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AUSTRIA

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)
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Regular consumers? by socio-demographic group
Age classes Socio-professional category Household composition

Self- employed NEGEG—G———50%

, I o I -
1520 I Managers 1
6
; I 4%
Other white collars s
I , I ¢
Sk I
25-39 £ o Manual workers 49% . 75%
6
48%
House persons ~EGEG—__—G——— 73% ; N s
_ 53% 75%
40-54 I /5%
75% Un-employed .
- X
oy
. Retired 3 76% 72%
D 5%
55+

77% I 39%
° Students 67%

M Austria EU

1 Regular consumers are those who eat fishery and aquaculture products at least once a month



Consumer habits

Species Production

Presentation

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers

Regular consumers
80%

Non-purchasers Non-consumers

Regular consumers
out-of-home

Regular purchasers

=o—Austria —e—EU

Preference about types of products

Fresh
35%

Breaded Frozen
AL Smoked, Salted,
processed, .

dried
canned

=o—Austria —e—EU

Main products consumed

Freshwater

Freshwater fish

Preference about

Austria  2a% 1% [e%

©
<]
% = Wild fish Farmed fish No preference
E rU 34% 8% 58%
= Austria [115% 1 1g% N EA—
E M Marine fish @ Freshwater fish B No preference
©
< EU 39% 7% 54%
ausria [T
M Loose
68%
1 Pre-packed
EU 62% 3

Types of FAPs: frequently vs never purchased (% of buyers by

MS and difference between % MS and % EU average)

40%

30%

-10%

-20%

28%
24%
19%

-30%

20% 6%
RSy T % 1a%
10% 2% 5%
I 2% 2%
o5 | | —gg~ H -
0y -19
165%I -4%1A’ I
-10%
-14%
-22%
Often A(MS-EU) Never A(MS-EU)
B Fresh MFrozen mSmoked MTinned M Breaded

Place of sale

Fish farm, fisherman

Grocery store,
super / hyper market

Fishmonger or specialist shop

Market

M Austria EU

Main consumption/ purchasing factors

PERSONAL
FACTORS
X
o
] X X X .° X
[59) N =)
© . o0 ©
Fish as source of Hedonism Convenience and Propensity to try
wellness and ease of new products
health preparation
EXTERNAL M Austria
FACTORS EU
=}
2 N X
(e] =y O N
n ) P
LE
High prices Retail Frequency of Product's

promotional sustainability

events

diversification



Purchasing factors and use of information

Price, price/quality Origin
ratio A (regional/national)  Brand or quality labels
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Taste, smell or  High prices Health No habit of Environmental Vegetarianor
appearance concerns buying fish concerns vegan

Fresh, frozen, smoked, dried products

Product name
and species

name
100%

Wild or farmed
product

“use by” or “best
before” date

Area of catch or
production

Whether
previously frozen

Fishing gear used

Store employee or fishmonger

Information sources

Public institutions

NGOs

Internet
24%

Friends and family R

Television, books and
magazines

N
©
‘xl

52%

W Austria EU

Consumer interest in information on labels

Tinned or prepared products

Species
contained

. Origin of
Processing plant g
. processed
location
product

Fishing gear\ /Wild or farmed
used product

@ Austria ‘QEU

Consumer attitude to information on labels

Clarity of information _

69%

Trust in information provided

by seller 71%
Trust in information required by _
law 81%

B Austria EU

Voluntary information for all FAPs

Date of catch or

production

|nf0rn‘t1;20n . Port in which the

fisherman/fish product was
landed

farmer
Environmental C?untry of the
information ship that caught
the product
Social _ Ethical
information information



BELGIUM

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)
Belgium -a{ & & & @&

e B A A A A °

kg/per capita
EU

EU o4 & & @&« @41 -0,04%

kzgslz)ircapita _XL _XL 5 _xh _XL 4
Per capita nominal expenditure (2014)

Belgium =~ g2 L2 L2 S

1¢ @€ @€ @€ @€ He |

EU = = - = - Belgium

102 € [é, : £3 : £3 = £ -0,75%

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)

