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ABSTRACT 

The value chain in fishery is critically limited in terms of poor 

communication facilities and infrastructure, which leads to the inefficient usages of 

resources. Also the unique characteristics of fresh aquatic products like uncertain 

productivity and transport difficulty leads to many problems in traditional value 

chains. The present distribution channel is more or less incompetent to sustain the 

rapid development of ‘New Economy’. Furthermore, domestic producers are facing 

foreign competitors who are backed by strong ‘dollar power’ and clearly have the 

upper hand in the trade. Therefore, in the given context it becomes imperative to 

perform strategic analysis of the fishery value chain. 

 

1. 0 Introduction 

The value chain in fishery is critically limited in terms of poor 

communication facilities and infrastructure, which leads to the inefficient usages of 

resources. Also the unique characteristics of fresh aquatic products like uncertain 

productivity and transport difficulty leads to many problems in traditional value 

chains. The present distribution channel is more or less incompetent to sustain the 

rapid development of ‘New Economy’. Furthermore, domestic producers are facing 

foreign competitors who are backed by strong ‘dollar power’ and clearly have the 

upper hand in the trade. Therefore, in the given context it becomes imperative to 

understand the intricacies of the business operation of the fishery value chain. 

 

It is found that the producers (fishermen) in the value chain are located 

separately and are disjoint sets in terms of the boat capacity and the primary trade of 

the captured fish. The second set of players i.e. the middlemen are a consortium of 

traders who are united and are supported by agents / auctioneers who help them 

become dominant in the trade. The third set of players consists of the wholesalers 

who are highly business-oriented group and have also formed an association. They 

have their strength in the volume of the trade that is available to them because of the 

market characteristics. Exporters are another group, which are disjoint and compete 

for the products specific for the international market. The value chain for them is an 

integrated chain in which they have control over both the backward and the forward 

linkages of the chain. This segment has internal competition amongst them and is 

separate from the domestic trade of the products. The other players of the chain 

include the local traders, the ancillary facility provider, etc. which are in a diffused 

formation without any specific interest or role to play in the value chain. 

 

2. Market and Product Segmentation  

Segmentation is a process of dividing heterogeneous market into 

homogeneous market based shared characteristics of customer groups. It is defined 
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as “a selection of groups of people who are most receptive to a product. The 

segmentation of the market is done on demographic variables such as age, sex, race, 

income, occupation, education, household status; psychographic variables such as 

life-style, activities, interests, and opinions, product use patterns, product benefits etc; 

and geographic location. This segregation of product and market into distinct 

segments provides insight to compare the value chain, keeping into focus the product 

and market characteristics and find out uniqueness, if any. There is a wide range of 

value products ranging from low value to high value, depending on the species, 

quality, size, etc. Therefore these can be clustered into various segments based on the 

uniqueness of the species that consequently define the market for the entire range of 

products into distinct segments.  

 

2.1 Product Segmentation: The Researcher has segmented the fish market on the 

basis of demographic variables. The segregation of the species has been done on the 

basis of the demand of the various species in different markets. This segregation is an 

indicative categorization based on price, availability, demand of the specific species 

in the market, availability of the species in the market, etc. The following table 3.1 

gives the product segmentation based on market price of the species and table 3.2 

gives species wise segmentation.  

 

Table 1: Product Segmentation based on value 

Product Product segment  Average price / Kg 

P1 Export value product 300 - 1200 

P2 High value product 150 - 300 

P3  Average value product 50 - 150 

P4 Low value product < 50 

Source: Fieldwork 

 

Table 2: Product Segmentation based on species  

P1 Export Value Product 

Mackerels 

Silver bellies 

Konalu 

Ribbon Fish 

Bombay Duck 

Tuna 

Pomfrets 

Kommu Konemu 

Sardines 

Rokka Soralu 
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P2 High Value Product 

