg 
rainbow trout and lkg and 85kg smoked trout as total volumes purchased in the May 1991 and 

September 1 991 surveys 

(5)A further 55kg King George whiting was specified in the September 1991 survey. 

Second, the manner in which quite different volumes of some 
species have been bought prior to each survey suggests that caterers 
switch between species/types at different times of the year; this may 
reflect seasonal menu patterns as much as availability of supply and 
price. 
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May Survey 1 99 1  Survey 

I Average 
volu."Tie volume Total volume I volume 

Species/Type of purchased purchased purchased I purchased 
Seafood (kg) (kg) (kg) (kg) 

Bugs 1 30 43.3 56 56.0 

Crab (unspecified) 257 42 . 8 52 10.4 

Crayfish 
(unspecified) 1 10 1 3 .7 398 56.9 

Mussels 128 12 .8  46 9.2 
(unspecified) 

Octopus 12 1  40.3 26 13 .0 

Oysters 92 6.6 10 1 6.7 

Prawns 1 ,333  3 1 .0 1 , 1 64 28.4 

Scallops 102 8 .5 1 59 15.9 

Salmon (smoked 
pieces) 27 6 . 8 2 10  23 .3 

Squid/calamari 274 2 1 . l  142 1 4.2 

( 1 ) An arbitrary cut off point of over 1 OOkg total volume purchased in either survey was applied 
for inclusion in the Table. 
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An indication of the range fish and a 
particular supplier was gained 
distinct species by a supplier 
number of purchasers that species/type (brncketed figures in Table 
3 .5 .7 ) .  

Caterers showed a preference towards general wholesalers as their 
supplier of fish and seafood (Table 3 .5.7). However, as a group 
their reliance on one particular type of supplier was not as marked as 
for either retailers or fishmongers (Trade/In-Home Report). 
supply pattern may be related to the lower volumes of fish and 
seafood purchased by caterers. 

As a check on the data supplied, interviewees were asked to estimate 
what proportion of the total amount spent by the business in the 
preceding month was accounted for by die range of species/types of 
fish and seafood discussed in the interview (Question 9a, Appendix 
n. On average, interviewees estimated this proportion as 91 .2%. 
This high figure indicates the business focus by individual caterers 
on, at most, six main species/types of fish or seafood. 
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1 .5 %  

36.2% (42) .4% 

Fish/seafood wholesaler/ 26. 3 %  

I co-operative 

I Wholesale fish market 1 7 . 3 % (28) 1 9.4% 

I 
Retailer 9 .9% (20) 7 .8% ( 10) 

Other 0 .3% 0% (0) 

No answer 7 . 1 %  ( 13) 3 .4% (7) 

Totals 100% 100% 

(1 hased on 312 responses 

(2)based on 268 responses 

* for purchases over the month preceding the survey 
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Respondents offered 303 responses on 60 fish species of types for May 1991 and 

September 1991 surveys (see Question 7a, Appendix I). 
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Respondents offered 263 responses on 33 sec(ood species or types for May 1991 

and September 1991 surveys (see Question 7a, Appendixl). 
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3.6 

87% of the caterers confirmed that bought fish 
seafood products without purchase contracts (Question 10a, 
Appendix I) . Those caterers who bought their fish and seafood 
without purchase contracts (ie the vast majority) were then asked 
to comment on the importance to them of a range 1 8 factors when 
choosing a supplier (Question 1 l a, Append.ix I). As seen in Figure 
3.6.2, prompt attention to orders and business transacted in an 
honest and fair manner were considered the most important criteria 
by caterers in choosing a supplier. 

Caterers subsequently rated their main suppliers against these same 
1 8  factors (Question 1 lb, Appendix I) ; their level of satisfaction 

with suppliers ' promptness in attending to orders dropped to fifth 
rank, while "honest and fair in doing business" declined to seventh 

(Figure 3.6.3). While their suppliers' performance against these 
two criteria did not rank too highly, caterers responded favourably to 
some quality and service aspects of their suppliers, ie: 

"good temperature control'', and 

"provides clear documentation". 
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Popular/customers want/prefer 

Good priC<!/che»pei:fvtlue for 
money 

For particular dishes/recipes 

Good quality 

Easy to cook/dO"'...sn't break up 

Tasty/good flavour 

Looks good colour/attractive 

Good fillet/portion size 

Good/light texture/milder 
flavour/white 

Bone:less/skinless 

Variety/for a change/special 

functioo 

Sells well/most/good seller 

Ven< a tile/do different things with 
it 

Available fresh/all the time 

Other comments 

Don't know 

Convenient/already prepared 

When (other) not available 

Better known/well known 

Part of the (Food Plus) range/HQ 

decision 

Easy to get/common/caught 
looilly 

1 

l 

0 20 40 60 80 

Frequency 

Respondents offered 506 responses for 70 fish species/types for May 1991 and 

September 1991 surveys (see Question 9b, Appendix /). 
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l 

Honest •nd fair in doing business 

GJOd temperature control 

Clesn outlet 

GuW!Iltee of being correctly 

narned 

Provides cleor documentation 

Has reliable delivery 

Good reputation for quality 
fish/seafood 

Can be confident not been frozen 

Offers a wide variety of 

fish/seafood 

Unders'cands my business 

Has friendly staff worlcing there 

Has staff informed about 

fish/seafood 

Offers Australian fish and 

seafood 

Gives good credit terms 

Sells fresh fish/seafood 

Consistently low prices 

Sells a range of olher products 

2 
Not at all 
important 

3 4 

Score 
5 6 

89 respondents offered ratings on each of 18/actorsfor May 1991 and September 

1991 surveys (see Question lla, Appendix !). 
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1 

Provides clear documentation 

Guarantee of being correctly 

named 

Clean outlet 

Orders are promptly attended to 

Offers a \vide variety of 
fish/seafood 

Honest and fill in doing bwiness 

Offers Australian fish and 
seafood 

Good reputation for quality 

fish/seafood 

Has reliable delivery 

Sells fresh fish/seafood 

Has friend! y staff wm:k.ing there 

Can be co<'.fident not been frozen 

Has staff informed about 

fish/seafood 

Gives good credit terms 

Understands my business 

Sells a range of G!her products 

Consistently low prices 

2 
Very poor/ 

unfavourable 

3 4 5 

89 respondents offered ratings on each of 18factors for Ma:y 1991 and 
September 1991 suneys (see Question llb, Appendix I). 
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3 .  

a desire to eat less fat saturated oils 

the purchase of more grilled rather than fish 

on the part of their customers . 

was : 

On the other hand, at least twice as many disagreed as agreed about 
any trends by their customers towards: 

more concern about the accuracy of the name of die fish sold 

·- eating more fish than meat. 

When asked to identify any other trends in food preferences on the 
part of their customers, caterers most frequently responded that 
"nothing" additional was apparent (Figure 3.7.2). On a more 
general level however, caterers reaffirmed the shift towards 
healthier, lighter eating, which is  consistent with greater concern 
about health. 
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A examination of the data reveals that farm barramu.."1di 
squid attracted 20% 17% of for the 
reason "popular fish/in demand". "good flavoured fish", 
Atlantic salmon and barramundi were associated with 24% and 
2 1  % of responses,  respectively. 

The principal species associated with "always available/constant 
supply if farmed" were barramundi and prawns (3 1 % and 28% of 
responses, respectively) . 

The benefit of "quality control" was particularly associated with farm 
prawns (48% of responses) . 
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Figure 3.7. 1 :  T rends with Customers' Food Preferences 
Noticed by Caterers Over the Preceding 12 Months 

More concern about the impact 
of pollution on seafood safety 

More concern about their 
general health 

A deslle to eat less fat and 
saturated oils 

Purchase of more grilled :rather 

than fried fish 

Less salt on food 

A voidancc of products high in 

starch 

More concern about the aCCUiacy 

of the name of the fish sold 

Eating more fish than meat 

0% 

ll!!!l y llll.I es 

20% 

D No m Don't know 

40% 

Frequency 

94 respondents offered responses to each of 8 trend issues for May 19'Jl and 
September 1991 surveys (see Question 12a, Appendix l). 
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Healthier/fresher 
foods/<alads/fruit,'vegeuibles 

More sin:iple/OOsic mea1'/lighter 

Less meat requested/red meat 

More vegetarian meals 

More demand for fish/eati.'lg 
more fish 

More concerned with price/value 
for money 

Less fat/salt/sugar 

Conscious of cholesterol 

Other comments 

Less sauce - cream 
sauces/dressings 

Grilled/steamed/less fried food 

More wholemeal bread/fibre 

Not buying as much/less money 

People try different foods 

0 5 10 1 5  20 25 30 

94 respondents offered 135 responses for May 1991 and September 1991 survey 
(see Question 12b, Appendix /). 
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Fa..'"'Ul barramundi 

Fann prawns 

Allan tic salmoo 

Squid 

Rainbow trout 

Oysters 

Silver trevally/skippy 

None 

Pilchards 

Australian herringt.ommy ruff 

Jack Mackerel 

0 1 0  20 30 40 

F:requem:y 

1 01 respondents offered 299 responses for May 1991 and September 1991 survey 

(see Question 14a, Appendix I). 
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Popular fish/in derr..and 

Good flavoured fish 

Always available/constant supply 

(if farmed) 

Versatile 

Quality control 

Good/equal size pcrrtions 

Reputation (good quality etc) 

If price came down 

Should be promoted/advertised 

Other comments 

Attractive/looks good 

Cheap/cheaper 

Fresh would be in demand 

(fanned) 

0 10  20 30 40 50 

Frequency 

94 respondents offered 411 responses for May 1991 and September 1991 survey 
(see Question 14b, Appendix I) 
( 1 ) The 'reasons' slwwn comprise the leading 80% of all responses 
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to 

concerns over the of and and need to 
fuel demand through advertising and promotions was reinforced 
their views on what actions need to by fishing industry 
in general for more fish and seafood to be bought by business 
(Question 1 3b, Appendix I). Suggested priority actions related to 
price (and price fluctuations) and increased advertising. Perhaps 
surprisingly, comments that "nothing" should be done were 
relatively frequent (Figure 3.8.2) .  Calls for better quality, correct 
naming of fish, better portion size and more emphasis on fresh (not 
frozen) product were not seen as areas for priority action by the 
fishing industry. The development of recipe leaflets was one of the 
least favoured actions .  

In a more direct approach, caterers were asked their views on the 
likelihood that all or a11y of ten specific actions would lead to an 
increase in their sale of fish and seafood products (Question 1 3c, 
Appendix I). The two actions considered most likely to increase 
sales were : 

greater supply and variety of Australian fish 

guarantee of consistent supply (Figure 3.8.3). 
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or 

guidelines 
'"life" 

Overall, caterers ' to likely success 
increasing and seafood sales were only lukewarrn; most 

to 

responses fell in the three to four score range, ie "neither nor 
unlikely" to "somewhat likely" to an impact (Figure 3.8 .3). 

Nevertheless,  caterers were generally optimistic that sales of fish and 
seafood would increase over the next five years (Questions 15 a, b, 
Appendix I; Figure 3.8 .4) .  The principal reasons for this view were 

health-related, ie: 

people becoming more health conscious 

eating more fish 

no/low cholesterol; fish is a health food. 

Where neutral to negative views were expressed, the principal 
justifications given were: 

there has been no change in five to ten years 

fish/seafood becoming too expensive/people buy it 
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None 

Lower/more reasonable 
pricesispocials 

More customer demand 

More adverti.sing/prcmotions 

Other comments 

More knowledge{mformation on 

fishjpreparation etc 

Public better educated/more 

awarejhealth benefits 

Fresh availability 

Change menu/increase fish meals 

Moreibigger variety 

Ensure good quality 

Availability/consistent supply 

Find a good supplier 

Don't know 

Need a fryer/grill etc 

Better/more display 

area/presentation 

0 5 10 15  20 25 

101 respondents offered 126 responses for May 1991 and September 1991 

surveys (see Question 13a, Appendix /). 
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Cheaper/reduced prices;1ess 

fluctu•rioo 
More adve1�isingf 

promorioo/inf onnation 

Nothing 

lVIore consistent supply 

More controls/change law/no 
overfishing 

Less exporting 
oven;,,.,s/intexstate[unporting 

More education/on health features 

Good quality /standard fish 

More regular size filleis 

COW'...ct labelling/naming of fish 

More fresh/not frozen 

Reps to call/show products 

Don't know 

Packaging mentions 

More variety/higger range 

More farming of fish 

Get fish to market 

quicker/fresher/good condition 

Sampling/tasting dernos 

Stop the racket/monopoly 

Less contro!s/destructure industry 

Leaflets/recipes 

0 5 10 15 20 25 

Frequency 

101 respondents offered 165 responses for May 1991 and September 1991 

surveys (see Question 13b, Appendix I). 
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lrr<"After supply/variety of 
Austrlilian fish 

Guarantee of consistent supply 

Mare advertising support 

Greater quality regul.ation 

Portion controls to ensure 
standard size pieces 

Information for 

preparation/cooking 

Guidelines for improved storage 

by suppliers 

Guidelines for improved storage 
by food preparers 

More reliable delivery 

Preparation of more ready to 

cook products 

l 
Very unlikely 

2.3 

2 
Somewhat 

unlikely 

3 
Neither likely 

nor unlikely 

4 
Somewhat 

likely 

1 01  respondents offered responses on each of 10 actions/or May 1991 and 
September 1991 surveys (see Question 13c, Appendix /). 
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Remain the same 

Don't know 
Decrease 2% 

29% I:P.c,;ease 

101 respondents offered 101 responses for May 1991 and September 1991 
surveys (see Question 15a, Appendix I). 
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3 .  9 Business Details · Turnover  and Staff 

Further details of caterers' business were gathered through 
Questions 1 6  and 17  (Appendix I). The majority of caterers' 
businesses had a weekly non-liquor turnover of under $5,000, with 
busines ses  in the range of $6,000 to $ 10,000 per week being the 
next most frequent (Figure 3 .9. 1 ). The relatively few businesses 
with turnovers exceeding this had the effect of raising the average 
weekly non-liquor turnover to $ 15 ,391 .70. 

Half of the caterers ' businesses in the study suggested that between 
1 %  to 10% of their sales came from fish/seafood (Figure 3.9.2). 
The computed average figure ( 1 6.8%) on the basis of response s  
does not quite tally with the average from Figure 3.9. 1 and 
respondents ' own estimates of the actual dollar value of weekly sales 
due to fish/seafood products (Figure 3.9.3). The computed average 
value of weekly sales due to fish/seafood ($1 ,964.40) would be 
consistent with an average of around 13% of sales coming from fish 
and seafood. 

Caterers estimated that on average 84% of their fish and seafood 
sales related to fresh or frozen product, 1 2% from canned and 4% 
from other product types (Figure 3.9.4). 

The average numbers of full time and part time staff employed by 
Caterers were 2 1 .6 and 55,  respectively. Most frequently two full 
time staff and six to ten part time staff were associated with the 
busine sses, but averages were inflated by one large Brisbane 
busine s s .  

FIRDC Trade!Out-ofhome 64 



� 
._, 

i.. 
<I> 
... 0 
:::: ""' 
::I 

� 
""" 

� 
<I> 
<!J 
� 

Under 5 

6 .  1 0  

1 1  - 20 

21 - 30 

3 1  - 40 

40 - 500 1 

Refused 

Don't know 1 6  

0 5 1 0  15 20 25 30 

Frequency (number of caterers) 

101 respondents offered 101 responses/or May 1991 and September 1991 survey 
(see Question 16a, Appendix /). 
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1 01 respondents offered 101 responses for May 1991 and September 1991 survey 

(see Question 16b, Appendix l). 
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101 respondents offered 101 responses for May 1991 and September 1991 survey 

(see Question 16b, Appendix I). 
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Canned 
12% 

Other 
4% 

101 respondents offered responses for May 1991 and September 1991 surveys 
(see Question l 6c, Appendix I). 
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4 . 1  

number 

In total, 'restaurants ' were sampled across of Sydney, 
Melbourne, Brisbane, Adelaide, 
national demographics ,  as for 
previous sections. 

in proportion to 
fish "outlets" considered L.1 

The positions held by respondents to 'restaurant' questionnaires 
were more diverse than for previous outlets out-of-home or 
home consumption of fish. Nevertheless, respondents were in 
positions which would have the combination of knowledge and 
decision-making responsibility sought for detailed :responses.  
Managers/directors plus owner/partners together made up 44% of 
:respondents , with executive (head) cooks, chefs and cooks and 
catering managers together constituting 52% (Figure 4. 1 .2). 
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Hotel 

27% 

Club/sporting 

1 1% 

202 stores were sampled for May 1991 and September 1991 surveys 
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Restaurant 
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Executive/head cook 
30% 

Don't 

1 % Catering manager 
4% 

�hlnager/director 
14% 

Chef/cook 
1 8% 

202 businesses were sampled for May 1991 and September 1991 surveys (see 

Question la ,  Appendix !!). 
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Some were apparent responses of 
May 1 99 1  and September 1 991  surveys, but these were not 

dramatic .  Respondents in the May 1 991  held that the 
statement "its quality varies" was more suited to fresh/frozen fish 
than meat (50 versus 46 responses out of whereas the 
September 199 1  survey reversed this order (52 versus 46 out 
17 1 ,  favouring meat). Minor differences between surveys such as 
this occurred for five of the twenty three statements offered, ie: 

supply often cannot be guaranteed 

takes up little storage space 

- preferred by more of my customers 

suits the menu offered 

- its quality varies .  
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Respondents strongly this statement with meat (24.9% 
responses). Fresh or frozen fish 1 % of responses) was 
frequently to it than or poultry, prepared 
products and canned fish seafood were seen as poorly supported 
(5 .8% a.nd 5 .3% of responses respectively) .  

Supply often cannot guaranteed 

Responses were divided on this statement, with fresh/frozen fish 
marginally favoured over "none" (42.5% a.rid 39.9% of responses,  
respectively) . 

Is often too expensive 

This statement was most frequently perceived as applying to 
"fresh/frozen fish" (39% of responses) . "None" was the next most 
frequently cited response (33 %), but "fresh/frozen fish" drew more 
than three times as many responses as all non-fish protein categories 
(meat, pork, poultry) combined. 
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Fresh/frozen was associated 
of options (34. 1 % responses) prepared 
products and canned fish and seafood were not (5.8% 
responses ,  

The most frequent perception was this applied to none of the 
protein sources (66.4% of responses) .  However, respondents did 
as sociate this statement with fresh or frozen fish ( 1 1 .5% of 
responses) ahead of any other protein source. 

S taff dislike  preparing/cooking i t  

The predominant opinion was that this applied to none of the protein 
sources (7 4. 1 % of responses).  Fresh or frozen fish was associated 
with the statement more frequently ( 10.4% of responses)  than any 
other protein source. 

Don't  have knowledge to prepare/cook it 

Again, this statement was most frequently held to apply to none of 
the protein sources (8 1 .9% of responses). Fresh or frozen fish was 
more frequently associated with it (7.4% of responses) than any 
other protein source. 
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fish, meat, 
most frequently associated 
9% respectively). 

to buy right portions 

The most frequent perception was that this statement applied to none 
of the protein sources ( 6 1 5  % of responses).  Fresh or frozen fish 
was the protein source most frequently associated with the statement 
(22% of responses) . 

Pref erred by more my customers 

Whilst meat was most frequently perceived as fitting this description 
(38% of all responses) ,  the statement was frequently considered 
quite apt for fresh/frozen fish (32% of responses). 

Can be reused later 

This statement was most frequently associated with none of the 
protein sources but meat was the second most favoured association 
(30.5% and 25. 7% of responses ,  respectively). Fresh or frozen 
fish, prepared fish products and canned fish and seafood were 
infrequently associated with this attribute (5 . 1  %, 2.7% and 3 .6% of 
responses,  respectively). 
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statement was ""'"'""""'·'"'""·"'"'" 

of responses) a 
( 17.2% 

Easy to 

There was little between fresh/frozen fish 
poultry on this s tatement (frequency of responses being 1 93%, 
1 8 .8% and 1 8 .4% respectively) . 

Suits the menu 

Again, respondents thought that this statement applied fairly equally 
to meat, fresh/frozen fish and poultry (22.6%, 22.3% and 2 1 .6% of 
responses,  respectively). 

Its quality varies 

Respondents attributed this statement to meat and fresh or frozen 
fish with almost equal frequency (28. 1% and 27.5% of responses, 
respectively), with poultry and pork receiving just wder one third of 
the responses of the two former protein sources. 