120,0
110,0 y= 100,7e-0,001x

100'0 ................................ -
90,0

80,0
70,0
60,0

H o A DO
Q7 L O O O
DX S S S
—&—Dp.C. consumption —o—p.c.expenditure

~~~~~~~ Expon. (p.c. consumption)

Regular consumers? by socio-demographic group

Age classes Socio-professional category Household composition
I 75%
Self- employed 76%

69% Managers S , I
81%
71%

15-24
67%

; I 74%
Other white collars 71%
, I -

73%
’ Manual workers _72% 82% 75%

70%
I 70%
House persons e 3 I 5%

75%

25-39

84%

40-54 5% Un-employed

\‘|

I 72%
70%
Kk
4+ )

g S 1%
Retired it 72%

76%

81%
|
77% Students 53,0

67%

55+

M Belgium EU

2 Regular consumers are those who eat fishery and aquaculture products at least once a month



Consumer habits

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers Preference about types of products

Regular consumers Fresh

Non-purchasers Non-consumers

Breaded Frozen
/Regular consumers
Regular purchasers
out-of-home Preserved,
Smoked, Salted,
processed, dried
=e—Belgium -e-EU canned -
~e-Belgium -e—EU
Main products consumed
Marine | Freshwater
Cod Salmon
Mussels
Preference about

c .
S o Belgium [ 23% 9% IIess
= O . 3 8
é % m Wild fish Farmed fish No preference RNy
S E EU 34% 8% 58%

Grocery stor,

super / hyper market
Belgium [77730% S

M Marine fish ~ ® Freshwater fish ~ m No preference

EU 39% 7% 54%

Species
habitat
Place of sale

Fishmonger or specialist shop

c

S q

§ metgium [T
= W Loose Market

[

§ EU 68% 1 Pre-packed

a 62%

M Belgium EU

Types of FAPs: frequently vs never purchased (% of buyers by

MS and difference between % MS and % EU average) Main consumption/ purchasing factors

40% 34% PERSONAL

35% FACTORS

30% 27% X

25% 3% Q X R X X

— [ce] o o

20% - 1505 3 - = 8

15% % 11% g9 ' . . .

10% 7% Fish as source of Hedonism Convenience and  Propensity to try
5% II 0% 1% II 19 3% welllnesliand ease of preparation  new products
g; - = - L. EXTERNAL H Belgium
-37 90,

-10% N e 3% 5y % FACTORS EU

-15% =10%

Often A(MS-EU) Never A(MS-EU) N .
0 x X
. © — ©o X X
M Fresh MFrozen mSmoked M Tinned ™M Breaded n n - N
i
High prices Retail Frequency of Product's

diversification ~ promotional events  sustainability



Purchasing factors and use of information

Factors influencing consumer demand and

purchasing behaviour

Main NON consumption/
NON purchasing factors

Price, price/quality Origin
ratio App! (regional/national)  Brand or quality labels
2 8
un o
0 xR
I
<
X
<
o~
m Belgium © EU
xR
N X
S N 8 © g
- 3 —
X
0
wn
Taste, smell or  High prices Health No habit of Environmental Vegetarianor

appearance concerns buying fish concerns vegan

Fresh, frozen, smoked, dried products

Product name
and species

Wild or farmed
product

“use by” or “best
before” date

Area of catch or
production

Whether
previously frozen

Fishing gear used

Information sources

Public institutions

NGOs

Internet

'S
§I BeI
N
i
X

Friends and family R

Television, books and

magazines 29%

Store employee or fishmonger
ploy 8 S

M Belgium EU

Consumer interest in information on labels

Tinned or prepared products

Species
contained
0%

Origin of
processed
product

Processing plant
location

Fishing gear\ /Wild or farmed
used product

@ Belgium -©EU

Consumer attitude to information on labels

Clarity of information

Trust in information provided

by seller

Trust in information required by

law

69%

71%

81%

H Belgium © EU

Voluntary information for all FAPs

Date of catch or
production

Information on
the
fisherman/fish
farmer

Environmental
information

Social
informatlon

Port in which the
product was
landed

Country of the
ship that caught
the product

Ethical
information



BULGARIA

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)
Bulgaria o4 <
59 )
kg/per capita £ 4 Bulgaria

10,70%

EU o & & @&« @4«
25,5
kg/per capita X X X x X |
Per capita nominal expenditure (2014)
Bulgaria .-~
17¢ 0

EU
EU ~Easy ~Tady ~Tady —Tas, -0,04%
102 € - R | - %

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)

210,0
160,0
/= 101,260.0191
110,0 [ A NRIY Zr s e PIS e
60,0
H O & @ O QO DN O D WM™
L’ L O & L &V Y &Y &
S S S
=== p.C. cCONsumption —o—p.C. expenditure
--------- Expon. (p.c. consumption)
Regular consumers? by socio-demographic group
Age classes Socio-professional category Household composition

I— 65%
76%

o

Self- employed

. 7 D ;-
1520 N —— w1
6
~ I 7
Other white collars 1%
L ER
| = —— 2
25-39 5 Manual workers 680;”2% 7%
70%
I
House persons kit 66%
73% 3
64% 738
40-54 _ I 55%
75% Un-employed S 0%
: I 51% 4+ :
51%
55+

77% I 65%
Students 7%

M Bulgaria EU

3 Regular consumers are those who eat fishery and aquaculture products at least once a month



Consumer habits

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers

Regular consumers
80%

Non-purchasers Non-consumers

Preference about types of products

Fresh
35%

Breaded Frozen
Regular consumers
Regular purchasers
out-of-home PEsEnEe
’ Smoked, Salted,
processed, .
=o—Bulgaria -e—EU R dried
=o—Bulgaria -e—EU
Main products consumed
Marine Freshwater
mackerel carp pike-perch
sprat rainbow trout silver carp
hake

Preference about

§ g Bulgaria [ 2a% sl
=)

é % = Wild fish Farmed fish No preference

SE EU 34% 8% 58%

Bulgaria [ 7% a7% e

= Marine fish = Freshwater fish ~ ® No preference

Species
habitat

EU 39% 7% 54%
§
= ukin _
b= M Loose
[}
@ 68%
(] % Pre-packed
a EU 62% e

Types of FAPs: frequently vs never purchased (% of buyers by
MS and difference between % MS and % EU average)
50%

40% 38%
0
0w 27%
0
20% L% 139
0
10% 30:8%4% 5%6% I 7% /M
10
o - nl B |
.I [ | -
-10% -5% 6% -3%
-8% -99 ° 9%
-20% -14%
Often A(MS-EU) Never A(MS-EU)

M Fresh M Frozen M Smoked M Tinned M Breaded

Place of sale

Fish farm, fisherman

Grocerystore,

super / hyper market

Fishmonger or specialist shop

Market

M Bulgaria EU

Main consumption/ purchasing factors

PERSONAL
FACTORS
?1\? o o o o
X X o X
o = S xR P
A LT
Fish as source of Hedonism Convenience and  Propensity to try new
wellness and health ease of preparation products
EXTERNAL ® Bulgaria
FACTORS EU
<J
% S 8 R %
8 : 3 57
High prices Retail diversification Frequency of Product's
promotional events sustainability

10



Purchasing factors and use of information

Price, price/quality origin Information sources Consumer attitude to information on labels

ratio (regi /nati Brand or quality labels

°
c
5
°
]
€
Q
°
3
£ B ) ) )
g Public institutions £ Clarity of information
»3 69%

> o
58 £ = NGos B
33 o @ = 5%
X <
[ g Internet -
55 N 24% . . .
83 r—— Trust in information provided

W Bulgaria  EU Friends and family o by seller 71%
. -~ x| Television, books and  [[IIEZ
X X
I E l 8 2 ~e s § magazines 29%

~ —
s g e
=g Store employee or fishmonger - . .
§:~: - 52% Trust in information required by

oo
g < a ) law .
cE M Bulgaria EU 81%

5
]
£z
S8 B Bulgaria " EU

Taste, smellor  High prices Health No habit of Environmental Vegetarianor
appearance concemns buying fish concemns vegan
Consumer interest in information on labels
Fresh, frozen, smoked, dried products Tinned or prepared products Voluntary information for all FAPs

Product name

and species Spec.ies Date of catch or
contained production
. 100%
Inforrr;::on e Port in which the
“use by” or “best Wild or farmed O\t @ ) . product was
before” date product Processing plant ‘ rem o B landed
. Cprocessed farmer
location
product
Environmental C9untry ofthe
information ship that caught

Whether Area of catch or the product

previously frozen production Fishing gear Wild or farmed
used product Social Ethical
e d information information
ishing gear use .
HE @ Bulgaria ©-EU
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CROATIA

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)
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Regular consumers® by socio-demographic group

Age classes Socio-professional category Household composition
Self- employed N 75

76%

| BB Managers N ¢ . T
15-24 s gL 71%
: I 76%
Other white collars o
BE— , I
65% [
25-39 Manual workers 60% o 75%
70% o
I 3%
67% 75%
40-54 [ I 5%
75% Un-employed o
oq I 7% 4+
. Retired 76% 72%
D
55+
7% Students N 65%
67%
M Croatia EU

4 Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumer habits

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers

Regular consumers
80%

Non-purchasers Non-consumers

Regular consumers

Regular purchasers
g P out-of-home

=o—-Croatia —e—EU

Preference about types of products

Breaded Frozen

g:zzzzzg' Smoked, Salted,
canned Clils:

=o-Croatia —e-EU

Main products consumed
Marine

sardine

hake

Preference about

Croatia | 3% 9% IIsas

m Wild fish Farmed fish No preference
EU 34% 8% 58%

Production
method

Croatia [FS0% T s e

v

U ©

3 3 W Marine fish  ® Freshwater fish ~ ® No preference

o @©

LS EU 39% 7% 54%

S

g crearia [

2 M Loose
]

»n 68%

9] I Pre-packed
s EU 62% e

Types of FAPs: frequently vs never purchased (% of buyers by
MS and difference between % MS and % EU average)

50%
40%
40% ’
6 33%
30%
0 20% 20%
20% 8% 159 129 4%

o - 7%
0 0
10% I » I 3% 2
0% . — . . p— . . | -
-10% vl 5%5%
-7%>7027° -7% 10%
- 0
-20%
Often A(MS-EU) Never A(MS-EU)

M Fresh M Frozen B Smoked MTinned M Breaded

Fish farm, fisherman

Grocery store,
super / hyper market

51%

Place of sale

Fishmonger or specialist shop

30%
Market

m Croatia EU

Main consumption/ purchasing factors

PERSONAL

FACTORS
H °
8 5 &

123%
68%
32%
60%

Fish as source of wellness Hedonism Convenience and ease of  Propensity to try new
and health preparation products
EXTERNAL ® Croatia EU
FACTORS
S S o %X
8 7 % =
High prices Retail diversification ~ Frequency of promotional Product's sustainability

events

13



Purchasing factors and use of information

Factors influencing consumer demand and

purchasing behaviour

Main NON consumption/
NON purchasing factors

Store employee or fishmonger

Price, price/quality Origin
ratio (regi / ) Brand or quality labels
2 8
fm )
X
I
<
I ‘
<
N
® Croatia " EU
x =X =
R s X s 8 NOR
) 5] § <
— — —
B
0
n
Taste, smell or  High prices Health No habit of Environmental Vegetarian or

appearance concerns buying fish concerns vegan

Fresh, frozen, smoked, dried products

Product name
and species
name

Wild or farmed
product

“use by” or “best
before” date

Area of catch or
production

Whether
previously frozen

Fishing gear used

Information sources

Public institutions

NGOs

Ii?il

Internet
24%
Friends and farmiy .
28%

Television, books and - | SRR

magazines 29%

52%

M Croatia EU

Consumer interest in information on labels

Tinned or prepared products

Species
contained

Origin of
) processed
product

Processing plant
location

Fishing gear\ /Wild or farmed
used product

@ Croatia ©EU

Consumer attitude to information on labels

Clarity of information
69%

Trust in information provided by _

seller 71%

Trust in information required by

law 81%

M Croatia EU

Voluntary information for all FAPs

Date of catch or
production

e Port in which the

the roduct was
fisherman/fish P
landed
farmer
Environmental Ct.'Juntry ofthe
. . ship that caught
information
the product
Social Ethical
information information
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CYPRUS

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)
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Regular consumers® by socio-demographic group

Socio-professional category
I 55%
76%

Age classes Household composition

Self- employed

I 50%
81%

, I -

71%

Managers

Other white collars

25-39 Manual workers

House persons

40-54 Un-employed

Retired

55+
Students

I 79%
71%

I 34%
72%

[ —— 2%
73%

[ — 80%
70%

[ — 2%

76%
I 1%
67%

W Cyprus = EU

2
B
4+

— -

5%
75%
75%

72%

5 Regular consumers are those who eat fishery and aquaculture products at least once a month



Species Production

Presentation

Consumer habits

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers

Regular consumers
100%

Non-purchasers Non-consumers

Regular consumers

Regular purchasers
g P out-of-home

=o—-Cyprus —e—EU

Preference about types of products

Breaded Frozen
P d,
reserve Smoked, Salted,
processed, .
dried
canned

=o-Cyprus -e—EU

Preference about

5 Cyprus [ Az s s
% = Wild fish Farmed fish No preference
£ EU 34% 8% 58%
= Cyprus [Tes% e
% m Marine fish ~ m Freshwater fish ~ m No preference
©
< EU 39% 7% 54%

M Loose

68%
1 Pre-packed
EU 62% F

Types of FAPs: frequently vs never purchased (% of buyers by

MS and difference between % MS and % EU average)

60%  55%

36% 37%

50%

40% 4% 34%

30% 1%

20% 39% 14% 16%
10% I6% 9% . 5%100 8% . 7%
0% | I l. - -I . 1_A

|
-10% . -4%
-9%

-20%

-6%

Often A(MS-EU) Never A(MS-EU)

M Fresh M Frozen ®Smoked M Tinned M Breaded

Place of sale

Fish farm, fisherman

Grocery store,
super / hyper market

Fishmonger or specialist shop

Market

W Cyprus " EU

Main consumption/ purchasing factors

PERSONAL
FACTORS
X
@ e e 2w S
1 @B ii M
© % ©
|
Fish as source of Hedonism Convenience and  Propensity to try new

wellness and health ease of preparation products
EXTERNAL ® Cyprus I EU
FACTORS
X ) o
0 X X ©
o x S
© b n 5 9
—
High prices Retail diversification Frequency of Product's

promotional events sustainability
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Purchasing factors and use of information

Factors influencing consumer demand and

purchasing behaviour

Main NON consumption/
NON purchasing factors

Price, price/quality

ratio

55%

Origin
(regional/national)  Brand or quality labels

58%
42%

24%

® Croatia " EU

g .§ & .§ Ias
& q 3 3
-
X
un
wn

Taste, smell or
appearance

High prices Health

No habit of Environmental Vegetarian or

concerns buying fish concerns vegan

Fresh, frozen, smoked, dried products

Product name
and species

Wild or farmed
product

“use by” or “best
before” date

Area of catch or
production

Whether
previously frozen

Fishing gear used

Information sources

Public institutions

