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ANALYSING THE MARKETING STRATEGIES THAT FISH FARMING BUSINESSES IN
THE UNITED KINGDOM (UK) CAN UTILISE TO GAIN

A COMPETITIVE ADVANTAGE



Structured Abstract

Purpose

This case study explores marketing strategies that UK fish farming businesses can employ to gain a
competitive advantage. The marketing strategies examined include product branding and core
competencies, sales promotion, market positioning and segmentation.

Methodology

A survey through an online questionnaire was mailed to 5 randomly selected trade associations of UK
fish farming businesses and distributed to their registered members, of which 200 responded. Both male
and female genders with different age groups and levels of experience in the UK fish farming business
participated. In addition, ten articles were sampled for a systematic review.

Findings

Results show that UK fish farming businesses could increase sales by using eco-labels in product
branding to attract premium prices, build consumer confidence, and using high-quality packages for fish
products will keep fish fresh for a longer period.

Originality

A significant recommendation from this case study is that fish farming businesses need to be creative
and innovative in ways such as leveraging branding, sales promotions, and core competencies to win the
trust and confidence of consumers. Most importantly, each fish farming business should know the
specific marketing strategy that works for them; this case study shows that not all branding and sales
promotion techniques enhance competitiveness. The scope of the research is limited to the UK. The
findings cannot be generalised and used for other jurisdictions because of variable economic and market

conditions.

Keywords
Marketing strategies, Competitive advantage, Product Branding, Core Competencies, Sales Promotion,

Market Positioning, Market Segmentation, Fish Farming, Strategies.



Introduction

This case study evaluates the extent to which fish farming businesses in the UK can utilise effective
marketing strategies to expand their market share to gain a competitive advantage. Based on recent
statistical evidence, the UK fish sector has both small and large-scale fish farming businesses. Some of
the large-scale fish farming businesses include specific dominant brands such as the Private Label brand
(60.4%), Bird's Eye (27.4%), Young's (27.3%), and John West (24.2%) (Statista, 2021). A summary of

the leading fish and seafood brands in the UK is shown in Figure 1.

Fig 1 here

60.4%

27.4% 27.3%

Figure 1: Leading Fish and Seafood Brands in the UK Ranked Based on Market Share (Statista, 2021).

UK food consumption has increased due to the Covid-19 effect (Holland, 2020). As a result, the country
has recorded an increase in fish revenue by 4.6%. In that respect, there is a rise in opportunity for fish
farmers to increase their market share by enacting strategies to exploit high demand. This case study
explores the marketing strategies that the UK fish farming businesses can utilise to gain a competitive

advantage.



Literature Review

Trends in Fish Farming in the UK

Although UK fish farming has expanded over the past decade, it has not kept pace with the global growth
rate (Black & Hughes, 2017). In the UK, Scotland posts the most significant aquaculture production of
174,531 tons, followed by England (15,624 tons), Wales (9,452 tons), and Northern Ireland (5,528 tons)
(Black & Hughes, 2017). This implies that Scotland has a strong culture of fish farming and fishing
infrastructure. The result is also consistent with Ellis et al. (2016), who note that farming of salmon in
Scotland has improved in terms of commercialisation, production efficiency, and in the welfare of the
farmers. Essentially, there was an increase in the number of farms and a decline in dependence on
imports. Meanwhile, Chu et al. (2020) add hat fish farmers have adopted cage designs for offshore fish

rearing. The offshore sites provided good water quality for enhanced fish growth.

According to the Marine Stewardship Council (MSC 2021) fish in the UK market is sold as frozen,
chilled, tinned, food-to-go, fish counter and foodservice. Some are packaged and labelled while some
are not. MSC also highlighted that labelling of fish and seafood in the UK and Ireland has increased by
53% in the last five years. The Covid-19 pandemic affected sales growth, but in the past year sales of
MSC labelled frozen fish product have grown by 24%, while sales of chilled, food-to-go, fish counter

and foodservice products all decreased.

Kay, (2021) supports this view highlighting that in March 2020, during the first lock down in the UK,
the demand for frozen and tinned fish sales increased while the demand for chilled products decreased
as consumers looked for items that would keep longer. Retail sales significantly increased and boosted

total seafood weekly volume sales by 56%.

Mintel (2022) stated that despite the COVID-19 outbreak, the increase in remote working has boosted

the fish market considerably since 2020. Although the report highlights that sustainability is posing a
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threat to the market due to customers requesting vegan or plant-based alternatives from established
brands. This implies that fish is seen as a healthy choice and there is an increasing demand for it, but a

major challenge could be an increased customer demand for vegan alternatives.

To improve growth, Besson et al. (2016) note the use of genetic improvement in terms of feed conversion
rate. As production volume increases, Fare et al. (2018) show that increased monitoring and controlling
challenges emerge. These findings suggest that increased fish production in the UK was due to a
combination of different factors, such as using innovative and sustainable fish farming practices.
Kobayashi et al. (2015) predict a rise in global fish supply from 154 million tons to 186 million tons
between 2011 and 2030. Hoga et al. (2018) note that this increase is stimulated partly by advanced

hormones in fish farming.

Trends in fish farming in the UK also involve the use of pesticides and medication to enhance production.
Banerjee and Ray (2017) noted an increase in the use of probiotics to counter various types of fish
diseases. Similarly, Simon-Delso et al. (2015) indicated that some of the insecticides used in fishing
practices to control pets in fish farms included fipronil and neonicotinoids. This implies a rise in the
scientific management of fish farming and suggests that UK fish production may expand in the future as
risk factors to insufficient production can be mitigated. However, Maurya et al. (2019) warned that
excessive use of pesticides in water bodies could cause aquatic toxicity compared to herbicides or

fungicides.

Contrary to Banerjee and Ray (2017), Luis et al. (2019) noted that disease control in fish farming
involved the application of nanotechnology, ensuring that the aquatic environment was preserved in the
process. Meanwhile, Dadar et al. (2017) stated that vaccines were used in the control of fish pathogens.
Therefore, apart from treatment, preventive measures against infectious diseases were available through

advancements in the vaccinology of the fish.



From the above literature, a key point noted is that innovative fish farming methods combined with
advanced disease control practices are expected to increase fish production in the UK. However, to gain
a higher market share, UK fish farming businesses can use eco-friendly fishing techniques to provide

quality and affordable fish products.

Fish Farming Challenges in the UK

Alam et al. (2022) note that one of the major recent challenges for fish farming in the UK is the COVID-
19 pandemic. The authors state that the pandemic has affected fish supply chain factors such as a lack of
technical assistance, an inability to sell the product, a lack of transportation for the fish supply, export
restrictions on fish and fisheries products, and a low fish price. Alam et al. (2022) noted low motivation
for fish farmers, inadequate production, unanticipated stock retention, a loss in returns and food
insecurity for many small-scale fish farmers. This shows that COVID-19 has contributed to the
challenges faced in fish farming in the UK, disrupting the fish food chain, reduced livelihoods, and

economic vulnerability.

Brexit has posed some challenges to fish farming in the UK and Stewart et al., (2022) highlighted two
things related to this study. Firstly, although UK is no longer part of the EU, the extent of its regulatory
autonomy to implement its own international agreements and approaches to management as a coastal
state is limited (Stewart et al., 2022). The authors state that the structure of the fisheries deal in the Trade
and Cooperation Agreement (TCA) as well as the contingent link between fisheries and trade causes
limitations in terms of the extent to which the UK can unilaterally adjust key aspects of fisheries policy
on quota and access. Secondly, EU vessels continue to enjoy extensive levels of access to UK waters,

including within the territorial zone despite promises made to reduce levels of access to UK waters.

Euromonitor (2021), as cited by Business Gateway (2022), note that the post pandemic and post Brexit
environment could pose challenges to the British fishing industry in the areas of labour shortages,

increased prices, and product shortfalls. Euromonitor (2021) also highlighted that these combined
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challenges could accelerate the need for training programmes aimed at developing skilled staff and
encouraging long-term careers in the British fishing industry. This implies establishing training
programmes to develop skilled employees is one major way to mitigate some of the challenges posed by

Brexit and the pandemic.

Tonini et al. (2018) noted that there were instances of uncertainty in the composition and the amount of
fish produce leading to wastage. Jennings et al. (2016) supported the view and added that the number of
fish produced was more than demand, creating overall seafood wastage. This suggests that fish
cooperatives should be strengthened to support UK fish businesses to export surplus and avoid losses. In
this regard, UK fish businesses can gain the competitive advantage of accessing a broad market base due

to collaboration.

Loureiro et al. (2015) highlighted that disease and pest infections deterred seaweed cultivation. In open
sea cage farms, AlZubi et al. (2016) showed that feeding the fish was associated with uneven growth
distribution, cost inefficiency, environmental impacts, and food wastage. As a solution, a smart feeding
system was proposed in which fish were fed based on behavioural characteristics. Goddek et al. (2015)
explained the smart system as consisting of hydroponic plant culture and fish culture, which ensures a
sustainable fish production system. This implies that UK fish farming businesses that embrace smart
feeding system can gain a competitive advantage since it can enable them to create fish farms near

markets and utilise a sustainable system that reduces overall production costs.

Brooker et al. (2018) stated that some challenges include long-term funding and insufficient background
knowledge concerning cleaner and sustainable fish production. Essentially, there is a need for more

improvement concerning sustainable fish farming in the UK.

Besides high costs, Helland et al. (2015) reported the presence of ecological challenges to fish farming,

including temperature, water pressure, and salinity which contributed to various infections. Using
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sustainable fishing models to ensure consistently high production levels and developing a reliable supply
chain is one strategy that UK fish farmers can use to gain a competitive advantage. Moreover, fish
farming businesses could train their staff on effective production methods, including discharge of
effluents, breeding strategies, and good conditions for optimal fish growth. Implementing the strategies

can ensure the businesses gain a competitive advantage in terms of minimising losses and efficiency.

Product Branding Marketing and Core Competencies in Fish Farming Sector

Product branding in the fishing sector is used to convince consumers of the safety and quality of the fish
and the sustainability of the associated farming process. Le Manach et al. (2020) noted that brands
incorporated Marine Stewardship Council (MSC) labels on the fish products to express compliance with

regulations.