FJRD C  Trade/Out-of-horn� 77 



on plate 

Respondents most frequently associated this statement with 
fresh/frozen fish, and meat (23 . 1 % and 22.5% of responses ,  
respectively) . Prepared fish products and canned fish and seafood 
were least frequently linked with this attribute (9% and 8.6%,  
respectively) . 

S uited to microwave cooking 

This statement was strongly associated with none of the protein 
sources (52.3 %  of responses).  However, of the protein sources, 
fresh or frozen fish was most frequently associated with the 
statement ( 1 1 .2% of responses). 
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since the most -1-r"'""'"'"" 

:response when asked to give problems, was 
(Question 4a, II). With t.he same of :rrecmeiacv 
'restaurants ' price of and seafood and its tendency to 
fluctuate as a problem (Figure 1). Perishability, n:-esm1es ,s, 
supply and inconsistent quality were additional problems -"'"'"""'-''-'H""-• 

with lower frequency. 

Concern voiced over price and supply were reinforced when 
'restaurants ' were subsequently asked (Question 4b, Appendix II) to 
indicate just how significant a range of problems were which had 
been uncovered through a prior phase of the study (Industry Leader 
Interviews) , (Figure 4.4.2). The implicit finding, that on average 
nothing is a "very significant problem", is consistent with data in 
Figure 1 ,  where "none" ranked equally with price as the most 
frequently cited problem. 
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None 

Price - too expensive/fluctuatiom: 

Must use/sell quicldy/goes off 

Freshness/not always fresh 

Availability/unreliable supply 

Quality not consistent 

Too mnch waste 

Freshness/ensuring fresh not 

frozen 

Other comments 

Storage/must be refrigerated 

Lacie of skills easy to overcook 

0 10  20 30 40 

Frequency 

202 respondents offered 338 responses for May 1991 and September 1991 

surveys. Only the top 80% most frequently cited responses are shown. A 
further 1 1  'problerns' were cited less frequently (see Question 4a, Appendix II). 
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Seafood is too expensive to buy 

Difiiculty of getting continuous 

supply at steady prices 

Cus'wmers dislike fish because of 

bones 

Fh;h is too experu1ive to buy 

Lack of knowledge of customers 

Di_fficulty in getti.'lg continuGUS 

supply of good range 
Unfavourable publicity about 

fish/seafood 

Difficulty of maintaining quality 

Variable quality of fish/seafood 

Risk of buying sight unseen 

Uncertainty about freshness 

Proportion that must be thrown 

away 

Uncertainty about whether 

correctly named 

Unavailability of sLi!ff with 

experience 

Amount of physical stroage space 

Lacio: of training in 
handling!hygiene 

Difficulty pre-ordering/receiving 

Need for special cooking facilities 

Cost of disposing of waste 

products 

0 
Not a problem 

l 2 
Quite significant 

problem 

Not very significant 

problem 
Score 

202 respondents offered responses on each of 19 'problems' for May 1991 and 

September 1991 surveys (see Question 4b, Appendix II). 
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was type most frequently 
contrast to other frequently '-'V '""''" s1:>ec:1es. 

whole rather than as a fillet; 

'Restaurants ' in 

Type of Finfish 

Snapper 

Orange roughy(3) 

Barramundi 

·whiting 

(unspecified)(4) 

Blue eye 

Perch (unspecified) 

John dory 

Trevally(S) 

by 

Rank 

1 

I 2 

3 

4 

5 

6 

7 

8 

Frequency of 
Response( l) 

70 

59 

56 

50 

37 
32 

27 
27 

Preferred Fonn 
bought<2) 

(Frequency) 

Whole (5 1/86) 

Fillet (55/60) 

Fillet ( 49/64) 

Fillet (45/55) 

Fillet (3 1/42) 

Fillet (27/34) 

Fillet (2 1/29} 

Fillet (24/27) 

Origin - weighted 
average estimate 

(% loca.1/ 
Australian) 

87 .6% 

85.8% 

80.4% 

93 .7% 

97 .6% 

8 1 .5% 

74. 1 %  
97 .6% 

(1) 202 respondents offered 742 responses for May 1991 and September 1991 surveys for a total of 76 fish 
species/types 

(2) Alternative forms considered were: live, whole, fillet, cutlet, headed/gutted, smoked, other 
( 3) Orange roughy data may be understated, since the species is commonly known as sea perch in NSW. 
These responses would be captured under perch (unspecified) 
(4) Does not include 1 response on grass whiting, 5 on King George whiting, 1 on English whiting and 1 
on sand whiting 

(5) One specifu: reference made to blue/silver ware!wu is included; respondems made no specific reference 
to silver trevally ( skippy) 
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Frequency of City 

Leading Finfish I 
Speciesffypes Sydney Melbourne Brisbane Adelaide I Hobart 

Snapper 36 10 5 6 1 3  0 I Orange roughy(l) 1 4  2 1  1 3  6 0 5 

Barramundi 4 20 6 8 0 

Whiting 
(unspecified)(2) 8 14 10 2 0 

Blue eye 1 7  1 3  0 0 0 7 

Perch (unspecified) 2 1  1 l 2 3 4 

John dory 1 9  4 1 0 2 1 

Trevally 3 17 0 l 0 6 

( 1) Orange roughy data may be understated, since this species is commonly known as sea perch in NSW. 
Such responses would be recorded as perch (unspecified) 

(2) Does not include 1 response for grass whiting (Melbourne), 5 King George whiting (Sydney 1, 
Melbourne 3, Perth 1), 1 for English whiting (Melbourne) and 1 for sand whiting (Adelaide). 

The leading eight types of seafood sold by 'restaurants' accounted 
for 80% of all responses relating to sales of 43 seafood species/types  
(Table 4.5.3) .  
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'"' ;) 

4 

Mussels 
(unspecified) 5 

Crayfish 
(unspecified) 6 

Crab (unspecified) I 7 

Octopus 8 

83 

(45/85) 

(32/46) 

43 Whole (35/50) 

1 8  VVnole (16/19) 

1 8 Whole ( 15/18) 

57% 

5 1 . 1 % 

97.8% 

94.4% 

66.7% 

(1) 198 respondents offered 649 responses for May 1991 and September 1991 surveys 

for a total of 43 seafood species/types 

(2) Alternative forms cor.sidered were: live, whole, fillet, cutlet, headed/gutted, 

smoked, others 

( 3) This would seem to overstate the proportion of scallops sold as whole (in shell) 

and may result from misinierpretation of the term "whole" as applied to this species. 

Regional data on the sales of seafood by 'restaurants ' a.re 
summarised in Table 4.5.4; sales of the leading eight seafood types 
show no significant differences from the expected distribution. 
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Table 4.5.4: Leading Seafood Species/Types Sold by 
'Restaurants', According to Location 

Frequency of Responses, by City 

Leading Seafood 
Species/fypes Sydney Melbomne Brisbane Adelaide Perth 

Prawns 59 32 29 1 9  

Oysters 39 17 1 6  8 

Scallops 23 23 1 1  9 

Squid/calamari 30 15 9 1 5  

Mussels (unspecified) 1 8  13  3 3 

Crayfish (unspecified) 2 1  7 0 5 

Crab (unspecified) 10 1 5 0 

Octopus 1 5  1 1 0 

Information on the quantities in which 'restaurants' typically buy 
fish and seafood is of marketing relevance. Data on the actual 
volumes (kg) of fish and seafood species/types bought by 
'restaurants '  are presented here in two ways, as in previous 

1 6  

6 

9 

10 

7 

6 

2 

1 

sections. First, unaggregated data for May 199 1  and September 
1 991  surveys have been analysed so as to illustrate the most frequent 
volume ranges in which 'restaurants' made their purchases (Figures 
4.5 . l and 4.5.2). Finfish was most commonly bought in a 6kg to 
lOkg weight range, although some purchases were for quantities in 
excess of 500kg. The most common purchase quantity for seafood 
items was somewhat lower, caused by more frequent purchases in 
the lkg to 5kg range than for finfish. In qualitative tenns, there 
appears to be no substantial change in the overall volumes of fish 
and seafood purchased between the two survey periods. The major 
deviation from the purchasing pattern was the 1 lkg to 15kg range 
for seafood in the later survey. 'Restaurants' not only made about 
twice as many purchases of the species/types bought in the May 
1991 survey, but purchased several additional species/types as well. 
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which 
Similarly 
Table 4.5 .6, by ""''·'·uuvA 

either survey exceeded 
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Dory, John 

Dory smooth 

Flathead 

Flounder 

Hake 

Jewfish 

Kingclip 

Kingfish 

Leatherjacket 

Orange roughy(2) 

Perch, ocean/coral 

Perch, Nile 

Perch (unspecified) 

Plaice 

Sahnon, Atlantic 
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1 ,5 

1 45 

350 

324 

3 15 

3 13 

460 

770 

1 50 

386 

3 1 5  

0 

804 

1 80 

365 

729 

80 

205 

68.9 

36.3 

26.9 

5 1 . 1  

85 .6 

1 6.7 

38.6 

1 05 .0 

0 

26.8 

60 .0 

1 2 1 .7 

52. 1  

80.0 

4 1  

I --1 ----r----i 
1 , 1 I 58.4 I 

41 7  I I 
1 ,338  

0 

2 1 3  

1 

32 

2,636 

407 

255 

140 

240 

1 ,620 

360 

0 

1,056 

290 

508 

83 .6 I 
0 

21 .3 

84.9 

1 6.0 

202.8 

37 

5 1 .0 

46.7 

240 .0 

54.0 

1 80.0 

0 

52.8 

145 .0 

36.3 

Continued 
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Sole, lemon 283 

Trevally(3) 205 

Trout, coral 327 

Trout, ocean 

Trout (unspecified)(4) 446 

Tuna (unspecified) 41 

Whiting 
(unspecified)C5) 929 

22. 8 

363 

1 1 .7 305 

40.5 

5 1 1  

34.4 848 

( 1)  An arbitrary cut off poinJ of uver 200kg total volume purchased in either survey 

was applied for inclusion in the Table. 

(2) Data on orange roughy may be understated, since this species is also commonly 

known as sea perch in NSW. Such responses would be recorded as perch (unspecified) 

(3) includes the specific reference to lOkg blue/silver warehou reported in the 

September 1991 survey 

(4) trout (unspecified) does not include specific responses on rainbow trout (149kg 
and 31kg total volumes purchased in respective surveys) or on. smoked trout (50kg 
and 20kg total volumes purchased in respective surveys) 

(5) Whiting (unspecified) does not include specific responses on grass whiting 

(0,40kg), King George whiting (95kg, 87kg) or sand whiting ({),50kg) total volumes 
reported in May 1991 and September 1991 surveys (respectively). 
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63.9 
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49. 6  

l 623 2 ,246 

0 0 1 55.0 

Mussels 
(unspecified) . 1  648 

Octopus 2 1 8  3 1 . 1  798 72.5 

Oysters 286 6 .5  8 1 8  1 7.4 

Prawns 6,298 7 1 . 6 4,6 1 4  49. 1 

Prawns 
(cutlet/raw/Import) 1 6  1 6.0 194 48.5 

Scallops 1 , 1 97 29.2 1 ,372 34.3 

Squid/calarna.ri 1 ,482 36. 1 2 ,048 44.5 

Seafood marinara 1 ,045 1 74.2 20 20.0 

Shrimp, cooked and 336 37.3 1 59 26 . 5 
peeled 

S almon, smoked 5 1 .2 6 .4 122 1 5 .3 
pieces 

( 1) An arbitrary cut off point of aver 200kg total volume purchased in either survey 

was applied for inclusion in the Table 
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supplier used to 
the preceding 

Appendix The popularity a type of sup1um�r 
(commercial fisherman/aquaculture farmer, general wholesaler, 
fish/seafood wholesaler/co-operative, wholesale market, or 
retailer) was gauged by the number 
pardcular of was referred to. (This is to as 
' 'frequency of use' ' ,  and is analogous to adding all the separate items 
on everybody ' s  shopping lists who shop at a particular type of 
store.)  

An indication of the range of fish and seafood bus:iness done by a 
particular type of supplier was gained by summ:ing the number of 
distinct species handled by a supplier type, irrespective of the 
number of purchasers of that species/type (bracketed figures in Table 
4 .5 . 7 ) .  

The principal type of supplier of fish and seafood to 'restaurants' 
was the general wholesaler, but co-operatives an.d fish markets were 
also used frequently (Table 4.5 .7). These three suppliers account 
for almost 90% of the 'restaurants ' '  usage of suppliers. 
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36 .4% (47) 4 1  

Fish/seafood wholesaler/ 29.2% (46) 26 .9 % (22) 
co-operative 

Wholesale market 23 . 8 %  (45) 20.0% (24) 

Retailer 7 .6 % (29) 6.9% 

Other 0.6% (5) 1 .9% { 1 1 )  

Don ' t  know 03% (2) 

No answer 0 . 1 %  ( 1 )  0 . 3 %  ( 1 )  

Totals 1 00% 100% 

( 1) respondents offered 780 ar.d 700 responses on,f/,Sh ar.d seafood across the May 

1991 and September 1991 surveys (see Question 7b, Appendix. If) 

As a check on the data supplied (Question 9a, Append.ix II), 
respondents were asked to estimate what proportion of the total 
amount spent by the 'restaurant' on fish and seafood was accounted 
for by the species/types discussed. On average respondents 
estimated this proportion to be 87 . 1  %. 

F!RDC Tn:uk!Oul-of-home 92 



1 - 5  
43 

6 - 10 
73 

1 1  - 1 5  

16  - 20 

2 1  - 3 0  

3 1  - 40 

4 1  - 50 1991 Survey 
.--.. 
Ctl 

5 1  - 75 .::.:: 
._, 

September 1991  Survey 
"' 76 - 1 00  <!) 
e 
.2 
e 

> 101 - 1 5 0  

1 5 1  .. 200 

201 - 300 

301 - 400 

401 - 500 

5 0 1  - 1 000 

100 1  - 2000 

Don't know 

0 10  20 30 40 50 60 70 80 

Frequency (number of 'restaurants') 

(see Question la, Appendix 11) 
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Respondents offered 776 responses on 71 fish species/types for May 1991 and 

September 1991 surveys (see Question 7a, Appendix JI). 
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Respondents offered 700 responses on 37 seafood species/types for May 1991 and 

September 1991 surveys (see Question 7a, Appendix lf). 
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The three species/types, snapper ai.1d 
(unspecified) were source of 35% of to 
"popular/customers want/prefer''. Hake was the source of 9% 
responses relating to "good price/cheaper/value money"; orange 
roughy was the source of 13% of responses relating to "tasty/good 
flavour", 1 5% for "easy to cook/doesn't break up", 3 1  % for 
"boneless/skinless" and 25% responses on "good/light 
texture/milder flavour/white". 

Snapper was the source of 16% of responses relating to "good 
quality" and 20% of responses relating to "looks good 
colour/attractive". 
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control 

clean outlet 

guarantee of fish being correctly nai-ned, and 

- good reputation for quality fish/seafood. 

'Restaurants ' subsequently rated their main supplier against these 
sai-ne criteria (Question lOb, Appendix Il; Figure 4.6.3); the degree 
of correspondence between the "ideal" state and the real situation 
suggests a high degree of satisfaction, generally. 

With this process of review still in mind, 'restaurants' were asked to 
think about what their customers look for in an outlet which sells 
cooked fish and seafood (Question 1 1 , Appendix II). Respondents ' 
comments on the degree of importance which they believe customers 
place on certain factors emphasised dean premises and a reputation 
for quality well ahead of alternative criteria (Figure 4.6.4). 
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Figure 4.6.1 :  'Restaurants" Reasons for Purchase of 
Main Finfish 

Popular/customers want/prefer 

Good price/cheaper/value for 
money 

Tasty/good flavour 

Easy to cook/doesn't bruk: up 

Variety/for a change/special 

!Unction 
Good quality 

Available flesh/all the time 

Bonelcss/skink:ss 

Looks good colour/attractive 

Good/light texture/milder 

flavour/white 

Good fillet/portion size 

Sells well/most/good seller 

Other comments 

For particular dishes/recipes 

V CISatile/do different things with 
it 

Easy to gct/conunon/caught 
locally 

Better known/well known 

Part of the (Food Plus) xange/HQ 

docision 

When (other) not available 

Don't know 

Convenient/already prepared 

Reef/fresh/deep water fish 

0 50 100 1 50 200 250 

Frequency 

Respondents offered 1204 responses on 76 fish species/types for May 1991 and 
September 1991 surveys (see Question 9b, Appendix II). 
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I 

Orders a.re promptly attended 

t o  
Honest a.nd fair in doing 

business  

Good tempernrure control 

Clean outlet 

Has reliable deliveiy 

Guarantee of being correctly 

named 

Provides dear 

documemation 
Good reputation for quality 

fish/seafood 

Can be confident not been 

frozen 

Offers a wide variety of 

fish/seafood 

Understands my busines s  

Consistently low prices 

Has staff informed about 

fish/ seafood 

Sells fresh fish/seafood 

Gives good credit terms 

Offers Australian fish and 

seafood 
Has friendly staff working 

there 
Sells a range of other 

roducts 

2 

Not at all 

impor..ant 

3 4 

Score 

5 6 

196 respondents offered ratings on each of 18/actors for lvJay 1991 and September 
1991 surveys (see Question lOa, Appendix /I). 
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1 

Orders are promptly 

attended to 

Provides dear 

documentation 

Honest and fair in doing 

busines s  

Clean outlet 

Good reputation for quality 

fish/seafood 

Guarantee of being correctly 

named 

Has reliable delivery 

Offers Australian fish and 

seafood 

Good temperature control 

Offers a wide variety of 

fish/seafood 
Has friendly staff working 

there 

Understands my business  

Gives good credit terms 

Sells fresh fish/sei>iood 

Can be confident not been 

frozen 

Has staff informed about 

fish/s e afood 

Sells a range of other 

products 

Consistently low prices 

2 
Very poor/ 

unfavourable 

3 4 5 6 

196 respondents offered ratings on each of 18 factors for May 1991 and September 
1991 surveys (see Question lOb, Appendix II). 
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l 

A for quality 

fish/seafood 

Customer can. be sure 

fresh is not frozen 

Has informed staff 

about fish/seafood 

Uses fresh fish/seafood 

Consistently low prices 

Offers a wide variety of 

fish/seafood 

Offers Australian 

fish/seafood 

2 
Not at all 

important 

3 4 

S co re 

5 6 

198 respondents offered ratings on each of 8factorsfor May 1991 and September 
1991 surveys (see Question 1 1 .  Appendix JI). 
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4 .  . 

Twice as respondents .. """'- '"""'"" 

customers there was : 

more concern about general 

a desire to eat less and saturated 

purchase more grilled rather than fried fish. 

The response to other suggested trends was les s  pronounced 
(Figure 4.7 . 1 ) .  

When asked about other trends in food preferences  amongst their 
customers (Question 12b, Appendix Il), 'restaurant' respondents 
most frequently expressed the view that "nothing" else was 
emerging (Figure 4.7.2). Some further comments elaborating on 
aspects of general dietary health and concern over value for money 
were made. 