NGOs '

Internet
24%

Friends and farly ISEORINN

28%

Television, books and _

magazines 29%

Store employee or fishmonger
ploy 8 )

W Cyprus EU

Consumer interest in information on labels

Tinned or prepared products

Species
contained
0%

Origin of
processed
product

Processing plant
location

Fishing gear\ Wild or farmed
used product

@ Cyprus -©EU

Consumer attitude to information on labels

Clarity of information

69%
Trust in information provided by _
seller 71%

Trust in information required by
law

W Cyprus = EU

Voluntary information for all FAPs

Date of catch or
production

Information on
Port in which the

the roduct was
fisherman/fish P
landed
farmer
. Country of the
Environmental .
information ship that caught
the product
Social . Ethical
information information
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CZECH REPUBLIC

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)
Czech Republic @4 @@
7,5 Czech
kg/per capita =0 =L Republic
1,81%
EU -a( (i & @&« @
25,5
kg/per capita _x_ _a _Xl_ _a _Xl_ d

Per capita nominal expenditure (2014)

Czech Republic .-~
27¢€ Qe | ° -

EU i —— -~ —— —— -0,04%
102 € : : :

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)

120,0
110,0
100,0
90,0
80,0
70,0
60,0

S P PO g
AT AT ADT ADT ADT DT DT DT DT D

v
=== p.C. consumption = p.c. expenditure

......... Expon. (p.c. consumption)

Regular consumers® by socio-demographic group

Age classes Socio-professional category Household composition

I 61%
Self- employed ° 76%

I D Managers ' o’ . . I s -
67%
Other white collars NEGG—G—_—_——_———-53% 71%
I se
. EU Manual workers E— 17% o 2 75%
70% °
House persons I 50% . Z _ 519%
L EX 75%
40-54 i oo Un-employed NESSSS— i
I -
. Retired NG 2% 4+ T
I -
55+

77% I 47%
Students 67%

B Czech Republic 1 EU

6 Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumer habits

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers Preference about types of products

Regular consumers
80% Fresh

Non-purchasers Non-consumers

Breaded Frozen

Regular consumers

Regular purchasers
g P out-of-home

Preserved,
=o—Czech Republic -e—EU processed,
canned

Smoked, Salted,
dried

=o—Czech Republic -e-EU

Main products consumed

Marine | Freshwater

bream carp
trout
pike

Preference about

8 o Czech [iasy s N
° OR blic Fish farm, fisherman
_g % epubli = Wild fish Farmed fish No preference
2E R 34% 8% 58%
()
© Grocery store,
wv super / hyper market
g w Czech [ESEI 0 I S
o
-2 £ Republic
o 8 = Marine fish ~ ® Freshwater fish ~ ® No preference 8
~ 2 c | %
wn < —_— 39%
EU 39% 7% 54% O Fishmonger or specialist shop =
c
g oo
A 6%
g Republic B Loose Market
]
g EU 68% ™ Pre-packed
a 62%

M Czech Republic EU

Types of FAPs: frequently vs never purchased (% of buyers by

MS and difference between % MS and % EU average) Main consumption/ purchasing factors
40% 37%
30% 26% X
20% 169 17% 8 - 3 g 3 s 3
) 1 12% - 10%,, ’ o - L
10% 6% °L7% 7% Fish as source of Hedonism Convenience and  Propensity to try new
I I . ]i{’ I I I l l wellness and health ease of preparation products
0% 1_‘y | I_;y- [ | EXTERNAL H Czech Republic
10% v 4% 4% 3%z, FACTORS EU
-20% 8% £ I . I - e
30% © o ] S .2
Often A(MS-EU) Never A(MS-EU) . ) o
High prices Retail diversification Frequency of Product's
B Fresh MFrozen HSmoked MTinned M Breaded promotional events  sustainability

19



Purchasing factors and use of information

Factors influencing consumer demand and

purchasing behaviour

Main NON consumption/
NON purchasing factors

Price, price/quality Origin

ratio

55%

55%

Taste, smell or
appearance

Appearance (regional/national)  Brand or quality labels

S
0
o X
o~
b ®
<
L B
W Czech Republic EU
N B < ! 3 ®
o 3
o l 8 & 2 s
High prices Health No habit of Environmental Vegetarianor

concerns buying fish concerns vegan

Fresh, frozen, smoked, dried products

Product name
and species

“use by” or “best

before” date product

Whether

previously frozen production

Fishing gear used

Wild or farmed

Area of catch or

Information sources

Public institutions

2%
%
NGOs 1
5%
e
24%

Friends and family

28%
Television, booksand | SRR
magazines 29%

Store employee or fishmonger
ploy! g %

B Czech Republic EU

Consumer interest in information on labels

Tinned or prepared products

Species
contained

Origin of
processed
product

Processing plant
location

Fishing gear\ Wild or farmed
used product

@ Denmark ©EU

Consumer attitude to information on labels

Clarity of information
69%

Trust in information provided by _

seller 71%

Trust in information required by
law

W Czech Republic
Voluntary information for all FAPs
Date of catch or
production
p 100%
Inforn:sgon St Port in which the
fisherman/fish product was
landed
farmer
Country of the

Environmental

information ship that caught

the product

Social _ Ethical
information information

EU
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DENMARK

Consumption and expenditure
Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)
Denmark @ ( @>{ @ ( @4

L |
kzgz/;ir capita _a _K_ _K_ _K_ 2 D:?Gn;;rk
EU a1 & &1 & @4
fgs/;)ir capita —a _Z_ _XQ _a _X_ d

Per capita nominal expenditure (2014)

Denmark

91€ 0

EU EU .
102¢€ [ -0,04%

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)
140,0
120,0
100,0

80,0
60,0

==®=p.C. consumption ==e—p.c. expenditure

-------- Expon. (p.c. consumption)

Regular consumers’ by socio-demographic group

Age classes Socio-professional category Household composition
Self- employed _76% 91%

I o1% D o
81% i

71%

82%
15-24 6 Managers
67%

I 38%

Other white collars 71%
, I :o%
I 34% 75%

Manual workers 72%

I 100% _
House persons 73% 3 90%
89% 75%
I 32%

40-54
75% Un-employed T
.. I
f I 33%
Retired B2 72%

76%

84%

25-3)
70%

91%
55 + ’

~
&
X

I 35%
Students 67%

B Denmark EU

7 Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumer habits

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers

Regular consumers
100%

Non-purchasers Non-consumers

Regular consumers

Regular purchasers
g P out-of-home

=6=Denmark —e—EU

Preference about types of products

Fresh

Breaded Frozen

Preserved,
processed, ¥
canned

" /Smoked, Salted,
dried

=e—-Denmark -e-EU

Preference about

c
S gDenmark'al%  1%0SsE
£ 9

_g % = Wild fish Farmed fish No preference

2E R 34% 8% 58%

o+ Denmark [T g g ssa .
QL o«

& '_r.; = Marine fish = Freshwater fish  ® No preference

aQ

“ < EU 39% 7% 54%

§

‘GC‘J M Loose

o 68%

@ I Pre-packed
= EU 62% .

Types of FAPs: frequently vs never purchased (% of buyers by

MS and difference between % MS and % EU average)

50% 45%
26% 40%
10/
40% § 33%
28%
30% 3 25%
17%
20% %
9%
T%7%
10% I 2% L 3%4% 3%
0% - — L] ml ]
2% 1% .
- - 0
-10% 2 -5%
20% -13%
Often A(MS-EU) Never A(MS-EV)
B Fresh MFrozen M Smoked M Tinned M Breaded

Place of sale

Fish farm, fisherman

Grocery store,
super / hyper market

Fishmonger or specialist shop

Market

B Denmark EU

Main consumption/ purchasing factors

PERSONAL
FACTORS
= o o o
! Nz i ms
o

Fish as source of Hedonism Convenience and  Propensity to try new
wellness and health ease of preparation products
EXTERNAL ® Denmark © EU
FACTORS
U\o J
] = © 2 ¥
: .
High prices Retail diversification Frequency of Product's

promotional events sustainability
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Purchasing factors and use of information

Factors influencing consumer demand and

purchasing behaviour

Main NON consumption/
NON purchasing factors

Price, price/quality Origin

Information sources

ratio Appearance (regional/national)  Brand or quality labels
Public institutions .
4%
NGOs .
5%
- = e e
3 ® 24%
0 X
g I L
Friends and famil
& v 28%
~
Television, books and | SN
magazines 29%
M Denmark " EU
store employee or fishmonger *
LS R R - = . =
n ™ o o S © &
— — 8 2
B Denmark EU
X
n
wn
Taste, smellor  High prices Health No habit of Environmental Vegetarianor
appearance concerns buying fish concerns vegan

Fresh, frozen, smoked, dried products

Product name
and species
name

Wild or farmed
product

“use by” or “best
before” date

Area of catch or
production

Whether
previously frozen

Fishing gear used

Consumer interest in information on labels

Tinned or prepared products

Species
contained
% )

. Origin of
Processing plant g
. ~f@processed
location
product

Fishing gear\ Wild or farmed
used product

@ Denmark ©EU

Consumer attitude to information on labels

Clarity of information

Trust in information provided
by seller

Trust in information required by
law

® Denmark

Voluntary information for all FAPs

Date of catch or
production

Information on

69%

71%
81%

EU

Port in which the

o roduct was
fisherman/fish p
landed
farmer
Environmental Cguntry of the
information ship that caught
the product
Social Ethical
information information
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ESTONIA

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)
Estonia -a{( @( @&

18,1 _a _Xx_ _X_ z Estonia

kg/per capita 6,46%
EU o4 & & &1 @4

25,5

kg/per capita _XL _x(_ _x_ _X_ _x_ ]

Per capita nominal expenditure (2014)
Estonia - =12 =12 =}
ss¢ HBEe @€ He H 0
EU — 1T =

102€ MY Mt \ 80 ¢ & [

EU
-0,04%

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)

160,0
140,0
120,0
y = 100,56e 904
100,0 O T e g s T
80,0
60,0
L ESFLP PP
1 i e S S A R P R
==o==.C. ONsumption —&— p.C. expenditure
-------- Expon. (p.c. onsumption)
Regul 8h io-d hi
eguliar consumers- by soClo-aemograpnic group
Age classes Socio-professional category Household composition
Self- employed  NEGEG—_—_—_— ',
D M I 0% D s
15-24 - anagers 81% E 71%
Other white collars EGEG_—_—_———— o,
’ , I =7
2539 k& Manual workers EGCG_—_—_—— s 75%
70% b
House persons  NENEG_———————— ; I -7
k& T
40-54 o, Un-employed NEG_—_—_—5';
I ———— . T oo
55+ 0% 5
77% Students NEGCE—__——— 7.
M Estonia EU

8 Regular consumers are those who eat fishery and aquaculture products at least once a month
24



Consumer habits

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers

Regular consumers
100%

Non-purchasers Non-consumers

Regular consumers

Regular purchasers
g P out-of-home

=o—Estonia —e—EU

Preference about types of products

Fresh
20%

Breaded Frozen

gzzzg\;zg’ Smoked, Salted,
canned dried

=o—Estonia —e-EU

Main products consumed

Marine

Freshwater

Baltic herring
sprat

trout
fresh salmon

Preference about

= .

S o Estonia | 36% 1% ess
B o

3 % = Wild fish Farmed fish No preference

2E m 34% 8% 58%

Estonia [15%  o% NI zes ™

V) 4=

v«

& E m Marine fish = Freshwater fish ~ ® No preference

Q ®©

Y < EU 39% 7% 54%

5

4{1-:; W Loose

o EU 68% I Pre-packed
a 62%

Types of FAPs: frequently vs never purchased (% of buyers by
MS and difference between % MS and % EU average)

40%  36%
30%
° 23% 21% 20%
20%
’ 1%, 1% gl 119 12%
10% W% mt% y [
= | I
. Iulllm * 0 _ s _
| o |
-10% -2% 5% -1%
-9% -10%
-20% -14%
-18%
-30%
Often A(MS-EU) Never A(MS-EU)
B Fresh M Frozen mSmoked ®Tinned M Breaded

Place of sale

Fish farm, fisherman

Grocery store,
super / hyper market

Fishmonger or specialist shop

Market

M Estonia EU

Main consumption/ purchasing factors

PERSONAL
FACTORS
x
™0 N3 NS o x
o = ) xR )
- . & R L
Fish as source of Hedonism Convenience and  Propensity to try new
wellness and health ease of preparation products
EXTERNAL M Estonia EU
FACTORS
O\o o 2 o
g : BE o«
N n n —
High prices Retail diversification Frequency of Product's

promotional events sustainability
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Purchasing factors and use of information

Factors influencing consumer demand and

purchasing behaviour

Main NON consumption/
NON purchasing factors

Price, price/quality

ratio Appearance

X
[52)
-
X
wn
n
Taste, smellor  High prices

appearance

Origin

(regional/national)  Brand or quality labels

42%
24%

M Estonia

° X
- e
-

Health
concerns

No habit of Environmental Vegetarianor
buying fish concerns vegan

Fresh, frozen, smoked, dried products

Product name
and species

“use by” or “best

before” date product

Whether
previously frozen

Fishing gear used

Store employee or fishmonger

Wild or farmed

Area of catch or
production

Information sources

Public institutions
NGos %
Internet

Friends and family

28%
Television, books and  [NIIEZ
magazines 29%

M Estonia EU

Consumer interest in information on labels

Tinned or prepared products

Species
contained
80%

Processing plant Origin of
i processed
location
product
Fishing gear Wild or farmed
used product

@ Estonia ‘©EU

Consumer attitude to information on labels

Clarity of information

Trust in information provided
by seller

Trust in information required by
law

69%

71%

81%

M Estonia EU

Voluntary information for all FAPs

Date of catch or

production
A 100%
|nf0m;ra1:0n a Port in which the
i i roduct was
fisherman/fish 50% p e
farmer
i Country of the
Environmental .
information ship that caught
the product
Social Ethical
information information
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FINLAND

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)

Finland - o o o

kzgs/;zr capita _Xf_ _Xf_ _X{_ _Xt_ _a

Finland
EU oY@ B 1 &« @4 2,77 %

A . . . O

kg/per capita

Per capita nominal expenditure (2014)

Finland =~ =~ =- -
we Q€ @€ He Me | o
EU -0,04 %
102 €

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)

140,0
130,0
120,0
110,0
100,0
90,0 y = 106,530,005
80,0
70,0
60,0
H O A O O QO DN D WM™
S S S R O A S
20 R A i P O N A e
——&—p.C. consumption —o—p.C. expenditure
~~~~~~~ Espo. (p.c. consumption)
Regular consumers® by socio-demographic group
Age classes Socio-professional category Household composition
Self- employed - BB 76%
— D Managers N 26 % . 1 I o
67 % ’
Other white collars EG—_—_—_— s % 1%
s s
uu L’ 2 [
25-39 - 7 Manual workers I— 23 % 2% 75%
70% ¢
House persons I 6 % 3% 3 _ 29%
. 5%
40-54 B Un-employed - >5 % ..
Retired S 2 % w o 72 %
76 % o
s, N s~
77% Students NN 25 %