Cat Fish 

Karalu 

Konagidalhalu 

Gopurangalu 

Odiminelli 

Horse Mackerels 

P3  Average Value Product 

Anchovies 

Paralu 

Lesser Sardines  

P4 Low Value Product 
Seer Fish 

Navilelakulu 

Source: Field Study 

 

2.1.1 Export Value Product: These products are the premium category product, 

which fetches a premium price in the market on final consumption. The products in 

this category undergo value chain with very low cost of operation and hence the profit 

margin of this segment is very high. The product undergoes a standard processing 

procedure according to the specified international norms for it. The operation is 

normally taken up by the processing plant owners and the exporters. 

 

The processing plants have to conform to FDA, EU, ISO norms etc for 

supplies to respective markets. The feeder chain to these units are normally specified 

in terms of procurement being made at the landing centers, collection at the collection 

point which may be an outlet run by the units or the middleman who in turn are tied 

up to these units formally or informally for the specified species. 

 

Normally the trawler owners are the main feeders to these channels as the 

species found in deep sea are available to them and the quantum of catch being high 

makes bulk purchase easier. The only exception to this is the prawn species, which 

follows the common collection procedure in which the product moves from the 

landing center to the middleman and then up to these units. The value chain is 

dominated by the export / processing houses and even here by a select few. The value 

chain of this segment is more organized as compared to other products because of the 

influence of the global market which is more streamlined in terms of product standard 

and high competition. This segment is placed in an open market with market forces 

of demand and supply governing the value chain. 

 

The “Dollar Value” concept followed by the middleman gives an indication 

of the ‘open market’ for this product category. This procedure ensures a fair flow 

profit to the level of middleman in   the value chain. The exporter fixes the product 

prices for this segment every week and the association of the trawler owners is based 

on the international prices of the product. 
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2.1.2 High Value Product: The product of this segment are normally finally 

consumed in the domestic market. These products fetched a good price but are highly 

species oriented. The supply chain followed in this segment starts from the landing 

center where procurement is made, the collection point in this case is the middleman 

godown followed by the agents and the wholesaler at the regional market which then 

feeds it to the distribution channel comprising of the sub- retailers and the retailers. 

 

The product of this segment undergoes minimal processing. The sorting of 

the product is taken up by the middleman who further also takes up temporary 

freezing arrangement and arrangement for the transportation to the destination 

market. The profit margins for this segment is moderate to high depending upon the 

species of catch, quality of catch, size of catch, present market demand etc. 

 

The middleman and the wholesalers dominate the value chain of this 

segment. The prices of the product in this segment are normally governed by the 

prices in the regional market. Normally the Kolkata market and the Chennai market 

are the leading markets that govern the prices of this segment. The product prices of 

this segment in the regional market are dictated by the daily market demand and hence 

the prices of the product are variable. The market for this segment is unorganized and 

the uncertainty is high in terms of profit margins of the products. 

 

2.1.3 Average value product: This product segment caters to the products that are 

not in high demand either in the local market or the regional market. The product line 

of this segment is normally consumed in the local market with a certain percentage 

of it being moved to the regional market. The importance of Kolkata regional market 

is very high in this segment as it normally governs the countrywide prices of the 

product line. Apart from normal consumption, these products also meet the industrial 

requirement for poultry feed and other ancillary units as well. 

 

The product of this segment normally takes up the supply chain for the high 

value products and hence the players and the processes for this segment are the same. 

The wholesalers who have a high influence on the entire chain dominate the value 

chain of this segment. The profit margin in this segment is on the lower side as 

compared to the high value chain and the export value chain. 

 

2.1.4 Low value product: This product segment caters to the small fishes of very 

low economic value. The prices of the product line is determined the local players 

only. As it is a product of low value, the chain is a diffused chain and is dominated 

by the fisherman. The direct buyers / retail agent are the important players in this 

segment. 