Of a range of eleven wild and farmed species/types of fish and 
seafood which d1e fishing industry considers under-utilised 
(Question 1 5 ,  Appendix Il), 'restaurant' respondents took 
opportunity to comment favourably on the potential of seven 
species/types  (Figure 4.7.3) .  Six of these seven were fanned 
species .  In general, the wild species, apart from squid/calamari 
were seen to have no potential by most respondents. 
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- always 

More exarnination 
accounted for 25% 1 8% of responses on 
demand" Rainbow trout was source of 28% 
responses on "good flavoured fish". Squid drew 33% of responses 
relating to "versatile". Atla.I1tic salmon drew 28% of responses on 
"reputation (good quality, etc)". Farm barramundi was source of 
36% of responses on "good/equal size porJ.ons". Regarding 
potential for increased usage "if price came down", 76% of all 
responses related to farm prawns ,  Atlantic salmon and farm 
barramundi 
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More cmicem about the i.-npact 

of pollution oo seafood safety 

More concern about their 

general health 

A desire to eat less fat and 

saturated oils 

Purcha.e of more grilled rather 
than fried fish 

Less salt on food 

Avoidance of products high in 
starch 

More concern about the accuncy 

of the name of the fish sold 

Eating more fish than meat 

0% 

Yes No Don't k.now 

20% 40% 60% 80% 

Frequency 

198 respondents offered responses on each of 8 trends for May 1991 and September 
1991 surveys (see Question 12a, Appendix /I). 
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No!hing 

Healthier/fresher 
foodsisalads/fruil/vegetables 

Other comments 

More concerned with price/value 

for money 

Less sauce ... cre&'"ll 
sau=idressings 

More simple/basic meals/lighter 

Co.'1Scious of cholesterol 

Grilled/steamed/less fried food 

Less meat requested/red meat 

More vegetarian meals 

More demand for fish/eating 
more fish 

People try different foods 

Not buying as much/less money 

Less fat/salt/sugar 

More wholemeal bread/fibre 1 

0 1 0  20 30 40 50 60 70 

Frequency 

1 98 respondents offered 263 responses for May 1991 and September 1991 
surveys (see Question 12b, Appendix 2). 
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Figure : 4. 7 .3: Under-utilised Species with Potential for 
Increased Usage by 'Restaurants' 

Farm barramundi 

Squid 

Atlantic salmon 

Rainbow trout 

Farm prawns 

Oys ters 

Mussels 

Silver trevally/skippy 

None 

Pilchards 

Jack mackerel 

Australian 

herring/tommy ruff 

Don't know 

0 10  20 30 40 50 60 70 

Frequency 

202 respondents offered 645 responses/or May 1991 and September 1991 

surveys (see Question l 5a, Appendix JI). 
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Popular fish[m demand 

Good flllvoured fish 

Vem1tile 

Always available consumt supply 

(if farmed) 

Should be promoted/advertise<i 

Reputation (good quality etc) 

Good/equal size portions 

Quality control 

Oieap/cheaper 

If price came down 

Other comments 

Easy to prepare/cook/handle 

Attractive/looks good 

Different/for a variety/a change 

1 50 

0 20 40 60 80 100 120 140 160 

Frequency 

202 respondents offered 826 responses on 11 wild or farmed u11der-utilised species for 

May 1991 and September 1991 surveys. Only the most frequently cited reasons 

comprising 80% of all responses are shown (see Question 15b, Appendix ll). 
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4.8 

frequently 
(Figure 4.8.  More ,:ir"""'.,..n c 11 n  

the next most frequent means 
sales of fish and seafood. 

Regarding actions which might be by 

more 

general to aid the sale of fish and seafood through 'restaurants ' 
(Question 1 3b, Appendix respondents focused especially on 
price levels and their fluctuation. The role which be played 
by advertising was again frequently cited (Figure 4.8.2). 

A previous phase of Industry Leader faterviews had identified ten 
possible actions which were held as likely to increase purchases of 
fish and seafood products (Question 14, Appendix Il). 'Restaurant' 
respondents indicated their views on the likely effectiveness of these 
actions (Figure 4.8.3). Their ambivalence over the likely impact of 
actions is reflected in the overall scores actions; all fall within the 
range " somewhat likely" to "somewhat unlikely". There is no 
emphatic feeling either way that these actions will achieve anything. 

The greatest likelihood of achieving rui increase in sales was 
attributed to "more advertising support", followed by actions to 
ensure a consistent supply of product. 
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most frequently cited reason an extJectea. 
was that "people are more health '"''"''"'"··AV•><"' 

the most frequently cited reason for no was t.�at there 
"has not been a change in to years" 

the most frequently cited reason for a in expected sales 
was that fish and seafood are "becoming too expensive/people 
can ' t  buy" (Figure 4.8.5).  
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None 

Lower/more reasonable 

pricesispecials 

More 
advertising/promotions 

More customer demand 

More/bigger variety 

Other comments 

Freezer size/increase freezer 

space/'frige 

Fresh availability 

Availability/consistent 

s upply 
Public beuer educated/more 

aware/health benefits 

Ensure good quality 

More knowledge/info on 

fish/preparation etc 

Better/more display 

area/presentation 

Find  a good supplier 

Don't know 

Change menu/increase fish 

meals 

Space/increase store size 

Head office decision 

0 1 0  20 30 40 

Frequency 

202 respondents offered 261 responses for May 1991 and September 1991 

surveys (see Question l 3a, Appendix II). 
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information 

Nothing 

More educ2tlon/on health feature 

Other comments 

Mere con.<istent supply 

Good qwlily/st:mdard ili;,'1 
Less exporting 

overseas/interstate/importing 

More fresh/not frozen 

More variety/bigger range 

More controls/change law/no 

oved'ishlng 

Stop the racke!/monopoly 

Get fish to market 

quicker/fresher/good condition 

Don't know 

Correct labelling/naming of fish 
Packaging mentions 

Sarnpling/tasting/demos 

More fanning of fish 

More boneless fish/.filleted 
Less controls/destructure 

indusuy 

Reps to call/show products 

Leaflets/recipes 

Better/reliable/daily delivery 

More regular size fillets 

Management authority more 
effective 

Stop black market/illegal se.lling 

0 

l 
1 

1 0  20 3 0  40 50 60 70 

Frequency 

202 respondents offered 324 responses for May 1991 and September 1991 
surveys (see Question l 3b, Appendix II). 
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More advertising support 

Guarantee of consistent 

supply 

Greater supply/variety of 

Australian fish 

Greater quality regulation 

Guidelines for improved 

storage by food preparers 

Guidelines for improved 

storage by suppliers 

Portion controls to ensure 

standard size pieces 

Info for 

preparation/ cooking 

More reliable delivery 

Preparation of more ready to 

cook products 

l 
Very 

unlikely 

2 

2 
Somewhat 

unlikely 

Neithgr likely 

nor Unlikely 

4 
Somewhat 

likely 

202 respondents offered responses on each of 10 issues across the May 1991 and 
September 1991 surveys (see Question 14, Appendix IJ). 
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Remain the same 

30% 

Decrease 

Don't k.'10W 

202 respondents offered 202 responses for May 1991 and September 1991 

surveys (see Question 16a, Appendix II). 
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People b>xoming ID"'-"' health 
conscious 

Other comments 

No11ow choles!e.'"Ol/11Sh is 
health food 

Has nO! beei1 a change in (5-10) 
years 

People eating more fish 

Becoming too expensive/people 
can't buy 

More variety /bigger range 

limited demand in area/small 

supermarket/residence etc 

If cheaper/cheaper than 
meat/would use more 

Don't know 

Tending towanis lighter meals 

Starting to advertise more 

People not spending/too 

expensive/tough times 

Extension planned/going to 

extend (store/menu) 

Too much competition 

Increase in population/area is 
growing 

Prices will increase therefore 
spend more 

0 10 20 30 40 50 

Frequency 

202 respondents offered 282 responses for Ma:y 1991 and September 1991 
surveys (see Question 16b, Appendix /I). 
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. 9  

turnover. 

Analysis of the percentage 'restaurants"  average weekly 
non-liquor sales due to fish and seafood shows this was most 
frequently in range 1 1  % to 20%. Only 15% of respondents 
received 50% or more of non-liquor turnover from fish and seafood 
sales (Figure 4.9.2). The computed average figure was 33.7%. 

The most frequently cited dollar value range for weekly 'restaurants' 
sales due to fish and seafood was $2,001 to $5,000. This range 
also bracketed the computed average figure of $4,150.50. Again, 
the relatively high proportion of respondents who were unable or 
unwilling to answer this question (37%) reduces the reliability of 
this statistic. 

'Restaurants ' as a group were very reliant on fresh/frozen form 
for fish and seafood for preparing their meals; the average of 
respondents '  estimates gave a figure of 92.8% for this form; canned 
fish and seafood contributed about 3%, with other forms making up 
the balance. 

The frequency distributions on the numbers of full time staff and 
part time staff employed by ·restaurants' were bi-modal, both types 
of staff showing peaks at two and six to ten people. 
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one 

or 

a two either not or gave no answer. 

The average seating capacity of 'restaurants ' (excluding 
and social clubs) was 200, to seats being the most 
frequent category. Of 3 1  motels included the 'restaurants '  
group, 2 1  had to 5 0  rooms available and overall average was 
rooms .  
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202 respondents offered 202 responses for May 1991 and September 1991 

surveys (see Question 20a, Appendix //). 
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202 respondents offered 202 responses for May 1991 and September 1991 
surveys (see Questions 20b, Appendix II). 
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202 respondents offered 202 responses for May 1991 and September 1991 
surveys (see Question 20b, Appendix II). 
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5 . 1  

Two types of establishments comprised the sample 
respondents , ie fish and shops and a 
"other" take-away outlets. The distribution of the 149 respondents 
between these two types of establishments was 58% fish and chip 
shops and 4 1  % other take-away outlets. Both components of 
sample base were drawn from the cities of Sydney, Melbourne, 
Brisbane, Adelaide, Perth and Hobart on the basis of national .... 
business demographics .  

The majority of respondents described themselves (Question l a, 
Appendix II) as owner/partner of the establishments (85% of 
responses); a further 6% were managers/directors (Figure 5. 1 . 1 ) .  
Melbourne respondents were exceptional in that number 
responding that they were owner/partners was significantly lower 
than average (99% confidence limits); furthermore, their frequency 
of response as "don' t  know/not answered" was above average 
(99.9% confidence limits). 
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Owner/partner 

85% 

149 respondents offered 149 responses for May 1991 and September 1991 

surveys (see Question 1 a, Appendix Ill) .  
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5 . 2  

Responses on "".'"',.,""'"' 
le ,  AP1oencux 

93% said they 
were, while a further declined to answer. 
respondents who declined to answer ea.me from Melbourne. 
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The relative concern about levels price ""'"''"''"'""""'"""' 

fish and seafood was when ' take-away' resoo11de:nts 
commented on the extent to w.hich a nuxnber of previously iae:ntil!le� 
problems influenced their business (Question Appendix Ill; 
Figure 4.5 Key significance was attached to following five 
issues : 

seafood is too expensive to buy 

the low margins necessary to remain competitive 

fish is too expensive to buy 

clients dislike fish because of bones 

difficulty getting continuous supply at steady prices .  

Price is a factor in all except the fourth, and 
supply issues raised earlier. 
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None 

Pt.ice too expensive/fluctuations 

Time consuming to prepa..v-e 

Availahility,luru:eliahle supply 

Other comments 

Freshness/not always fresh 

Quality not co,.-isistent 

Must use/sell quickly/goes off 

People unfamiliar/lack of 
knowledge 

0 10 20 30 40 50 

Frequency 

149 respondents offered 197 responses for May 1991 and September 1991 surveys. 
Only the top 80% most frequently cited responses are shown. Afurth.er 12 
'problems' were cited less frequently (see Question 2, Appendixlll} 
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SeafO<>d is too e1.penslve to buy 

Low m:rrgins required to =nain 

competitive 

Fish is too expensive to buy 

Clients dislike fish b=w;,o af 
bones 

Difficulty getting continuous 

•upply at steady prices 

Difficulty in gening continuous 
supply of good range 

Unfavourable publicity about 

fish/seafood 
Difficulty in sourcing good 

qualil y product 

V ariabie quality of fish/seafood 

Uncertainty about freshness 

Lack of knowledge of customers 

Difficulty of selling frozen fish 

Proportion that must be thrown 
away 

Unavailability of staff with 
experience 

Risk of buying sight unseen 

Amount of physical storage spare 

Uncertainty about whether 

correctly named 

Cost of disposing of waste 

products 

Lack of training in 
lumdling,ihygiene 

Stock levels that need to be held 

Difficulty pre-ordering/receiving 

0 
Not a problem 

l 2 
Quire significant 

problem 
Not very significant 

problem Score 

1 49 respondents offered responses on each of21 'pro/Jlems' cited for May 1991 
and September 1991 surveys (see Question 3, Appendix Ill). 
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5 . 5  

most 
'take-away' are 

species/types accounted 
53 species/types .  

Shark were clearly 
' take-a ways ' .  

responses across 

most sold 

As regards the form which fish was bought in by 'tak:e-aways ' , 

most were bought as fillets (Table 5.5. lb). Snapper flathead 
were the exception as far as the leadi.11g types were concerned. 
majority of respondents (a bare majority in the case of snapper) 
bought these species as whole fish. Finfish sold by 'take-away' 
outlets was predominantly of Australian origin, although hake and 
cod were largely imported. 

There were significant regional differences in terms of the fish 
species/type s  s old by ' take-away' outlets (Table 5.5.2). The 
frequency of sales of hake, bream and flathead (both unspecified 
species) in Sydney, a11d shark and whiting (unspecified) in 
Melbourne were above average. Conversely, the frequency of sales 
of shark, and whiting in Sydney and hake in Melbourne were lower 
than average. The relatively small sample sizes in Adelaide, Perth 
and Hobart counted against uncovering statistically significa.'1t 
differences  in sales patterns for these locations .  
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5 Flathead 23 s Snapper 7 
Snapper 23 6 Cod (unspecified) 7 
Hake 20 7 Bream 6 

(unspecified) 
Hounder 1 5 5 

Table 5.5.lb :  Preferred Form Purchased by Outlet Presumed O righ 

Combined Data Preferred Form Bought (4) Origin - weighted average 
Type of Finfish (Frequency(!)) estimate (% local/ Australian) 
Shark Fillet (39/66) 89 .6% 

Whiting (unspecified) Fillet (49/62) 74. 1 %  
Hake Fillet (42/46) 19 .0% 

Orange roughy Fillet (26/45) 82.6% 

Bream (unspecified) Fillet (22/33) 74.2% 

Snapper Whole (16/29) 65 .6% 
Flathead (unspecified) Whole (19/30) 100% 

Flounder (unspecified) Fillet (10/21) 100% 
Cod (unspecified) Fillet {14/19) 20% 
( 1) 149 respondents offered 569 responses on 53 species/types of f"mfish for May 1991 and September 

1991 surveys (see Questions 4, 5 and 7, Appendix Ill) 
(2) Respondents provided no farther details on whiting species 

(3 >orange roughy may be understated, s ince this species is commonly known as sea perch in NSW. Such 

responses would be recorded with perch (unspecified). This latter category received 16 responses ( 12 

from fish and chip shops, 4 from 'other' take-aways; all from Sydney) 
( 4) Alternative forms considered were: live, whole, fillet, cutlet, headed! gutted, smoked, other. 
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I Ha.ke 2 3 7 5 0 
(+++) 

Orange roughy 9 16  2 0 1 
(-) 

Bream (unspecified) 2 1  8 2 0 0 0 

I Snapper 

(+++) 

1 1  1 0  1 2 6 0 

Flathead 2 1  3 1 1 0 1 
(+++) 

Flounder 1 1 1  0 3 0 6 
(--) (++) 

( +++), ( ++ ), (+) denotes frequencies of responses for a species/type which are 

significantly greater than would be expected for that location (at 99.9%, 99% and 

95% confidence limits, respectively) 

(---), (--), (-) denotes frequencies of response for a species/type which are 

significardly lower then would be expected for that location (at 99.9%, 99% and 95% 
confidence limits respectively) 

An absence of ( + ), (-), etc, meal".s that values are not signifu:antly different from the 

statistically expected distribution in that row. 
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2 

3 

4 Seafood sticks 

5 Oysters 

6 Mussels 
(unspecified) 

Table 5.5.3b:  

Combined Data 
Type of Seafood 

Prawns 

Seafood sticks 

Squid/calamari 

Scallops (unspecified) 

Oysters 

Mussels (unspecified) 

Seafood bites 

Crab (unspecified) 

Nu."11ber of Number of 
(1) 

Rank of Seafood 

70 1 sticks 

39 2 20 
39 3 Prawns 18  
24 4 13 

23 5 None 12 

11 6 Seafood bites 6 

10 7 Prawn cutlets, 
crumbed, imported 

6 8 Seafood extender 

Purchased by the 
and Presumed Origin 

Preferred Form Bought (2) Origin - weighted average 
(Frequency<l)) estimate (% local/ Australian) 

Whole (52/104) 77.6% 

Other (44/52) 44.3% 

Other (42/58) 37.4% 

Whole, other (each 22/50) 55% 

Vifhole (15/23) 100% 

Whole (7 /12) 45.8% 

Other (10/11) 55.6% 

Whole (9/11) 100% 

(1) 149 respondents offered 381 responses on 30 species/types of seafood for May 1991 and September 

1991 surveys (see Questions 4b, 5 and 7, Apper.dix III) 
(2) Alternative forms considered were: live, whole, fillet, cutlet, headed/gutted, smoked, other. 
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Seafood sticks 1 9  5 9 1 l 

(-) 

Scallops 1 3  ,� :) 7 4 

Oysters 5 3 1 0 
(++) 

None ".:! 6 3 0 3 _, 

Mussels (unspecified) 7 1 2 0 2 

Seafood bites 1 0 4 0 0 
(-) 

( +++ ), ( ++ ), ( +) denotes frequencies of responses for a species/type which are 

significantly greater than would be expected for that location (at 99.9%, 99% and 

95% confidence limits, respectively) 

(- - -), (--), (-) denotes frequencies of response for a species/type which are 

significantly lower then would be expected for that location (at 99.9%, 99% and 95% 
confidence limits respectively) 

An absence of ( + ), (-), etc means that values are not signifu:antly different from the 

statistically expected distribution across that row. 

The situation with forms of seafood bought was as varied with 
'take-away ' outlets as for previous out-of-home outlets (caterers and 
restaurants) .  Prawns were primarily bought whole, whereas scallop 
purchases were evenly divided between 'whole ' and 'other' formats. 
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on the actual 
purchased by outlets are presented in two 
previous the number 'take-away' outlets ------··,., 

purchases within specific ranges is presented in unaggregated 
form, s o  as to illustrate any differences patt..em between 
May 199 1  and S eptember 1991  5.5.2). 
Finfish was bought in a very ranges especially 
between the extremes of lkg to 5kg per month and 150kg to 200kg 
per m onth (Figure 5.5. 1 ). Some rat.�er large differences between 
the frequency of finfish purchases for the earlier and later survey 
occur at the lower weight ranges and for the 15 1kg to 200kg range. 

In contrast to the weight range purchase pattern for fin.fish, the 
numbers of purchases relating to seafood declined dramatically 
beyond the lower weight ranges ( lkg to 5kg, 6kg to lOkg; 
Figure 5.5 .2). Some minor differences between frequency of 
seafood purchases for the May 199 1  September 199 1  surveys 
occur at the bottom and mid range. 

Data which have been aggregated across the two survey periods ,  on 
the number of purchases of fish ar1d seafood items in different 
weight range lots are shown in Figures 5.5.3 and 5.5.4. 
Information on the number of species/types purchased is also 
included. The broad spread of weight ranges over which fish are 
purchased (Figure 5.5.3) contrasts with the more focused purchase 
patterns for seafood (Figure 5.5.4). 
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snapper 
Data on flounder were in 
was cited as a its purchased volumes were 
lower than many other species/types purchased. 

As a generalisation, the popular species are those 1-' ""·"""'·•"J'-'U 

quantities over one tonne by sample group during the month 
prior to survey. 
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Blue ! Bream (sea) I j (unspecified) I 
I B utterfish 

Cod (unspecified) 

Dory, John 

Dory, mirror 

Flathead 

Flounder 

Garfish 

Gemfish 

Grenadier blue 

Hake 

Jewfish 

Kingclip 

Leatherjacket 

Mullet (unspecified) 

Orange roughy(2) 

Perch ocean/coral 

Perch, Nile 
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1 1 

4,487 4 ,266 

Trevally(3) 480 3 ,555 

Trout, coral 190 63.3 

Tuna (unspecified) 0 0 200 

Whiting 678 24.2 966 

(unspecified)(4) 

( 1 J An arbitrary cut off point of over 200kg total volume purchased in either SIU!ley was applied 

for inclusion in the Table. 
(2) Orange roughy volumes may be understated, since this species is also comnumly known as 

(kg) 

1 

1 1 0.0 

77.9 

1 37.6 

80.0 

200.0 

28.4 

sea perch in NSW. Such responses would be recorded amongst perch (unspecified). All references 

to perch (unspecified) came from Sydney respondents 

(3) Trevally includes 2 responses on blue/silver warehou in September 1991 survey (3,{J40kg 

purcha.sed). There were no specific references in either survey to purchases of silver trevally 
(skippy) 

(4) There were single specific references in the May 1991 survey to purchases of 30kg and 80kg 
of sand whiting and trumpeter whiting, respectively. 
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Mus sels 28 23 1 

Oysters 11 100 

Prawns 1 1 

Scallops 249 1 1 . 3  532 

Seafood sticks 244 8 .7 146 

Squid tubes 0 0 860 

Squid/calamari 1 ,0 1 5  29.9 657 

( 1) An arbitrary cut off point of over 1 OOkg total volume purchased in either survey 
was applied for inclusion in the Table. 