67 %

M Finland EU

% Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumer habits

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers

Regular consumers

Non-purchasers

Regular purchasers

Non-consumers

Regular consumers
out-of-home

Preference about types of products

Breaded

Fresh
50%

Frozen

Preserved,
«6=Finland -e—EU - oeece) Smoket:!, Salted,
dried
canned
=o—Finland —e-EU
Marine | Smoked, salted, dried fish | Tinned | Freshwater
. . Salmonids
Herring Herring Canned tuna

Preference about

e
S g Finland [ 38% s SZa
5 o
3 % = Wild fish Farmed fish No preference
SE mU 34% 8% 58%
@ = Finland [1720% a7 a2 "
g 3 ® Marine fish = Freshwater fish ™ No preference
©
“ < EU 39% 7% 54%
c
8
qc) M Loose
@ 68 %
4] I Pre-packed
= EU 62 % P

Types of FAPs: frequently vs never purchased (% of buyers by

MS and difference between % MS and % EU average)

50 % 47 %
40% 34%
30% 25%
129
69 7% [
20% 13% 13% 8%
ol | || < T[]
0%
0% | I - - H "'m
-10% -3 % % 3%
9% -8%
20%
Often A(MS-EU) Never A(MS-EU)
M Fresh ™ Frozen ® Smoked ™ Tinned ™ Breaded

Place of sale

Fish farm, fisherman

Grocery store,
super / hyper market

Fishmonger or specialist shop

Market

Rainbow trout

H Finland EU

Main consumption/ purchasing factors

PERSONAL
FACTORS
xR
Q EN SN =
‘—' oQ o~ =
© o ©
Fish as source of Hedonism Convenience and Propensity to try
wellness and ease of new products
health preparation
EXTERNAL M Finland
FACTORS EU
=R °
=2 xR
8 = @ S
N D N
[ I
High prices Retail Frequency of Product's

diversification

promotional
events

sustainability
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Purchasing factors and use of information

Price, price/quality Origin
ratio i i )

R

) 3
X
g
<

Brand or quality labels

Factors influencing consumer demand and

=
H]
2
H
]
<
M
<
2
H §
2 ~
<
S
3
a
H Finland = EU
S R
B ] © © N
& <
-
- 2 -
T
s £
R
g8
Zw %
8 &
z¢
z3
£ g
2z
Taste, smell or  High prices Health No habit of Environmental Vegetarian or

appearance concerns  buyingfish  concerns vegan

Fresh, frozen, smoked, dried products

Product name
and species

Wild or farmed
product

“use by” or “best
before” date

Area of catch or
production

Whether
previously frozen

Fishing gear used

Television, books and

Store employee or fishmonger

B Finland

Information sources

'/°

4%

%

5%

Public institutions

NGOs

Internet
24%

Friends and family o

magazines 29%

52 %

EU

Consumer interest in information on labels

Tinned or prepared products

Species
contained

. Origin of
Processing plant g
. processed
location
product

Fishing gear\ /Wild or farmed
used product

@ Finland ©@EU

Consumer attitude to information on labels

Clarity of information

69 %
seller 71%
law 81%
B Finland EU

Voluntary information for all FAPs

Date of catch or

production
Inforn;EZOn i Port in which the
fisherman/fish Brodiciines
landed
farmer
Environmental Cf)untry ofthe
information ship that caught
the product
Social Ethical
information information
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FRANCE

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)
France - O &1 @& @4 -
34,4
kg/per capita _a _x_ _x_ _x_ _x_ _X/_ 0 EU
EU o O & @&« @4 -0,04%
25,5
kg/per capita _X/_ _x/_ sl Leel e
Per capita nominal expenditure (2014)
France - o - N -~
¢ Q€ @€ @€ He He |
a7 = 1 . France
EU i ¥ N - N -3,60%