Bronnmann and Asche (2016) asserted that branded fish products enjoyed premium prices and private
branding and labelling is important for promoting the value of various fish products. Sogn-Grundvag et
al. (2019) showed that whitefish in UK grocery retail had lower risks of being withdrawn from the
shelves if they had eco-labels and, most importantly, brands with line-caught labels stay longer on shelves
even in the absence of eco-labels. However, the trend was noted to face a potential barrier during Brexit,
which could change the fishing industry course (Symes and Phillipson, 2019). These findings imply that
one strategy which UK fish businesses can employ to increase profits entails seeking MSC eco-labelling
to show that their fish products are obtained from sustainable fishing practices that protect the

environment.

Concerning consumer preference, Carlucci et al. (2015) noted that domestic brands were preferred over
imports due to perceived high quality without considering the production method used. Therefore, wild,
and farmed fish brands competed fairly in the market. In contrast, Asche et al. (2021) showed that farmed
salmon products with local country of origin labels and eco-labels indicated a shorter life cycle than those

with foreign origin labels. The difference between these findings can be attributed to the fact that different
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retail chains vary in labelling brands. This suggests that product branding influences consumers'
perception, and fish businesses should be actively involved in branding to ensure they convey the
appropriate brand image to consumers. This shows that effective product branding strategies have a

crucial impact on positively shaping consumer views.

Regarding core competencies, Saeed and Arshad (2012) highlighted that corporate social responsibility
(CSR) gives firms a competitive advantage and can be used as a tool for product promotion. Their
findings concur with Frynas (2015), who noted that CSR leads to value creation for firms, thus improving
their preference. Other researchers have provided divergent views by noting that although CSR increases
revenue in the food sector, the expenses associated with its implementation leads to no significant change

in profitability (Mozas et al., 2013; Costanigro et al., 2016).

Sales Promotion Marketing in Fish Farming Sector

The fishing sector demonstrates various sales promotion strategies to market different brands. After the
onset of the Covid-19 pandemic, Bennett et al. (2020) reported that marketing was mainly done on the
online food network sites and supported by extensive direct deliveries. Simultaneously, there have been
food-sharing initiatives that promoted fish brands by enhancing public relations. Stoll et al. (2015)
concur and add that participation in incentives and improving communication skills with consumers was
crucial in establishing a lasting bond of trust and loyalty for a particular fish brand. The authors reasoned
that marketing in the fishing sector was supposed to change the paradigm to addressing consumer
challenges. The findings imply that when using sales promotions to enhance profits, fish businesses
should use narratives on the benefits of fish in preventing illnesses or improving recovery to create an
emotional bond with consumers. Witter and Stoll (2017) also indicate that fishers need to promote market
value as an alternative seafood marketing technique for higher profitability and popularity. In contrast,
Duggan et al. (2020) explored alternative seafood marketing involving the cooperation of the different
fishing arrangements, including trawlers and line fishers at small and large-scale levels. The study

revealed that marketing through intermediaries was efficient in influencing the demanding attitude of
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consumers. This implies that businesses could increase visibility among consumers during sales

promotions to make them aware of price discounts and offers available that can promote purchases.

Anderson et al. (2018) showed that globalisation had invoked international marketing logistics in the fish
industry. Therefore, wide media and internet coverage of fish brands is witnessed worldwide, even if the
product is just enough for local consumption. According to O'Hara (2020), direct marketing, which is a
characteristic of farmers' markets, had limitations such as small geographical coverage and problems of
accessibility, especially for low-income individuals. Therefore, extended marketing through media and

the internet was necessary.

Meanwhile, Chase and Otts (2016) note that seafood consumers were more concerned with the
transparency of the supply chain from the boat to the table, which made direct marketing more suitable,
and farmers markets appropriate. As such, there were off-the-boat sales and partnerships with fishery
restaurants and community fisheries. Once in the retail store, Fonner and Sylvia (2015) indicate that the
willingness by consumers to pay depends on the presence of labels, including quality, safety, ecolabel,
and local. Therefore, the success of fish marketing relies on brand communication packaging, a strategy
that can promote sales by influencing consumer purchases. From the literature, a key point noted is that
providing price incentives to consumers to promote sales is not enough, and other strategies such as using
effective brand communication on specific media platforms could generate trust and loyalty of

consumers.

Market Positioning and Segmentation in Fishing Sector

Positioning in the UK fish market follows the global criteria of the nature of products as guided by policy
and customer preference. Davies et al. (2018) noted that fisheries management is either classified as
small-scale or large-scale depending on the vessel length. Specifically, vessels under 10-feet were
considered small-scale and characterised with a small catch and a limited market size. Hadjimichael and

Hegland (2016) indicated that market positioning in the fishing sector relied on sustainability
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accomplishment. Essentially, the certification Marine Stewardship Council (MSC) determine whether a
brand would rank high or low in the market. As such, fish brands with eco-labelling had a high advantage
compared to the non-certified category. Gutierrez and Morgan (2015) support the view and emphasized
that the sustainability movement for seafood had greatly influenced UK supply chains and market

governance.

Cardwell (2015) showed that the formation of the UK fish market was also based on the weight of fish
caught and sold by farmers and retailers. The author noted that the system was guided by fishing rights
for fish weights for capture and selling. For small-scale fisheries, Prosperi et al. (2019) noted that some
fish farmers adopted supply chain reorganisation, innovation, and diversification. The authors asserted
that fishing regulations in the UK often changed to improve sustainability. Wakamatsu and Wakamatsu
(2017) showed that the requirement of MSC eco-labelling was crucial for market positioning concerning
sustainability. The study showed that small-scale fisheries had difficulties getting certification due to
financial constraints. The findings imply that businesses that follow ethical and sustainable practices
promote the image of fish businesses as caring and appeal to some consumers, thereby leading to higher

sales.

Concerning market segmentation, classifications are based on customer attitudes about the attributes of
fisheries. In this respect, Olsen et al. (2017) showed that consumers could be segmented into three
categories: quality conscious; perfectionists; and careless consumers. Moreover, Zander and Feucht
(2018) noted that seafood market segmentation also followed sustainability attributes whereby customers

were either willing to pay higher prices, moderate willingness, and no willingness.

Methodology

Theoretical orientation
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Resource-based View Theory (RBV)

This case study is anchored upon the resource-based view theory (RBV), first proposed by Jay Barney
in 1991 (Barney, 1991). The theory argues that firms can possess strategic resources to achieve a
competitive advantage over rivals in an industry (Barney, 1996). With the right resources, a firm can
enjoy long-term superior performance, which contributes to high profitability. Barney (1991) noted that
a firm should acquire valuable, rare, difficult to imitate, and non-substitutable capabilities and resources
for an organisation to sustain a competitive advantage in the market. Essentially, valuable resources
capitalise on the firms' opportunities and reduce threats (Kozlenkova et al., 2014). As such, possession
of a valuable resource adds to the firm's strength in terms of exploiting new opportunities and hence
taking advantage of the market. Meanwhile, resources that are difficult to imitate keep competitors from
duplicating (Kozlenkova et al., 2014). A significant criticism of RBV is that it does not indicate
managerial implications of how organisations should use the resources to obtain sustained competitive
advantage (Bromiley & Rau, 2016). In this respect, even though some companies may have rare and
valuable resources, a lack of knowledge of effectively deploying them may mean that the organisations

do not develop a competitive advantage.

RBV theory was applied to this case study to explore how UK fish farming businesses can utilise
marketing strategies to gain a competitive advantage. In this context, RBV can be used by businesses in
innovative marketing strategies to present their fish products in a manner that enables customers to
distinguish them from competitors. Moreover, the business can employ human resources and creativity

to brand the products to better appeal to customers and enable them to gain a competitive advantage.

Social Capital Theory

Apart from resource-based theory, this case study can also adopt social capital theory, which argues that
social networks can be utilized as a resource for a firm (Sandefur & Laumann, 1998). The theory contends
that establishing social relationships with the community is a means of accumulating valuable human

capital for spreading information about a product or service. However, the success of social capital for a
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firm only comes from individuals in the network who also benefit from the firm (Schmid & Robison,
1995). Essentially, social capital theory works on a mutual benefit principle whereby the business must
start by providing value to the relationship to gain free publicity and popularity, leading to consumer
trust and loyalty. Consequently, a firm with adequate social capital can gain a competitive advantage in
the market due to loyalty and reduced marketing costs (Hauberer, 2011). However, the process can be

costly if the value created is not appreciated by the potential human capital.

A significant criticism of social capital theory is that it is not specific to a particular issue and considers
a broad approach, making it challenging to know the best context of its application (Theodoraki et al.,
2018). For the UK fish farming business, social relationships with the community of consumers can be
used to achieve human capital for gaining a competitive advantage. Although the method may be
cheap, it has sustainability challenges (Kreuter & Lezin, 2002). Therefore, the most appropriate

theoretical orientation for this research is resource-based theory.

Research Philosophy

A research philosophy refers to how data for a study should be gathered and synthesised (Ryan, 2018).
In this study, a pragmatism philosophy was selected to underpin the main concepts of the study. Morgan
(2014, cited in Maarouf 2019) states that several researchers note a pragmatism philosophy is appropriate
for mixed research methods due to its underlying assumptions. Pragmatism emphasises the transferability
of research findings based on depth and breadth, made possible in as mixed methods approach. It also
supports any method that enables a researcher to effectively conclude a particular study topic without
placing restrictions on the method selected. Pragmatism was chosen in this study because it allows a
researcher to work with quantitative and qualitative data (Tran, 2017). This is supported by the research
questions to evaluate the extent to which product branding, core competencies, sales promotion, market

positioning, and segmentation influence the competitive advantage of UK fish farming businesses.

Research Design and Strategy
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A research design refers to the research framework that has been adopted to conduct the research (Bell et
al., 2018). The research design makes it possible for the researcher to explore the various research
methods and choose the most suitable for the current research topic. Qualitative research is often relied
on to develop a theory about a particular topic (Hammersley, 2013). On the other hand, the quantitative
method is used when statistical conclusions are necessary for making actionable insights (Vogt et al.,

2012).

A mixed research design entails gathering both textual and numerical data to analyse a specific topic.
This research utilises a mixed research method in which primary gquantitative data was collected from
participants and secondary textual data sampled from existing articles. Using a mixed research design
ensures that any weakness of a quantitative method is addressed by a qualitative secondary method. This
research applied an exploratory research design to perform an in-depth review on the research problem
and establish the correlation between various marketing strategies and the competitive advantage of the
UK fish industry. This is also supported by the research questions and how they influence the competitive

advantage of UK fish farming businesses.