Data on the volumes of 8 species/types of seafood purchased in the 
month prior to the two survey periods are presented in Table 5.5.6. 
The foll databank listing of 35 species/types was reduced by 
including only those for which the total volumes purchased over that 
interval exceeded an arbitrary value of 100kg. Sales of prawns 
exceeded any other seafood by a substantial margin. Oysters, 
though popular (judged by number of purchases made) were 
purchased in relatively small quantities. 

The database for the National Consumption Study highlights further 
significant regional differences,  and also points to numerous 
examples where particular species are sold more through fish and 
chip shops rather than 'other' take-away outlets (and vice versa). 
Several examples of this differentiation by outlet are given for fish 
and seafood in Table 5.5.7.  
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7 

I I Flathead 

Hake 
Kingciip 7 

Orange roughy 43 

Snapper 

Trevally 
(unspecified)(l) 1 4  

W1'iting (unspecified) 6 1  

None (seafood) 1 5  

Crab (unspecified) 1 0  

Crayfish (unspecified) 6 

Mussels (unspecified) 12  

Oysters 24 

Prawns 84 

Prawn cutlets ,  5 
crumbed, imported 

Scallops 53  

Seafood sticks 55 

9 

20 

7 (+) 

36 (+++) 

22 (+) 

12 (+) 

43 

3 (--) 

10 (++) 

6 (+) 

1 1  (+) 

23 (+++) 

67 (+++) 

0 (--) 

40 (++) 

24 (--) 

6 

1 

4 

0 (-) 

7 (---) 

7 

2 (-) 
1 8  (-) 

12 (++) 
0 (--) 

0 (-) 

1 (-) 

1 (---) 

17 (---) 

5 (++) 

13  (--) 

3 1  (++) 

( +++ ), ( ++ ), ( +) dem:;tes frequencies of responses for a species/type which are significantly greater 

than would be expected for that location (at 99.9%, 99% and 95% confidence liwits, respectively) 

(---), (--), (-) denotes frequencies of response for a species/type which are significantly lower then 

would be expected for that location (at 99.9%, 99% and 95% confulence limits respectively) 

Absence of ( + ), (-), etc means that values are not significan.tl')I different from the statistically 

expected distribution across outlet types 

(1) Does not include 2 responses on blue/silver warehou, both for fish and chip shops. 
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gauged by 
particular of supplier was referred to. (This is  referred to as 
"frequency of use", is  the separate 
on everybody ' s  shopping type 
store . )  

An indication of the range of fish and seafood business done by a 
particular type of supplier was gained by summing the number of 
distinct species handled by a supplier type, irrespective of the 
number of purchasers that species/type. 

The principal type of supplier of both fish and seafood items to 
' take-away' outlets is the general wholesaler and wholesale fish 
market. Together they account for 78% of total sales to 'take-away' 
outlets (Table 5.5 .8) .  
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Table 5.5.8: Type of Supplier of Fish and Seafood to 
' Take-aways ' 

Frequency of use for: 

Fresh or Frozen 
Fish(l) Seafood(!) 

(Number of (Number of 
Species) Species) 

Commercial fishennan/ 1 .5 %  (7) 2.6% (4) 
aquaculture farm 

General wholesaler 4 1 .4% (36) 49.3% (28) 

Fish/seafood wholesaler/ 1 4. 1 %  (23) 1 6.9% ( 1 6) 
co-operative 

Wholesale fish market 36. 8 %  (44) 2 1.9% ( 1 8) 

Retailer 1 .7 %  (8) 3.7% (7) 

Other 0.7% (4) 1 . 1 % (4) 

Don ' t  know 1 .2 % (6) 1 . 1 %  (3) 
"' 

No answer 2 .5 % (12) 3 .4% ( 1 0) 

Totals 1 00% 100% 

( 1) respondents offered 589 and 379 responses on fzsh and seafood respectively 
across the May 1991 and September 1991 surveys (see Question 6b, Appendix Ill). 

While the general wholesaler is the preferred supplier of finfish to 
' take-away' outlets , the data show that the number of species/types 
purchased through wholesale fish markets is greater. Similarly, 
while the frequency of use of commercial fishennen and aquaculture 
farmers may be low, this category did supply a reasonable number 
(7) of fish species/types to 'take-away' outlets.  

As a check on the data supplied, respondents were asked to estimate 
what proportion of the total amount spent by the outlet on fish and 
seafood was accounted for by the species/types discus sed (Question 
8a, Appendix ID). On average, respondents estimated this 
proportion to be 85 .4%. 
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5 1  - 7 5  

76 - 1 00  

1 0 1  - 1 5 0  

1 5 1  - 200 

201 - 300 

3 0 1  - 400 D May 1991 Survey 

401 - 500 September 1991 Survey 

5 0 1  - 1 000 

1 00 1  - 2000 

2001 - 5000 

Don't know 

0 5 1 0  15  20 25 30 35 

F:requency (number of 'take-away' outlets) 

149 respondents offered 584 responses for May 1991 and September 1991 

surveys (see Question 6a, Appendix Ill). 
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6 - 1 0  

1 1  - 1 5  

1 6  - 2 0  1991 

2 1  - 30  

31  - 40 
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1 0 1  - 1 5 0  

1 5 1  - 200 

201 - 3 00 

301  - 400 

401 - 500 

501 - 1 000 

Don't know 

0 1 0  20 30 40 50 

Frequency (number of outlets) 

149 respondents offered 364 responses for May 1991 and September 1991 

surveys (see Question 6a, Appendix !II). 
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Purchasing 

50 60 

Respondents offered 584 responses on 52 species/types for May 1991 and 

September 1991 surveys (see Question 6a, Appendix JI/). 
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Respondents offered 364 responses on 35 seafood species/types/or May 1991 and 

September 1 991 survey (see Question 6a, AppendixlJJ). 
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:L 6 

The relationship reasons "�'£'"'"' is also revealing. 
Shark, whiting, orange roughy and bream 1 3.4%, 12.8%, 
6.4% and 6. 1 %,  respectively, of all responses 
"popular/customers want/prefer". Similarly, shark and 
roughy accounted for 33% and 25.3%, respectively, of all responses 
on "boneless/skinless". Hake drew 3 1  % of responses relating to 
"good price/cheaper/value for money" and orange roughy was 
responsible for 45% of responses on "good/light texture/milder 
flavour/white". 

When ranking the importance of 17 factors in choosing to buy loose 
fish and seafood (ie fresh or frozen that is sold unpackaged) from a 
particular supplier (Question 9a, Appendix Ill), the ranking of 
factors was quite similar to the emphasis shown by 'restaurants' .  
'Take-away ' outlet respondents placed priority on "honest and fair in 
doing business", with a duster of five factors rated equally second 
(Figure 5 .6.2). (As in previous instances of tied scores, factors 
have been ranked in descending order according to the frequency 
with which respondents selected "very important", etc.) 

The ranking of factors which ' take-away' outlets are looking for 
suggest priority to: 

- honesty 
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outlets ' on 

selection a supplier of 
and seafood, the survey e stablished what n-rr•nr.·M-i r;n 

uncooked fish seafood 
proportion was 49% (Figure 5.6.4). The types of fish and 
seafood sold by this group outlets are shown in 
(Question lOb, Appendix the differences by comparison 
with Table 5.5 . 1 are the absence of hake from this list, and the 
appearance of perch and mullet on list. Perch, in particular, is  
sold in substantial quantities by ' take-away' outlets (Table 5 .5 .5). 

'Take-away' outlets ' perceptions on what customers look for in an 
outlet for fresh or frozen fish or seafood (Question lOc, Appendix 
Ill) placed greater emphasis on quality and service issues  than price 
(Figure 5.6.6.) .  The middle ranking of one quality issue, ie "the 
customer can be confident that fish or seafood sold as fresh has not 
been frozen" possibly reflects the opinion that this is a component of 
the second-rated factor, ie "has a good reputation for qualit'J fish and 
seafood". 

The picture changed very little when ' take-away' outlets were asked 
their perceptions about what the customers look for in an outlet 
which sells cooked fish and seafood (Question lOc, Appendix III; 
Figure 5.6.7). 

F!RDC Trade/Out-of-home 148 



Popular/customers want/prefer 

Boocl=i/sldnl""' 
Good price/cheaper/value for 

money 

T•sty/good flavour 

Sells well/most/good seller 

Va:riety/for a change/>pecial 

function 

Good quality 

Goo<l/light textu:re/milder 

flavour/white 

Better known/well known 

Easy to cook/doesn't break up 

Other comments 

Available fresh/all the time 

Good fillet/portion size 

Easy to get/common/caught 

locally 

V en;atile/do different things with 
it 

For particular dishes/recipes 

Convenient/already prepared 

Look!; good colour/attractive 3 

When (other) not available 2 

Don't know l 

0 50 100 150 200 250 300 

Frequency 

Respondents offered 809 responses on 54 fish species/types for May 1991 and 
September 1991 surveys (see Question 8b, Appendix !11). 
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l 

Orders are promptly attended to 

Good temperature conti.-ol 

Clean outlet 

Provides clear documentation 

Guar>ntee of being correctly 
named 

Good reputation for quality 
fish/seafood 

Under.Jtands my business 

Has reliable delivery 

Consistently low prices 

Has friendly staff worlcing there 

Gives good credit te.tms 

Offers a wide variety of 
fish/seafood 

Has staff informed about 
fish/seafood 

Can be confident not been frozen 

Offers Australian fish and 

seafood 

Sells fresh fish/seafood 

2 
Not at all 
important 

3 4 5 

149 respondents offered ratings on each of 17  factors for Ma-y 1991 arui 

September 1991 surveys (see Question 9, Appendix Ill). 
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1 

0-rde...rs ue promptly <ittendOO to 

Clean outlet 

Provides dear documentation 

GW1ranree of being correctly 

nam.ed 

Has reliable delivery 

Honest arul fair in doing business 

Good temperature control 

Good :reputation for quality 

fish/seafood 

Offers a wide variety of 
fish/seafood 

Has friendiy staff worlcing there 

Understands my business 

Gives good credit terms 

Has staff informed about 

fish/seafood 

Offers Australian fish and 

seafood 

Can be confident not bee.n frozen 

Sells fresh fish/seafood 

Consistently low prices 

2 
Not at all 
important 

3 4 5 

149 respondents offered responses on each 1 7  factors for May 1991 and 
September 1 991 surveys, (see Question 9b, Appendix Ill). 
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Sell uncooked 

49% 

Don't sen uncooked 

51% 

1 49 respondents for May 1991 and September 1991 surveys (see Question JOa, 
Appendix III). 

FIRDC Trade/Out-of-home 152 



Onmge mughy 

Prawns 

Shari< 

Flathead 

Perch, unspec 

Oyster, other 

Trevally, unspec 

Snapper 

Cod, unspec 

Leatherjackets 

Grenadier, blue 

Trout, coral 

Mi.issels, unspec 

Gem.fish 

B arramundi 

0 5 1 0  1 5  20 25 30 

73 respondents offered 350 responses for May 1991 and September 1991 surveys. 
Responses for an additional 46 species/types cited less frequently are not shown 
(see Question JOb, Appendix Ill). 
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1 

Cle.an outletlstore 

Good reputation for quality 

Outlet frequently shopped at 

Easily accessible 

Staff infonned about fish/seafood 

Customer can be confident not 

frozen 

Has attractively displayed 
fish/seafood 

Sells fresh fish/seafood 

Consistently low prices 

Offers a wide variety 

Offers Australian fish/seafood 

Offers fish/seafood specials 

Offers regular advert specials 

2 
Not at all 
important 

3 4 

S core 

5 6 

73 respondents offered responses on each of 14 factors across the May 1991 and 

September 1991 surveys (see Question JOc, Appendix JI!). 
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1 

Reputation for quality 

Has informed staff 

Consistently low prices 

Offers • wide variety 

Customer can be sme fresh is not 
frozen 

Offers Australian fish/seafood 

Use fresh rather than frozen 

2 
Not at all 
important 

3 4 5 6 

Score 

149 respondents offered responses on each of 8factorsfor May 1991 and 

September 1991 surveys (see Question lOc, Apperulix lll). 
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When questioned about any 
(Question 1 1  b, Appendix Ill), res1oonaenrs cited "nothing" four 
times more frequently than any trend mentioned 
(Figure 5 .7.2) .  The main specific 
to healthier eating, ie: 

healthier/fresher foods/salads/fruit/vegetables 

conscious of cholesterol. 

When questioned about the potential usage of eleven species 
under-utilised species  (Question 14a, Appendix ill) respondents 
most frequently believed that "none" of the wild or fanned 
under-utilised species held any potential for increased sales (Figure 
5.7.3). Squid was the under-utilised species most frequently 
regarded as having potential, with farm prawns second. The origin 
of these responses from the two categories of take-away outlets is 
noteworthy. "None" was chosen as the response by fish and chip 
shops and 'other' take-away outlets in almost equal proportion (33 
and 3 1  responses, respectively). Squid was the second most  
frequent response of  each of  the two categories (30 and 1 3  
responses ,  respectively). Whereas fish and chop shops favoured 
farm prawns as their third selection (26 responses), 'other' take­
aways favoured silver trevally/skippy (9 responses). 
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"""'""'' <? were believed to 
reason 

As data on the frequency of 
species/types ,  some interesting regional differences emerged 
regarding views on the potential from 
under-utilised species (Question 14b, Ill). First, 
responses to "none" having potential came with above ,,.,.,,.,.,,, /(',,,. 
frequency from Melbou..ue and below average frequency from 
Sydney (99.9% confidence limits). Squid, the species most 
frequently cited as offering potential, was more favoured by Sydney 
(95% confidence limits). Farm prawns,  rainbow trout, Atlantic 
salmon, mussels and oysters were also cited by Sydney 'ta.lce­
aways ' as having potential at an above average frequency (99.9% 
confidence limits for the first two, 99% for the remainder). 

Conversely, Melbourne ' take-away' respondents shunned the 
potential of farm prawns, farm barramundi, rainbow trout and 
Atlantic salmon more frequently than average (all significant at 95% 
confidence limits, except for fann prawns at 99% confidence limits). 

Jack mackerel was the under-utilised species least frequently cited as 

having potential for increased sales.  The three least favoured species 
(Jack mackerel, pilchards, Australian herring/Tommy ruff) were all 
wild. 
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More concern about the impact 
of pollution on seafood safety 

Purchase of more grilled rather 
than fried fish 

Less salt on food 

More concern about the 

accuracy of the name of the fish 

Yes 

0% 20% 

!'Jo Don't know 

40% 60% 80% 

Frequency 

149 respondents offered responses on each of fou:r trends for May 1991 and 

September 1991 surveys (see Question lla, Appendix IJJ) 
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Nnthing 

Healtier/fresher 
foods/salads/fruit/vegw.bles 

Conscious of cholesterol 

Other comments 

Grilled/steamed/less frie<l food 

More concerned wit.Ii price/value 
for money 

More demand for fish/eating 

more fish 

People try different foods 

Not buying as much/less money 

Less meat requeste<l/re<l meat 

More wholemeal bread/fibre 

0 10  20 30 40 50 60 

Frequency 

149 respondents offered 1 77  responses for May 1991 and September 1 991 

surveys (see Question 1 1  b, Appendix III) 
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None 

Squid 

Fann prawns 

Farm barramundl 

Rainbow trout 

Atlantic salmon 

Silver trevally/skippy 

Oysters 

Australian herring/tommy ruff 

Pilchards 

Jack mackerel 

Don't know 

0 1 0  20 30 40 50 

Frequency 

1 49 respondents offered 297 responses for May 1991 and September 1991 

surveys (see Question 14a, AppendixlII) 
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Popular fish/in clenu.m:! (10) 

Good flavouxed fish (8) 
Always availiible/constant supply 

(if formed) (8) 
Other comm<'Jtts (S) 

Selling well already (9) 
Reputation (gocd quality e.tc) (!) 

Cheap/cheaper (8) 
Easy to prepare/cook/handle (8) 

Should be promoted/advertised 

Fresh wJ?J be in demand 
(fanned) (6) 

If price came down (!) 
Would he cheaper if fanned (5) 

Cm be caught locally/well known 

(l) 
Different/for variety/a change (6) 

Versatile (5) 
Growing Asian/ethnic population 

(4) 
Attractive/looks good (4) 

People more educated about it 
now (2) 

Good/equal size portions (2) 

Quality control (3) 
Underrated/untapped/need supply 

(2) 
Boneless/few bones (2) 

Don't know 
Good for entree/suits our cuisine 

(2) 
Meaty/fleshy/good value (2) 

Canned/smoked/bottled sells well 
(1) 

Consistent price ( 1 )  

Health benefits (1) 

Qld/reef fish/freshwater ( 1 )  

0 1 0  20 30 40 50 

Frequency 

Respondents offered 292 responses for May 1991 and September 1991 swveys. 

Numbers in parentheses after 'reasons' refer to numbers of species cited (see 

Question 14b, Appendix III) 
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5.8 

Initiatives by to make the more aware 
t11e health benefits seafood were infrequently 
suggested. The response "lower/more reasonable prices/specials" 
came from Melbourne respondents at an above frequency 
(99.9% confidence limits).  Several of less frequently cited 
actions came from Sydney at above frequencies (either 95% 
or 99% confidence limits), "more advertising/promotions", 
"better/more display area/presentation", "ensure good quality", 
"space/increase store size". 

'Take-away' respondents saw a role for the fishing industry in 
achieving reduced or less variable prices for fish and seafood 
(Question 12b, Appendix III) ,  along with enhanced promotion, 
advertising and better information. The most frequently cited 
positive attribute for action was the health featu.res of fish and 
seafood (Figure 5 .8.2). Perhaps reflecting a general feeling of well 
being in the industry (or dissatisfaction with previous industry 
actions) ,  the third most frequently cited action was "nothing". 

A higher than average number of calls for action from the industry 
regarding more advertising and promotion came from Sydney (99% 
confidence limits), while Melbourne respondents stressed action on 
more education on the health features of fish at above average 
frequency (95% confidence limits). 
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Kesvcmolernts were a,,, ,.,, ,,..,."' 

seafood would un,, ... "''""" 

Appendix Figure 
Melbourne expecting an increase sales was average, 
while "don' t  know" were higher (both at 95% crn::mctem:::e 
1' . ) um1ts . 

The two most frequently cited reasons (Question 
justifying increased sales expectations were: 

people becoming more health conscious, and 

people eating more fish (Figure 5.8 .5). 

too much competition, and 

becoming too expensive/people can 't buy. 
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None 

Lnwer/more reason•bk 

prices/specials 

More cu&tomer demand 

More advei<Jsing!promotions 

Bettex/more display 
area/presentation 

Freezer size,8.nc.rease freexer 
spaceffrige 

Ensure good quality 

Space/increase store ;ize 

Fresh availability 

More/bigger variety 

Doo't know 

Public better educated/more 
aware/heslth benefits 

Need a fryer/grill eu:: 

Availability/consistent supply 

More staff 

Change menuf.ncrease fish meals 

More knowledge/info on 
fish/preparation etc 

Find a good supplier 

0 5 10  1 5  20 25 30 

Frequency 

149 respondents offered 1 96 responses/or May 1991 and September 1991 surveys 
(see Question 12a, Appendix III) 
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Cheape:r/redtU:ed prices/less 

fluctuation 
More advertising,.promc.tion/ 

infotmatioo 

Nothing 

More education/on health features 

Good quality/standard fish 

Le.ss exporting 
ove:rseas/interatate[.unpo!'..ing 

More varietyfbigger range 

Don."t know 

Other comments 

More consistent supp! y 

More fresh/not frozen 

Packaging mentions 

Stop the racket/monopoly 

Less controls/destructure industry 

Get fish to market 

quicker/fresher/good condition 

Leaflets/recipes 

Management authority more 

effective 
More controls/change law/no 

overfishing 

More boneless fish/filleted 

Sampli..-1gltasting demos 

More farming of fish 

More regular size fillets 

Correct labelling/naming of fish 

0 10 20 30 40 50 

Frequency 

149 respondents offered 237 responses for May 1991 and September 1991 surveys 
(see Question 12b, Appendix Ill). 
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More advertising support for 
fisbjseafood 

Greater supply /variety of 
Australi&n fish 

Guimmtee of consistent supply 

Greater quality regulation to 
minimise food poisoning 

Portion controls to ensure 
standard size pieces 

Info' to help preparation/cooking 

of specific types 

Guidelines for improved storage 

by suppliers 

Guidelines for improved storage 

by food handlers 

More fish/seafood in ready to 

cook form 

More reliable delivecy 

1 2 3 4 
Very unlikely Somewhat Neither likely Somewhat 

unlikely nor unlikely likely 

149 respondents for May 1991 and September 1991 surveys (see Question 13, 
Appendix llI). 
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Sales increase 

46% 

Sales decrease 

13% 

15% 

Sales remain the same 

26% 

149 respondents offered 149 responses for May 1991 and September 1991 surveys 
(see Question l 5a, Appendix III). 
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People becoming more health 
oori.Scioos 

Other comments 

People e.ating more fuh 

Too much competition 

Becoming too e>:penrivefpoople 
can't buy 

Increase in population/area is 
growing 

Don't know 

People not spending/too 

expensive/tough thne,s 

Has not been a change in (5-1 0) 
years 

No/low cholestero]Jfish is health 
food 

Er.tension planne<l/going to 
extend (store/menu) 

Starting to advertise more 

If cheaper/cheaper than 

meat/would use more 

Limited demand in area/small 

supermarket/residence etc 

More variety/bigger range 

Quicker to prepare/cook 

Tending towards lighter meals 

0 5 10 1 5 

149 respondents offered 185 responses for May 1991 and September 1991 surveys 
(see Question 15b, Appendix III). 
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Predictably , the bi-modal sales reflects the two 
distinct categories of ' take-away' outlets aI1d businesses 
(Figure 5.9.2). Fish and chip shops tend to a high proportion 
of sales coming from fish and seafood sales (most frequently 
7 1  - 80% of sales)  while other take-away outlets are les s  dependent 
on fish and seafood sales (most frequently 1 - 10% of sales). The 
average percentage of average weekly sales due to fish and seafood 
for each category was 64.6% for fish and chip shops and 24.2% for 
other take-away outlets. 