102¢ - ©

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)
110,0
100,0 P T NG s
90,0 y =99,511e0002
80,0
70,0
60,0

—8-—.C. consumption —e—p.c. expenditure

oooooooo Expon. (p.c. consumption)

Regular consumers!® by socio-demographic group

Age classes Socio-professional category Household composition
[
Self- employed 7602”
D o I 2 . s
15-24 MEITEEES 31% 1 o
67%
Other white collars  EEGEG—— .
o , I
7 ] 9
25-39 ) Manual workers 727“/5% 75%
70% g
I 50%
House persons A ; I 5
40-54 ) Un-employed IS
Retireq N 5 4+ T s
etired T 72%
55 +
77% Students B

67%

M France " EU

10 Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumer habits

Production
method

Species
habitat

Presentation

Non-purchasers

Regular purchasers

EU 62%

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers

Regular consumers
100%

out-of-home

=o—France —e-EU

Non-consumers

/Regular consumers

Preference about types of products

Main products consumed

Marine

Shellfish, other fresh

m Wild fish Farmed fish No preference

EU 34% 8% 58%

W Marine fish  m Freshwater fish

EU 39% 7% 54%

m No preference

Breaded Frozen
AL Smoked, Salted,
processed, .

dried
canned
=o—France —o—EU
Freshwater
Salmon

Preference about

France [ s0% e I Aa N

France [ ST T s asE——

M Loose

68%

1 Pre-packed

Types of FAPs: frequently vs never purchased (% of buyers by

45%
40%
35%
30%
25%
20%
15%
10%
5%
0%
-5%
-10%

38%

35%

2% .
18% 17&%7o
399L3%
9% 8%
ooz il 5
1% 0%
. Boan
| | -

- 2%
3% e
Often A(MS-EU) Never A(MS-
B Fresh MFrozen mSmoked M Tinned M Breaded

MS and difference between % MS and % EU average)

5%5%

EU)

Place of sale

Fish farm, fisherman !

Grocery store,
super / hyper market

Fishmonger or specialist shop

Market

M France " EU

Main consumption/ purchasing factors

PERSONAL
FACTORS
X
o
o X X R =X
5T ms 8

Fish as source of Hedonism Convenience and Propensity to try
wellness and ease of new products
health preparation
EXTERNAL M France

68%
51%
56%
15%

FACTORS EU
I e

High prices Retail
diversification

Frequency of
promotional
events

Product's
sustainability
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Purchasing factors and use of information

Factors influencing consumer demand and

purchasing behaviour

Main NON consumption/
NON purchasing factors

Price, price/quality Origin
ratio App! (regional/national)  Brand or quality labels
2 8
oy n
0 x
I
<
I :
<
~
= France © EU
Lol =
X
S l g £ & & R %
- — -
xR
n
o

Health
concerns

No habit of Environmental Vegetarianor
buying fish concerns vegan

Taste, smell or
appearance

High prices

Fresh, frozen, smoked, dried products

Product name
and species

7//?:"’.

Wild or farmed
product

“use by” or “best
before” date

Area of catch or
production

Whether
previously frozen

Fishing gear used

Television, books and

Store employee or fishmonger

M France

Information sources

Public institutions

NGOs

Igl s

Internet
24%

Friends and family 7

magazines 29%

52%

EU

Consumer interest in information on labels

Tinned or prepared products

Species
contained
10

Consumer attitude to information on labels

Clarity of information

69%
Trust in information provided _
by seller 71%
Trust in information required by _
law 31%

M France " EU

Voluntary information for all FAPs

Date of catch or
production

Information on

the Port in which the

igin of . X product was
Processing plant Or;I(:g;Zde fisherman/fish landed
location P farmer

product

Environmental CQuntry SIS

information ship that caught

the product
Fishing gear\ )Wild or farmed
used product Social Ethical
information information

@ France - ©EU
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GERMANY

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)
Germany d@ibd4{ @4
13,3 i Germany
kg/per capita e T e e B e 0,49%
EU a4 @1 &1 &1 @4
25,5
kg/per capita _Xg _X& _Xg _X& el

Per capita nominal expenditure (2014)

Germany .~ =i =

ss¢e Qe € O 0
EU — : : EU
102 € ‘% i "% \ -0,04%

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)

130,0
120,0
110,0
100,0
90,0
80,0
70,0
60,0

y = 107,64e0011x

S LD

)
Q' O
P ADT A AD A

DU
—&— p.C. consumption —e—p.c. expenditure

-------- Expon. (p.c. consumption)

Regular consumers!! by socio-demographic group

Age classes Socio-professional category Household composition
I 76%
Self- employed 76%
15-24 Managers 81% 1 i
67%
i I 66%
Other white collars 1%
, I o
25-39 _ oo% Manual workers _7;?/% 75%
70% 6
House persons I 64% o . _ 67%
w0se I
. P 66%
75% Un-employed 70%
4 TN oo
Retired N 55 e 22%
55+

|
77% Students LS

B Germany EU

11 Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumer habits

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers

Regular consumers
80%

Non-purchasers Non-consumers

Regular consumers

Regular purchasers

Preference about types of products

Fresh
35%

Breaded Frozen

out-of-home
FAESEEL Smoked, Salted,
processed, dried
—o—-Germany -e-EU R i3
-o-Germany -e—EU
Main products consumed
Marine | Freshwater
Prawns Alaska pollack
Salmon

Tuna

Saithe

Preference about

Germany [ 28% 7o Ies

m Wild fish Farmed fish No preference
EU 34% 8% 58%

Production
method

Germany [28% T su e

m Marine fish = Freshwater fish B No preference

Species
habitat

EU 39% 7% 54%
5
2 M Loose
(]
4] EU 68% 1 Pre-packed
& 62%

Types of FAPs: frequently vs never purchased (% of buyers by
MS and difference between % MS and % EU average)

40% 34%

30% 24% 24%
20%

20% 5
9,11 /9% 1391L
. 0
0% ol | b .
. -1% 4'yl1% _2%l
- = 0

10% oo 7% 6%

-20%
-19%
-30%
Often A(MS-EU) Never A(MS-EU)

M Fresh MFrozen ®Smoked M Tinned M Breaded

Place of sale

11%
Fish farm, fisherman

Grocery store,

super / hyper market

Fishmonger or specialist shop

Market

B Germany EU

Main consumption/ purchasing factors

PERSONAL
FACTORS
xR
o
& . xR RN R S X
(S} o o
g @s 2
Fish as source of Hedonism Convenience and Propensity to try
wellness and ease of new products
health preparation
EXTERNAL H Germany
FACTORS EU
o
= 3 =R
© = © o e
a - E
—
High prices Retail Frequency of Product's
diversification promotional sustainability
events

34



Purchasing factors and use of information

T Price, price/quality Origin Information sources Consumer attitude to information on labels
© ratio (regi /nati Brand or quality labels
§
£
S
5
- e N . _
2 Public institutions 528 Clarity of information
» 3 69%
= X
e £ by & NGos NN
s 3 o ] 5%
g2 s
s s o Internet L i .
83 24% Trust in information provided
® Germany © EU Friends and family _ by seller 71%
28%
B: B: H: B* % Television, books and | NSEER
T - - - magazines 29%
§e
g Store employee or fishmonger — rust in information required by
gc FS law
8% 3 81%
< B Germany = EU
Z a
£z
£ B Germany " EU
Taste, smell or  High prices Health No habit of Environmental Vegetarian or
appearance concerns buying fish concerns vegan

Consumer interest in information on labels

Fresh, frozen, smoked, dried products Tinned or prepared products Voluntary information for all FAPs

Product name
and species Species Date of catch or
name contained production

icip=tenic Port in which the

the
“use by” or “best Wild or farmed o . . product was
. rigin of
before” date product Processing plant g (I ER/TE landed
. processed farmer
location
product
. Country of the
Environmental .
information ship that caught
Whether Area of catch or the product
previously frozen production Fishing gear\ Wild or farmed
used product Social Ethical
information information

Fishing gear used @Germany ©EU



GREECE

Consumption and expenditure

Per capita consumption (2014)

Greece o & o 4a
23
kg/per capita e N o b S =Y
0

EU
EU S ® ®( ®( @ o
zs R A A A A |
kg/per capita LaAes i LaALs LAy e 4

Per capita nominal expenditure (2014)

Real per capita expenditure growth rate (2005-2014)

Greece .~ = — — -
18¢ H€ H€ H€ E€ E Greece
EU = AV~ L ~ L - L -7,50%
102 €

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)