Research Approach

The inductive approach entails gathering data to develop a theory regarding a topic (Zalaghi & Khazaei,
2016). For this study, an inductive research approach was used in which qualitative and quantitative data
were gathered to develop theories that answer the research questions regarding the extent to which
product branding, core competencies, sales promotion, market positioning and segmentation influence

the competitive advantage of UK fish farming businesses.

Data Collection
A questionnaire was circulated to five randomly selected trade associations that represent fish farming
businesses; the respondent population size of n = 200 fish farming businesses in the UK. 10 questions

were organized into 5 themes. The questionnaire sent to participants included questions sectioned into
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parts based on their demographic attributes, product branding and competitive advantage, core
competencies and competitive advantage, sales promotion and competitive advantage, marketing
positioning and competitive advantage. It included questions which asked for a response using a 5-point
Likert scale (Saunders et al., 2019), and open-ended questions to gain more insight through contextual
feedback and better understand the views of respondent about the survey subject. Selection of participants
was based on random selection and therefore did not impose bias into the results (Saunders et al., 2019).
The link to the questionnaire was sent to five trade associations of fish farming businesses in the UK to
reach their registered members. The participants had to be above 18 years of age with some level of

experience in fish farming in the UK.

In addition, a systematic review of the literature was carried out because there is need for evidence about
the likely effects of competitive marketing strategies, and there is a need for a general overview of
competitive marketing strategies to direct further research (Saunders et al., 2019). Inclusion and
exclusion criteria were established (Table 1 refers) and the PRISMA (Page, et al., 2021) flow checklist

(Figure 2 refers) was used to present the review.

Table 1 here
Inclusion Criteria Exclusion Criteria
Articles published from 2012-2021 Secondary research papers, including systematic
reviews conference abstract, or protocol papers
Studies which were conducted in UK and Inconsistency between research objectives and
western cultures of Europe findings

14



Studies on UK fish farming marketing

strategies

Articles published in a non-English language

Primary studies involving sampled

participants

Fig 2 here
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Figure 2: PRISMA (Mckenzie, et al., 2021) flow chart indicating the selection of
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Figure 2 shows the PRISMA (Page, et al., 2021) chart in which 72 articles were identified from the
original search conducted using the highlighted keywords. 11 additional articles were identified from the
bibliography of the sampled sources, which were noted to be relevant to the current study. The first step
involved identifying duplicated articles and were extracted from different databases even though they
had similar titles. The duplicated articles were removed, and the remaining 55 articles were screened to
check relevance with the current study. Specifically, the articles were checked to determine if they
covered how to use marketing strategies to obtain a competitive advantage and published in English.
Abstracts were reviewed because they gave a clear view of the articles, making it easy to select the most
relevant articles. After the screening, 37 articles were excluded, and the remaining 18 articles were
subjected to full-text assessment for eligibility. Each article was reviewed to clarify objectives, results,
and conclusions. In addition, a check was done to determine whether there was a connection between
research objectives, methodology, and findings obtained. After full-text review, 8 articles were excluded,
ensuring 10 studies were chosen for analysis in this study. The ten sampled studies are indicated in tables
in the appendix where the key data, including authors, methodology, findings, and conclusion are

specified.

Questionnaire

Analysing the Marketing Strategies that Fish Farming Businesses in the UK Utilise to gain Competitive
Advantage.

Part A: Demographic Attributes

Q1. What is your gender?

Q2. What is your age (Years)?

Q3. What is your level of education?

Q4. What is your level of experience in fish farming business in the UK?

Q5. What was your average annual revenue from your fish farming business over the last 3 years?

16



Q6. Based on your experience in the fish sector, to what extent does implementing marketing strategy

influence the competitive advantage of your fish farming business?

Part B: Product branding and Competitive Advantage
Q7. To what extent do you agree with the following statements on how product branding influence
competitive advantage of UK fish business?
e Poor branding means consumers cannot distinguish retailers’ products
e Fish products that stay fresh for longer periods which can result in minimizing losses are
considered good brands.
e Lack of eco-labels means consumers cannot determine whether fish retailer engages in
sustainable practices

e Good product branding fetches premium prices since it earns consumer trust

Part C: Core Competencies and Competitive Advantage
Q8. To what extent do you agree with the following statements on how core competencies influence
marketing and competitive advantage of fish businesses?

e Adequate training is provided to enable employees to market the fish products better

e The attitude of the management could improve the marketing of the fish products.

e Engaging in corporate social responsibility could give the company a positive image and

increase their products’ market value to retailers in the community

Part D: Sales Promotion and Competitive Advantage
Q9. To what extent do you agree with the following statements on influence of sales promotion on fish
business competitive advantage?
e Advertising on food network sites improve sales
e Improving communication skills during direct marketing enhance sales by creating network of
loyal customers

e Partnerships with restaurants and community fisheries enhance marketing of a retailer’s product
17



e Using social media ensures customers can conveniently place orders and seek clarifications on

products offered which increase sales

Part E: Market Positioning and Competitive Advantage
Q10. To what extent do you agree with the following statements on how market positioning influence
competitive advantage of fish businesses in the UK?
e ldentifying as a fish business following sustainable practices improves sales.
e Providing high quality packaging and fresh fish products attracts more customers and increases
sales.
e Relying on social media segment to interact with targeted consumers and market fish products
increases sales.
e Providing different types of fish products increases sales rather than relying only on one product

line.

Presentation and Analysis of Results

Primary Research Results

The questionnaire results obtained are indicated in two parts. The first part shows participants'
demographic data, while the second part indicates issues related to UK fish farming businesses consisting

of SPSS (Statistical Package for the Social Sciences) output and comments by participants.

Presentation of Results of Demographic Data

The demographic data results showed that based on gender, 61% of participants were male while 39%
were female. The participants’ distribution based on age showed that most participants sampled were
below 45 years (58.5%). However, the distribution of participants across all the age groups indicates that
the findings obtained do not have age-related bias. Furthermore, the distribution of participants based on

years of experience was also determined and most of the participants had over five years of experience
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in the fish farming business. The distribution of participants based on their educational level revealed

that most participants had a bachelor's degree as the highest educational level, followed by a high school

level. However, some of the participants also had PhD and Master degrees. The distribution of

participants based on annual business revenue showed that many of the participants earned an annual

business revenue above £50,000 from their fish farming business. The sample also contained those who

earned an annual business revenue that was less than £50,000, enriching the diversity in business

performance opinions concerning competitive advantage.

Analysis of Demographic Data

The analysis based on gender showed that a higher percentage of male participants had more experience,

higher level of education and higher business revenues than females as shown in table 2.

Table 2 here
Gender * Level of Experience Crosstabulation
Level of experience
=1yr 1-5vyrs 6 - 10 yrs = 10 yr5 Total

Gender Male Count 10 45 27 40 122

% of Total 5.0% 22.5% 13.5% 20.0% 61.0%

Female Count 4 EY 16 27 73

% of Total 2.0% 15.5% &.0% 13.5% 39.0%

Total Count 14 76 43 67 200

% of Total 7.0% 38.0% 21.5% 33.5% 100.0%

Gender ~ Level of Education Crosstabulation
Level of education
High School  Bachelor's Degree  Master's Degree PhD Total

Gender Male Count 34 59 10 19 122
% of Total 17.0% 29.5% 5.0% 9 5% 61.0%
Female Count 23 43 2 10 T8
% of Total 11.5% 21.5% 1.0% 5.0% 39.0%
Total Count 57 102 12 29 200
% of Total 28.5% 51.0% 6.0% 14.5% 100.0%
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Gender * Annual Revenue Crosstabulation

Average annual revenue

£50,000 - £150,000 -
= £50,000 £100,000 £200,000 = £200,000 Total

Gender Male Count 17 59 42 4 122
% of Total 8.5% 20 5% 21.0% 2.0% 61.0%

Female  Count 6 44 26 2 73

% of Total 3.0% 22.0% 13.0% 1.0% 39.0%

Total Count 23 103 63 G 200
% of Total 11.5% 51.5% 34 0% 3.0% 100.0%

Table 2: Comparing Participants’ Gender with Experience, Education, and Annual Business Revenue.

Furthermore, analysis was done to understand the relationship between educational level and annual

business revenue as shown in table 3. The results note that the average annual turnover of the business

of some participants with PhD and High School education levels was over £200,000. Therefore, a further

analysis was done by comparing participants' level of education with their experience as shown in table

4. 7.5% of participants with high school level of education have more than 10 years’ experience, which

is the third highest among other levels of education. The analysis in tables 3 and 4 shows that participants

with a higher level of education and those with many years of experience have fish farming business that

earn more income.

Table 3 here

Level of Education * Annual Revenue Crosstabulation

Annual Revenue

£50,000- £150,000 -
=£50,000 £100,000 £200,000 =£200,000 Total

Level of Education  High School Count [ 28 21 2 57
% of Total 3.0% 14.0% 10.5% 1.0% 28.5%

Bachelor's Degree  Count 14 52 35 1 102

% of Total 7.0% 26.0% 17.5% 0.5% 51.0%

Master's Degree Count 3 7 1 1 12

% of Total 1.5% 35% 0.5% 0.5% 6.0%

FhD Count 0 16 11 2 29

% of Total 0.0% 8.0% 5.5% 1.0% 14.5%

Total Count 23 103 68 [ 200
% of Total 11.5% 51.5% 34.0% 3.0% 100.0%

Table 3: Comparing Participants’ Educational Level with their Annual Business Revenue.
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Table 4 here

Level of Education * Level of Experience Crosstabulation

Level of Experience

=1yr 1-5yrs G-10vyrs =10yrs Total

Level of Education  High Schoal Count 4 27 11 15 a7
% of Total 2.0% 13.5% 5.5% 7.5% 28.5%

Bachelor's Degree  Count 9 46 19 28 102

% of Total 4.5% 23.0% 9.5% 14.0% 51.0%

Master's Degree Count 1 3 1 7 12

% of Total 0.5% 1.5% 0.5% 35% 6.0%

FhD Count 0 0 12 17 25

% of Total 0.0% 0.0% 6.0% 8.5% 14.5%

Total Count 14 76 43 67 200
% of Total 7.0% 38.0% 21.5% 33.5% 100.0%

Table 4: Comparing Participants' Level of Education with their Level of Experience.

Participants’ age and their annual business revenue were also compared as shown in table 5.