 

The value addition for the product line is normally seen at the primary level 

and the difference between the value added product and the raw product is high. The 
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profit margin on the raw product is minimal but that on the value added is high. This 

again becomes crucial with the involvement of the various levels of players. 

 

The normal supply chain of this product segment initiates at the landing 

center and directly ends up with the final consumers or the retailers who pick up the 

raw product for the fresh consumption. 

 

3. Market Segmentation:  
The Researcher has segmented Fish Market based on geographic 

segmentation and segmented as Local Market, Regional Market and Export Market.  

 

1. Local Markets 

2. Regional Markets 

3. Export Markets 

 

3.1 Local Market: Local markets are essentially the markets nearby the landing 

centers (in the periphery of 25-30 km accessible by bicycles), which include villages, 

haats of blocks and tehsils/mandals, sub division and nearby towns. The demand in 

these markets is generally stable except for the deviations during Sundays and special 

occasions e.g. marriages, festivals etc.  

 

The characteristics of these markets are – 

1. Demand for the average to low value product is based on the availability. 

2. Purchasing power of the consumer is the limiting factor for consumption of 

high value product. 

3. Number of sellers is limited. 

4. Demand for the marine species is limited due to food habit of the community.  

5. Only limited species are in demand. 

6. Demand for the fresh water fish is higher than the marine species. 

7. High value product rarely enters the local market. 

8. Demand is affected highly by the religious prohibitions to the extent that the 

market closes due to absence of the buyers from the market. 

9. The cost of operation is low as the product is consumed locally and the shelf 

period is low. 

 

3.2 Regional Market: Regional markets are the bigger markets situated in the state 

capitals, large cities or metropolitan cities with varied supply and demand linkages. 

The number of operators, though limited, are higher than local markets. These 

markets normally cater to a larger geographic location and the volume of trade is high. 

The number of buyers is high as compared to the local market.  
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The characteristics of these markets are – 

1. Serves as a channel to cater to up-country markets and distant markets. 

2. Serves as a connecting channel with the retailer, end user and the producer. 

3. More capacity to absorb the glut in the supply due to high number of demand 

channels. 

4. Price fluctuation is high and can happen on a daily basis depending on the 

demand of the larger market for the product. 

5. Purchasing power of the end buyers is higher than that in local markets. 

6. Demand for high end product is high. 

7. Demands in these markets are affected by local occurrences- festivals, 

marriages, etc and instances of regional or national occurrence. 

8. Costs of operations are higher than the local markets due to logistical factors 

–e.g. market cess/fee, loading/unloading operations, vehicle parking charges, 

storage costs, secondary/tertiary transportation, commissions etc. 

 

3.3 Export Market: Export market is the international market with a different set of 

norms and practices as compared to the regional and local market. The quality 

concern is the highest for this market and hence it ends up using the high value 

product. The competition in this market is very high and the demand is of very 

specific nature limited to few species only. Geographically these markets are the 

farthest and hence the cost of operation to meet the demand of this market is very 

high. The number of sellers in this market is limited but the number of buyers is high.  

 

The characteristics of these markets are – 

1. Large market with large number of buyer and sellers tending towards perfect 

market. 

2. Price awareness is very high in this market. 

3. Demand and price of the product is highly fluctuating. 

4. Quality is the most important concern in this market. 
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Table 3: List of important markets for fishery 

Local Market Regional Market Export Market 

At sea shore Srikakulam Japan 

At fish landing centre Vizianagaram U.S.A. 

In the village Visakhapatnam U.A.E. 

Nearby Village Rajahmundry European Union 

Mandal Head Quarters Kakinada Middle East Countries 

Nearest town Eluru South East Asia 

 Vijayawada China 

 Khammam  

 Warangal  

 Hyderabad  

 Nellore  

 Chennai  

 Bangalore  

 Mumbai  

 Delhi  

 Kolkata  

 Bhubaneswar  

Source: Field study 

 

4 BCG Matrix:  

Originally used for the product mix of corporations, this simple tool can be 

designed to analyze the products of a portfolio of countries and the customers in these 

marketplaces. The matrix is based on the product life cycle that can be used to 

determine what priorities should be given in a product portfolio in the business unit. 