120,0
110,0 .
100,0 — eegl —e-
90,0 NS y = 110,07e0.045¢
800 N\ TN
700 o NC AN, A
60,0
50,0
40,0
L FEFS PSP
12 S Vi R R R O D Y
=8 .C. cOnsumption —e—p.C. expenditure
~~~~~~~ Espo. (p.c. consumption)
Regul 12p io-d hi
egular consumers™- by socio-demographic group
Age classes Socio-professional category Household composition
Self- employed _72;%
9 | I
1520 NN - Managers oA I
67%
Other white collors EGEG_—_—_——S— 7
, I
25-39 _:Zj Manual workers MRS o 75%
House persons I ::: , I
40-54 e Un-employed _70%78%
Retired _76%84% 4+ i
55+
77% Students  EEG_———
M Greece EU

12 Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumer habits

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers Preference about types of products

Regular consumers

80% Fresh

60%

Non-purchasers Non-consumers

Breaded Frozen
Regular purchasers Regular consumers
¢ . out-of-home
Preserved,
-o—-Greece —o-EU brocessed Smokeq, Salted,
! dried
canned

=o—-Greece —e-EU

Main products consumed
Marine

Gilthead seabream  Seabass

Preference about

c

2% Greece [ 60%  3%NE7a
- . Cl
_é % = Wild fish Farmed fish No preference Fish farm, fisherman

2E EU 34% 8% 58%

Grocerystor,

super / hyper market

Greece 7% 0% 2%

W Marine fish  ® Freshwater fish B No preference

EU 39% 7% 54%

Species
habitat
Place of sale

Fishmonger or specialist shop

c

o

2 ® Loose arket

7}

4] EU 68% 1 Pre-packed

= 62% W Greece EU

Types of FAPs: frequently vs never purchased (% of buyers by
MS and difference between % MS and % EU average) Main consumption/ purchasing factors

0% e PERSONAL
60% . FACTORS
o X
50% a7% = = 2 <
N 5 n ] =)
40% - © oy o ©
0,
30% 25% 23;7 Fish as source of Hedonism Convenience and  Propensity to try new
20% 17% wellness and health ease of preparation products
© 1% 11 15%
10% I 298%20; 1% l 2063% EXTERNAL m Greece ' EU
0% A i mE - — FACTORS
Lo 10%. 8% I ) E B ¢ X
-20% -14%  -16% -13% © 7 h g in
|
Often A(MS-EU) Never A(MS-EU)
High prices Retail diversification Frequency of Product's
B Fresh HFrozen mSmoked MTinned M Breaded promotional events  sustainability
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Purchasing factors and use of information

Factors influencing consumer demand and

purchasing behaviour

Main NON consumption/
NON purchasing factors

Information sources

Price, price/quality

Origin
ratio (regit /nati

Brand or quality labels

Consumer attitude to information on labels

Public institutions !; Clarity of information -
69%
fa%
NGOs
= § 5%
B 0 R
[
s s R
~ 24% Trust in information provided by
m Greece  EU Friends and family _ seller 71%
28%
L % I % I 8 l 5 Television, books and | NNEEGIN
— magazines 29%
. e mpoye rpmonger MMM st in information required by _
wn
law 81%
W Greece EU
B Greece EU
Taste, smell or  High prices Health No habit of Environmental Vegetarian or

appearance concerns buying fish concerns vegan

Consumer interest in information on labels

Fresh, frozen, smoked, dried products Tinned or prepared products

Product name
and species Species

contained

100%

Wild or farmed
product

“use by” or “best
before” date

Origin of
processed
product

Processing plant
location

Area of catch or
production

Whether )
previously frozen Fishing gear Wild or farmed

used product

Fishing gear used

@ Greece ©EU

Voluntary information for all FAPs

Date of catch or

production
100%

B Port in which the

the roduct was
fisherman/fish p
landed
farmer

Country of the
ship that caught
the product

Environmental
information

Ethical
information

Social
information
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HUNGARY

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)
Hungary &
4,6
kg/per capita VA%
Hungary
EU -a{ { & @& @& 3,98 %
25,5
kg/per capita _a _Xl_ _a _Xl_ _a d
Per capita nominal expenditure (2014)
Hungary =
10 € E °
EU
EU - p - - -0,04 %
102 € : : : :

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)

160,0
140,0
120,0 y = 101,88e-0001x
100,0 — Ofiigunger Ol
80,0
60,0
L FEFS PO D
2 S g R L D N S i
—=&—.C. consumption —e— p.C. expenditure
------- Espo. (p.c. consumption)
13 H i
Regular consumers™ by socio-demographic group
Age classes Socio-professional category Household composition
Self- employed - = 76 %
- 26 % Managers ol 81% 1 I 2
15-24 oo 71%
Other white collars EESG_—G— - % 71% _
29 %
) 2
25.39 I o7+ Manual workers ~SEGSG—_ 23 % 72% e
70 % :
House persons M5 73% 3 _ 29%
40-54 75 9% Un-employed I % 70 %
I
Retired NN 25 % 503 G 72%
o, N -5
77 % Students WSS 05 % 67 %
M Hungary EU

13 Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumer habits

Production
method

Species
habitat

on

Presentati

Types of FAPs: frequently vs never purchased (% of buyers by
MS and difference between % MS and % EU average)

70%
60%
50%
40%
30%
20%
10%
0%
-10%
-20%
-30%

Non-purchasers

Regular purchasers

m
c

EU 62%

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers

Regular consumers
80 %

Non-consumers

Regular consumers
out-of-home

=e=Hungary -e—EU

Preference about types of products

Fresh
35%

Breaded Frozen

g:izz;\;zz’ Smoked, Salted,
! ied
canned drie

=e—Hungary -e—EU

Main products consumed

Preference about

Hungary | 28%  18%  [sasemm

m Wild fish Farmed fish No preference

EU 34% 8% 58 %

Hungary| 149 B8 s ve—

= Marine fish = Freshwater fish ™ No preference

39 % 7% 54 %

M Loose
68 %

64%

44%
38% ;

39

16% 19%19

4% 12%
Illoz o % II I 5%10° 11%,,
i [ gun= || [

-4%
11% -8%
.18% -10%

Often A(MS-EU) Never A(MS-EU)

B Fresh ®Frozen = Smoked M Tinned M Breaded

Place of sale

™ Pre-packed

13 %
Fish farm, fisherman

Grocery store,
super / hyper market
Fishmonger or specialist shop
Market
B Hungary EU
Main consumption/ purchasing factors
PERSONAL
FACTORS
xR
&) S R R S R
= N 2
Fish as source of Hedonism Convenience and Propensity to try
wellness and ease of new products
health preparation
EXTERNAL H Hungary
FACTORS EU
xR
o0 = BN .
© A B S
it | T
High prices Retail Frequency of Product's
diversification promotional sustainability
events
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Purchasing factors and use of information

Factors influencing consumer demand and

purchasing behaviour

Main NON consumption/
NON purchasing factors

Price, price/quality

ratio

Origin

(regional.

) Brand or quality labels

= B3
& a .
o~
<
IBE
<
o~

W Hungary © EU

[ _|
8 s B
o 3
X
n
wn

Taste, smell or
appearance

High prices

Health
concerns

=

16%
6%

14%

No habit of Environmental Vegetarian or

buying fish concerns

vegan

Television, books and

Store employee or fishmonger

Public institutions

Friends and family

Information sources

NGOs

Internet

magazines

B Hungarv @ EU

Fresh, frozen, smoked, dried products

“use by” or “best
before” date

Whether
previously frozen

Product name
and species

Fishing gear used

Wild or farmed
product

Area of catch or
production

Consumer interest in information on labels

Tinned or prepared products

Species
contained
9

Origin of
processed
product

Processing plant
location

Fishing gear\ JWild or farmed
used product

@ Hungary @EU

Consumer attitude to information on labels

Clarity of information

Trust in information provided by
seller

Trust in information required by
law

69 %

71%

81%

B Hungary ' EU

Voluntary information for all FAPs

Date of catch or
production
100%

Information on

Port in which the

e roduct was
fisherman/fish P
landed
farmer

Environmental
information

Ethical
information

Social
information

Country of the
ship that caught
the product
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IRELAND

Consumption and expenditure
Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)
Ireland -»{ @1 &« &4

23,0 XXKK

-«
kg/per capita L L _;/_
Ireland
EU R IR IR Y e
B A A A AR
kg/per capita e, LAl e, e B

Per capita nominal expenditure (2014)
Ireland - = =
¢ @e @€ @ ;
EU
- - -~ -0,04 %
e <@l ¥ -
102 € CRAN C & A ¢ &I

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)

'
£

)

)

&
d

140,0
120,0
100,0 y = 100, 74e-0.0%x
80,0
60,0
S FL PP D &
’\9'\9'\9’\9’]9’19r19q9,\/0,1’0

=—e==.C. CONSUMption
—e—p.c. expenditure

~~~~~~~~ Ekspon. (p.c. consumption)

Regular consumers'* by socio-demographic group

Age classes Socio-professional category Household composition
I 7 %
Self- employed 76 %

15-24
67 %

I 70 %

Other white collars 6
I o , I s
¢ I
25-39 Manual workers 66 % 75 %
70 % 2%
[
[FEYBE PR % ; I -
I - 75%
40-54 P 69 %
75% Un-employed AN
X
o I 7 9
6
55+
7% Students S s 5
67 %

M Ireland = EU

14 Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumer habits

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers

Regular consumers
80 %

Non-purchasers Non-consumers

Regular consumers
Regular purchasers

Preference about types of products

Breaded Frozen

Preserved,
Smoked, Salted,
processed, .
dried
canned

=o—|reland -e—EU

Main products consumed

Freshwater

out-of-home
=o—|reland -e—EU
Marine
cod haddock
prawns hake

salmon

Preference about

c
§ o reland [ A% e ISR
lc!
_g % = Wild fish Farmed fish No preference
2E m 34.% 8% 58 %
g + Ireland [0 % T g IS
§ 5 = Marine fish = Freshwater fish ~ ® No preference
©
Y < EU 39% 7% 54%
o
©
E M Loose
@ 68 %
(4] I Pre-packed
£ EU 62 % pi

Types of FAPs: frequently vs never purchased (% of buyers by
MS and difference between % MS and % EU average)

50% 459%
40%
30% 24% 24%
0% 21 % 16 %18 %
20% 5% 16
o119 12% 1%
10 % I I 5% I 7% 6%
1 % 0
0w 24 | 4 Nl
[ | LN |

-10% 5% 4% o

Often A(MS-EV) Never A(MS-EV)

B Fresh M®Frozen ®mSmoked M Tinned M Breaded

Place of sale

Fish farm, fisherman

Grocery store,
super / hyper market

Fishmonger or specialist shop

Market

M |reland EU

Main consumption/ purchasing factors

PERSONAL
X
o
0 l = R R I R
— 9] I o
- 2
Fish as source of Hedonism Convenience and  Propensity to try
wellness and ease of preparation  new products
EXTERNAL M [reland
FACTORS EU
X ° o
x X T R R
n N N
ﬁ —
High prices Retail Frequency of Product's
diversification promotional sustainability
events
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Purchasing factors and use of information

price, price/quality origin Information sources Consumer attitude to information on labels

ratio (regional/ ) Brand or quality labels
Clarity of information _

Factors influencing consumer demand and

purchasing behaviour

Public institutions E
* 69 %

3 &
s o = NGOs A
g 5%

X
I R [
nterne P . .
2% Trust in information provided by

erotes <0 T seller 7%

Friends and family

28%
. x Bz B T35 2
o - 3 - Television, books and _

. magazines 29%
i | IEEI  Trustin information required by
ES o Store employee or fishmonger
iw 52% law 9
§% 81%
z$5
g3 M Ireland EU
£z
=2 M Ireland " EU

Taste, smellor  High prices Health No habit of Environmental Vegetarian or

appearance concerns buying fish concerns. vegan

Consumer interest in information on labels
Fresh, frozen, smoked, dried products Tinned or prepared products Voluntary information for all FAPs

Product name

and species Spec-iesd Date of catch or
name containe :
70% - production
Inforn:;gon b Port in which the
“use by” or “best Wild or farmed Origin of 2 Y product was
. gin o fisherman/fish
before” date product Processing plant processed farmel{ landed
location / o
Environmental Cf:auntry el
information ship that caught

Whether Area of catch or / the product

previously frozen production Fishing gear Wild or farmed
used product Social Ethical
information information

Fishing gear used @ lreland -©EU
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ITALY

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)
Italy o O O oo o1
28,9
kg/per capita —x— —x— X X L £.2 Italy
1,27%
EU -1 B B @&« @4
25,5
kg/per capita _K_ —x— _XA’_ _XJ_ _XJ_

Per capita nominal expenditure (2014)

taly &~ sm' e85 . . s s

s @€ e He @ec @ec He de :
EU = N - o ~

102¢€ < €3 | €|

EU
-0,04%

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)