Table 5 here
Age " Annual Revenue Crosstabulation
Annual Revenue
£50,000 - £150,000 -
= £50,000 £100,000 £200,000 =£200,000 Total

Age 18- 25 Count 8 21 4 0 33
% of Total 4.0% 10.5% 2.0% 0.0% 16.6%

26-45  Count 11 40 32 1 B4

% of Total 5.5% 20.0% 16.0% 0.5% 42.0%

46- 65 Count 3 26 22 3 54

% of Total 1.5% 13.0% 11.0% 1.5% 27.0%

= 65 Count 1 16 10 2 29

% of Total 0.5% 8.0% 5.0% 1.0% 14.5%

Total Count 23 103 68 6 200
% of Total 11.5% 51.5% 34 0% 3.0% 100.0%

Table 5: Comparing Participants’ Age with their Annual Business Revenue.

It is evident that the fish farming business of older participants (especially those within the age groups
of 26 - 45 and 46 — 65) earned more than the younger ones. Participants’ age with their level of experience

and their level of education is compared as shown in table 6 and 7. Older participants had more years of
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experience and a higher level of education compared with the younger ones, which could explain why

they earned more.

Table 6 here
Age * Level of Experience Crosstabulation
Level of Experience
=1 yr 1-58yrs 6-10yrs =10yrs Total

Age 18- 25 Count 2 31 0 0 33
% of Total 1.0% 15.5% 0.0% 0.0% 16.5%

26 - 45 Count 11 38 21 14 a4

% of Total 55% 189.0% 10.5% 7.0% 42 0%

16 - 65 Count 0 & 19 249 54

% of Total 0.0% 3.0% 9.5% 14 5% 27.0%

= 65 Count 1 1 3 24 249

% of Total 0.5% 0.5% 1.5% 12.0% 14.5%

Total Count 14 76 43 67 200
% of Total 7.0% 38.0% 21.5% 33.5% 100.0%

Table 6: Comparing Participants' Age with their Level of Experience.

Table 7 here
Age * Level of Education Crosstabulation
Level of Education
Bachelor's Master's
High School Degree Degree FhD Total

Age  18-25 Count 12 20 1 0 33
% of Total 6.0% 10.0% 0.5% 0.0% 16.5%

26-45 Count 26 49 3 B a4

% of Total 13.0% 24.5% 1.5% 3.0% 42.0%

46- 65 Count 17 18 3 16 54

% of Total 23.5% 9.0% 1.56% 2.0% 27.0%

=G5 Count 2 15 4] [ 29

% of Total 1.0% 7.5% 2.5% 35% 14.5%

Total Count a7 102 12 29 200
% of Total 28.5% 51.0% 6.0% 14.5% 100.0%

Table 7: Comparing Participants’ Age with their Level of Education.
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Analysis of Results for Product Branding and Competitive Advantage

Eco-labels were the essential branding feature of the fish products for a competitive advantage, as
indicated by the highest mean of 3.67 (aligning with Bronnmann and Asche, 2016 and Sogn-Grundvag et
al., 2019). Meanwhile, the most accurate responses were registered for premium price products, as shown
by the lowest standard error. At the same time, the variable had the lowest standard deviation. Therefore,
providing fish products that stay fresh for longer increases the competitiveness of the fish business. The
result was also supported by one of the comments from participants who noted:

“Fish is a perishable commodity and presenting to customer while it is still fresh increases trust and
loyalty.”

This finding reinforces the trend noted from statistical analysis and shows that the branding of fish

businesses relies primarily on high-quality products that fresh fish exhibit.

Table 8 here
Descriptive Statistics
] Range Minimum | Maximum Mean Std. Deviation Skewness
Statistic Statistic Statistic Statistic Statistic Statistic Statistic Std. Error
Foor_Branding_Consum
ers_cannot_Distinguish 200 4 1 4] am 1.020 277 72
Fish_Products_Stay_Lon 200 4 1 5 303 1.010 080 172

ger_Good_Brands

Lack_of Ecolahels_Con
sumers_dont_ldentify_Su 200 4 1 ] 367 1.019 -326 172
stainable_Businesses

Good_Products_Fetch_P
remium_FPrices

Valid M (listwise) 200

200 3 1 4 278 788 340 A72

Table 8: Descriptive Statistics on how Product Branding Influence Competitive Advantage.

Analysis of Results for Core Competencies and Competitive Advantage

The most recognized attribute is the attitude of the management on improving the marketing efforts of
fish products, as noted by the highest mean of 3.18. However, the attitude had the most significant
standard deviation, which means that the responses were widely distributed from the mean. One of the

comments of the respondents who supported the finding indicated:
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“Although training employees about marketing is important, it is also crucial to ensure they have a
positive attitude to attend to customers promptly such as by replying to messages and addressing
complaints and concerns.”

The quote reveals that the positive attitude of employees creates a competitive advantage to fish

businesses by depicting the company as caring to consumers and seeking to address their needs.

Table 9 here

Descriptive Statistics

M Range Minimum | Maximum Mean Std. Deviation Skewness
Statistic Statistic Statistic Statistic Statistic Statistic Statistic | Std. Error

Adequate_Training_to_E

mioyees Better_Fish_Ma 200 4 1 5 2480 1.012 349 A72
rketing

Attitude_of_Management

_Improve_Fish_Products 200 4 1 5 318 1.038 077 A72
_Marketing

Engaging_in_CSRE_Incre

ase_Products_Market_Va 200 3 1 4 244 J07 537 A72
lue

Valid M (listwise) 200

Table 9: Descriptive Statistics on Core Competencies Influence on Competitive Advantage.

Analysis of Results for Sales Promotion and Competitive Advantage

The highly regarded sales promotion effort to influence competitive advantage involves a partnership
with restaurants and fisheries, as noted by the highest mean of 3.69. The partnership variable exhibits a
relatively small standard deviation and standard error, which means that most participants encouraged
the strategy. Meanwhile, direct marketing communication was the minor preferred promotion technique
with a mean of 3.03. The result was supported by one of the participants’ comments which noted:

“We need to collaborate with restaurants and other stakeholders in the fish sector to ensure consistency

’

of supply chain.’
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Table 10 here

Descriptive Statistics

[ Range Minimum | Maximum Mean Std. Deviation Skewness
Statistic Statistic Statistic Statistic Statistic Statistic Statistic | Std. Error

Advertising_in_Food_Met
work_Sites_Improve_Sal 200 4 1 il 3.42 953 -437 A72
es
Improving_Comm_Skills
_During_Marketing_Enha 200 4 1 a 3.03 1.136 096 A72
nce_Sales
Partnerships_Restaurant
s_Community_Fishering 200 4 1 il 3.69 998 -850 A72
_Enhance_Marketing
IJsing_Social_Media_Mar
keting_Enhance_Sales

Valid M (listwise) 200

200 4 1 5 3.26 1.173 -245 A72

Table 10: Descriptive Statistics on Sales Promotion Influence on Competitive Advantage.

The quote showed that despite effective marketing by fish businesses, having partners ensures an efficient
channel of supplying the fish products, preventing turnover and wastage (Stoll et al., 2015, Bennett et

al., 2020, Duggan et al., 2020).

Analysis of Results for Market Positioning and Competitive Advantage

Relying on the social media segment to interact with target consumers brings about the best market
positioning for competitive advantage with the highest mean value of 3.39. The standard deviation for
the variables is relatively the same, and the responses were spread close to the mean values. On the other
hand, providing different types of fish products was least considered by the participants for competitive
advantage with a mean of 2.75. There was one comment noted regarding market positioning, which
indicated:

“Providing diverse fish products ensures you can reach different consumer segments and reduces the
risk of turnover.”

The quote shows that diversification is a crucial strategy employed in fish farming businesses to ensure

consistent profits (Prosperi et al., 2019).
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Table 11 here

Descriptive Statistics

I Range Minimum | Maximum Mean Std. Deviation Skewness

Statistic Statistic Statistic Statistic Statistic Statistic Statistic | Std. Error
Sustainable_Practices_|
mprove_Sales 200 4 1 4] 283 482 118 A72
High_Quality_Packaging
_Increases._Sales 200 4 1 4] 3.30 1.037 -273 A72
Consumer_Interaction_o
n_Social_Media_Increas 200 4 1 4] 3.39 1.074 -.240 A72
es_Sales
Providing_Diverse_Fish_
Products_Increases_Sal 200 4 1 ] 275 861 A07 A72
es
Walid M {listwise) 200

Table 11: Descriptive Statistics on Market Positioning Influence on Competitive Advantage.

Analysis of Secondary Research Results

Product Differentiation in Improving Competitiveness

Three of the articles sampled (Onsgyen and Teslo, 2011; Srivastava et al., 2017; Del Giudice et al., 2017)
illustrate the concept of product differentiation. From the article by Onsgyen and Teslo (2011), brand
positioning achieved through product differentiation enables product preference, thereby improving the
competitiveness of brands. Brand differentiation also introduces market control for firms through the
gained brand loyalty from consumers. The ideas are consistent with those observed from Srivastava et
al. (2017), who note introducing new production technigques as one of the strategies of establishing a
sustainable competitive advantage. Sultan and Chashti (2017) added that firm competitiveness could be
enhanced by using the new production techniques to ensure that brand products stand out from the rest
of the competitors, improving brand visibility. Similarly, Del Giudice et al. (2017) indicate strategies
that enhance collaboration between employees and employers to establish innovative practices aim at
realizing a competitive edge over the competitors. Therefore, product differentiation is a potential

strategy that the UK fish industry can leverage to improve visibility and competitiveness.

Analysis of Innovativeness and Competitiveness
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Three of the articles sampled gave insights on the concept of innovativeness (Shibeika and Harty, 2015;
Srivastava et al., 2017; Mohamad and Zin, 2019). From the article by Shibeika and Harty (2015), industry
innovations such as infrastructure improvements, communication innovativeness, and inter-
organizational professional work are essential in establishing competitiveness for firms through
improved productivity and reduced production costs. Similarly, Srivastava et al. (2017) indicate that
innovations aimed at product differentiation have proved effective in ensuring firm competitiveness. The
innovation practices also leverage on lowering production costs through introducing efficiency to
production activities. Mohamad and Zin (2019) explain that knowledge management enables firms to
grow talents and skills that lead to product innovativeness. Product innovativeness can be crucial in
realizing customer loyalty hence continued repeat sales. Competitiveness through innovation can also be
realized through innovative packaging that markets the product and protects the environment. Therefore,

innovativeness by firms is a vital aspect in obtaining brand competitiveness.