It has two dimensions – Market share and Market Growth. A tool provides the 

framework on how to interpret each quadrant in the chart and when used with 

countries and customers, provides a useful outlook of the forces at play within the 

market. It provides a framework for allocating resources among different business 

units and at the same time allows comparing many business units at a glance. 

 

 
Fig 1: BCG Matrix 
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Cash cow: These are business units that have large market share in a mature, slow 

growing industry. Cash cows require little investment and generate cash that can be 

used to invest in other business units. 

 

Stars: These are the business units that have a large market share in a fast growing 

industry and require investment to maintain their lead. 

 

Question mark: These are the business units that have a small market share in a high 

growth market. These business units require resources to grow in their market share 

but whether they will succeed and become stars is not known. 

 

Dogs: These are business units that have small market share in a mature industry. It 

may not require investment but ties up capital, which could have been alternatively 

employed. 

 

In fishery, when the researcher try to employ the BCG concept with the 

limitation that the species wise market growth rate is not available for the analysis, 

the modified BCG frame work when employed, comes out with interesting points. It 

picks up the product segment and places them in the four quadrant of the matrix. The 

framework in the context of analysis has taken up profit margin or cash generation of 

the product lines and compared it with the investment or the cash usages required in 

the business. The following gives the indicative picture of the various product lines. 

 

4.1 ‘Cash Cows’ in fishery sector: The ‘Cash Cows’ of fishery industry are the high 

value products meant for the domestic markets. They show the attribute of yielding a 

constant profit over the period of years. The contribution of the product line of this 

segment has been more or less regular. The cash cows are the stable product with an 

established value chain with a low requirement of investment and a stable return 

pattern. The players of the value chain are certain about the profit margin and the 

sharing ratios are normally fixed and acceptable. The norms of the trade for the cash 

cows are established and hence the replication of the chain can be a difficult 

proposition. 

 

4.2 ‘Stars’ in fishery sector: The ‘stars’ on the fishery industry are the export value 

products as the product line produces exemplary profit. Yet the markets (global) for 

these product lines are not fully explored. There is a vast potential in this segment to 

grow and yield a higher annual turnover. The stars are growing segment and needs 

more investment to grow into a full-scale segment. The value chains for stars are 

highly specialized and most capital intensive. 

 

4.3 ‘Question mark’ in fishery sector: The ‘Question mark’ of the fishery sector is 

the products that do not have a defined market. It is being traded on a price that may 

not be the true representative of its value. This can be attributed to the reason that the 

market potential for these products is still undefined and unexplored. It has the 

potential to turn into the “Stars” if proper investment and marketing intelligence is 
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employed in it. At present, these products are traded at a decent profit figures and the 

demand of the product line is sufficient enough to cover the supplies and at times are 

beyond the supplies also. 

 

4.4 ‘Dogs’ in fishery sector: The ‘Dogs’ of fishery industry are the low value 

products that include small fishes, small crabs etc., which are low on demand 

parameters. The product nature of this segment is of the type that inhibits the increase 

in the profit margin. The growth potential of this segment is very limited until and 

unless some new technology is introduced which changes the product nature 

completely. The need for investment in the product line is minimal. The value chain 

of this product is a degenerate chain with negligible number of operators. The retail 

agents or the direct customers normally dominate the value chain for this segment. 

 

5 Conclusion: 

Strategic analysis of the fishery value chain has been taken up in the study to 

understand the present context situation in which the chain operates. This analysis 

will help in understanding of the very nature of the fishery business, the stakeholder 

in the value chain, their concerns and issues, cost of operation of various operators in 

the value chain, the profit margin at the various levels of the value chain, etc. 
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