Respondents were as cautious about disclosing a value range for 

average weekly sales due to fish and seafood; the percentage who 
refused to answer was 26% (c.f. 33% in Figure 5 .9. 1 ) . The most 
frequently nominated range was $2,001 - $ 5 ,000 per week (17% of 
respondents),  and the s ample group average was $2, 1 53 . 10. The 
reported average for Sydney respondents was triple that of 
Melbourne respondents ($3,355 per week versus $ 1 , 1 1 8  per week). 

With respect to sales of uncooked fish and seafood, most 
respondents (5 1 % ) reported no sales from this category; 80% of 
respondents took 20% or less  of sales from uncooked fish and 
seafood (Figure 5 .9 . 3) . 

TI1e average number of full time staff employed at 'take-away' 
outlets was 1 .9 ,  with "two full time staff' being the most frequently 
cited category (56% of responses). 
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Under 

1 -20,000 

Refused 

Don't know 

0% 5% 10% 15% 20% 25% 30% 

Frequency 

42% 

35% 40% 45% 

149 respondents offered a response each for May 1991 and September 1991 
surveys (see Question 16a,  Appendix II!) 
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Num.be.r of 

..... ' 

- ...... 
N ,.... ' 

(<) -
� � � Fish/Seafood as \0 ;::; ;; 

of Sales ( o/'c)  � 

i9 'Other' Take-away Outlets Fish and Chip Shops 

Sample Frequeocy(l) 
Fish/seafood as 
proportion of average 'Other' Take-away 
weekly sales (%) Outlets Fish and Chip Shops 
0 2 1%  0 0% 
l - 1 0  26 17% 1 1%  
1 1  - 20 7 5% 1 5% 
2 1  - 3 0  6 4% 5 3% 
31  - 40 3 2% 6 4% 
4 1  - 50 4 3% 5 3% 
51 - 60 4 3% 9 6% 
6 1  - 70 4 3% 10 7% 
71 - 80 2 1%  19 13% 
8 1  - 90 0 0% 9 6% 
9 1  - 99 0% 8 5% 
100 0% l 1 %  
Don't know 2 1% 4 3% 
Refused 1 1% 3 2% 

( 1 ) 149 respondents offered 149 responses across the May 1991 and September 1991 
surveys (see Question 16b, Appendix Ill). 
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0 

1 - 10% 

1 l  - 20% 

21 - 30% 

31  - 40% 

41 - 50% 

51  - 60% 

61 - 70 %  

Don't know 

0% 10% 20% 30% 40% 50% 

Frequency 

149 respondents offered a response each for May 1991 and September 1991 
surveys (see Question 16c, Appendix Ill). 
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6. 

6 . 1  

This Section 

findings are presented on a matrix, generated using a 
correspondence analysis algorithm. Thus the scales on the 
matrix relate to this correspondence analysis ,  and are not to be 
interpreted in the sense of conventional x- and y- axes in a 
graphical representation 

the 'total retention' value is an estimate of the variability in 
responses to statements/attributes which is retained on the map. 
As a rule of thumb, interpretation can proceed confidently when 
the sum of the two values quoted exceeds 75% 

attributes are positioned on the map according to the pattern of 
responses given by respondents, and proteh1 sources then 
mapped against these attributes according to scores generated 
through the correspondence analysis 

the dots alongside statements/attributes represent the actual 
location of that attribute on the map. 
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6.2 

know" or or because they were found not to 
contribute significantly to six 
protein sources .  

In of the discussion follows,  sou.."Ces 
respect of the strength the association to a particular statement is 
discussed. The ran...king is derived from the proportion of 
respondents who associated the statement each protein source -
it is not drawn from the perceptual map. The perceptual map should 
be seen merely as a technique with which to highlight strong and 
very weak associations between statements and protein sources. 

It can be seen that prepared fish products and canned fish 
and seafood have the lowest  levels of association among the six 
protein sources investigated, on all but two of the thirteen 
statements. Canned fish and seafood are the protein sources 
most likely to be seen as taking up little storage space. Like all the 
other protein sources ,  except fresh or frozen fish, the canned and 
prepared fish categories are seen as easily available to buy, and easy 
to prepare. 
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business;  to 
to It is .,,,_,, . .  .,,.,, .. ..,_. "'"" 

reused later after it 
ore:terrea by more customers and considered a filling but 
second to or it  is seen as to go off 
have to be thrown out. It is to be better supported 
advertising than any of the three of fish products, to 
les s  likely to suffer from quality variations than meat, or 
fresh and frozen fish, and to be the protein source for which 
prices fluctuate least widely. 

Meat also has a strong positive image among caterers. It is thought 
to be the protein source most easily available to buy; it is most likely 
to be regarded as a filling meal ; to be preferred more customers; 
to be able to be reused later after it has been cooked initially; and to 
be well supported by advertising. However, it is the protein source 

considered most likely to vary in quality, and equal second with 
pork to fresh and frozen fish, is thought to disadvantaged by 
prices fluctuating too widely. It is seen as easy to prepare, to offer 
the busines s  good value for money, and to provide a good margin to 
the catering business .  Apart from prepared fish products, and 
canned fish seafood, it is the least likely protein source to 
go off and have to be thrown out. 
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1 

0 

fluctuate too much 

is likely to go off/be thrown out !ii 

FP..ESH OR FROZEN FISH 111 
• 
! 

its quality varies ill : 
I 
I 
• 
I 
I 
I 
I 
I 

- - - - - - - - - - - - - -
provl'des

-;: goOd margm 10'&.iJ.­
well supported % ad 

Iii preferred lrJ mme of my customei'S 

Ill cm be reused later 
Iii 
TIDmg mea1 - - - - - - - - - - - - - - - - - �  
mpouLTRY 

good value for money 
is easy to prepar!!ii! • 

1111 easily 11vfrifable to buy 

B!PREPARFD FISH PRODllprs 

111 takes up little storage space 
1:1 CANNED FISH OR SEAFOOD 

- 1  

-2 

-2 - 1  0 1 2 

Total retention = 50.2 + 33.1 

FIRDC Trade/Out-of-home 179 



one or more 
are presented in 
using a correspondence analysis 

that ten statements do not 
of the relatively high level "don't know" or or 
oec::au:�e they were found not to contribute significantly to pe1:ce1:>tu:ai 
differentiation between sources. 

In parts of discus sion follows, the rank of protein sources in 
respect of the strength the association to a particular statement is 
discus sed. The ranking is derived from the proportion of 
respondents who associated the statement with each protein source -

it is not drawn from the perceptual map. The perceptual map should 
be seen merely as a technique with which to highlight strong and 
very wea.lc associations between statements and protein sources .  

Prepared fish products and canned fish and seafood have 

the wea.l(est perceptions of the six protein sources among the food 
services sector on almost all the dimensions measured. The 
exception, as highlighted on the perceptual map, is that canned 
fish seafood is perceived to take up little storage space . That 
canned fish and seafood and p.repa:red fish products are 
positioned on the map near the attributes "easy to prepare" and 
"easily available to buy" indicate relative strengths only, as these 
two fish categories still only rank fifth and sixth on these statements, 

out of the six protein sources investigated. 
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Meat has most positive image of the protein sources a..mong 
food services It is most easily available to 

the to prepare; to 
the customer good value for and to preferred by more 
customers than any the other protein sources investigated. It is  
the product best supported by advertising, and it  can be later 
after it has been cooked initially. Second to poultry, it is thought to 
provide a good margin to the business. However, meat it also 
associated with a few negative perceptions as well - it is most likely 
to be perceived as variable in quality; and second to fresh or 
frozen fish, its prices  are thought to fluctuate too much. Though 
nowhere near the negative barrier faced by fresh or frozen fish , 
meat i s  the second most likely protein source to be considered too 
dear by customers. 

Poultry is seen as offering the best margin to the business, no 
doubt a key factor in its widespread popularity. Second to meat, it 
is thought to be easily available to buy, to offer the customer good 
value for money, and to be able to be reused later after it has been 
cooked initially. However, second to fresh or frozen fish, it is 
thought likely to go off and have to be thrown out It is attractive 
because, like pork, it is not considered to be too dear by customers, 
nor to have prices which fluctuate too much. It is thought to be well 
supported by advertising, though well behind meat, and slightly 
lagging pork. With meat and fresh or frozen fish, it is 
considered an essential part of the range offered, easy to prepare, 
and preferred by more of the customers. 
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2 

1 

0 

- i  

-2 

I 
; 

111 preferred by more of my cust?mers 

1 m ean be 

MEAt •I !II provides a good 

its quality varies Ill ' !I! offers good value for money 
an essential part of range offered 111) m well supoorted by advertising 

FRESH OR FROZEN FISH lll l 1 ePOUlTRY 
!lis likely to go off/be thrown out • 

later 

• • - - - - - - - - - - - - � - �  � - - - - - - = - - - - - - - - r = - - - - - - - - - � - - - - - - - - - - - - - - - - - - -

prices fluctuate too much ' PORK 

II! is  considered to be too dear by customers , m is easy to prepare 
Ill i� easily available to buy 

- 2  

takes up little storage space 111 
PREPARED FISH PRODUCTS m 

CANNED FISH OR SEAFOOD Iii 

- 1  

Total retention = 50.3 + 365 

0 1 2 
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to improve the industry' s  to supply 
institutional a.11d catering markets, and 

most recent 

to 

to endeavour to establish fish as an 'everyday' food item in the 
home." 

Recommendations in that study which related directly to catering, 
'restaurants ' ,  or 'take-away' industry segments included: 

"- industry research by Government and industry to establish the 
extent of stocks available, especially for take- away outlets and 
tinned fish. (continues) 

improved co-ordination between catching and distribution 
sectors order to improve continuity of supply and achieve 
some predictability in price to meet the needs of fast food outlets 
and supermarkets. (continues) 

fish species be identified in a way acceptable to both trade and 
consumers. 

an industry levy be adopted to promote under-utilised or new 
species . . .  (continues )" .  
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as : 

a relatively cheap 

continuity of its supply 

- quality of produce (consistently high) 

its suitability to use in fast food operations 

consumer acceptability (boneless, skinless). 

Irrespective of the current validity of these proposals, it is relevant 
that only the 'restaurants '  trade segment indicated in t.llis study that it 
was getting what it required from its suppliers. One outcome has 
been the emergence of mainly imported hake as the primary fish type 
served at ' other take-away outlets ' and by caterers, and the second 
most frequently served species at restaurants. 

On the other hand, some instances of strengthening commercial ties 
between catchers and distributors are apparent (vertical integration 
businesses), eg the development of fish retailing complexes at 
Blackwattle Bay, New South Wales, and Fremantle, Western 
Australia. 
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squid/calamari has also shown a dramatic growth 
was scarcely discussed in 

In all these instances, a particular set influences have 
converged in such a that major promotional campaigns have not 
been a pre-requisite for acceptance and growth in popularity. 
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& Extractive Industrie s  

This report has been prepared for the client to whom it is addressed. In 
accordance with our standard practice, PA, its servants and agents disclaim 
responsibility to any third party for anything arising out of the report. 
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YAN N CAMPBELL H OARE WHEELE R  
MARKET RESEARCH 

. 1 1 P R INCES STRE ET 
ST KI LDA VIC 3 1 82 

P H O N E :  5 3 7  2255 

1 

T I ME : 
START ______ _ 

FI N I S H :-------

SYDNEY 
MELBOURNE 

BRISBANE 
ADELAIDE 

PERTH 
HOBART 

1 
2 

3 
4 

5 

6 

JOB NO.: 675412 CATERERS 

FISH AND SEAFOOD CONSUMPTION STUDY 
WAVE 2 

I NTRODUCTION 
Thank you for ag ree i ng to participate i n  the National Food Consumption Study. The information 
collected from every respondent will be treated i n  the strictest confidence , added to the other 
data obta i ned and used for statistical purposes only. The results will be used in planning the 
supply a nd marketing of important Austral ian food items in the 1 990's. 

0. 1 a First o f  a l l  wou ld y o u  m i n d  t e l l i ng m e  y o u r  exact p ositio n  i n  this business. 

POSITION OF RESPONDENT: ----------

0 . 1 b  

0 . 1 c 

Are you a wa re o f  (or  p u r c ha s e) a l l  meat,  
f ish ,  s e a food a nd p o u ltry that is  b oug ht by  
t h i s  business? I F  DOUBT ASK ABOUT THE 
P URCHAS I NG O F  FI S H  

Are yo u t h e  o n ly person i n  th is  busin e s s  
who i s  i n vo lved in  t h e  d ecis ion for t h e  
p u rc lia s e  o f  f is h  a n d  s e a fo o d ?  

S H O W  CAR D K 
0. 1  d W h i c h  o f  t h e  fo l lowing stateme nts best  

d escribe s  the majority o f  t h e  cater ing 
cond u cted by t h i s  b u s in e s s ?  S I NG LE 
R ES P O N S E  O N LY 

Q. 1 e  I n  t h e  last f ina n c ia l year { 1 989/90) h ow 
m a n y  cater ing contracts were o p e rated (in 
th is  State) by t h i s  b u s i ness? (RECORD IN  
TOTAL) A n d  h o w  many were specia l  event  
(one off c ontracts) and how m a n y  were 
c o n t i n u o u s  over a def ined period of  t i m e? 
E N S U R E  THAT THE TWO F I G U R E S  TOT AL 
A N D  I F  N O N E  RECO R D  A S  ·o· 

CO NTI N U E  TO 0. 1 C ------ YES 

ASK TO S P EAK TO PERSON 
RESPONS I B LE FOR THE S E  ITEMS 
AND R ECOMMENCE I NTERVIEW -- NO 

GO TO 
0.1 e  

GO TO 
0.2a 

YES 

NO 

CONTRACT CATER I NG ON 
ANOTHER B USINESSES PREMISES 

IN-HOUSE CATER I N G  BY 
E M PLOYEES OF BUS INESS 

TO OTHER STAFF M E M BERS 

S U PP LY OF CATERED FOOD 
THAT I S  PREPARED ON OWN 

PREMISES AND THEN TAKEN 
TO CLI ENT 

CATER I NG OF FOOD WHE R E  
CLIENTS COME TO YOUR 

PREMISES/BUSINESS 

SPECIAL EVENT 

CONT INUOU S  CONTRACT 

TOTAL 

2 

2 

1 

2 

3 

4 



O. H 

0. 1 g  

EACH C O NTRACT MANAG E R  l S F R E E  TO 
T H E  S U P P LI ER O F  ALL P URCHAS E D  F O O D  
P R O D U CTS 

2 

EACH C ONTRACT MANAG E R  P U RCHASE S  FOO D  
P R O DU CTS F R O M  S UP P L I E R S  R ECOM MENDED 
BY TH E  B U S I N ES S  (H EAD O FF IC E ) 

FOOD I S  B O U G HT BY T H E  B U S I N ES S  
(HEAD OFFI C E) AN D EAC H  C ONTRACT 
M ANAG E R  O R D E R S  F O OD FROM H EAD O FFICE 

F O O D  IS A LLOCAT E D  BY H EA D  O F F I C E  
TO E A C H  C ONTRACT 

OTH E R  (S P E C I FY)------------

of 

UNDER YEAR 

OVER 1 YEAR - 2 YEARS 2 

� 3 YEABS 3 

4 

5 

6 

SAY 7 

2 

3 

4 

5 

0.2a Which of these two statements best d escribes the pla nning for meals in this organisation? 
R EA D  O UT 

TH E M E N U  I S  P LAN N E D  O UT WELL I N  ADVANCE 
FOR A S P EC I F I C  P E R I O D  O F  T I M E  AND I S  
BAS E D  O N  PAST EXPE R I E N C E  

T H E M E N U  I S  C O NSTANTLY ADJU STED TO 
M EET S P EC I F I C  C USTO M E R  R EQ U I R EM E NTS 2 



3 

SHOW CARD A 
.. 0 .2b I n  other research, caterers have made a number of statements about the bases for their 

meals,  s u c h  a s, meat,  p ork, poultry, fresh or frozen fish, prepared fish products (like fish 
fingers) a nd ca n n ed f ish a nd sea food products. I am g oing to read out some statements 
a nd would l ike you to tel l  m e  to which, if a ny, each statement applies. You may nominate 

. 1 .  

2. 

3. 

4. 

5. 

6.  

7. 

8 .  

9. 

10. 

1 1 . 

1 2. 

1 3 .  

1 4. 

1 5 . 

1 6. 

1 7. 

1 8. 

19 .  

20.  

2 1 . 

22. 

23. 

24. 

25. I 

none,  one, or as man y  a s  you like. There are no right or wrong answers, we are just 
interested i n  your opinion.  R OTATE TO ASTERI S K  

T h e  first sta t e m e nt is . . •  (READ OUT FIRST STATEMENT) From Card A to which 
products does th is  statement apply? 

MEAT PORK POUl TRY FRESH 
.Qf! 

FROZEN 

PREP 
� 
ASH 

CANNED 
ASH 

! 
ASH PROOUCTS SEAFOOD 

P ROVID E S  A G O O D  MARGI N  TO T H E  B U S I N ES S  2 3 4 5 6 

WELL S U PP O RT ED BY ADVERT I S I NG 2 3 4 5 6 

S U PPLY OFTEN CANNOT B E  G UARAN T E E D  2 3 4 5 6 

I S  OFTEN TO O  EXPE NSNE FOR T H E  B U S I N ESS TO B UY 2 3 4 5 6 

OFFERS T H E  B U S I N ESS G OOD VAL U E  FOR M O N EY 2 3 4 5 6 

IS L IKELY TO G O  O F F  AND HAVE TO B E  

TH ROWN O UT 2 3 4 5 6 

PRESENTS A PROBLEM I N  WASTE D I S P O SAL 2 3 4 5 6 

STAFF D I S LIKE PREPARI N G  AN D COOKING IT 2 3 4 5 6 

OUR STAFF DON'T HAVE T H E  KNOWLEDGE T O  

P REPARE ANO C O O K  IT 2 3 4 5 6 

IT TAKES UP LITTL E  STORAGE SPACE 2 3 4 5 6 

IS CONSI D E R E D  T O  BE TOO D EA R  BY C U STOMERS 2 3 4 5 6 

IT I S  DIFFICU LT TO B U Y  I N  T H E  R I G HT S IZE 

PORTIONS FOR P R E S ENTATION ON PLATES 2 3 4 5 6 

PREFERRED BY M O R E  OF MY C U STO M ERS 2 3 4 5 6 

IT CAN BE R E USE D  LATE R  AFTER IT HAS BEEN 

COO K E D  INITIALLY 2 3 4 5 6 

O U R  STAFF D ON'T HAVE T H E  K N OWLEDGE TO 

BUY IT C O N F I D ENTLY 2 3 4 5 6 

IS EAS I LY AVAILABLE TO B UY 2 3 4 5 6 

IT IS EASY TO PREPARE 2 3 4 5 6 

S U ITS THE M E N U  WHICH WE OFFER 2 3 4 5 6 

ITS QUALITY VAR I E S  
·· 1 2 3 4 5 6 

PRICES FLUCTUATE TOO M U C H  2 3 4 5 6 

AN ESSENTIAL PART OF T H E  RAN G E  WE OFFER 2 3 4 5 6 

I S  A H EALTHY MEAL 2 3 4 5 6 

IS A F ILLIN G  M EA L  2 3 4 5 6 

LOOKS GOOD O N  T H E  PLATE 2 3 4 5 6 

SUITED TO M I C ROWAVE COOKING 2 3 4 5 6 

. :· . . ... 
A LL THE REMAIN I NG QUESTIONS CONCERN FISH AND SEAFOori PROOUCTS 

AS PART OF THE NATIONAL SEAFOOD CONSUMPTION STUDY 

NONE � 
KNOW 

7 8 

7 8 

7 8 

7 8 

7 8 

7 8 

7 8 

7 8 

7 8 

7 8 

7 8 

7 8 

;r 8 

7 8 

7 8 

7 8 

7 8 

7 8 

7 8 

7 8 

7 8 

7 8 

7 8 

7 8 

7 8 



Q.3c 

0.4a 

fis h  or seafo1Jd dishes? 