Analysis of Research and Development in Improving Competitiveness

Three articles (Ogunbiyi, Goulding and Oladapo, 2014; Huggins and Williams, 2011; Borgo et al., 2013)
indicated various insights connected to research and development. From Ogunbiyi, Goulding and
Oladapo (2014), research activities focused on the development of lean production options can lead to
reduced production costs and increased profitability. Companies that initiate such research should focus
on enhancing sector collaboration to acquire markets that enhance the reduced cost of sales and cheaply
acquire raw materials. Moreover, Huggins and Williams (2011) observe that the formulation of policies
that support start-ups should invest in research and development to ensure efficient and effective
production options that meet consumer expectations. Similarly, Borgo et al. (2013) highlight that
companies should improve research and development and investment in knowledge to improve their
competitiveness. Research and development will lead to efficient human resource management and

effective management of production activities for sustainable production, hence increased profitability.
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Discussion

Demographic Data Trends

Male participants earned higher annual revenues in their businesses compared to females. The trend was
attributed to a higher percentage of the male participants having higher educational level and experience,
which enabled them to engage in the best practices and gain a competitive advantage. Participants with
a higher level of education and many years of experience have fish farming businesses with higher
average annual turnover. Thirdly, older participants had more years of experience and a higher level of
education compared with the younger ones. These findings reveal that some participants gained
knowledge through education while some acquired it through many years of experience in the fish
farming business, which they may have utilised to gain a competitive advantage in revenue generation.
This is consistent with the views of Goddek et al. (2015), who state that success in aquaculture requires

in-depth knowledge for fish farmers to achieve cost efficiencies and eliminate wastage.

Product Branding and Competitive Advantage

Eco-labelling of brands was the highest contributor of competitive advantage for the fish farmers. The
implies that despite the uniqueness of specific product brands, consumers placed a central focus on the
sustainability aspects of the producers. Therefore, a combination of distinctive branding and green

production certification enhanced the value of the fish product and contributed to a larger market share.

Srivastava et al. (2017) show that knowledge and expertise of product differentiation contributed to
branded techniques, including unique packaging, which increased the competitiveness of the fish
products.
Key point:

« Brand eco-labelling increases competitive advantage, and the quality of fish is evaluated based

on shelf-life. These findings support RBV theory (Barney, 1991), which noted that firms should
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acquire valuable, rare, difficult to imitate and non-substitutable capabilities and resources for an

organisation to sustain a competitive advantage.

Core Competencies and Competitive Advantage

The quantitative results suggest that the attitude of the management towards fish marketing significantly

influences the competitive advantage of the businesses. This finding implies that the management of fish

production firms in the UK has a significant responsibility of making effective decisions towards efficient

marketing techniques; the management's action can either improve or reduce the competitive advantage

potential of the fish businesses. From the qualitative results, it was noted by Borgo et al. (2013) that

research and development in the fish companies enhanced core competencies that attributed to innovation

of cost-effective ways while improving product value.

Key Point:

o Fish farming businesses should demonstrate positive attitudes in marketing, effectively train

employees, and employ CSR practices to achieve competitive advantage. RBV theory argues that
firms can enjoy long-term superior performance which contributes to high profitability and hence,

competitive advantage (Barney, 1991).

Sales Promotion and Competitive Advantage

The results indicated that all the four variables of advertising of network site, improving communication
skills in direct marketing, partnership with restaurants and community fisheries, and using social media
had a significant relationship with competitive advantage. This finding implies that fish farmers must
pay careful attention to sales promotion strategies since it helps inform the consumers about the products
and establish the brands. This reveals that with a positive relationship with the population based on

popularity, fish farmers were better positioned to win buyers' trust, leading to a competitive advantage.
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Meanwhile, statistical results indicated that partnership with restaurants and community fisheries was the
highly regarded initiative of sales promotion. The results imply that some consumers of fish products
only trust middlemen such as restaurants to evaluate the quality of the fish. At the same time, online

advertisements were effective based on the statistical significance of the correlation.

Srivastava et al. (2017) showed that product visibility enhanced the competitive advantage. Essentially,

the new product differentiation features must be relayed to the potential consumers to positively change

their attitudes towards the products. In that respect, sales promotion supports the goals of product

differentiation.

Key Point:

o Sales promotion strategies such as using discounts are essential in achieving a competitive

advantage. Similarly, partnership with community fisheries and restaurants increases competitive
advantage. Firms can possess strategic resources to achieve a competitive advantage (Barney,

1991).

Market Positioning and Competitive Advantage

Market positioning did not significantly affect competitive advantage for the fish business. Specifically,
identifying a business that followed sustainable practices, high-quality packaging, relying on social
media segments for consumers, and providing different types of fish products, only contributed to 2.64%
of competitive advantage. The findings imply that the consumers are used to marketing positioning
strategies as nearly all the fish farmers practise them. Therefore, more advanced strategies are necessary

for competitive advantage.

From qualitative results, the efforts of differentiation are related to the high-quality packaging
positioning. According to Srivastava et al. (2017), the technique improved the competitiveness of the

fish brands. Battaglia et al. (2014) reported on the effectiveness of ensuring production efficiency by
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taking environmental consideration into account. Notably, the qualitative results from the secondary data

concur with the literature on the impact of market positioning on fish product competitiveness. The

variations in findings between the literature and this research imply a change of strategies over time on

competitive advantage matters. Whereas market positioning served well in the past as an efficient,

competitive technique, data from this research shows that things are changing, and the impact is not as

pronounced as before. Consequently, there is a need for the fish farmers in the UK to break from the

traditions of market positioning for competitiveness since they are common, and the outcome is

insignificant.

Key point:

High-quality packaging positioning is essential in increasing sales and the competitiveness of fish
farming businesses. Firms should acquire valuable, rare, difficult to imitate and non-substitutable

capabilities and resources for an organisation to sustain a competitive advantage (Barney, 1991).

Summary of Implications

Brand eco-labelling increases competitive advantage, and the quality of fish is evaluated based
on shelf-life. These findings support RBV theory (Barney, 1991), which noted that firms should
acquire valuable, rare, difficult to imitate and non-substitutable capabilities and resources for an
organisation to sustain a competitive advantage.

Fish farming businesses should demonstrate positive attitudes in marketing, effectively train
employees, and employ CSR practices to achieve competitive advantage. RBV theory argues that
firms can enjoy long-term superior performance which contributes to high profitability and hence,
competitive advantage (Barney, 1991).

Sales promotion strategies such as using discounts are essential in achieving a competitive
advantage. Similarly, partnership with community fisheries and restaurants increases competitive
advantage. Firms can possess strategic resources to achieve a competitive advantage (Barney,

1991).

31



« High-quality packaging positioning is essential in increasing sales and the competitiveness of fish
farming businesses. Firms should acquire valuable, rare, difficult to imitate and non-substitutable

capabilities and resources for an organisation to sustain a competitive advantage (Barney, 1991).

Conclusion

Product branding is showed to exhibit a significant positive correlation with the competitiveness of the
UK fish farming businesses. Specifically, eco-labels and fish products that stay fresh for longer durations
were the main branding techniques that stood out as the most significant influencers of competitive
advantage. Results also showed that the level of core competencies in efficient marketing, management
training and CSR practices could contribute to the competitive advantage of fish farming businesses in

the UK.

A significant positive relationship is depicted between sales promotion and competitive advantage.
Specifically, partnerships with restaurants and community fisheries and online network advertising of
the fish product sites improved competitiveness. Consequently, sales promotion qualifies as an effective
marketing strategy, which UK fish businesses can harness to obtain a competitive advantage. Generally,
marketing strategies are seen as a crucial means of improving sales performance when effectively utilised

by fish businesses.

Market positioning had an insignificant correlation with competitiveness. For instance, although using
social media segments to interact with customers contributed to competitive advantage, the impact was
not as effective as expected. However, the qualitative results contradicted the findings by indicating a
significant positive correlation. Based on the current statistics, it can be concluded that the effect of
market segmentation for high fish sales in the UK faded over time since the qualitative results were based
on secondary sources. Therefore, marketing segmentation is not an effective marketing strategy for the

UK fish farming business to gain a competitive advantage. Instead, the farmers should focus on key
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competencies, which have been shown to have a considerable positive impact on consumer preference

by both the qualitative and quantitative results.

Demographic data trends revealed that knowledge could be gained through education or experience, and
these two contribute positively to the success of fish farming businesses. In this respect, it is realized that
marketing strategies should be hinged on encouraging fish farmers to acquire more knowledge on fish

farming business management.

Limitations

The scope of the research is limited to the UK. The findings cannot be generalised and used for other
jurisdictions because of variable economic and market conditions.

Recommendations for Theory

Further research is warranted within the UK to understand the subject of fish business competitive
advantage. Specifically, future studies should employ a primary approach for the qualitative section to

update the potential marketing strategies.

Recommendations for Practice

UK fish farming businesses should take marketing strategies and acquiring more knowledge seriously
and allocate adequate capital towards them since they hold the key to competitive advantage. Extensive
market research is required to understand the surrounding factors and economic players concerning
consumer purchasing behaviour of fish products to optimise success. Fish farmers should be creative and
innovative in ways such as leveraging branding, sales promotions, and core competencies to convince
consumers and win their trust. Most importantly, each fish business should know the specific marketing
strategy that works for them. For instance, not all branding and sales promotion techniques enhance

competitiveness.

33



Data Availability Statement
Data that support the findings of this study are available on request in UCLanData repository at

(DOI): https://doi.org/10.17030/uclan.data.00000304

Words — 7,368

References

Alam, G.M.M., Sarker, M.N.I., Gatto, M., Bhandari, H., Naziri, D. Impacts of COVID-19 on the
Fisheries and Aquaculture Sector in Developing Countries and Ways Forward. Sustainability 2022, 14,
1071. https://doi.org/10.3390/su14031071

AlZubi, H. S., Al-Nuaimy, W., Buckley, J., & Young, I. (2016). An intelligent behavior-based fish feeding
system. 13th International Multi-Conference on Systems, Signals & Devices (SSD).
doi:10.1109/ssd.2016.7473754.

Anderson, J. L., Asche, F., & Garlock, T. (2018). Globalization and commoditization: The transformation of the
seafood market. Journal of Commodity Markets, 12, 2-8. doi:10.1016/j.jcomm.2017.12.004.