130,0
120,0
110,0
100,0
90,0
80,0
70,0
60,0
P FL LI P
O S S S SO S M
=== p.C. consumption == p.C. expenditure
~~~~~~~ Espo. (p.c. consumption)
Regular consumers'® by socio-demographic group
Age classes Socio-professional category Household composition

I 72%
Self- employed 7

0 I 55 D 5%
1520 N - Managers .

67%

%

71%

; — 71%
Other white collars 71%

, I o

I ——
25-39 o : Manual workers T 75%
3
I 74% _
House persons 73% 3 774:;
70% 6
so5s I 7
75% Un-employed i
I ssv
; | ais
65%
55+
|
v Students &
3
M ltaly = EU

15 Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumer habits

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers

Regular consumers
80%

Non-purchasers Non-consumers

Regular consumers

Regular purchasers
& P out-of-home

=o—|taly —-e—EU

Preference about types of products

Breaded Frozen

Main products consumed

AR Smoked, Salted,
processed, .
dried
canned
=e—|taly -o—EU
Freshwater

Marine
mussels gilthead seabream anchovy
seabass clam octopus
cod hake squid

rainbow trout
salmon

Preference about

c

S ltaly [ 3% e Iss
é % = Wild fish Farmed fish No preference

2E pm 34% 8% 58%

Italy [ e s sssE

[7 )
o ©
o % = Marine fish = Freshwater fish ~ ® No preference
Q
< EU 39% 7% 54%
S
‘g M Loose
g EU 68% % Pre-packed
5 62%

Types of FAPs: frequently vs never purchased (% of buyers by
MS and difference between % MS and % EU average)

60%

50%
40% 35%
28%
30% 2% 22%
20% 16%
11% .
10% I5% I Lo A% 7% 8%
o m S 1 1 | | |
0 =g = g
-10% -3%_ 4% 4% 59
7% 8%
-10%
-20%
Often A(MS-EU) Never A(MS-EU)
B Fresh M Frozen M Smoked M Tinned M Breaded

Place of sale

Fish farm, fisherman

Grocery store,
super / hyper market

Fishmonger or specialist shop

Market

M ltaly © EU

Main consumption/ purchasing factors

PERSONAL
FACTORS
X
Q
— X X X X
8 &8 3
o0
Fish as source of Hedonism Convenience and Propensity to try

wellness and ease of new products
health preparation
EXTERNAL = ltaly
FACTORS
D\° <J
e e S S
n N S 0
High prices Retail Frequency of Product's
diversification promotional sustainability
events

EU
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Purchasing factors and use of information

Factors influencing consumer demand and

purchasing behaviour

Main NON consumption/
NON purchasing factors

Origin
(regional/national)

Price, price/quality
ratio

X
m se I
N
<

Appearance Brand or quality labels

Public institutions

NGOs

Internet

24%

Friends and family

W ltaly = EU
Television, books and
© * L 2 « magazines
G S & S
- 3 —
Store employee or fishmonger
ES | taly EU
2l
Taste, smellor  High prices Health No habit of Environmental Vegetarian or

appearance concerns buying fish concerns vegan

Information sources

I§.§-

24%

28%

29%

u
R
*|

Consumer interest in information on labels

Fresh, frozen, smoked, dried products

Product name
and species
name

“use by” or “best Wild or farmed

Processing plant

before” date product
location
Whether Area of catch or
previously frozen production Fishing gear

used

Fishing gear used

Tinned or prepared products

Species
contained
0,

Origin of
) processed
product

Wild or farmed
product

@ ltaly ©EU

Consumer attitude to information on labels

Clarity of information

69%
Trust in information provided by _
seller 71%
law 1%

M italy = EU

Voluntary information for all FAPs

Date of catch or
production

Information on
Port in which the

the roduct was
fisherman/fish P
landed
farmer
Environmental CQuntry ofthe
information ship that caught
the product
Social Ethical
information information
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LATVIA

Consumption and expenditure
Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)
Latvia D D1 B &1 @&«

25,5 _a _X_ _X_ _X_ _x{_ ; Latvia

keg/per capita 5’19%

EU o 1 & &« @&«
fgs/;ircapita _X/— _x_ _x{_ _XL _XI_ o

Per capita nominal expenditure (2014)
Latvia -~ =i =
ane @€ € A 0
_—_ oS EU

EU Y ~ Yy ~ 77 71 _0,04%

102¢ Mt Mt ME|/EE

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)

160,0
140,0
120,0 < 101,2e0.004x
100,0 RN il o
80,0
60,0
S EFSL LSNP
R A S P R S A S
==e==D.C. CONSUMption —e— p.C. expenditure
""""" Expon. (p.c. consumption)
Regular consumers® by socio-demographic group
Age classes Socio-professional category Household composition
Self- employed NNGSSG_—_— i
9 ——  83% %
15-24 _64/n Managers 8?;’ 1 | | 707/W
67% B
Other white collars EGEGG_—_—=—— G5
, I o
25-39 _70154 Manual workers _72%79% 75%
House persons _67%73% Z D
40-54 e, Un-employed NESG_—_——————— 75,
o N s
—— Retired EGG_——————— ' =
79%
ot 77% Students 717
67%
M Latvia EU

16 Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumer habits

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers Preference about types of products

Regular consumers

0% Fresh

35%

Non-purchasers Non-consumers

Breaded Frozen

Regular consumers

Regular purchasers

out-of-home

P d

reserved, Smoked, Salted,
=0=| atvia ——EU processeaq, dried
canned
=o—-latvia —e—EU
Main products consumed
Marine | Freshwater
herring cod salmon

sprat flounder

Preference about

c .
S latia [ 4% 7% IS 9
5 2 Fish farm, fisherman
3 % = Wild fish Farmed fish No preference !

2E m 34% 8% 58%

Grocery store,

q super / hyper market
Latvia  [ZEHI S S

m Marine fish = Freshwater fish ~ ® No preference

EU 39% 7% 54%

Place of sale

Species
habitat

Fishmonger or specialist shop

c

o .

§ e [
= ™ Loose Rlokes

(]

§ EU 68% % Pre-packed

a 62% mlatvia EU

Types of FAPs: frequently vs never purchased (% of buyers by

MS and difference between % MS and % EU average) Main consumption/ purchasing factors
50% 2% PERSONAL
FACTORS

123%
32
60%

40%
X X Q N
B Ee :i: @
20% 19% 21%

20% 4% 15% 129 12 129 Fish as source of Hedonism Convenience and  Propensity to try new
17 6% 7% 8% % % wellness and health ease of preparation products
10% 6 o
I I i I 1%' °%I EXTERNAL W latvia = EU
= —

0% . l . FACTORS
-10% II 3% I
’ 6% . 5 < 3 o ¥
-20% -14%-14% -12% © a 9 5 )
Often 4(Ms-EV) Never A(MS-EV) High prices Retail diversification Frequency of Product's
promotional events sustainability

B Fresh M Frozen ™ Smoked M Tinned M Breaded



Purchasing factors and use of information

Price, price/quality

Factors influencing consumer demand and

=
3
2
>
2
] X
2 ]
o0
£
a
©
<
o
=
3
a
X
o
-
T
=) 2
= O
=
o o
s 2
» n
2 E n
g
ZC
Q5
Z a
£z
L]
=z
Taste, smellor  High prices

appearance

ratio Appearance

Origin Information sources

(regional/national)  Brand or quality labels

Public institutions

< NGOs
0
0 X
o
I s x Internet
<
W -
Friends and family
M Latvia © EU
Television, books and
- o -
E 8 I ) ] ! S magazines
— © &

Store employee or fishmonger

M Latvia

Health
concerns

No habit of Environmental Vegetarianor
buying fish concerns vegan

s F

5%

24%

28%

29%

52%

EU

Consumer interest in information on labels

Fresh, frozen, smoked, dried products

Product name

Tinned or prepared products

Consumer attitude to information on labels

69%

Clarity of information

Trust in information provided

by seller 71%
Trust in information required by _
law 81%
M latvia © EU

Voluntary information for all FAPs

and species Species Date of catch or
name contained production
70% e : 100%
\ liomaconlon Port in which the
“use by” or “best Wild or farmed Xt @i . . product was
before” date o — \ j Clue fisherman/fish 50% landed
! processed farmer
location
product
f th
Environmental C.ountry ofthe
information ship that caught
Whether Area of catch or the product
previously frozen production Fishing gear Wild or farmed
used product Social Ethical
information information

Fishing gear used

@ Latvia ©OEU
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LITHUANIA

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)
Lithuania @ (@ {1 {1 D O D D DI

44,7

kg/per capita _Xl— _K_ _K_ _X{_ _K_ _X_ _X_ _X_ _xL Lithuania

EU L 2 I I I 2N >23%

255

kg/per capita _a _5_ _a _a _a .

Per capita nominal expenditure (2014)

R
9I; S e € < H i
. - e EU

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)
160,0

140,0
120,0 N
100,0 - v =100 -8E-04x

80,0
60,0

L

"
o

@

FHFL PO
AT AR AT AT A AP
=—e—.C. CONSumMption o= p.C. expenditure

ooooooo Expon. (p.c. consumption)

Regular consumers!’ by socio-demographic group

Age classes Socio-professional category Household composition
Self- employed  NEGEG_—_—— s

77% Managers ' 1% ., I
81%
71%

15-24
67%

I 51

Other white collars 71%

, I =0
I 3% 75%

Manual workers 72%

%
House persons m—————— e ; [ s

75%

I 51
Retired N — 79% 4+ | o
76% 72%

77%

25-39
70%

81%
[ ——. 71%

40-54
75% Un-employed i

81%

77% I 71%
° Students 67%

55+

M Lithuania EU

17 Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumer habits

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers Preference about types of products

Regular consumers

Non-purchasers Non-consumers

Breaded Frozen

\ /Regular consumers
out-of-home

Regular purchasers

P d
reserved, Smoked, Salted,
=o—Lithuania -e—EU RICCESSCCy i)
canned
=o-Lithuania -e-EU
Main products consumed
Marine | Freshwater
salmon trout
herring carp pangasius
perch

Preference about

c q "
§ gtithuanial a0 e I .,
g 2 Fish farm, fisherman
_g % = Wild fish Farmed fish No preference !

2E R 34% 8% 58%

Grocery stor,

super / hyper market

thhu==""a_

m Marine fish = Freshwater fish ~ ® No preference

EU 39% 7% 54%

Species
habltat
Place of sale

Fishmonger or specialist shop

c

£ uoama IR
©

g () lGEa Market

(9]

§ EU 68% % Pre-packed

5 62% M Lithuania EU

Types of FAPs: frequently vs never purchased (% of buyers by

MS and difference between % MS and % EU average) Main consumption/ purchasing factors
50% 44% PERSONAL
FACTORS
40% X
@ 2 ® S
30% o . ® o X - S
& aa® :
20% 20%sy; 9 9
° 4% 14% 14% Fish as source of Hedonism Convenience and  Propensity to try new
10% 6/03‘y 7‘VQA I wellness and health ease of preparation products
o 2%
0%
0% - . DAL W Lithuania = EU
2‘7 FACTORS
-10% 7% 7% 115
-20% -14%  -14% = B © g o X
- n
Often A(MS-EU) Never A(MS-EU) © b s FY
M Fresh ®WFrozen ®mSmoked ™ Tinned ™ Breaded High prices Retail diversification Frequency of Product's

promotional events sustainability



Purchasing factors and use of information

Factors influencing consumer demand and

purchasing behaviour

Main NON consumption/
NON purchasing factors

Price, price/quality

Origin

ratio Appearance (regional/national)  Brand or quality labels
Public institutions
NGOs
S B
n n xR
s Internet
b ®
<
L B
Friends and family
M Lithuania © EU .
Television, books and
B— magazines
. T o =
§ m o < N © = §
-~ - 8 - Store employee or fishmonger
M Lithuania
X
wn
n
Taste, smellor  High prices Health No habit of Environmental Vegetarianor
appearance concerns buying fish concerns vegan

“use by” or “best

previously frozen

Information sources

¢% 2y

24%

28%

29%

52%

EU

Consumer interest in information on labels

Fresh, frozen, smoked, dried products

Product name
and species
name

Wild or farmed

product Processing plant

location

before” date

Area of catch or
production

Whether

used

Fishing gear used

Tinned or prepared products

Species
contained
%

Origin of
processed
product

Fishing gear\ Wild or farmed

product

@ Lithuania ‘©EU

Consumer attitude to information on labels

Clarity of information

69%
Trust in information provided _
by seller 71%
Trust in information required by _
law 1%

M Lithuania EU

Voluntary information for all FAPs

Date of catch or

production
. 100%
Inforn:stelon e Port in which the
. . product was
fIShz::Z:ﬁSh 50% landed
Country of the

Environmental

information ship that caught

the product

Ethical
information

Social
information

-



LUXEMBOURG

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)
Luxembourg @i 4 @ 4 {1 & o1 a
33,1
[
EU FYR IR IR IR Xn 6,82%
25,5
kg/per capita —a —a —a —a _Xg 4
Per capita nominal expenditure (2014)
Luxembourg -~ =~ — ~ — - — - — - e o )
205 € @e @c @c e e He e @e [ o
EU ~g) g} Q) EU
102¢€ At e /RE|EE -0,04%

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)

180,0
160,0
140,0 y = 110,1e0.0041x
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100,0
80,0
60,0
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Q7 O O L L7 &V &7 & &
AT AT AT AT AT AT AT AT AT AD
=—8—.C. consumption —o— p.c.expenditure

-------- Expon. (p.c. consumption)

Regular consumers!® by socio-demographic group

Age classes Socio-professional category Household composition
Self- employed E——— 1%

76%
’ I 75 D
oy, R Yo .

67% 71%
i I 79%
Other white collars R

71%

, [ s

I - ——
25-39 ’ Manual workers T 75%
70% 6
—
80% 75%
405 . ———
75% Un-employed S 88%
.. I
irec —
Retired ) % 72%
I s
55+
7% Students  E— 66%

B Luxembourg = EU

18 Regular consumers are those who eat fishery and aquaculture products at least once a month

54



Consumer habits

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers

Regular consumers

Non-purchasers Non-consumers

g——
/Regular consumers

Regular purchasers
g P out-of-home

=o—|uxembourg -e-EU

Preference about

c

S S ew 7% s%
o S Luxembourg

_g % = Wild fish Farmed fish No preference

2E EU 34% 8% 58%

<@
©
w

g o wembow A SIS

Qo o

o 35 M Marine fish  ® Freshwater fish B No preference 8

o ®©

&y =5 EU 39% 7% 54% g
o

c

.g L —

©

b= M Loose

]

a 68%

1] 1 Pre-packed

2 EU 62% P

Types of FAPs: frequently vs never purchased (% of buyers by
MS and difference between % MS and % EU average)
50%

Fishmonger or specialist shop

Preference about types of products

Fresh
50%

Breaded GlRzEl]
Preserved, Smoked, Salted,
processed, i

dried
canned

=o—Luxembourg -e-EU

Fish farm, fisherman I

Grocery store,

super / hyper market

Market

M Luxembourg EU

Main consumption/ purchasing factors

PERSONAL
FACTORS

123%

62%
68%
Bax
32%
62%
60%

46%
40%
40%
30%
0% 207
20% °5% 14%69/ Fish as source of Hedonism Convenience and Propensity to try
0,
12% 10% god0%
10% 6% I 6% II 5% °I
0% l l I
i En

wellness and ease of new products
health preparation
. EXTERNAL M Luxembourg
H B FACTORS EU
-10% 5% -59%4% A A% 2 o X
Often A(MS-EU) Never A(MS-EU) ) = © o
’ Lk
Ll
B Fresh MFrozen ®Smoked M Tinned M Breaded
High prices Retail Frequency of Product's
diversification promotional sustainability
events
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Purchasing factors and use of information

2 Price, price/quality Origin
g ratio App! (regional/national)  Brand or quality labels
c
©
£
o
°
P
o
£
3
2
5 -
85
w .2
£z
o
£ = =
2w A o az
Ec g
w2 BN
£ o &
25 ]
8 5
£ a
m Luxembourg © EU
3 3
Q = R S
L % % I
— Anl ©° -

~ -
s ¢
25
g. S

o
3w )
2.c n
5
Z2c
Q5
Za
£z
o]
=z

Health
concerns

No habit of Environmental Vegetarianor
buying fish concerns vegan

Taste, smell or
appearance

High prices

Fresh, frozen, smoked, dried products

Product name
and species

Wild or farmed
product

“use by” or “best
before” date

Area of catch or
production

Whether
previously frozen

Fishing gear used

Store employee or fishmonger

Information sources

Public institutions

H
I*l

NGOs
5%

Internet

[N)
S
I*I

Friends and family R

Television, books and
magazines

N
©
|*|

52%

B Luxembourg EU

Consumer interest in information on labels

Tinned or prepared products

Species
contained
%

. Origin of
Processing plant
. processed
location
product

Fishing gear Wild or farmed
used product

@ Luxembourg -©-EU

Environmental
information

Clarity of information

Trust in information provided

Trust in information required by

Consumer attitude to information on labels

by seller

law

B Luxembourg

Voluntary information for all FAPs

Date of catch or
production

Information on
the
fisherman/fish
farmer

Social
information

Port in which the
product was
landed

Country of the
ship that caught
the product

Ethical
information

69%

EU

71%

81%
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MALTA

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)

Malta o o oo o o«

20 0 AR A A A 2

keg/pericapital il Bl Bl S e

0

EU o o & & @« EU

25,5 -0.04%

kg/per capita x X X X X J 0,04%

Per capita nominal expenditure (2014)

Malta -~ =7 -~ — -

89 € H€ E€ H€ H:‘ Malta
EU o , 1 1~ o
102¢ Mt| Mt BMEIRE

\
\
|\
A

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)

110,0 y = 99,379¢0,001x

100,0 e O rresciceenseenee e T
90,0
80,0
70,0
60,0
O O O N O D& WX
O RO S S S RN U\ RN I\
2 A g R R A S R e
=&—p.c. consumption —e—p.c. expenditure
-------- Espo. (p.c. consumption)
Regular consumers®® by socio-demographic group
Age classes Socio-professional category Household composition
Self- employed I 7
1524 _61:»7% Managers EEGEG————— , I
Other white collors EG_———————— %
, I 77
25-39 _77:: Manual workers IR 2% B 75%
sl o =
40-54 o Un-employed I
—— B e _72%73%
ss. NN
77% Students N /5

67%

B Malta = EU

19 Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumer habits

Production
method

Species
habitat

Presentation

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers

Regular consumers
80%

Non-purchasers Non-consumers

Regular consumers

Regular purchasers
g P out-of-home

-e—=Malta -e-EU

Preference about types of products

Breaded Frozen

Preserved, ’
processed, ¢
canned

Smoked, Salted,
dried

-o—-Malta -e-EU

Preference about

Malta [ e% 7% s

= Wild fish Farmed fish No preference
EU 34% 8% 58%

Malta [ 0% s

W Marine fish  ® Freshwater fish B No preference

EU 39% 7% 54%
M Loose
EU 62‘;’8% 1 Pre-packed
0

Types of FAPs: frequently vs never purchased (% of buyers by

60%
50%
40%
30%
20%
10%
0%
-10%
-20%

MS and difference between % MS and % EU average)

4g%  S0%

42%
30%
4% 23% 22%
5% 14% 139
9% .
I 5% sullll 3% 4%
l —— || - - -
1%3% l L
1% 9%T*
Often A(MS-EV) Never A(MS-EU)

M Fresh MFrozen mSmoked MTinned M Breaded

Place of sale

10%
Fish farm, fisherman

Grocery store,
super / hyper market
Fishmonger or specialist shop
15%
varket
H Malta = EU
Main consumption/ purchasing factors
PERSONAL
FACTORS
O\:) o Qo o
o
S 3 S ¥ S
© . @
Fish as source of Hedonism Convenience and  Propensity to try new
wellness and health ease of preparation products
ZIML m Malta  EU
FACTORS

O\° o J

X
3 I £ o SN
n N — in
mlm
High prices Retail diversification Frequency of Product's

promotional events sustainability
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Purchasing factors and use of information

Factors influencing consumer demand and

purchasing behaviour

Main NON consumption/
NON purchasing factors

Price, price/quality Origin
ratio pp! (regional/natis ) Brand or quality labels
= B
m n
0 X
I
<
I :
<
o~
® Malta = EU
X R X )
- ©
<
-

gl
=
e T8 S
al —

55%

Health
concerns

No habit of Environmental Vegetarian or
buying fish concerns vegan

Taste, smell or
appearance

High prices

Fresh, frozen, smoked, dried products

Product name
and species
name

Wild or farmed
product

“use by” or “best
before” date

Area of catch or
production

Whether
previously frozen

Fishing gear used

Store employee or fishmonger

Information sources

Public institutions

NGOs

Internet

Friends and family

Television, books and
magazines 29%

H Malta EU

Consumer interest in information on labels

Tinned or prepared products

Species
contained
0,

Origin of
Jprocessed
product

Processing plant
location

Fishing gear\ )Wild or farmed
used product

@ Malta ©EU