Have you ever offered fish  or seafood 
d ishes in the 

TO 

TO 

GO 

OFFICE 

Q.4b THEN 1 

2 

3 

fish and seafood? 

NO PROBLEMS/NONE 0 1  

OFFICE 



5 

· oAb 

1 .  THE IJARIA8l.E Q UAlfri' O F  T H E  FlS H  

AND SEAFO O D  AVAILABLE 3 5 

" <! .. T H E  PROPORT I O N  O F  THE F ISH A N D  

S EAFO O D  P U R C HASED WHI C H  CANNOT B E  

S O L D  AND M UST S E  T HROWN AWAY 2 3 4 5 

3. THE COST O F  DiSPOSING O F  WASTE PRODUCT 2 3 4 5 

4. THE UNAVAll.ABlLITY OF STAFF WITH 

EXPERIENCE IN PREPARI N G  AND COOKING 

FISH AND S EAFOOD PRODUCTS 2 3 4 5 

5 .  THE AMO U N T  O F  P HYSICAL STORAG E S PACE 

REQUIRED FOR F I S H  AND SEAFOOD P R O DUCTS 2 3 4 5 

· 5. THE N E E D  TO HAVE S P ECIAL C O O K I N G  FACI LIT IES 

SUCH AS D E E P  FRY I N G  U NITS 2 3 4 5 

7.  UNCERTAlNTY ABOUT T H E  FHE S H N E S S  O F  F I S H  

AND S EAFOO D  AVAILABLE 3 4 5 

8. U N  CERT AJNTY ABOUT WHETHER THE F ISH BOUGHT 

ARE CORRECTLY NAM E D  2 3 4 5 

9. THE R I S K  O F  BUYING F ISH A N O  S EAFOOD 

"S IGHT UNSEEN" 2 3 4 .• 5 

1 0. CLIENTS D I S LIKE BUYING FISH B ECAUS E  O F  T H E  BONES 2 3 4 5 

1 1 . UNFAVOU RABLE P U B U C ITY ABOUT FISH AND S EAFOOD 2 3 4 5 

1 2. FISH !S TOO EXPE N SIVE TO BUY 2 3 4 5 

1 3 .  SEAFOOD I S  TOO EXPENSIVE TO BUY 2 3 4 5 

1 4 .  D I FF ICULTY P R E-ORDERING AND RECEIVlN G  FISH 

AN D S E.A.FOO D  PRODUCTS 2 3 4 5 

1 5. D I FFICULTY O F  MAINTAIN I N G  T H E  QUALITY O F  FIS H  

ANO S EAFO O D  P REPAR E D  AND D ISTRIB UT E D  T O  

D IFFERENT SITES 2 3 4 5 

1 6 .  DIFFIC U LTY I N  O BTAIN I NG GOOD Q UALITY PRODUCT 2 3 4 5 

1 7. DIFF ICULTY G ETT I N G  CONTINUO U S  S U P PLY AT STEADY PRICES 2 3 4 5 

1 8 .  A LACK O F  TRA I N I N G  I N  FIS H  HAND L I N G  AND HYG I E N E  2 3 4 5 

1 9 .  OIFFI C U L  TY G ETTING CONT I N U O U S  S U PP LY OF A GOOD RANG E  OF FISH 2 3 4 5 



) . 5  
) P E C I E S  

3 0 U G H T  

: U R R E NTY 

0 . 6  
FORM BUY 

L IVE WHOLE FILLET CUTLET HEAD & SMOKED OTH E R  
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2 
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3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

GUTTED 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 
5 

5 
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7 
7 
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7 
7 
7 
7 
7 
7 
1 
7 
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7 
7 
7 
7 
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7 

0.7a 
VOLUME 

PURCHASED 

LAST MONTH 

KG 

KG 

KG 

KG 
KG 
KG 
KG 
KG 
KG 
KG 
KG 
KG 
KG 
KG 
KG 
KG 
KG 
KG 
KG 
KG 
KG 

KG 
KG 
KG 
KG 

0.7b 
NAM E OF 

SUPPLIER 

TYPE O F  SUPPLIER 

F ISHER· 

MAN( 
FARM 

2 

2 

2 

2 

3 

3 

3 

3 

2 3 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 
2 

2 

2 

2 

2 
2 

2 

2 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 
3 

3 

3 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 
4 

4 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

6 

6 

6 

6 

6 

6 

6 

5 

5 

5 

6 

e 

6 

6 

6 

6 

6 

% 

QQfil 
KNOW 

1 0 1  
1 0 1  
1 0 1  
1 0 1 
1 0 1  

1 0 1  
1 0 1  
1 () 1  
l 0 1  
1 0 1  
1 0 1  
1 0 1  
r n t  
l O i  
1 0 1  

1 m  
HH 
H l l  
1 0 1  
1 0 1  
1 0 1  
1 0 1  
1 0 1  



a s k  
s e a f o o d  that  a re :s o ld 
fresh a n d  n ot 

I n  t h e  ia st  m o nth ;,vhat  were t h e  m ai n  
P RO B E UP T O  A MAXI M U M  O F S IX  
S P E C I E S .  B E LOW. 

2.  

3 .  

A n d  w h a t  w e r e  t h e  mai n  
TO A MAXI M U M  

B E LOW. 

2. 

6. 

3. 

4. 

! F  

this business? PROBE UP 
THAN FOR THE FOUR 

NONE 

FOR EACH TYPE AS K 0.6 TO 0 . 8  AND RECOBD O P POSITE: l F NON E  I N  Q.Sa AND Q.5b GO 

TO 0 . 1 2a.  
S H OW CAR D B 

J.6 D o  you buy that  who l e ,  headed a n d  gutted, s moked or in some other form? 
WRITE ! N  TYP E U N D E R  Q . 5 .  M U LTI P LE RESPONSE ALLOWED BUT RECORD EACH 
C O D E  O N  A S E PARATE U N E. 

00 1 

00 1 

J.?a I n  t h e  l a st m on t h ,  h o w  ma ny k ilogra ms of (READ O UT TYP E  AND FORM) were 
P R O B E F O R  B EST ESTI MATE. I F  MORE THAN ON E FORM REPEAT QUESTION. 

for this business? 

S H OW CAR D 0 
0.  7b Who do y o u  g en e ra l ly  p u rchase th is  from a n d  what typ e  (SHOW CARD D) of supplier 

is that? R ECORD NAME O F SUPPUER AND APP R O PRIATE CODE. IF MORE THAN 

O N E  F OR M  R E P EAT Q U ESTI O N .  

0.8 And what  proporti o n  of (READ OUT TYP E  AN D FORM) that were bought last year was imported 
a nd what  proportion was caught  in  A u stra lian waters? ENSURE TOTAL I S  1 00%. 

:J.9a Thinking o f the  s pe c i e s  
·
we have j u st d iscussed , a pproximately what proportion of the 

tota l a mo u nt you s p e nt on a l l  fres h  and frozen f ish a nd seafood in the last month was 
a cc o unted for by t h e s e  s pecies? P R O B E  FOR B EST ESTIMATE. WHERE POSS I BLE DO N OT ACCEPT 
D O N 'T KNOW. 

WRITE I N :  DON'T KNOW 1 0 1  

::J.9b Y o u  m e nt i o n ed that  t h e  m a i n  f in fish that y ou buy a re (R EAD OUT FROM 0.Sa} . 
What  a re t he s pecif ic reas o n s  f o r  buying (R EAD OUT F I RST TYPE OF 
F I N F I S H  F R O M  0.5a)? R E PEAT FOR EACH TYPE 

R ECO R D  TYP E (0.5a) REASON 



· 0. Oa 

CU O b  

7 

TO 

TO 0. 1 1 a  

contracts to  tota l  value of fish and se;::m.i;oo 
D IVIDED SY TOTAL V;-'1,LLJE OF FISH AND 

WRITE I N : ------- % 

NO 2 



0. 1 l a  NOT AT ALL DONT 

I M P O RTANT 

2 

On a sca le o f  
which t o  

3 4 5 

R EA D  . BELOVJ THEN 
ST.A.TE ME NT. R E PEAT 0. 1 1 a AN D  Q .  ·1 b  FOR EACH STATEMENT. 

7 

O . l i b  V E R Y  VERY 

2 3 4 5 6 

On a sca l e  of 1 t o  7 how wo u ld yo u rate your  main wholesale  
R EC O R D  B E LOW. 

1 .  CLEAN O UTLET 

2 .  IT  S E LLS F R E S H  F ISH & S EAFO O D  ( ! E. N OT FROZEN) 

3.  HAS C O N S ! STENTL Y LOW P R I CE S  FOR F I S H  & S EAFOOD 

4.  G O O D  T E M P ERATU R E  C O NT R O L  

5 .  OFFER S A USTRALIAN F I S H  & S EAFOOD 

6 .  HAS STAFF I N FORMED ABOUT F I S H  & SEAFO O D  

7 .  HAS R E LIAB LE D E LIVERY 

8.  U N D E R STAN D S  M Y  B U S I N E S S  

9 .  O F F E R S  A WI D E  VAR I ETY OF FI S H  & SEAFOOD 

1 0 . HAS FR I EN D LY STAFF WOR KI N G  THERE 

1 1 . HAS A G O O D  R EP UTATIO N  FOR Q UALITY F I S H  & S EAFOOD 

1 2 .  I CAN B E  C O N F I D E NT THAT F R E S H  F I S H  O R  S EAFOO D  

HAS NOT B E E N  F R O Z E N  

1 3 . O R D E R S  A R E  P R O M PTLY ATTEN D E D  TO 

1 4 . G UARANTEE O F  T H E  FI S H  O R  S EAFOOD S O LD BEING 

C O R R E CTLY NAM E D  

1 5 . I T  ALSO S E LLS A RANG E O F  OTHE R  P R O DUCTS I N EED 

1 6. I S  H O N E ST A N D  FAI R I N  D O I N G  B U S I N ESS 

1 7. G I V E S  G O O D  C R EDIT T E R M S  

1 8 .  P R OVI D E S  C LEAR DOCUM E NTATION ANO PAPERWOR K  

7 

IMPORT. 

RATING 

KNOW 

8 

!<NOW 

8 

for ... READ O UT. 

WHOLESALE 

S U P PLI ER 

RATI NG 



2a noticed 
R EAD 

twelve 

· ·i .  M O R E  ABOUT T H E  ! M P ACT O F  
P O LLUT I O N  O N  S EAFOO D  SAFETY 

· 2. M O R E  C O N C E R N  ABO UT T H E I R  G E NE RAL HEALTH 

3 .  A DES I R E  TO EAT LES S  FAT & O I LS 

4.  OF MORE G R I LLED RlffHE R  THAN FRI ED FISH 

5.  SALT ON FOOD 

6.  AVOI DANCE O F  P R O D U CTS H I G H  IN STARCH 

7.  M O R E  CONCERN ABOUT T H E  ACCURACY O F  
TH E NAM E O F T H E  F I S H  S O LD 

8 .  EAT I N G  M O R E  FISH THAN M EAT 

2 

2 3 

2 3 

1 2 3 

2 3 

2 3 

0. 1 2b A n d  ha ve you n ot iced a n y  othe r  tren d s  i n  food nr,,,v,,.,,·.,. n1�:::><:: with your customers in the last twelve 
mo nth s? P R O B E  

0. 1 3a What a ct i o n s  need t o  be ta ke n  for you r  business to buy more fish a n d  seafood 
prod u cts? P R O B E  

0 . 1 3b What a ct i o n s  need to be ta ken by t h e  fishing ind ustry in '"""�""'"''" for more 
fis h  a nd seafood to  b e  b o u g ht by your business? 

NO/NOTH I NG 0 1  

OFFIC E  

OFF I C E  

OFFICE 



10 

S HOW CAR D  L 
. Q. 1 3c I am going to read o ut a n umber of a ctions that other food preparers have 

id entified to be l ikely to increase their purchase of fish a nd seafood products. 
For each a ction, how l ikely is it to lead to an increase in your purcha se of fish 
a nd seafood prod ucts? ROTATE TO ASTERIS K 

··. · 

The first action is ... (R EAD OUT FIR ST ACTION) . From Card L how likely is 
t h is to increase your p urchase of fish and seafood? 

VERY SOMEWHAT NEITHER SOMEWHAT VERY DON'T 
LIKELY LIKELY LIKELY !,!NLIKELY UNLIKELY KNOW 

NOR UNLIKELY 

1 .  INFORMATION T O  HELP CATERERS I N  

P REPAR I NG AND COOKIN G  S P ECIF IC 

TYPES O F  FIS H AND S EAFOO D  2 3 4 5 6 

2. PORTION C ONTROLS TO ENSURE STANDARD 

SIZE P I ECES 2 3 4 s .  6 

3. G UARANTE E  O F  C O N S I STENT SUPPLY 2 3 4 5 6 

4.  G U I D ELINES FOR YOUR SUPPLIERS FOR 

I M P ROVED STORAGE TO INCREASE THE 

"LIFE" OF F ISH AND SEAFOO D  2 3 4 5 6 

5. GUIDELI N E S  FOR FOOD PREPARERS 

FOR IMPROVED STORAGE TO I N CR EASE 

THE "LIFE" OF F ISH AND S EAFOOD 2 3 4 5 6 

6. GREATER S UPPLY AND VARIETY O F  

AUSTRALIAN FISH 2 3 4 5 - 6 

7. MORE ADVERTIS ING S U P PORT FOR FISH 

AND SEAFOOD 2 3 4 5 6 

8. MORE RELIABLE DELNERY 2 3 4 5 6 

9. PREPARATION O F  MORE FISH AND S EAFOOD 

PRODUCTS IN A READY TO COOK FORM 

{IE. CRUMBED, SMOKED, PIE, SHASUK) 2 3 4 5 6 

10 .  G REATER QUALITY REGULATION T O  

M I N IM I S E  F O O D  POISONING 2 3 4 5 6 



of fish and seafood. 

0. 1 4a of fish and seafood which have been identified 
u rK!er  utmsed. For businesses like 

you c o nsider !Cl have th.e 

JACK MACKEREL (NOT 
JUST MACKEREL  O R  ANY 
OF THE OTHE R  0 ·1 ----� 

02 SQU I D  (OR CALAMARI )  -----

P I LCHARD S  O R  SAR D I NES 
(NOT CANN ED)  03 
AU STRAUAN H E R R I NG/ 
TOMMY R U FF 04 
S I LVER TREVALLY /SKI PPY 
(NOT J U ST TR EVALLY) 05 

"FA R M E D" S P E C I E S  

FAR M  PRAWNS 
(NOT J UST P RAWN S )  0 6  
RAI N BOW TROUT 
(FRESHWATER)  07 
ATLANTI C SALMON 
(FRESH NOT S M O KED) 08 
M U S SE LS 09 
OYSTERS 1 0  

FARM BARRAM U N D !  1 1  

NONE 1 2  

D O N 'T KNOW 1 3 

0 .  1 Sa Th i n k in g i n  the  next five years, d o  you 
c o n s id e r  that the  p urcha s e  of f ish a nd 
s ea fo o d  prod ucts w i l l  in creas e , d ecrease or  
rema i n  the sa m e  i n  t h i s  b u s i n ess? 

0. 1 5b And why d o  you say that? 

GO TO 0.1 5a 

-·----

INCREASE 

DECREASE 
REMAIN THE SAME 

DON'T KNOW 

2 

3 

4 

OFFICE 



For classification purposes could you tell  me " . . .  

0 . 1 6a 
turnover 

0 . 1 6b .4n d  what 
seafood 

or  sa les  val u e  o f  th is  
P R O B E  FOR E STIMATE. 

--·-·--% 

0 . 1 6c And of t h e  tota l sa les of fis h a nd seafood 
wo u ld be m a d e  from fre s h  a n d  frozen 
o f  fish or s eafood 

WRITE IN S -·-·-----

FRES H/FROZEN 

CANN E D  

____ % 

2 .  __ % 

3 .  OTHE R  ___ % 

TOTA L 1 00% 

9999 

0 . 1 7  How m a n y  fu l l  t i m e  and part t ime/casua l  
workers a re e m pl oyed by th is  b u s iness? 

FULL TIME: ------------

PART TiME/CASUAL: ---------

THANK YOU VERY M U CH FOR YOU R  HELP AS ! SAI D, I AM FROM YANN CAMPBELL HOARE WHEELER MARKET 
R ES EARCH. IF  YOU WISH 1 WILL GIVE YOU OUR TELEPHONE NUMBER l F  YOU WOULD LIKE TO CHECK 
ANYTH I NG .  I F  YOU WOULD L IKE T O  CHECK THE BONA FIDES O F  TH I S  COMPANY, PLEAS E  CALL THE MARKET 
R E S EARCH L IN E  O N  008 023642 A N D  G IVE THE COMPANY NAME: YANN CAMPBELL HOARE WHEELER .  CA.LLS 
TO THI S  N U M B E R  ARE FREE.  

R ESPOND E NT NAM E :��-������������ 

A D D R E S S :���-��������������� 

I hereby cert ify that this is a true, accurate and complete interview. 

S IGNE D :  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . .  (Interviewer) 

DATE : . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  . 



Appendix II 

'Restaurants ' Questionnaire 



YAN N  CAMPBELL H Ol\RE WHEELER TI ME: 
MARKET 
1 1  

START -·------·- 2 
3 
4 
5 

ST K! LDA VIC 3 1 82 
537 2255 

you agreeing to partic ipate in  the National Food 

. .  · PERTH 

. ' t · . 

1 
2 

4 

JOB NO. :  6754F2: 

collected from every respondent will be treated in the strictest f"'nrmn<>n'"' 
data obtained and used for stat ist ical purposes on!y. The results will be 
supply and market ing of important Austral ian food items in the 1 990's. 

Q. i a First of a l l  wi:wid you m i n d  te l l ing m e  your exact position in thi s  business. 

O. i b  

0. 1 c  

0. 1 d  

Q. 1 e  

POSITI O N  OF RESPON DENT: 

Are you yourself, respo n sible for the 
purchase of  ·the m eat, fish ,  s eafood a nd 
poultry that i s  bought by this business? ! F  
DOUBT JI.SK ABOUT THE PURCHASING OF 
F ISH 

Are you res p o n s i b l e  f o r  purchas i n g  t h e s e  
i t e m s  for th is  bus iness only ,  or for other 
outlets a s  we· l l? 

And how many cutlet!; do you p urcha se 
meat, fis h ,  SE�afood and poultry for? I F 
R ESPONDENT INDICATES A DI FFERENT 
N U MBER OF O UTLETS FOR EACH 
PRODUCT AS I<: How many outlets d o you 
purchase fish a n d  seafood for? 

is this busim:·ss part of a buying group for 
m e at, fish a nd seafood or poultry products? 