Ankamah-Yeboah, I., Nielsen, M., & Nielsen, R. (2016). Price premium of organic salmon in Danish retail sale.
Ecological Economics, 122, 54-60. doi:10.1016/j.ecolecon.2015.11.028.

Asche, F., Sogn-Grundvag, G., Zhang, D., Cojocaru, A. L., & Young, J. A. (2021). Brands, Labels, and Product
Longevity: The Case of Salmon in UK Grocery Retailing. Journal of International Food & Agribusiness
Marketing, 33(1), 53-68. doi:10.1080/08974438.2020.1860857.

Asogwa, VC, (2019). Marketing of fish products. Journal of Aquaculture & Marine Biology, 8(2), 55-61.
doi:10.15406/jamb.2019.08.00243.

Banerjee, G., & Ray, A. K. (2017). The advancement of probiotics research and its application in fish farming
industries. Research in Veterinary Science, 115, 66—77. doi:10.1016/j.rvsc.2017.01.016.

Barney, J. (1991). Firm Resources and Sustained Competitive Advantage. Journal of Management, 17(1), 99—
120. d0i:10.1177/014920639101700108.

Barney, J. B. (1996). The Resource-Based Theory of the Firm. Organization Science, 7(5), 469-4609.
doi:10.1287/orsc.7.5.469.

Battaglia, M., Testa, F., Bianchi, L., Iraldo, F., & Frey, M. (2014). Corporate Social Responsibility and
Competitiveness within SMEs of the Fashion Industry: Evidence from Italy and France. Sustainability, 6(2),
872-893. doi:10.3390/su6020872.

Bell, E., Bryman, A., & Harley, B. (2018). Business Research Methods. Oxford university press.

Bennett, N. J., Finkbeiner, E. M., Ban, N. C., Belhabib, D., Jupiter, S. D., Kittinger, J. N., Mangubhai, S.,

Scholtens, J., Gill, D., Christie, P. (2020). The COVID-19 Pandemic, Small-Scale Fisheries and Coastal Fishing
Communities. Coastal Management, 48(4), 336—-347. doi:10.1080/08920753.2020.1766937.

34


https://doi.org/10.17030/uclan.data.00000304
https://doi.org/10.3390/su14031071

Besson, M., Aubin, J., Komen, H., Poelman, M., Quillet, E., Vandeputte, M., Van Arendonk, J. A. M., de Boer,
1. J. M. (2016). Environmental impacts of genetic improvement of growth rate and feed conversion ratio in fish
farming under rearing density and nitrogen output limitations. Journal of Cleaner Production, 116, 100-1009.
doi:10.1016/j.jclepro.2015.12.084.

Borgo, M. D., Goodridge, P., Haskel, J., & Pesole, A. (2012). Productivity and Growth in UK Industries: An
Intangible Investment Approach*. Oxford Bulletin of Economics and Statistics, 75(6), 806-834.
d0i:10.1111/j.1468-0084.2012.00718.x.

Bromiley, P., & Rau, D. (2015). Operations management and the resource based view: Another view. Journal of
Operations Management, 41(1), 95-106. doi:10.1016/j.jom.2015.11.003.

Bronnmann, J., & Asche, F. (2015). The Value of Product Attributes, Brands and Private Labels: An Analysis of
Frozen Seafood in Germany. Journal of Agricultural Economics, 67(1), 231-244. doi:10.1111/1477-
9552.12138.

Brooker, A. J., Papadopoulou, A., Gutierrez, C., Rey, S., Davie, A., & Migaud, H. (2018). Sustainable
production and use of cleaner fish for the biological control of sea lice: recent advances and current challenges.
Veterinary Record, 183(12), 383-383. doi:10.1136/vr.104966.

Business Gateway. (2022). Market Report: A Snapshot of your Market Sector <
https://www.bgateway.com/assets/market-reports/Market-Report-Fish-Farming-July-2022.pdf>

Cardwell, E. (2015). Power and Performativity in the Creation of the UK Fishing-Rights Market. Journal of
Cultural Economy, 8(6), 705-720. doi:10.1080/17530350.2015.1050441.

Carlucci, D., Nocella, G., De Devitiis, B., Viscecchia, R., Bimbo, F., & Nardone, G. (2015). Consumer
purchasing behaviour towards fish and seafood products. Patterns and insights from a sample of international
studies. Appetite, 84, 212-227. doi:10.1016/j.appet.2014.10.008.

Chase, A., and Otts, S. (2016). Connecting local seafood and consumers: direct marketing 101. National
Sea Grant Law Center. https://localcatch. org/wpcontent/uploads/2016/12/CLSC-Direct-Marketing-101.
pdf. .doi.org/10.18411/d-2016-154.

Chu, Y. I, Wang, C. M., Park, J. C., & Lader, P. F. (2020). Review of cage and containment tank designs for
offshore fish farming. Aquaculture, 519, 734928. doi:10.1016/j.aquaculture.2020.734928.

Costanigro, M., Deselnicu, O., & McFadden, D. T. (2015). Product differentiation via corporate social
responsibility: consumer priorities and the mediating role of food labels. Agriculture and Human Values, 33(3),
597-609. doi:10.1007/s10460-015-9640-9.

Dadar, M., Dhama, K., Vakharia, V. N., Hoseinifar, S. H., Karthik, K., Tiwari, R., Khandia, R., Munjal, A.,
Salgado-Miranda, C., Joshi, S. K. (2016). Advances in Aquaculture Vaccines Against Fish Pathogens: Global
Status and Current Trends. Reviews in Fisheries Science & Aquaculture, 25(3), 184-217.
doi:10.1080/23308249.2016.1261277.

Das, T. K., & Teng, B.-S. (2000). A Resource-Based Theory of Strategic Alliances. Journal of Management,
26(1), 31-61. doi:10.1177/014920630002600105.

Davies, P., Williams, C., Carpenter, G., & Stewart, B. D. (2018). Does size matter? Assessing the use of vessel
length to manage fisheries in England. Marine Policy, 97, 202-210. doi:10.1016/j.marpol.2018.06.013.

Del Giudice, M., Khan, Z., De Silva, M., Scuotto, V., Caputo, F., & Carayannis, E. (2017). The microlevel
actions undertaken by owner-managers in improving the sustainability practices of cultural and creative small
and medium enterprises: A United Kingdom-Italy comparison. Journal of Organizational Behavior, 38(9),
1396-1414. doi:10.1002/job.2237.

35


https://www.bgateway.com/assets/market-reports/Market-Report-Fish-Farming-July-2022.pdf

Duggan, G. L., Jarre, A., & Murray, G. (2020). Alternative Seafood Marketing in a Small-Scale Fishery: Barriers
and Opportunities in South Africa’s Southern Cape Commercial Linefishery. Maritime Studies, 19(2), 193-205.
doi:10.1007/s40152-020-00175-1.

Ellis, T., Turnbull, J. F., Knowles, T. G., Lines, J. A., & Auchterlonie, N. A. (2016). Trends during development
of Scottish salmon farming: An example of sustainable intensification? Aquaculture, 458, 82-99.
doi:10.1016/j.aquaculture.2016.02.012.

EUMOFA Report. (2020). European Market Observatory for Fisheries and Aquaculture Products: The EU
FishMarket <https://www.eumofa.eu/documents/20178/415635/EN_The+EU+fish+market 2020. pdf>.

Euromonitor. (2021). Fish and Seafood in the United Kingdom < https://www.euromonitor.com/fish-
and-seafood-in-the-united-kingdom/report>

Fitriah, A. W., Rosdi, S. N., Rosli, M. M., Aziz, Z. A., Ibrahim, W. M. Y. W., Radzi, M. S. N. M., and Yaacob,
A. A, (2019). The effects of marketing mix on small fish farming business performance. Revista
Publicando, 6(19), pp.1-16.

Fonner, R., & Sylvia, G. (2015). Willingness to Pay for Multiple Seafood Labels in a Niche Market. Marine
Resource Economics, 30(1), 51-70. doi:10.1086/679466.

Fare, M., Frank, K., Norton, T., Svendsen, E., Alfredsen, J. A., Dempster, T., Eguiraun, H., Watson, W., Stahl,
A., Sunde, L. M., Schellewald, C., Skoien, K. R., Alver, M. O., Berckmans, D. (2018). Precision fish farming: A
new framework to improve production in aquaculture. Biosystems Engineering, 173, 176-193.
doi:10.1016/j.biosystemseng.2017.10.014.

Frynas, J. G. (2015). Strategic CSR, value creation and competitive advantage. The Routledge companion to
non-market strategy, pp.245-262.

Goddek, S., Delaide, B., Mankasingh, U., Ragnarsdottir, K., Jijakli, H., & Thorarinsdottir, R. (2015). Challenges
of Sustainable and Commercial Aquaponics. Sustainability, 7(4), 4199-4224. doi:10.3390/su7044199.

Gutiérrez, A. T., & Morgan, S. K. (2015). The influence of the Sustainable Seafood Movement in the US and
UK capture fisheries supply chain and fisheries governance. Frontiers in Marine Science, 2.
doi:10.3389/fmars.2015.00072.

Hadjimichael, M., & Hegland, T. J. (2016). Really sustainable? Inherent risks of eco-labeling in fisheries.
Fisheries Research, 174, 129-135. doi:10.1016/j.fishres.2015.09.012.

Harvey, B., Soto, D., Carolsfeld, J., Beveridge, M., and Bartley, D. M., (2016). Planning for aquaculture
diversification: the importance of climate change and other drivers. In FAO Technical Workshop (pp.23-25).
Héauberer, J. (2011). Social Capital Theory. doi:10.1007/978-3-531-92646-9

Helland, I., Uglem, 1., Jansen, P., Diserud, O., Bjgrn, P., & Finstad, B. (2015). Statistical and ecological
challenges of monitoring parasitic salmon lice infestations in wild salmonid fish stocks. Aquaculture
Environment Interactions, 7(3), 267—280. doi:10.3354/aei00155.

Hoga, C. A., Almeida, F. L., & Reyes, F. G. R. (2018). A review on the use of hormones in fish farming:
Analytical methods to determine their residues. CyTA - Journal of Food, 16(1), 679-691.
d0i:10.1080/19476337.2018.1475423.

Holland, J., (2020). UK retail seafood sales top GBP 4 billion, spurred by Covid-19 consumption shifts
< https://www.seafoodsource.com/news/foodservice-retail/uk-retail-seafood-sales-top-gbp-4-billion-spurred-by-
covid-19-consumption-shifts>.

