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Bouncing back

Women in thefishing community of Wieringen have
revived thelocal economy by creating alocal fresh-
fish market

By WilmaK oster, amember of VinVis, theWomen
in Fisheries Network of the Netherlands

Our fishing community of Wieringen, aformer idand
at the top of the Netherlands, has a long history of
fishing. Inthe past, sailing boatswere used, but today
we have mechanized boats. Our community uses
primarily small-scale boats (below 300 hp), and the
main commercial specieswe catch are shrimp, plaice,
sole, shellfish and nephrops.

Wesdl our fish and shrimpsthrough the auction, which
is obligatory in our country, and every day, have to
wait and watch for the price the commercial agent
will bid. Most of thetime, we do not receive agood or
fair pricefor fish that isfirst-class and caught the day
before. Thereasonisthat it issold in the same market
alongside the catches of the big boats.

Since we are wives of fishermen, we know how
important itisto get agood pricefor our fish. Weraise
our children, do alot of work ashore for our fishing
enterprise, and sometimes also have to join our
husbands on fishing tripswhen they need an extrahand.
Itis, therefore, not very encouraging that despite so
much hard work, the pricesfor our fisharelow. This
was one of the major reasonswhy the businessin our
community wasdying and thefisherieswasno longer
an attractive proposition for the younger generation.

When our mayor caled ameseting to discusswhat could
be done to revive our local economy, we seized the
opportunity to talk about the need to create alocal fish
market where we could sell our best fresh fish. As
this proposal was accepted, wetook the challengeand
set to work to see that it would be a success. It was
very important that the whole community got involved.
Through our involvement with MnMs (the Womenin
FisheriesNetwork of the Netherlands), we particularly
encouraged other women of our community tojoin us
inthisinitictive.

A local working group was formed and its first task
was to make a detailed study of the needs and the
possibilities. Based on the outcome of this study, we
made aplan. The aim of the fresh-fish market wasto
promote the consumption of fresh fish caught by our
local fishing boats, and aso to promote our loca
economy to make surethat thewhole community would
benefit. Since we were confident that our plan would
work, the mayor gave ustheinvestment money from
Provincial and European Union (EU) fundsto organize
themarket. Thiswasaloanto theloca working group.

In the summer of 2004, when the tourists cameto our
village—whichisavery beautiful areainthe north of
the Netherlands—we launched the fresh-fish market,
to be held every Saturday. In order not to violate
government regulations, we obeyed therules, and our
fishermentook their fish first to the regulated auction.
There, our group bought thefish, awaysbidding higher
than therest. Inthisway, our fisher husbandsgot more
money than they usually would get inthe auction. We
then brought the fish to our market and sold it for a
price that was acceptable for the consumer aswell.

Besides sdlling fresh fish, we al so informed the public
about how and where the fish are caught. We aso
organized cooking demonstrations. Nowadays,
consumers mostly buy fish in the big supermarkets,
already processed into ready-to-eat products, which
only have to be put in the microwave. If we want to
make the consumer buy more of our local fresh fish,
we must teach them how to clean and prepare the
fish. We, therefore, held cooking demonstrations, let
the peopl e taste our seafood dishes, and distributed
flyerswith the recipes of the fish that we cooked that
day. We aso launched a website where we gave
weekly updates about the catch of the day to be sold
inthe market, fish recipes, cultural programmes, and
soon.

And, mind you, it worked wonderfully! The word
spread and every Saturday we had many tourists, locals
and buyers from restaurants coming to our village.
Peoplebought our fish, ateand enjoyed it. Peoplevisited
our fishing boats and met with the fishermen. They
listened to our songsand folk stories. They dsovisited
our local shops and restaurants and some of those that
were otherwise closing down, bounced back to life.
The whole community benefited from the fresh-fish
market.
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livelihoodsof the coastd fishersand small communities
here at home.

Wilma Koster can be contacted at

W.kosterw@quicknet.nl

In the first year, our work for the fresh-fish market
had been voluntary. The extramoney we earned was
used to pay back our investment loan. Now that the
market has proved its success and has come to stay,
some of uswill earn some money for thework in the
market. We a so plan to expand the market with other
local products from our region, such as ecologically
friendly farm products.

Whilewearevery happy and proud of our achievement,
we must say it has been hard but collective work. It
brought us together in the community, and if things
continue to go the way they do at present, then our
childrenwill dso be proud to continueto fish, and, more
than ever, our community will continueto survive.

But we also want to tell you that EU marketing
regulations are not there to help small producerslike
us. They are there only to strangle us to death. The
sanitary regulationsthat they impose upon usare unred
and even unnecessary. They make us feel guilty of
poisoning the customer. Why should we, who live of f
the fishing, want to kill our customers? And why do
customersbelievethat fish that comesin apacket from
abig company is‘ pure’ ? Such packaged fish is often
cleaned by workersin Third World countries, who are
paid really low wages. Soitis‘ pure’ and cheap.

Wethink such marketing regulationsare made only to
benefit the big companies, which areinterested only in
maximizing profits, while our governments should
actually be concerned about safeguarding the
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