CON'T ! N U E  TO 0. 1 C------YES 
ASK 10 :3PEAK - NO 
TO PEilSON R ESPONSIBLE 
FOR THES E ITEMS AND RECOMMENCE 
INTERVIEW 

TERMINii..TE - ALL CONTRACT CATERED 

1 

2 

(SPEC:lFY) . .  NO . 3 

GO TO C:!. 1  e ___ ONE BUSINESS ONLY 

GO TO CL 1 d OTHER OUTLETS 

nvo 
THREE 

FOUR 
FIVE 

SIX OR MORE 
rNR ITE !N) 

YES - ALL 

YES - ONLY FISH/ 

2 

2 
3 
4 
5 

SEAFOOD 2 

NOT FISH/ 
SEAFOOD /NO 3 



A 

1 .  PROVI D E S  A G O O D  fv!ARGIN TO T H E  BUSINESS 2 3 4 5 6 ? - - - - B 

2. WELL SUPPORTED BY ADVERT!SiNG 2 3 4 5 6 1 8 

-<. 3. S U P P LY O FT E N  CANNOT B E G UAl=t.ANTEED i ' 2 3 4 5 - 0  7 8 

4. IS OFTE N  TOO EXPENGIVE FOR THE B U S I NESS TO B UY 2 3 4 5 6 7 8 

5. OFFERS THE CUSTOMER GOOD VALUE FOR MONEY 2 3 4 5 6 7 a 

6. I S  LIKELY TO GO OFF 1�ND HAVE TO B E  T HROWN OUT 2 ·  3 4 5 6 1 8 

7 .  PRES ENTS A PROBLEM IN WASTE DISPO SAL 2 3 4 5 6 7 8 

8. STAFF DISLIKE PR EPAFllN G  AND COOKING lT 2 .3 4 5 6 7 8 

9. OUR STAFF D O N 'T HAVE THE KNOWLED G E  TO 

PREPARE AND COOK IT 2 3 4 5 6 7 a 

10 .  IT TAKES UP LITTLE STOP.AGE SPACE 2 3 4 5 6 7 B 

1 1 .  IS CON S I D ERED TO SE TOO DEAR BY CUSTOMERS 2 3 4 5 6 : 7  8 

1 2. IT I S DIFFI C U LT TO BUY IN THE RIGHT S IZE 

PORTiONS FOR PRESE NTATION ON P LATE S  - 2 3 4 5 6 7 8 

----- - - - · · ·  

1 3. PREFERRED BY MORE OF MY CUSTOMERS 2 3 4 5 6 7 8 

1 4 .  !T CAN BE REUS E D  LA""ER AFTE R  IT  HAS BEEN 

COOKED IN!TiALL Y 2 J 4 5 6 7 8 

1 5. OUR STAFF DON'T HAVE THE K NOWLEDGE TO 

BUY IT CONFlOENTL Y 2 3 4 5 6 7 8 

16 .  I S  EASILY AVAILABLE T.J BUY 2 ,j 4 5 6 7 8 
- - - · ---- -----· - - - - - -· - --- - · · --· -· - - - ·  

1 7. IT IS EASY TO P R EPARE 2 J 4 5 6 7 8 

1 8. SUITS THE M E N U  WHICH WE OFFE::R 2 J 4 s 6 7 8 

19.  ITS QUALITY VARIES 2 3 4 5 - 5  7 8 

20. P RICES FLUCTUATE TOO MUCH 2 3 4 5 !i 7 8 

---- --·-·- - . · - -- - - · - ·--

2 1 _  AN E SSENTIAL PART OF THE RANGE WE OFFER 2 3 4 5 6 1 8 

22. LOOKS G OOD ON THE P LATE 2 3 4 5 6 7 8 

23. SUITED TO M!CRCWAV:O COOKING 2 3 4 5 6 7 8 



� � Q. 3 b 

0.4a 

Have you eve r offered fish or seafood 
d ishes In the 

What do you bel ieve a re th e mai n  in 

GO TO 

TO 
THEN 1 

GO TO Q. 1 3a 2 

'--- DON'T KNOW 3 

PROBE 

NO PROBLEMS/NONE 01 

OFFICE 



2. 

') '-'• 

4 .  

5 .  

6.  

7.  

8 .  

9. 

10.  

1 1 .  

1 2. 

1 3. 

�. 
1 5. 

1 6 .  

1 7 .  

i8.  

19.  

4 

with other caterers a 
fre$h and frnze11 fish and �eafclV!:l have �m::o1.m1tered. 

CARD do each of 

TH E  VAHlABLE QUALITY O F  T H E  FiSH 

AND SE.l\FOOD AVA!lAf!LE 

T H E  PROPORTION O F  -·HE F!SH AND SEAFOOD P URC HAS E D  

WH!CH CANNOT 8 E  SOLD AND MUST BE THROWN AWAY 2 3 

THE COST OF D!S?OSll\iG O F  WASTE PRODUCT 3 

THE U NAVAILAB!UTY o= STAFF WITH 
EXPERI E N C E  IN PREPARING AND COOKING FI S H  

AND SEAFOOD P R O D UCT S  2 

THE AMOUNT O F  PHYS ICAL STORAGE SPACE 

REQUIRED FOR FISH AND SEAFOO D  P RODUCTS 2 3 

T H E  LACK OF KNOWLEDGE OF CUSTOMERS ABOUT 

THE VARIETY OF FIS H  1\ND S EAFO OD PRODUCTS 2 3 

UNCERTAINTY ABO UT THE FRESH�ESS OF FISH 

AND SEAFOOD AVAILABLE 2 3 

UNCERTAINTY ABOUT WHETH E R  THE F ! S H  BOUGH T  

ARE CORRECTLY NAMED ·1  2 3 

T H E  RISK O F  BUYING F I SH AND SEAFOO D  "SIGHT U N SEEN" 2 3 

U N FAVOURABLE FUBU:ITY ABOUT FIS H  & SEAFOOD . . . · �  . .. . .2 3 

CUSTOMERS DISLIKE fUYING FISH BECAUSE 

OF T H E  BONES 

THE NEED TO HAVE SPECIAL COOKING FACILITIES 

SUCH AS DEEP FRYIN G  UNITS . 1 2 3 

FISH IS TOO EXP E N S N� TO BUY 2. 3 

SEAFOOD I S  T O O  EXPENSIVE TO GUY 2 3 

DIFFICULTY P R E-OROEFllNG AND RECEIVI N G  

FISH & SEAFOO D  PRODUCTS 2 3 

D I FFICULTY I N  0 8  r AIN ! N G  GO O D  Q UALITY PRODUCT 2 3 

DIFFI C U LTY G ETT I N G  CONTINUOUS S UP PLY AT STEADY PRICES 2 3 

A LAC K  O F  TRAINING ! N  FIS!-! HAN DLING AND HYG I ENE 2 3 

D I FFICULTY G ETTI N G  CONTINUOU S S U PP LY OF A GO OD RANGE OF FISH 2 3 

4 5 

4 5 

4 5 

4 5 

4 5 

4 5 

4 5 

4 5 

4 5 

4-� 5 

4 5 

4 5 

4 5 

4 5 

4 5 

4 5 

4 5 

4 5 

4 5 



1 . 5  
PECIES 
OUGHT 
:U.'iRENTY 

Q.6 
FORM BUY 

L IVE WHO L E  murr CUTLET J::!.EAD & SMOKED OTHER 

1 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

:2 

2 

2 

2 

2 

, 
2 

2 

2 

2 

2 

2 

2 

2 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

J 

3 

3 

3 

3 

·' 

3 

3 

3 

3 

3 
3 

3 

3 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 
4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

G UTTED 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 
5 
5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

fi 

6 

6 

6 
6 

6 

6 

6 

6 

6 

6 
6 

6 

6 

7 

7 

7 

7 

7 

7 

7 

7 

7 

7 

., 
' 

7 

7 

7 

7 

1 

7 

7 

7 

7 

7 

7 

7 

7 

7 

I 
I 

VOLUM E  
P U RCHASE D  
LAS T  MONTH 

KG 
KG 
KG 
KG 
KG 
KG 
KG 

KG 

KG 

KG 

KG 

KG 
l<G 
KG 

_ KG 

KG 

KG 

KG 

KG 

f<G 

KG 

KG 
KG 

KG 

KG 

'· 

f::!AME OF 
SUPPLIER 

IYPE OF S.!J.E'PUER 

FISHER­
M�!:U 
FARM 

' , 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

.:? 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 
2 

2 

2 

3 
3 
3 
3 
'3 
3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

� 

3 

3 

3 

3 

3 
3 

3 
3 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 
4 

4 

4 

4 

4 
4 

4 

4 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

15 

5 

IS 

5 

5 , 

!5 

5 

5 

5 

5 

5 

5 

5 

I I I 

I 
I ! % 
I 

6 I 
5 ! 
6 I 
6 ! 
6 I 
a I 
6 I I 
6 I l 
e I l 
a I I 
a i 

I ! ' 
I 
I 

�· I! '� 

6 l 
a I 
6 I 

i 
6 I 
6 I 
5 i 
e I 

I 

% 

1 01 
H J 1  

'! 0 1  

H:li  
1 0 1  
1 01 
1 0 1  
1 0 1  
1 0 1  
! 0 1  
1 0 1  
1 0 1  
'1()1 
1 01 
1 0 1  
1 0 '1  
HH 
1 0'1 
1 () 1  
1 0 1  
H.l 1  
I 0 1  
1 0 1  



I n  t h e  !m ;;t month what  were the main 
P R O S E  U P  T O  A O F  

T O P  S ! X  R ECORD BELOW. 

1 .  

. .., 0 .  

SPECI ES.  R ECORD B E LOW. 

' 
' ·  

2.  

5 . 

6. 

3 .  

4.  

sold 
MORE 

THE 

NONE 

fOR EACH TY P E  ASr< 0.6 TO Q.8 AND R ECO R D  OPPOSITE IF  NONE IN Q.5a AND 0.5 b GO TO 0 . 1  i 
SHOW CARD 8 

0 . 6  Do you b u y  t h a t  whole, cutlet, headed and g1Jttnd, smoked or in some other form'? 

VVR lT E  IN TYPE UNDER 0.5.  MULT! P LE R ESPONSE ALLOWED BUT RECORD EACH 
CO DE ON A S EPARATE L I N E. 

0.?a I n  t h e  la st month, h ow ma ny kilog ra m s  of (R EAD TYPE AND FORM) were bought for this 
b u s i n ess? P R O B E  FOR BEST ESTI MATE.  lF MORE THAN Oi'llE FORM REPEAT QUESTION. 

SHOW C1�RD D 

0.7b  Who d o  you genera l ly p urchase this from a nd what type (SHOW CARD D} of supplier 
is t hat? RECORD NAM E OF S U P P LI E R  AND APPROPRlAT: CODE. I F MOFE THAI\! 
ONE FORM F EPEAT C U ESTfO N .  

0.8  And wha� proport ion of (R EAD OUT TYP E  AND FORM) that were bought last year was 
i m po rted a nt what proportion was ca ught in Austra lia n w;:iters? ENSURE TOTAL !S 1 00%. 

0.9a Thin king of t h e  s p e cies we have just d iscussed , approximati�ly what prooortion of the 
tota l a mo u nt you spent on al i  fresh & froze n  fish & seafood in the last month was accounted 
tor by these specie s? PROBE 

FOR BEST ESTI MATE. WHE R E  POSSI B LE D O  NOT ACCEPT DON'T KNOW. 

WRITE I N :  _____ % 

0.9b Y o u  m e nt i o ni?d that  the m a i n  fin fish t hat you buy are {READ OUT FROM 0.5a) . 

DON'T KNOW 

What a re the specifi c reasons for buying (R EAD O UT FIR ST fYPE OF F IN FISH FROM 
0.5a)? R EP EAT FOR EACH TYPE 

R E CO R D  TYF E  (9.Sa)  R EASON 

00 1 

00 1 

1 0 1  



0. 1 0a 
i M P O RTl�,NT 

o. r nb VERY 

2 

3 4 

3 4 

O n  a sca ie oil 1 to 7 how would you rate 
R ECOR D B E LOW. 

1 . CLEAN O UTLET 

5 

5 

2 .  IT S E LLS FR ESH F I SH & S EAFOOD ( ! E .  N OT FROZEN) 

3 .  H A S  CONS!STENL Y LOW PR ICES FOR FISH & SEAFOOD 

4 .  GOOD TEMP L:.RATIJ RE CONTROL 

5 .  OFFERS AUSTRAL:AN F I S H & SEAFOOD 

6 .  H A S  STAFF I NFORMED ABOUT F I S H  & S EAFOOD 

I-?. HAS R EL IAB LE OE'_!VERY 

8 .  U ND E R STAN D S  MY B U S I N E S S  

9 .  O FFERS A WI D E  Vt;R i ETY OF F I S H  & SEAFOOD 

1 0 . HAS FR ! ENDL Y STAFF WOR KING THERE 

6 

1 1 . HAS A GOOD REPUTATI ON FOR QUALITY FISH & SEAFOOD 

1 2 . I CAN B E  CONFIDENT THAT FRESH F I S H  OR SEAFOOD 
HAS NOT BEEN FFl OZEN 

1 3 . O R D E R S  AR E PROMPTLY ATTENDED 1 0  

1 4 . G UARANTEE OF TH E FISH O R  S EAFO O D  SOLD BE ING 
C O R R E CTLY NAMED 

1 5 .  IT ALSO SELLS A F!ANGE Oi= OTH ER PRODUCTS i NEED 

1 6. I S H O N EST A N D  F.l\ IR I N  DOI N G  BUSI N ESS 

1 7. GIVES GOOD CR EDIT TERM S  

1 8 . PR OVI D E S  CLEAR DOCU M ENTATION AND PAPERWORK 

7 

VERY 

7 

IMPORT. 
RATING" 

8 

DON'T 
KNOW 

WHOLESALE 
SUPPLIER 

RATING 



0. 

CLEAN 

2 FR E S H RATH!::R TH,i\N FROZEN 
FISH OR f S  

3 .  Hf\S A R E P UTATION OR 

4.  HAS CONSiSTENTLY lO'vV PRICES FOR FISH AND 

5 .  OFFERS AUSTRALIAN 

6. 

7 .  
K� . 8 . 

1 .  

2 .  

4 .  

5.  

6 .  

7. 

8 .  

HAS I N FO R M E D  STAFF FISH AND 

OFFERS A WI DE V.A.R! ETY OF F ISH AND SEAFOOD 

THE CUSTOMER CAN BE SURE THAT FISH OR SEAFOOD 
AS FRESH HAS NOT B E E N  FROZEN 

MORE C O N C :: R N  A.BOUT T H E  I M PACT OF 

POLLUT I O N  ON SEAFOOD SAFETY 

M O R E  CON C :: R N  ABOUT THEI R G ENERAL HEALTH 

A DESI R E  TO EAT LESS FAT & SATURATED OI LS 

PURCHASE OF MORE G R I LLED RATHER THAN 
FR I ED F ISH 

------

LESS SALT O N  FOOD 

AVO I DANCE OF PRODUCTS HIGH I N  STARCH 

M O R E  C O N C :: R N  ABOUT THE ACCURACY OF THE 
NAME OF TH :: FISH SOLD 

EATING MOR E  FI S H  THAN M EAT 

l<:ist twelve 

2 

2 

1 2 

2 

1 2 
2 

2 

1 2 

0 . 1 2b A nd have you nc:ticed any other trends in food prefer-encE!S with your customers in 
the la st twe lve months? PROBE. 

DON'T KNOW / 
CAN'T SP..Y 

3 

3 

.. 3 

3 

3 
3 

3 

3 

NO /NOTHING 0 1  

OFFICE 



3a to 

1 3b What actions need to !be taken 
seafood to bEi sold your 



9 

' {: 
S H OW CARD ;= . .  

Q. 1 4 I am going to read out a number of actions that other foocl preparers have identified 

1 .  

2 .  

3. 

. 4.  

5.  

6.  

7. 

8. 

9 .  

/'lo. 

to be l ikely to i ncrease their purchase of fish and seafood products. For each action, 
how l ikely is It to lead to an Increase. In XQY! purchase of fish and seafood products? 
ROTATE TO ASTERIS K. 

The first actic n is • • .  (READ OUT ARST ACTION) . From Cl!rd l how likely is this to 
increase your purchas e  of fish and seafood. 

VERY §QMEWHAT NETT HER . SOMEWHAT � 

INFORMATION TO HEU' CATERERS IN 

PREPARING AND COOKING SPECIFIC 

TYP E S  OF FIS H  AND SEAFOOD 

PORTION CONTROLS TO ENSURE 
ST ANOARO S IZE PIECES 

G UARANTEE O F  CONSISTENT SUPPLY 

GUIDELINES FO R  YOU!� SUPPL!ERS FOR 

I M PROVED STORAG E TO INCREASE THE 

"LIFE" OF FISH AN O S EAFOOD 

G U IDELINES FOR FQQ J P REPARERS FOR 

IMPROVED STOPAGE TO INCREASE THE 

"LIFE" O F  F I S H  AND SEAFOOD 

G R EA TEA S U PPLY AN D VARIETY OF 
AUSTRALIAN FISH 

MORE ADVERTIS ING S JPPORT FOR FISH 

AND S EAFOOD 

MORE RELIABLE DE LIVERY 

PREPARATION OF M Of'.iE F ISH & SEAFOOD 
PRODUCTS IN  A R EADY TO COOK FORM 

( IE.  CRUMBED. SMOKED, P IE. SHASLIK) 

G R EATER QUALITY R E 3ULATION TO 
MINIMISE FOOD POISONiNG 

LIKELY LI KELY �:ay UNLIKELY UNLIKELY 

NOR UNLIKELY 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

. 2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

DON 'T 

KNOW 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 



1 0  

Now I would l i ke to talk about specific types of fish and seafood. 

SHOW CAR D M 
. . . 

:: 0 . 1 5a Listed are various species of fish and seafood which have been identified by the fishing 
ind u stry as bc! i ng und er util ised. For businesses like ·this, which types do you consider 
to have t h e  greatest potential for Increased sales? RECOFIO BELOW 

FOR THOSE IDENTI FIED AS HAVING POTENTIAL <0. 1 5a CODES 1 TO 1 1 ) ASK Q. 15b 
· 0. 1 Sb  And what are t h e  main reasons for believing that the potential lies with (READ 

OUT EACH TYPE MENTIONED IN Q. 1 5a)? 

WILD SPEC IES  

JACK MACKEHEL 
(NOT J U ST M.A.CKEREL OR 

. QJQg Q.Jfil2 
REASON 

ANY O F  T H E  OTHER TYPES) 0 1  

SQU ID  (OR CALAMARI )  02 
P I LCHARD S  OR SAR D I N ES 
(NOT CANNED) 03 

AUSTRALIAN H E R R I NG /  
T O M M Y  R UFF 04 

SILVER T R EVALLY/SKI P PY 
(NOT JUST TREVALLY) 05 

"FARMED" SPECIES 

FAR M PRAWNS 
(NOT J U ST PHAWNS) 
R A I NBOW TROUT 
(FR ES HWATER)  

ATLANTIC SALMO N  
(FRESH NOT SMOKED) 
M U S S ELS 

OYSTERS 

FAR M BARRAMUNDI  
N O N E  

DON 'T KNOW 

06 

07 

08 
09 
1 0  
1 1  
1 2  > GO TO 0. 1 6a 
1 3  

0. 1 6a Thinking i n  the n ext fi11e years,  do you 
c o n s id er ·that  the sale of fis h  a nd seafood 
prod u ct s  wil l  increa se,  d ecrease or remain 
t h e  sa m e  i n  this busin e s s? 

INCREASE 

DECREAS E 

REMAI N THE SAME 
2 

3 

DON'T KNOW 4 

Q .  1 6b And why d o  you say that? 

OFFICE 



For classification 

Q.20b And 

P R O P O RTIO N  

Q.20c And of thee tota l  
wo u ld be made from 

c ould 

___ ,% 

of fis h  or sealood rnorn�r.:1,  

1 .  
2 .  
3 .  

CAN N E D  

OTH E R  

TOTAL: 

me . . . .  

___ % 

. 

___ 

01o 
___ % 

1 00% 

0. 2 1  How many fu l l  t ime and part time/casual  
workers are employed by this busine s s? 

!N  

FULL TIME: 

PART TIME/CASUAL: ----------

0.22 Does this bw;im.!ss have any ownership t ies w it h  . . .  READ OUT? RECORD BELOW 

YES NO DON'T KNOW 

FIS H  AND S E.6-FOOD WHOLESALER 1 2 � 3 
F I S H  A N D  S EAFOOD PROCESSOR 1 2 3 
FISH AND SEAFOOD F: ETAl lER (l E .  UNCOOKED) 1 2 3 
ANOTHEfl RETAILER SELLING COOKED FIS H  
ANO SEAFOOD 1 2 3 

C R ITICAL THAT THE FOLLOW I NG QUESTIONS ARE COMPLETED FOR APPROPRIATE BUSINESS 
(SE E  FRONT PAGE) 

0 . 23 R ESTAU HANT /CLUB (CODE 1 OR 2) : 

H ow many people can this restaurant/bistro 
seat at capacity? 

0 . 24 HOTEL (CO D E  3) : 

What is your annuai l icence fee? PROBE FOR 
BEST E ST I M.A.TE 

0 . 2 5  M OTEL (CODE 4) : 

How many motel room::; are available for 
booking? 