Huggins, R., & Williams, N. (2011). Entrepreneurship and regional competitiveness: The role and progression of
policy. Entrepreneurship & Regional Development, 23(9-10), 907-932. doi:10.1080/08985626.2011.577818.

36


https://www.eumofa.eu/
https://www.eumofa.eu/documents/20178/415635/EN_The+EU+fish+market_2020.pdf
https://www.euromonitor.com/fish-and-seafood-in-the-united-kingdom/report
https://www.euromonitor.com/fish-and-seafood-in-the-united-kingdom/report
https://www.seafoodsource.com/news/foodservice-
https://www.seafoodsource.com/news/foodservice-%20%20%20retail/uk-retail-seafood-sales-top-gbp-4-billion-spurred-by-covid-19-consumption-shifts

Jennings, S., Stentiford, G. D., Leocadio, A. M., Jeffery, K. R., Metcalfe, J. D., Katsiadaki, I., Auchterlonie, N.
A., Mangi, S. C, Pinnegar, J. K., Ellis, T., Peeler, E. J., Luisetti, T., Baker-Austin, C., Brown, M., Catchpole, T.
L., Clyne, F. J.,, Dye, S. R., Edmonds, N. J, Hyder, K., Lee, J., Lees, D. N., Morgan, O. C., O’brien, C. M.,
Oidtmann, B., Posen P. E., Santos, A. R., Taylor, N. G. H., Turner, A. D., Townhill, B. L., Verner-Jeffreys, D.
W. (2016). Aquatic food security: insights into challenges and solutions from an analysis of interactions between
fisheries, aquaculture, food safety, human health, fish and human welfare, economy and environment. Fish and
Fisheries, 17(4), 893-938. doi:10.1111/faf.12152.

Jensen, K. O., Denver, S., & Zanoli, R. (2011). Actual and potential development of consumer demand on the
organic food market in Europe. NJAS: Wageningen Journal of Life Sciences, 58(3-4), 79-84.
d0i:10.1016/j.njas.2011.01.005.

Kay, E. (2021). United Kingdom- Fish and Seafood Market Update 2021. United States Department of
Agriculture (Foreign Agriculture Service) <
https://apps.fas.usda.gov/newgainapi/api/Report/DownloadReportByFileName?fileName=United%20K
ingdom-

%20Fish%20and%20Seafood%20Market%20Update%202021 London United%20Kingdom 03-03-
2021>

Kobayashi, M., Msangi, S., Batka, M., Vannuccini, S., Dey, M. M., & Anderson, J. L. (2015). Fish to 2030: The
Role and Opportunity for Aquaculture. Aquaculture Economics & Management, 19(3), 282-300.
d0i:10.1080/13657305.2015.994240.

Kozlenkova, I. V., Samaha, S. A., & Palmatier, R. W. (2013). Resource-based theory in marketing. Journal of
the Academy of Marketing Science, 42(1), 1-21. doi:10.1007/s11747-013-0336-7.

Kreuter, M. W., and Lezin, N. (2002). Social capital theory. Emerging theories in health promotion
practice and research: Strategies for Improving Public Health, 15, 228.

Landazuri-Tveteraas, U., Asche, F., Gordon, D. V., & Tveteraas, S. L. (2017). Farmed fish to supermarket:
Testing for price leadership and price transmission in the salmon supply chain. Aquaculture Economics &
Management, 22(1), 131-149. doi:10.1080/13657305.2017.1284943.

Lekang, O. I., Salas-Bringas, C., & Bostock, J. C. (2016). Challenges and emerging technical solutions in on-
growing salmon farming. Aquaculture International, 24(3), 757—766. doi:10.1007/s10499-016-9994-z.

Le Manach, F., Jacquet, J. L., Bailey, M., Jouanneau, C., & Nouvian, C. (2020). Small is beautiful, but large is
certified: A comparison between fisheries the Marine Stewardship Council (MSC) features in its promotional
materials and MSC-certified fisheries. PLOS ONE, 15(5), €0231073. doi:10.1371/journal.pone.0231073.

Loureiro, R., Gachon, C. M. M., & Rebours, C. (2015). Seaweed cultivation: potential and challenges of crop
domestication at an unprecedented pace. New Phytologist, 206(2), 489-492. doi:10.1111/nph.13278.

Luis, A. I. S., Campos, E. V. R., de Oliveira, J. L., & Fraceto, L. F. (2017). Trends in aquaculture sciences: from
now to use of nanotechnology for disease control. Reviews in Aquaculture, 11(1), 119-132.
doi:10.1111/rag.12229.

Maarouf, H. (2019). Pragmatism as a supportive paradigm for the mixed research approach: Conceptualizing the
ontological, epistemological, and axiological stances of pragmatism. International Business Research, 12(9), 1-
12.

Maleti¢, D., Maleti¢, M., Al-Najjar, B., & Gomiscek, B. (2014). The role of maintenance in improving

company's competitiveness and profitability: A case study in a textile company. Journal of
Manufacturing Technology Management, 25(4), 441-456.

37


https://apps.fas.usda.gov/newgainapi/api/Report/DownloadReportByFileName?fileName=United%20Kingdom-%20Fish%20and%20Seafood%20Market%20Update%202021_London_United%20Kingdom_03-03-2021
https://apps.fas.usda.gov/newgainapi/api/Report/DownloadReportByFileName?fileName=United%20Kingdom-%20Fish%20and%20Seafood%20Market%20Update%202021_London_United%20Kingdom_03-03-2021
https://apps.fas.usda.gov/newgainapi/api/Report/DownloadReportByFileName?fileName=United%20Kingdom-%20Fish%20and%20Seafood%20Market%20Update%202021_London_United%20Kingdom_03-03-2021
https://apps.fas.usda.gov/newgainapi/api/Report/DownloadReportByFileName?fileName=United%20Kingdom-%20Fish%20and%20Seafood%20Market%20Update%202021_London_United%20Kingdom_03-03-2021

Marine Stewardship Council Report. (2021). MSC UK and Ireland Market Report 2021 <
https://www.msc.org/docs/default-source/uk-files/uk-and-ireland-market-report-
2021.pdf?Status=Master&sfvrsn=52a488d2 10>

Maurya, P. K., Malik, D. S., & Sharma, A. (2019). Impacts of pesticide application on aquatic environments and
fish diversity. Contaminants in Agriculture and Environment: Health Risks and Remediation, 111-128.
d0i:10.26832/aesa-2019-cae-0162-009.

Mintel Report. (2022). UK Fish and Shellfish Market. Mintel Reports Store <
https://store.mintel.com/report/uk-fish-and-shellfish-market-report>

Mohamad, M. R., & Mat Zin, N. (2019). Knowledge management and the competitiveness of small construction
firms. Competitiveness Review: An International Business Journal, 29(5), 534-550. doi:10.1108/cr-03-2018-
0027.

Mozas, A., Puentes, R., Bernal, E., and Frias, M., 2013. Corporate social responsibility information
transparency and business performance: Evidence from Spanish organic olive oil companies. Journal of
Food, Agriculture and Environment, 11(3and4), pp.617-623.

Ogunbiyi, O., Goulding, J. S., & Oladapo, A. (2014). An empirical study of the impact of lean construction
techniques on sustainable construction in the UK. Construction Innovation, 14(1), 88-107. doi:10.1108/ci-08-
2012-0045.

O’Hara, J. K. (2020). Farmers Markets and Seafood: Where Is It Feasible? Marine Resource Economics, 35(4),
411-426. doi:10.1086/710051.

Olsen, S. O., Tuu, H. H., & Grunert, K. G. (2017). Attribute importance segmentation of Norwegian seafood
consumers: The inclusion of salient packaging attributes. Appetite, 117, 214-223.
doi:10.1016/j.appet.2017.06.028.

Onsgyen, P., & Teslo, @. S. (2011). Brand positioning practices in the Norwegian fishing and aqua
culture industry: a comparison of brand positioning practices and normative theory (Master’s thesis).

Page, M.J., McKenzie, J.E., Bossuyt, P.M., Boutron, I., Hoffmann, T.C., Mulrow, C.D., Shamseer, L., Tetzlaff,
J.M., Akl, E.A., Brennan, S.E., Chou, R., Glanville, J., Grimshaw, J.M., Hrébjartsson, A., Lalu, M.M., Li, T.,
Loder, E.W., Mayo-Wilson, E., McDonald, S., McGuinness, L.A., Stewart, L.A., Thomas, J., Tricco, A.C.,
Welch, V.A., Whiting, P. and Moher, D. (2021). The PRISMA 2020 statement: an updated guideline for
reporting systematic reviews, BMJ, 372, p. n71. doi:10.1136/bmj.n71.

Powell, A., Treasurer, J. W., Pooley, C. L., Keay, A. J., Lloyd, R., Imsland, A. K., & Garcia de Leaniz, C.
(2017). Use of lumpfish for sea-lice control in salmon farming: challenges and opportunities. Reviews in
Aquaculture, 10(3), 683-702. doi:10.1111/rag.12194.

Prosperi, P., Kirwan, J., Maye, D., Bartolini, F., Vergamini, D., & Brunori, G. (2019). Adaptation strategies of
small-scale fisheries within changing market and regulatory conditions in the EU. Marine Policy, 100, 316-323.
d0i:10.1016/j.marpol.2018.12.006.

Roheim, C. A., Sudhakaran, P. O., & Durham, C. A. (2012). Certification of Shrimp and Salmon for Best
Aquaculture Practices: Assessing Consumer Preferences in Rhode Island. Aquaculture Economics &
Management, 16(3), 266-286. doi:10.1080/13657305.2012.713075.

Roos, G., (2017). The IC-Navigator as a Solution to Part of the Critique Directed at the Resource Based
View of the Firm. In ICICKM 2017 14th InternationalConference on Intellectual Capital Knowledge
Management and Organisational Learning:ICICKM 2017 (p. 211). Academic Conferences and
publishing limited.

38


https://www.msc.org/docs/default-source/uk-files/uk-and-ireland-market-report-2021.pdf?Status=Master&sfvrsn=52a488d2_10
https://www.msc.org/docs/default-source/uk-files/uk-and-ireland-market-report-2021.pdf?Status=Master&sfvrsn=52a488d2_10
https://store.mintel.com/report/uk-fish-and-shellfish-market-report

Saeed, M., & Arshad, F. (2012). Corporate social responsibility as a source of competitive advantage: The
mediating role of social capital and reputational capital. Journal of Database Marketing & Customer Strategy
Management, 19(4), 219-232. doi:10.1057/dbm.2012.19.

