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Our main products
• Fresh

Whole portion trout (white or pink) 200-350g
Gutted portion trout (white or pink) 200-350g
Small white trout (60 g)
>1 kg trout (pink)
Fillets (white or pink), from 100g

• Frozen
White gutted
Fillets





Targets and goals

•Retailer buyers and buyers: home consumption

•Direct sellers: fish mongers and traders

•Restaurants: dish of the day, traditional, gourmet

•Media: advertising campaings and advertorials

•Society: trout as a Brand; quality and trust



•Retail fishmongers were trained on trout’s main nutrition facts and diet benefits.

• Presence in acquaculture fairs and events: offering a vision of the trout as a good
business for traders



•Reminding consumers trout is healthy, tasty and affordable



A new brand was created:
“Trucha del Rio” (River Trout)



•Recipe contest and Recipe books distribution

•Promotion of trout as a high-class cuisine: Top chefs cook



Lomos de trucha
braseados

Trucha asada

Lomitos de
trucha rellenos

Trucha al horno
rellena

Lomo de trucha
con su pil-pil

Ensalada tibia de
trucha

Trucha en adobo

Lomo de trucha
en escabeche

Rollitos de
trucha



Re-enforcing the perception that trout must be present in one’s diet
on a regular basis: mass market distribution of printed materials,

appearances in prestigious newspapers and magazines



Impact and results

• Excellent feedback regarding people’s response

• Restaurants have kept offering trout in the menus on a regular basis

• Main aim: educational; thus, not easily measurable

• Long term job still to be done
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