D2.1.1 MARKET ANALYSIS AND SELECTION OF THE MOST PROMISING PRODUCTS
ABSTRACT
This document was prepared within the framework of the BeBlue – Beyond Bluegrass project (Interreg VI-A Italy–Slovenia 2021–2027) and presents a market analysis of aquaponic products together with the identification of the most promising products for further development within the programme area of Italy and Slovenia.
The objective of the analysis was to assess the acceptance of aquaponics among consumers, producers and intermediaries, and to identify products with the highest market potential as well as the most suitable marketing channels. The research was based on surveys conducted among consumers, producers and intermediaries in Slovenia and Italy, complemented by an analysis of the current state of aquaponics development and market trends in Europe.
The results show that consumers in both countries have similar preferences regarding aquaponic products. The most attractive products identified were lettuce, microgreens, tomatoes, herbs, trout and gilthead seabream. In Slovenia, a higher level of interest was observed for innovative products such as macroalgae, salicornia and microgreens.
The analysis of marketing channels revealed that consumers still predominantly purchase fresh products directly from producers, retail stores and fish markets. At the same time, interest in innovative sales models, such as online sales and subscription-based delivery schemes (“green boxes”), is increasing, particularly among higher-income households.
Producers recognize the potential of aquaponics as a means of diversifying production and creating products with higher added value. However, the main barriers identified include a lack of technical knowledge, a shortage of skilled labour and uncertainty regarding the economic profitability of aquaponic investments.
Based on the research findings, lettuce, trout and gilthead seabream were identified as the most promising aquaponic products, while macroalgae, salicornia and microgreens were recognized as the most promising innovative products. The most suitable marketing channels were found to be direct sales to consumers, sales to the hospitality sector, and, for certain products, online sales and subscription-based delivery models.
The results of this analysis will support the development of tools for assessing the economic and environmental sustainability of aquaponics and will contribute to feasibility studies and recommendations for the future development of aquaponic production within the programme area.