WRITE IN: ---------

WAITE I N $ ----------

WRITE IN: ----------

. 
. 

. .
. 

· ' 
. . . . . '  . . " .

.
. . 

. ! N TE FIVI EWER: O BTAI N ACOPY OF THE FULL MENU, I F  POSSIBLE, AND ATTACH IT TO 
THI S  QUESTIONNAIRE 

. 



THAM< YOU VE R Y MUCH FOR YOUf1 H E LP 
! WILL YOU 

THIS COMPANY. PLEAS E CA.LL THE 

A.D D R E S S :  ------ ----- __ _ 

SUBURB:  __ -----------

this is a true, accurate and 
! aiso agree to hold in 

rol•>ti "''"' to th is 

1 2  

AM FROM YANM CAMPBELL HOARE WHEELER MARr<ET 
! F  THE F!DES 

conducted to the best of my and in accordance with my 
u1s1c;1o�>e to any other person the content of this or 

!NTERVi E'vVER SIGNATU R E  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  

DATE . . . . . . . . . . . . . . . . .  . i NTERV!E1NER NO. : . . . . . . . . . . . . . .. . . . . . . . .  . 





YANN 
MARKET R E S EARCH 

1 1  STREEf 

!\ILDA VIC 3 1 82 
PHONE: 537 2255 

WHEELER TI ME:  

Than k  you for  agreeing to in the Nat ional Fish and The 
i nformation co l lected fr,:im every respondent wi l l  be treated in to 
the other data o btain ed and used for statistical purposes The re!>U!ts wl!I be used in 
plann ing the supply and marketing of f ish and seafood in the 1 990's. 

Q. 1 a  

0. 1 b  

0. 1 c  

0 . 1 d  

F irst of  a l l  wou ld you mind m e  yo ur  exact 

POSITI ON O F  R ES PONDENT: --------

Are you yourneit, res p on s i b l e  for the 
p u rchase o f  ·fish and seafood that is boug ht 
by t h i s  business? I F  DOUBT ASK ABOUT 
THE PURCHASING OF FISH 

A r e  you respons ible for purchasing these 

items for th is store o rniy, o r  for othe r  outlets 
as well? 

And how many outlets do you purchase 
fish and seafood for? 

in this business. 

CONTINUE TO 0. 1 c - ---- YES 

ASK T 0 SPEAK NO 
TO PER.SON RESPONSIBLE 

FOR THESE ITEMS AND RECOMMENCE 
lNTERVl EW 

GO TO Q. 1 e ---- ONE STORE ONLY 

GO TO Q. 1 d  OTHER OUTLETS 

TWO 

THREE 
FOUR 

3 
4 
5 
6 

2 

· 1rl54E2 

2 

2 

2 
3 

4 

FlVE 5 

0 . 1 e  Is  this store part o f  a b uying g r o u p  for  f ish 
and seafood produ cts? 

SIX OR MORE {WRITE IN} 

YES 

N O  2 

0.2 What do yo u  believe are the mai n  p roblems in preparing a nd selling fish and seafood? PROBE 

NO PROELEMSiNONE 01  

OFFICE 



2 

0.3 with \;Jther fish rela iiers has urieover4!t:I number of i;.irc:imern1s 

THE VARIABLE QUM.JTY OF THE FlSH ANO SEAFOOD AVAIV...SLE 

2. THE P RO PORTIO N O F  THE FISH Nm S EAFOOD PURCHASED 

WHICH CANNOT BE SOLD ANO ML' ST BE THROWN AWAY 

3. THE COST O F  DiSPOSING C F  WASTE PRODUCT 

4. THE UN.AVA!LA.BIUTY OF STAFF WITH EXPERIENCE IN HANDUNG 

AN D SELLING FISH ANC S EAFO O D  PRODUCTS 

"lt'1>11u�1r� t.iuve 
co11�ider 

"' " 

2 

-- - -- -- .- - � - w--.,-.--. ,,,,,,_,.,. _  .......... .. �. ,,, � _ _......._,_ 

5. THE AMOUNT O F  PHYSICAL STORAG E S PACE REQUIRED FO R  FISH 

AND SEAFO O D  PRODUCTS 2 

6.  THE t>.C K  OF KNCWLED G E  OF CU STOMERS I N  PREPARING AND 

COOKING FISH AND SEAFOOD PRODUCTS 2 

7. UNCERTAIN TY ABOUT THE FRESHNESS O F  FISH AND 

SEAFOOD AVAILAB LE 2 

8. UNCERTAI N TY ABOUT �VH ET H E P  T H E  FISH BOUGHT ARE 

CORRECTLY NAM E D  

9 .  THE DIFFICULTY OF S E _UNG FISH AND SEAFOOD I F  lT 

IS LABELLED FROZEN 2 

1 0. THE RISK OF BUYING FISH AND S EAFOOD "SIGHT UNSEEN" 2 

1 1 .  UNFAVOURABLE PUBLICITY ABO UT FISH & S EAFOOD 2 

1 2. CUSTOMERS DISLIKE BUYING FISH BECAUSE OF T H E  BONES 2 

1 3 .  FISH IS TOO EXPE\ISIVE TO BUY 2. 

1 4 .  SEAFOOD I S  T O O  S<PENSIVE TO BUY 2 

1 5 . D I FFICULTY PRE-OROE"UNG A N D  RECEIVIN G  FISH & SEAFOOD P RODUCTS 2 

1 6. T H E  LOW MARG IN S N ECESSARY TO REMAIN COMPETITIVE 2 

1 7. THE STOC K  LEVELS THAT N E E D  TO B E  H ELD 2 

1 8 . DIFFICULTY I N  os-iA!NlNG GOOD QUALITY P RODUCT 2 

1 9. DIFFICULTY G ETTING C O NTI N U O U S  SU PPLY AT STEADY PRICES 2 

20. A LACK O F  T AAIN IN G  !N F!SH HANDLING AND HYGIENE · 1 2 

21 . DIFFICULTY G ETTING CONTINUOU S S U PPLY OF A GOOD RANG E  OF ASH 2 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

5 

4 5 

4 5 

4 5 

5 

5 

4 5 

4 5 
---- - c - -- . 

4 5 

4 5 

4 5 

4 5 

4 5 

4 5 

4 5 

4 5 

4 5 

4 5 

4 5 

4 5 

4 5 



0.4 
SPECIES 

BOUGHT 

CURRENTY 

0 . 5  
F O R M  BUY 

t !VF WHOLE 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

:! 
2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

VOLUME 

PURCHASE D  

j 0.6a 

. LAST MONTH 

Fi i . i .Ff C:L JTLET HEAD & SMOKED OTH E  --- --- GUTTED I 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

3 . 4 

3 4 

"' 4 
3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

b 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

6 

6 

6 

6 

6 

6 

5 

6 . 

6 

6 

6 

ij 

6 

5 

6 

5 

6 

6 

6 

6 

6 

6 

6 

6 

6 

7 

7 

7 

7 

1 

., 

7 

7 

7 

7 

1 

i 

7 

7 

7 

7 

7 

1 

7 

7 

1 

7 

7 

7 

7 

KG 

f<G 

KG 

KG 

KG 

KG 

KG 

KG 

KG 

KG 

KG 

�:() 
KG 
l<G 
KG 

KG 

l<G 

KG 

KG 

KG 

KG 

KG 

KG 

KG 
KG 

Q.6b 
NAM E OF 

SUPPLIER 

... - ·  

flfili§l: 
MAN I 
fARM 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 
2 
:: 
2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 
2 

3 
3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

4 
4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 
4 

4 

4 

4 

4 

4 

4 

5 

5 

5 

6 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

fl 

6 

6 

6 

6 

a 

5 

6 

6 

8 

6 

I 
I 
I I .  

I 
I 

I 
I I 
I 
I 
I 
I 

o/o 

1 0 !  
1 0 1  
10 1 

! 0 1  
HH 
"! 0 1 
1 0 1  
1 01  

HH 

1 0  
HH 
Hl i 

"1 0 1  
1 {H 
i o ·1  
HJi 
1 0 1  
1 () 1  
1 0 1  



0 . 4 a  

0.4b 

TOP SIX 

2 .  

3 .  

A.nd wh,;rt were t h e  m;:: in 

O F  FOUR TYPES.  I F  
R EC O R D  

1 .  

2 .  

4. 

5. 

6. 

of seafoci.d sold 
MORE THAN 

3 .  

4 .  

3 

FO R EACH T'tPE  ASK Q.5 TO Q. 7 AN D R ECORD OPPOSITE; 
SHOW CAR D  B 

this siore? 
THAN SIX ASK FOR THE 

NONE 00 1 

NONE 00 1 

0 . 5  Do you b u y  t h a t  l lve,  filleted ,  c utlet,  headed and g1.1ttt.>d, smoked or in some other form? 
WR I T E  !N TYP E  UNDEi=i MULTI PLE R ESPONSE ALLOWED BUT R ECORD EACH CODE 

0 . 6a 

O N  A S E PARATE U NE. 

I n  t h e  la st mi::mth ,  how many kilogra ms of (READ OUT TYPE .AND FORM) were 
P R O B E  FOR 3 EST E STI MATE. !F MORE THAN ONE FOR M  REPEAT QUESTION. 

S HOW C1�RD D 
0 . 6 b  Who d o  yo u genera i!y purchase this from and what type (SHOW CAR D  D) of supplier 

is  that? R ECORD NAM E OF SUPPLI E R  AND APPROPRIATE COD E. IF MORE THAN 
ONE FO R M  F E P EAT OUEST!O N .  

for this store? 

0 . 7  And what pro p ortion of (R EA D  OUT TYPE A N D  FORM) that 1111ere bought last year was imported 
a n d  what pro port i o n  was ca ught i n  Australia n waters? Ei"mURE TOTAL !S  100%. 

0 . 8a T h i n k i ng o f  the s pecies we have discussed, approidrnate!y what m'.Qllilrtion of the 
tota l a mount you s pent on all fresh and frczen fish a nd s1!:a·food in the last month was 
a c c o unted fer by these species? P R O B E  FOR BEST ESWJIATE. WHERE POSSI BLE 

NOT ACC E PT DON'T KNOW. 

WRITE I N :  

0 . 8 b  You m e n! ion ,�d that the main fin fish that you buy are (READ OUT FROM Q.4a) 
What a re the specific reasons for buying (R EAD OUT FIRST TYPE OF FIN FISH FROM 
OAa)? R E P EAT FOR EACH TYPE 

RECOR D TYP E (0.4a) R EASON 

-------------------

DON'T KNOW 1 0 1  



0.9a 
I M PO RTANT 

which 
R EA D  

�----·-----------1 
2 3 5 6 7 

On a sca l e  o l  1 ! o  7 how would you rate your  main wholesale 
RECORD B E LOW. 

1 .  CLEAN O UTLET 

2 .  ! T  S ELLS FRESH F I S H  & SEAFOOD (!E .  NOT FROZEN) 

3 .  HA.S CON S I STENTLY LOW P R I C E S  FOR FIS H  & S EAFOOD 

4 .  GOOD T E M P E RATU R E  CONT R O L  

'f.._s. OFFERS AUST RALIAN F ISH & S EAFO O D  

6 .  HAS STAFF I N FOFMED ABOUT FISH & S EAFOOD 

7 .  HAS RELIABLE DELIVERY 

8.  U N D ERSTAND S  M Y  B U S I NESS 

9.  OFFER S  A WI D E  VAR I ETY OF F I S H & SEAFOOD 

1 0 . HAS FR IENDLY STAFF WORKI NG THE R E  

1 1 . HAS A G O O D  R E P UTAT10N FOR QUALITY FISH & S EAFOOD 

1 2 . ! CAN B E  CONFI Oi::NT THAT FRESH F!SH OR S EAFOOD 
HAS N OT B EEN ffi OZEN 

1 3 .  O RD E R S  ARE PROMPTLY ATTENDED TO 

1 4 . GUARANTE E  OF T H E  F ISH OR SEAFOOD SOLD BEING 
C O R R E CTLY NAMl::O 

1 5 . I S  H O NEST AND FAIR IN DOING BUS INESS 

1 6. GIVES GOOD CREDIT T E R M S  

1 7 . PROVIDES CLEAR DOCU M E NTATIO N  A N D  PAPERWORK 

I MPORT. 
RATING 

DON'T 

8 

for ••. READ 

WHOLESALE 
SUPPLIER 

RATING_ 



5 

Oa 

Q . 1 0b main 

SHOW CAR D E 
0. 1 0c VERY 

I M P O RTANT 

2 3 4 5 

d iscu s s E:d what you consider ' "" '� "'rir� "'' 
or fer your store. I would now 
custo mers look for i n  a which 

6 

scale of 1 to 7, how important do you bel ieve of the '""'"""" 
c ustom ers wihen they choose from which outlet to buy fre,sh or 
R EA D  OUT ROTATIN G  TO ASTERISK. R ECORD BELOW . .  

1 .  CLEii,N OUTLET /STOR E  

2 .  T H E  OUTLET S ELLS FRESH F I S H  AND S EAFOOD (l E. NOT FROZEN} 

3 .  HAS ATI'RACTIVELY D I S P LAYED FIS H  AND S EAFOOD 

4. HAS COl\JS ISTENTL Y LOW PRICES FOR FISH AND SEi�.FOOD 

5 .  I S  AN OUTLET FREQUENTLY SHOPPED AT 

'j..6 . OFFERS AU STRALIAN F I SH AND SEAFOO D  

7.  OFF2:RS F ISH AND S EAFOOD S P EC IALS 

8. HAS ST /-1FF I N FORMED ABOUT F ISH AN D SEAFOOD 

9. IS EAS I LY ACCE S S I BLE TO THE CUSTOMER 

10 .  OFFERS ADVERTI S E D  SPECIALS REG U LARLY 

1 1 .  O FF E R S  A WI D E  VARI ETY  O F  FISH AND S EAFOOD PHOOUCTS 

1 2 . HAS FR I EN D LY STAFF WORKI NG THE R E  

1 3 . HAS A G OO D REPUTAT I O N  FOR QUALITY FISH AND SEAFOOD 

1 4. T H E  CUSTOMER CAN B E  CONFID ENT THAT FISH OR SEAFOOD 
S OLQ AS F R E S H  HAS NOT S E E N  FROZEN 

2 

KNOW 

8 



1 0c 

�-

6 

CLE;!-.J PREM ISES 

FROZEN F ISH 

3 .  · HAS A REPUTAT ION FOR 

4. 

5 .  

6. 

7. 

8. 

HAS CO NS ISTENTLY P R ICES FOR FISH ;A,ND 

O FF E RS 

HAS ABOUT F ISH AND MEALS 

OFFERS ,!:\ WI D E  VARI ETY OF F! S H  AND 

THE CUSTOMER CAN BE THAT F!SH OR SEAFOOD 
S O LD AS FRESH HAS NOT BEEN FROZEN 

0 . 1 1 a Have you n o·ticed a ny of t h e y"' """" trends with your cu,.:;tome� in the last twelve 

months? READ O UT 
. 

NO DON'T KNOW I 

MORE CONCERN ABOUT THE I M PACT OF 

P OLLUTI O N  O N  SEAFOOD SAFETi' 2 
P URCHASE O F  M O R E  G R I LLED RATHER THAN 

FRIED FISH 2 
LES S  SALT ON FOOD i 2 

MORE CO NCERN /> BO UT THE ACCURACY OF THE . 

· NAME OF THE FIS H  SOLD 1 2 

0. 1 1  b And have yo u noticed a ny other tre nds i n  food preferencus with your customers in the 
last twelve m o ntl1 s? P R O B E  

CAN'T SAY 

3 

3 
3 

3 

NO/NOTHING 0 1  

Q. 1 2a _ . What actions need to be ta k e n  for your store to stock and sell more fish and seafood 
prod ucts? P 1iOBE 

· 

OFFICE 

OFFICE 



0:1 2b 

1 3  

7 

to read out a number of ac:tior15 that 
to im::rnase their of flsh and se:11t<.;� 

�t to lead ito an in vour 

11.f's•r+.:111r��s have kf entmoo 
For ench - ·M· .. � · ·· 

seafood ron:iotiit.�rl 

VERY NEffHER 
LIKELY 

1 .  INFORMATION T O  HELP IN PREPARING 

AND COOKING SPECIFIC TYPES OF FISH 
ANO SEAFOOD 2 .3 4 5 

2. PORTION CONTRO LS TO ENSURE STANDARD 
SlZE PIECES 2 .3 4 5 

I ' 3. GUARANTEE OF CONSISTENT SUPPLY 2 ;3 4 5 

4 .  GUIDELINES F O R  YOUR SUPPLIER� FOR 

IMPROVED STORAGE TO INCREASE THE 
"UFE" OF FISH AND SEJlFOCD 2 :3 5 

5. GUIDELINES FOR FOOD PREPARERS FOR 
IMPROVED STORAGE TO INCREAS E THE 

"Uff' OF FISH AND SEJl.FOOD :3 

6. GREATER SUPPLY AND V.A.RIETY OF 
AUST RALIAN FISH 2 ;3 4 5 

7. MORE ADVERTISING SUPPORT Fon F!SH 

AND SEAFOOD 2 :3 4 5 

8. MORE REUABLE DELNERY 2 ;3 4 5 

9. PREPARATiON OF MORI: FISH AND SEAFOOD 

PHODUCTS IN A READY TO COOK FORM 
(!E. CRUMBED, SMOKED, PIE, SHASLIK) 2 :3 5 

10. GREATER QUALITY REGULATION TO 

MINIMISE FOOD POISONING 2 :3 

6 

s 

6 

6 

. 6  

6 

5 

6 



0. 1 4a 

4b 

8 

Now ! would l ike to tal k about 

of fish and secifood \�ich hav�1 been id"'ri:mii&'!d 

JACK MACKE=i EL 
(NOT JUST MACKEREL 

. O R  ANY OF THE OTHER 
TYP ES)  

S Q U I D  (OR C/;LAMARi) 

PiLCHARDS OR SARD I N ES 
(NOT CANN ED) 

AUSTRALIAN HERR ING/ 
TOMMY RUFF 

S I LVER TREVJ\LLY /SKI PPY 
(NOT JUST TF!EV . .l\LL Y) 

"FARMED" SPECIES 

FAR M PRAWNS 
(NOT JUST PF\AWNS) 

RAI NBOW TROUT 
(FRESHWATEFl) 

ATLANTIC SALMON 
(FRESH NOT SMOKED) 

MUSSELS 

OYSTERS 

FARM BARRAM U N D I  

NONE 

D O N 'T KNOW 

Fo�· ou:�n1�1S31es 

I 

I I 
I I . . .. 

01  I 
02 

I 
03 

04 

05 

I. 

06 

07 

08 

09 

1 0  



0. 1 5a in the n ext five 
consider that the s.a!e of and 

wm d ecrease 

a. 1 6a The a vernge 
store? 

tu mover 

could 

REM,l\!N THE 

DON'T 

tell me . . . .  

of this WRITE: !N $ -----·-----

0. 1 6b A nd what or s ales va l u e  of this wou ld be accounted for by 
fish a nd seaf.ood products. That exclude other roin::lll"&>1tt;:>� 
etc? P R O B E  FOR B EST ESTI MATE. 

P R O P O R"i! O N  ___ ___ % VALUE $ __ _ 

0. 1 6c Of a l l fish  and se·a food sales what n.-r1 nn1n 
a nd seafood prod ucts? 

WRITE I N :  --·---% 

would be ac count for tmcooked fish 

CHECK CONSISTENT WITH 

KNOW 

3 
4 

9999 

0. 1 Oa - CODE 2 NONE OOO 

O. i 7  How ma ny fu l l  t ime and part time/casua l 
workers are Eimp!oyed by this store? 

DON'T KNOW 1 0 1  

FULL TIME: --------

PART TIME/CASUAL: ------

0. 18 Does  this bu:; iness have a ny ownership t ies with ... READ OUT? RECORD BELOW 

YES NO DON'T KNOW 

FISH AND SEAFOOD WHOLESALER 1 2 3 
FISH AND SEAFOO D P ROCESSOR 1 2 3 
F I S H  AND SEAFOOD R ETAILER (IE. UNCOOKED} i 2 3 
ANOTHER R ETAI LER S ELLI N G  COOKED FISH &. SEAFOOD i 2 3 



THANK VERY FOR YOUR HELP 
RESEARCH. i F  Y O U  WISH I WILL 

IF YOU U KE TO CHECK THE BONA F!DES 
UNE ON 008 023642 AND GIVE THE 

NUMBER 

·-------· --- . 

SUBURB: --�---

is a true. accurate and 

SIGNED:  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  . 
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