Sandefur, R. L., & Laumann, E. O. (1998). A Paradigm for Social Capital. Rationality and Society, 10(4), 481—
501. doi:10.1177/104346398010004005.

Saunders, M., Lewis, P., & Thornhill, A. (2019). Research Methods for Business Students (8th ed.).
England: Pearson Education.

Schmid, A., & Robison, L. J. (1995). Applications of Social Capital Theory. Journal of Agricultural and Applied
Economics, 27(1), 59-66. doi:10.1017/s1074070800019593.

Searles, K., Minchhausen, S., Kirwan, J., Chiswell, H., Maye, D., Prosperi, P., and Tsakalou, E., (2018). Adding
value to the fish! ~ Business Strategies in Fish Farming and Small-Scale Fishery (No. 21162018-5017).
Shibeika, A., & Harty, C. (2015). Diffusion of digital innovation in construction: a case study of a UK
engineering firm. Construction Management and Economics, 33(5-6), 453-466.
d0i:10.1080/01446193.2015.1077982.

Sigurdarddttir, G. R. (2019). Using social proof techniques and attributes of social media influencers to promote
fresh fish products (Doctoral dissertation).

Simon-Delso, N., Amaral-Rogers, V., Belzunces, L. P., Bonmatin, J. M., Chagnon, M., Downs, C., Furan, L.,
Gibbons, D. W., Giorio, C., Girolami, V., Goulson, D., Kreutzweiser, D. P., Krupke, C. H., Liess, M,m Long, E.,
McField, M., Mineau, P., Mitchell, E. A. D., Morrissey, C. A., Noome, D. A,, Pisa, L., Settele, J., Stark, J. D.,
Tapparo, A., Dyck, H. V., Van Praagh J., Van der Sluijs, J. P., Whitehorn, P. R., Wiemers, M. (2014). Systemic
insecticides (neonicotinoids and fipronil): trends, uses, mode of action and metabolites. Environmental Science
and Pollution Research, 22(1), 5-34. doi:10.1007/s11356-014-3470-y.

Sogn-Grundvag, G., Asche, F., Zhang, D., & Young, J. A. (2019). Eco-labels and product longevity: The case of
whitefish in UK grocery retailing. Food Policy,88,101750.doi:10.1016/j.foodpol.2019.101750.

Srivastava, S., Sultan, A., & Chashti, N. (2017). Influence of innovation competence on firm level
competitiveness: an exploratory study. Asia Pacific Journal of Innovation and Entrepreneurship, 11(1), 63-75.
doi:10.1108/apjie-04-2017-021.

Statista, (2021). Market share of leading fish and seafood brand in the United Kingdom

< https://www.statista.com/statistics/1061742/market-share-of-leading-fish-and-seafood-brands-in- the-uk/>.
Stoll, J. S., Dubik, B. A., & Campbell, L. M. (2015). Local seafood: rethinking the direct marketing paradigm.
Ecology and Society, 20(2). doi:10.5751/es-07686-200240.

Stewart, B.D., Williams, C., Barnes, R. et al. The Brexit deal and UK fisheries—has reality matched
the rhetoric? Maritime Studies 21, 1-17 (2022). https://doi.org/10.1007/s40152-022-00259-0

Symes, D., & Phillipson, J. (2019). 'A sea of troubles'(2): Brexit and the UK seafood supply

chain. Marine Policy, 102, 5-9. https://doi.org/10.1016/].marpol.2019.01.015 .

Theodoraki, C., Messeghem, K., & Rice, M. P. (2017). A social capital approach to the development of
sustainable entrepreneurial ecosystems: an explorative study. Small Business Economics, 51(1), 153-170.
d0i:10.1007/s11187-017-9924-0.

The UK Government Office for Science on Global Trends in Citizen Data Systems. (2020). Population and
Development Review, 46(4), 863-865. d0i:10.1111/padr.12375.

Tonini, D., Albizzati, P. F., & Astrup, T. F. (2018). Environmental impacts of food waste: Learnings and
challenges from a case study on UK. Waste Management, 76, 744—766. doi:10.1016/j.wasman.2018.03.032.
Wakamatsu, M., & Wakamatsu, H. (2017). The certification of small-scale fisheries. Marine Policy, 77, 97-103.
d0i:10.1016/j.marpol.2016.12.016.

39


https://doi.org/10.1016/j.marpol.2019.01.015

Tran, T. T. (2017). Research choice: Pragmatism in conducting research about university enterprise collaboration
in the Vietnamese context.

Vogt, W. P., Gardner, D. C., & Haeffele, L. M. (2012). When to use what research design. Guilford Press.

Witter, A., & Stoll, J. (2017). Participation and resistance: Alternative seafood marketing in a neoliberal era.
Marine Policy, 80, 130-140. doi:10.1016/j.marpol.2016.09.023.

Zander, K., & Feucht, Y. (2017). Consumers’ Willingness to Pay for Sustainable Seafood Made in Europe.

Journal of International Food & Agribusiness Marketing, 30(3), 251-275.
doi:10.1080/08974438.2017.1413611.

40



Appendix A:

APPENDICES
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Findings
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economy to understand employment and Europe leverage onto | investments in knowledge to
factors that create capital level of 71 improve competitive improve their competitiveness.
competitive advantage in industries. advantage include Knowledge development is done
UK industries. research and through research and development.
development,
branding, training,
knowledge investment
and copyright
registrations.
Huggins & To investigate the role of Analysis of data The main strategies to | Policies that aim at supporting start-
Williams policy progression in obtained from semi- | realise sustainable ups should be enhanced to create
(2011) enhancing entrepreneurship | structured and in- competitiveness regional competitiveness. The

and regional
competitiveness.

depth interviews as
well as relevant policy
documents

include regional policy
formulations that
stimulates economic
drivers such as access
to capital, business
support and
innovations.

regional competitiveness of firms is
concerned with ensuring that firms
efficiently and effectively meet
customer requirements and
demands.
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Del Giudice et

To investigate the actions

Drawing insights from

Owner-managers play

There is a close relationship

al. (2017) taken at micro-level s by 5 representatives of a key role in initiating between SME owner-managers'
owner-managers in SMEs from both the | activities in approaches to sustainability and to
improving sustainable UK and lItaly. collaboration with HR management. SME owner
competitiveness of small employees to improve | managers should establish efficient
and medium enterprises. sustainable human resource activities that
competitiveness. enhance production efficiency.
Ogunbiyi, To investigate the impact of | Survey of UK-based | Lean production By adopting lean production, UK
Goulding & lean construction techniques | construction activities lead to industries can significantly enhance
Oladapo on sustainable professionals. improved corporate their competitiveness through factors
(2014) competitiveness in the UK image, improvements | that improve customer focus.

in environmental
quality and compliance
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expectations which all
lead to competitive
advantage. Lean
production activities
aim at minimum
production and
maximum outputs.

Srivastava, et
al., (2017)
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understanding of the
influence of innovation on
the firm-level
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A survey of 75 agro-
food-based
manufacturing units.
Data collection was
done using a well-
structured
guestionnaire that is
based on 5-point
Likert scale.

Innovation
competencies
including new product
introduction,
innovations in human
resource, new
manufacturing
processes and
establishing quality
testing procedures as
well as procuring of
materials at low cost
are some of the

Investments in firm-level
competitiveness enhancements are
a key strategy that can be employed
by firms in enhancing firm-level
competitiveness to improve the
sustainable competitiveness of the
small and micro level enterprises.

42



strategies to enhance
firm-level

competitiveness.
Maletic et al. To establish the role of A case study of a The highest Companies should establish
(2014) maintenance in improving textile company in opportunity for maintenance activities to ensure

the competitiveness and
profitability of companies.

improving the
business of a
company.

improvement in the
productivity efficiency,
profitability as well as
competitiveness of
companies is
presented by
establishing efficient
maintenance activities.

efficient production that will reduce
production expenses and maximise
production to maximise profitability
and firm competitiveness.

Battaglia et al.
(2014)

To investigate the influence
of corporate social
responsibility in enhancing

the competitiveness of firms.

Survey on the
impacts of CSR
activities in improving
the competitiveness
of firms. The
standard
guestionnaire was
created according to
the OECD survey

The findings indicated
that CSR could lead to
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market performance
and intangible
performance of firms
thus improving their
competitiveness.
Moreover, CSR also
improves a positive
image of the firm on
the eye of the public.

There exists a strong and positive
correlation between the CSR-related
activities and competitiveness. In
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Mohamad
&Zin (2019)
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construction firms by
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Self-administered
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applied in collecting
data from small
construction firms in
Malaysia. A total of
190 construction
firms were surveyed
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Knowledge
management directly
and significantly
influences firms’
competitiveness
positively. Technical
and administrative
innovations also play a
significant impact in

By leveraging on technical and
administrative innovations, firms can
enhance knowledge management to
realise sustainable firm
competitiveness. The knowledge
management should involve all
stakeholders in order to achieve
benefits to all the parties concerned.
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returning their

mediating the

completed knowledge
guestionnaires. management
practises.

Onsgyen &
Teslo (2011)

To investigate the
importance of brand
positioning practises in

improving the performance
of the Norwegian fishing and

agua culture industry.

Mixed research
approach. Primary
guantitative data was
collected by survey of
100 companies. The
guestionnaire applied
in data collection
internet based and
self-administered.

Brand positioning
determines the
competitiveness of the
Norwegian fish
industry by influencing
customer perception of
brands and brand
image. Positioning can
be achieved by
product differentiation
from those of
competitors to boost
product sales hence
firm competitiveness.

Firms should leverage on brand
positioning to male their brands
visible and attractive to the
consumers.

Shibeika &
Harty (2015)

To determine the diffusion of

digital innovation in
improving the
competitiveness of firms.

Four fieldwork
phases involving
interaction with firms
to understand their
technology status
guo, innovative
activities and
strategic initiatives for
the diffusion of
technologies.

The main technological
innovations that
positively influence
firm competitiveness
include technologies
for infrastructure
delivery, innovative
communication
channels and inter-
organizational
professional work.

Firms aiming at achieving
competitiveness should invest in
factors that enhance technology
management to realize
innovativeness that enhances
minimum production expenses and
improves production efficiency.
Innovation management should be
led by the management through
activities such as restructuring and
balancing supply with demand.
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