Consumer attitud

Clarity of information

Trust in information provided by
seller

Trust in information required by
law

e to information on labels

69%

71%
81%

Malta EU

Voluntary information for all FAPs

Date of catch or
production

Information on
the
fisherman/fish
farmer

Por

Environmental
information

)

Ethical
informati

Social
information

-

t in which the

product was

landed

Country of the
ship that caught
the product

on
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NETHERLANDS

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)

Netherlands @b @ {( @ ( @ ( 4@

. N S - Q.

kg/per capita
0
EU -o{ 1 &1 &1 @&« -of)g'y
25,5 ,04 %
kg/per capita —3— _K_ _XI_ _x(_ _XL 4
Per capita nominal expenditure (2014)
Netherlands ﬁé E€ E
59 € Netherlands
~ ~ - - -1,30 %
EU Nl Wl Wl B £
102 € BMCIIBCIIEBTCIItT

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)

160,0
140,0
y = 99,741e0.0071x
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100,0  ont——agrge O
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60,0
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$ P PPN DN
NSRS R AN AN

=== p.C. cOnsumption
==eo—p.c. expenditure

-------- Ekspon. (p.c. consumption)

Regular consumers?® by socio-demographic group

Age classes Socio-professional category Household composition
Self- employed e 76 % 9%
. I 0 % I
o _ Managers 81% 1 71%
67 %
Other white collars  EESE_—_— 71% o
, I :
_ 80 % I 7S Y
25-39 ’ Manual workers 72 %?8 * o
70 %
House persons _73 %81 & 3 _ 82%
_ 81% o
- I 74 %
40-54 75% Un-employed 70272‘y
o I -
; I  s3 %
Retired 76 % 083 K 2
55+
% I 77 %
77 % Students 67 % e
B Netherlands EU

20 Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumer habits

Regular consumers vs non-consumers &

Regular purchasers vs non-purchasers Preference about types of products
Regular consumers Fresh
100 % 35%

Non-purchasers Non-consumers

Breaded Frozen

Regular consumers
out-of-home

Regular purchasers

P
reserved, Smoked, Salted,
processed, )
=o—Netherlands -e—EU canned dried

=o—Netherlands —e—EU

Main products consumed

Freshwater | Tinned
angasius

pang I canned tuna
Salmon I

Preference about

c
S NL [ 28%  10% ez

B 2 Fish farm, fisherman E
_g % = Wild fish Farmed fish No preference ’

2E m 34% 8% 58%

Grocery store,

super / hyper market

NL 3% 2% 9%

® Marine fish ~ ® Freshwater fish ~ ®m No preference

EU 39% 7% 54 %

Species
habitat
Place of sale

Fishmonger or specialist shop

c

(]

§n L
= ® Loose Rlaics

]

4] EU 68% % Pre-packed

A 62 %

a 6 = Netherlands EU

Types of FAPs: frequently vs never purchased (% of buyers by

MS and difference between % MS and % EU average) Main consumption/ purchasing factors
40% 36% PERSONAL
31% 29% FACTORS

X X

30 %
0% 2 xR
14 % S
20% 7% 5% 15% & . 3
(0] ‘% o
% 8 %
10% ’ 5% 6% 5 % Fish as source of Hedonism Convenience and Propensity to try
I [ l I l wellness and ease of new products
B - . - . - - l L1 |

123 %
68
32%

0% health preparation
3% 2% EXTERNAL M Netherlands
-10% s% 6% FACTORS EU
-10 %
-20% °
o o 2
Often A(MS-EV) Never A(MS-EV) 0 X S °
© — Q S
. n n
® Fresh ®Frozen @ Smoked ™ Tinned ™ Breaded . l <!
High prices Retail Frequency of Product's
diversification promotional sustainability

events



Purchasing factors and use of information

Factors influencing consumer demand and

purchasing behaviour

Main NON consumption/
NON purchasing factors

Price, price/quality Origin
ratio i i )

xR
Ee A
X
8
<
X
<
~

® Netherlands © EU

< § 5 .aﬁ Eg
= — g
3

—

Brand or quality labels

14%

Store employee or fishmonger

55%

High prices  Health concerns No habit of Environmental Vegetarian or
buying fish concerns vegan

Taste, smell or
appearance

Fresh, frozen, smoked, dried products

Product name
and species

Wild or farmed
product

“use by” or “best
before” date

Area of catch or
production

Whether
previously frozen

Fishing gear used

Public institutions

Friends and family

Television, books and

Information sources

:H

NGOs

Internet
24 %

28%

magazines 29%

52 %

B Netherlands EU

Consumer interest in information on labels

Tinned or prepared products

Species
contained
100%

Origin of
processed
product

Processing plant
location

Fishing gear\ /Wild or farmed
used product

@ Netherlands -@EU

Information on

Consumer attitude to information on labels

Clarity of information

69 %
Trust in information provided by _
seller 1%
Trust in information required by _
law 31%

B Netherlands EU

Voluntary information for all FAPs

Date of catch or
production

Port in which the

o roduct was
fisherman/fish P
landed
farmer
Environmental Céuntrv of the
information ship that caught
the product
Social Ethical
information information
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POLAND

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)
Poland o> &1 B
13,0
kg/per capita VAN [ -FaiX A Poland
2,95%
EU -o{Q 1 &1 &1 @&

25,5
kg/per capita _a _xl— _Xl_ _x(_ _xl_ 8
Per capita nominal expenditure (2014)
Poland -~
e | © 0
EU TN E A EU
102€ | : : : ‘ -0,04%

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)
160,0
140,0
120,0 .................................
1000 et
80,0
60,0

y = 104, 7300196

»
O

O & P O O
,\’QQQQQQQ\’

DA A A
==o—p.C. CONsumMption —o— p.C. expenditure

......... Expon. (p.c. consumption)

Regular consumers?! by socio-demographic group

Age classes Socio-professional category Household composition

I 69%
Self- employed 76%

. Managers S , I
15-24 o Gl 71%

. P 71%
Other white collars 71%

, I

I I 70%

Manual workers 75%

2539 . @,

I 6%
House persons 73% 3 _ 66%
73% 75%
I 59%
75% Un-employed et 70%

I -
ireqd I — 73% 4+ ;
Retire: 76% 72%

e

73%
55+ 77% I 72%
b
° Students 67%

M Poland EU

21 Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumer habits

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers Preference about types of products

Regular consumers

0% Fresh

35%

Non-purchasers Non-consumers

Breaded Frozen

Regular consumers
out-of-home

Regular purchasers

Preserve(;, Smoked, Salted,
——Poland -—EU PIOESEREE) dried
canned
=o—Poland -e-EU
Main products consumed
Marine | Freshwater
mackerel tuna salmon carp
herring Alaska pollack trout

Preference about

c
S Poland  aax  tew e

g Q Fish farm, fisherman
3 % = Wild fish Farmed fish No preference !

2E m 34% 8% 58%

Grocery store,

super / hyper market
Poland |1 23s4 iz IS

m Marine fish = Freshwater fish ~ ® No preference

EU 39% 7% 54%

Place of sale

Species
habitat

Fishmonger or specialist shop

c

<]

=} 10%

*E M Loose Market -

]

§ EU 68% % Pre-packed

o 62% H Poland EU

Types of FAPs: frequently vs never purchased (% of buyers by

MS and difference between % MS and % EU average) Main consumption/ purchasing factors
50% PERSONAL
)
40% 38% - FACTORS
o Q o o
30% N % s ¥ S
; ¢ a3 ©
‘}SA
20%  15% 0 50 12% ;g2
o "7ty10‘95 8% Fish as source of Hedonism Convenience and  Propensity to try new
10% 5% ° wellness and health ease of preparation products
“FR [ =
oy ~METEE B g == = EXTERNAL E Poland © EU
-2%2%. FACTORS
-10% -5%
7% °
-11% -10%
-20% BN S 2 2
-19% = =5 o £ &
-30% n wn ~N oo
—_—
Often A(MS-EU) Never A(MS-EU) o o
High prices Retail diversification Frequency of Product's

M Fresh MFrozen M Smoked MTinned M Breaded promotional events  sustainability



Purchasing factors and use of information

E Price, price/quality Origin
g ratio Appearance (regional/national)  Brand or quality labels
c
©
£
o
°
e
ﬂ)
£
S
a
5 -
85
w0 .2
=i
=] R §§
c ﬁ n n
$a o ES
=" <
£ £ °
3 . .
o £ ~
80
8 5
< a
B Poland " EU
©
BRIl 'kil |
) n o <
- — © -
~ —
5 ¢
28
g8
- X
2 ¥ in
c £ n
£ 3
20
Q5
Z a
£z
L]
=z
Taste, smellor  High prices Health No habit of Environmental Vegetarianor

appearance concerns buying fish concerns vegan

Fresh, frozen, smoked, dried products

Product name
and species

“use by” or “best
before” date

Whether
previously frozen

Fishing gear used

Wild or farmed
product

Area of catch or
production

Information sources

Public institutions

NGOs

ey | ;z!

24%

28%

Television, books and | NECHINNNNN

magazines 29%

52%

Internet

Friends and family

Store employee or fishmonger

M Poland EU

Consumer interest in information on labels

Tinned or prepared products

Species
contained

Processing plant GGl

location DOprocessed
product
Fishing gear Wild or farmed
used product
@ Poland ©EU

Consumer attitude to information on labels

Clarity of information

69%
Trust in information provided _
by seller 71%
Trust in information required by _
law 81%
M Poland © EU

Voluntary information for all FAPs

Date of catch or

production
Inforn;zgon e Port in which the
fisherman/fish PIREEINEE TS
landed
farmer
Environmental CF)untry of the
information ship that caught
the product
Social Ethical
information information
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PORTUGAL

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)

L 3
Portugal AR AR AR ARA

= g g portugal
it

g/per capita A A . 50

EU a({ & & e @&
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Per capita nominal expenditure (2014)
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Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)
120,0
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—@—p.C. consumption —o—p.c. expenditure

oooooooo Espo. (p.c. consumption)

Regular consumers?? by socio-demographic group

Age classes Socio-professional category Household composition
I —— & 7%
Self- employed 76%.
. I 75 I o
67% o
. I
Other white collars 71%
, I
s _70/7M Manual workers  IEEG_——— . 75%
House persons  IEG_—_—_—_— 73% e 3 .
g I 70
40-54 T Un-employed ;g;;
76%
req N ¢ .
Retired 76% & 72%
. I
77% Students 67%

M Portugal EU

22 Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumer habits

Production
method

Species
habitat

Presentation

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers

Regular consumers
80%

Non-purchasers Non-consumers

Preference about types of products

Breaded Frozen
Regular consumers
Regular purchasers out-of-home
=e—Portugal —e-EU Preserved, Smoked, Salted,
processed, .
dried
canned
=o—Portugal —e—EU
Main products consumed
Marine | Smoked, salted, dried fish | Tinned | Freshwater
Horse Sardine Canned tuna
mackerel .
. Salted and dried cod . Salmon
gilthead Hake Sardines
seabream

Preference about

Portugal [ 0% 7% IS

w Wild fish Farmed fish No preference
EU 34% 8% 58%

Portugal [T este T 2 s

W Marine fish  ® Freshwater fish B No preference

EU 39% 7% 54%

M Loose

68%

1 Pre-packed
EU 62% 0

Types of FAPs: frequently vs never purchased (% of buyers by

60%
50%
40%
30%
20%
10%
0%
-10%
-20%

MS and difference between % MS and % EU average)
54%

6%
28%
6;1% 20%

0% 1% 10%7°
%
I I I4%1%O% 3%4%
- - -
III
90,
59 -5%42%
-11% -10%
Often A(MS-EU) Never A(MS-EU)

M Fresh MFrozen ®Smoked M Tinned M Breaded

Place of sale

Fish farm, fisherman n

Grocery store,
super / hyper market

Fishmonger or specialist shop

Market

M Portugal

EU

82%

Main consumption/ purchasing factors

PERSONAL
FACTORS
2 X B
o o 2
© niln [

Fish as source of Hedonism
wellness and health

Convenience and
ease of preparation

EXTERNAL
FACTORS
°\o o a2
0 X o
© = 2
High prices Retail diversification Frequency of

promotional events

X
Q
©

Propensity to try
products

new

M Portugal

EU

X
©

15%

Product's
sustainability
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Purchasing factors and use of information

Price, price/quality Origin Information sources Consumer attitude to information on labels

- ratio PP (regi / Brand or quality labels
&
:
3 “% _
£ Public institutions Clarity of information
§ = 69%
53
B NGOs =
3 % & 5 |
= W @) X
c 8 ¥ < Internet -
g% l N Trust in information provided by
iz e
) : seller o
mPortugal m EU Friends and family o 71%
Television, books and _
o ] !
ES ] < e _ x magazines 29%
it} ~ ) 5
T Store employee or fishmonger 52%_ Trust in information required by
28
3] . law 31%
5 § o M Portugal EU
z%
2 B Portugal = EU
S
Taste, smell or  High prices Health No habit of Environmental Vegetarian or
appearance concerns buying fish concerns vegan
Consumer interest in information on labels
Fresh, frozen, smoked, dried products Tinned or prepared products Voluntary information for all FAPs
Product name
and species Spec-ies Date of catch or
contained production
" 100%
Inforn:ztelon e Port in which the
“use by” or “best Wild or farmed o . . product was
before” date product Processing plant Origin of fisherman/fish 50% landed
; processed farmer
location
/| product
. Country of the
Environmental .
information ship that caught
Whether Area of catch or v/ the product
previously frozen production Fishing gear Wild or farmed
used product Social Ethical
information information

Fishing gear used @ Portugal -©EU
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ROMANIA

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)
Romania a4 4
63 .: Romania
kg/per capita b B
33,50%
EU o o & @& @&«
25,5
kg/per capita —XL _a _a _a _XL 4

Per capita nominal expenditure (2014)
Romania - - - 4
we Q€ 0€ @€ @ :

EU €33, 233, —€2}, €3 EU
|

-0,04%

102 € » < ol T ol T ol T

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)

2060,0
1560,0
1060,0
560,0 y = 104,62e0.0057
60,0
S FL PP LP >
AT AT AT AT AT AT AT AT DT AP
==e—.C. CONsumprion —o—p.C. expenditure

--------- Expon. (p.c. consumprion)

Regular consumers?® by socio-demographic group

Age classes Socio-professional category Household composition

I 70%
Self- employed 76%

, I D s
15-24 [ 59/;W Managers o 1 | .
3
; I 69%
Other white collars 2
_ 66% 2 I o4
N ]
P58y Manual workers & 75%
70% 3
I 58% _
House persons 73% 3 \ 61% .
_ 69% 3
40-54 I 5%
75% Un-employed e
9 A+ ‘_ 69%
f ]
3
55+
77% Students N g7
67%
B Romania EU

23 Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumer habits

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers Preference about types of products

Regular consumers
80%

Non-purchasers Non-consumers

Breaded Frozen

Regular consumers
Regular purchasers

out-of-home Preserved, Smoked, Salted,
processed, .
) d dried
=6=Romania -e—EU canne

=0-Romania —e-EU

Main products consumed
Marine | Freshwater

mackerel I carp

Preference about

§ — Romania [ 2@ 1% G
B 2 Fish farm, fisherman .
_g % = Wild fish Farmed fish No preference

2E R 34% 8% 58%

Grocerystore,

; super / hyper market
, Romania 7611 205 I

= Marine fish = Freshwater fish ™ No preference

EU 39% 7% 54%

Place of sale

Species
habita

Fishmonger or specialist shop

c

S .

£ romania [ S
= = Loose WETE

o]

4] EU 68% % Pre-packed

™ 62% f

o L B Romania EU

Types of FAPs: frequently vs never purchased (% of buyers by

MS and difference between % MS and % EU average) Main consumption/ purchasing factors
40% 33% 36% PERSONAL
’ . FACTORS
30% =
24% °m § R o §
20% 7% - © ﬁ = I
11% 2 ) ) ) )
o 7% 7% Fish as source of Hedonism Convenience and  Propensity to try new
10% 5% o o 6% .
4%, 4% 5 wellness and health ease of preparation products
, il _ i _u” _
0% — . - EXTERNAL ® Romania EU
-1%' 2% FACTORS
-10% -5% -5%
8% 9% 10% © .
-20% & = § 8 X
Often A(MS-EU) Never A(MS-EU) o i 0
M Fresh M Frozen ™ Smoked M Tinned M Breaded High prices Retail diversification Frequency of Product's

promotional events sustainability



Factors influencing consumer demand and

purchasing behaviour

Main NON consumption/
NON purchasing factors

Purchasing factors and use of information

Price, price/quality

ratio Appearance

Ix I
0
wn

55%

13%

55%

Taste, smell or
appearance

High prices

“use by” or “best
before” date

Whether
previously frozen

Origin

(regional/national)  Brand or quality labels

Public institutions

NGOs

42%

I § Internet
o~

M Romania I EU Friends and family

Television, books and

2 ¥
I & X ! © A magazines
— o —
—
Store employee or fishmonger
B Romania
Health No habit of Environmental Vegetarian or

concerns buying fish concerns vegan

Information sources

I§.§.

24%

28%

29%

52%

EU

Consumer interest in information on labels

Fresh, frozen, smoked, dried products

Product name
and species

Wild or farmed

product
location

Area of catch or
production

Fishing gear used

Processing plant

Tinned or prepared products

Species
contained

Origin of
Oprocessed
product

Fishing gear Wild or farmed
used

product

@ Romania -©EU

Consumer attitude to information on labels

Clarity of information
69%

Trust in information provided _

by seller 71%

law 1%

Trust in information required by

M Romania EU

Voluntary information for all FAPs

Date of catch or
production

R Port in which the

the roduct was
fisherman/fish P
landed
farmer
Environmental Cf)untry ofthe
information ship that caught
the product
Social Ethical
information information



SLOVAKIA

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)

Slovakia a4 4

7,8 : ; Slovakia
kg/per capita —r—— 18,50%

EU o O (& @&

Per capita nominal expenditure (2014)

we He He ——
EU -0,04%
102 €

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)

360,0
310,0
260,0
210,0
160,0 y = 92,937e00078x
110,0 o .. Ot o O
60,0
FFEFL LRI D
A A S S Ve R L Y )
=—®— p.C. consumption —&—.C. expenditure
-------- Espo. (p.c. consumption)
Regular consumers?* by socio-demographic group
Age classes Socio-professional category Household composition
Seff-employed N o
., I s+ Managers ESSSSSSS———— < , I -
15-24 - 71%
Other white collars - == 71%
[ B
25-39 _49% o Manual workers N <c% oo 2 75%
House persons - = 73% B _58%
9 75%
40-54 _SM) T~ Un-employed - B 70%
Retired M % . A 1B .
_51%
55+ . Students S

67%

M Slovakia EU

24 Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumer habits

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers

Regular consumers
80%

Non-purchasers Non-consumers

Regular consumers

Regular purchasers
g P out-of-home

=e=Slovakia —-e-EU

Preference about types of products

Breaded

Preserved,
processed,

canned

Preference about

Slovakia ["18%  10% Iz ———

= Wild fish Farmed fish No preference
EU 34% 8% 58%

Production
method

Slovakia [T4% " 20% I esA——

m Marine fish ~ m Freshwater fish ~ m No preference

Species
habitat

EU 39% 7% 54%
5
= W Loose
@
0 EU 68% = Pre-packed
& 62%

Types of FAPs: frequently vs never purchased (% of buyers by
MS and difference between % MS and % EU average)

40% 33% 35%
o 2% 18%
0 o
20% 119 1 13% 16%
10% I I 5% I I 3% I 4% 2% 5%
0% . . = - .
-°/1% - .-zw
-10% 3% sy 6% _go
-20%
-30% -23%
Often A(MS-EU) Never A(MS-EU)

M Fresh ®Frozen mSmoked M Tinned M Breaded

Place of sale

=o-Slovakia -e-EU

13%
Fish farm, fisherman

Grocery store,

super / hyper market

Fishmonger or specialist shop

Market E

M Slovakia

EU

Frozen

Smoked, Salted,
dried

Main consumption/ purchasing factors

PERSONAL
FACTORS

123%

Fish as source of
wellness and health

I :
59
©
High prices

R
=]
o

Hedonism

Qo
P
o
o

Convenience and
ease of preparation

EXTERNAL
FACTORS

51%

Retail diversification

56%

Frequency of
promotional events

X
o
o

Propensity to try new

products

m Slovakia

EU

| 3%
15%

Product's
sustainability
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Purchasing factors and use of information

d and

o

Factors i

Main NON consumption/
NON purchasing factors

purchasing behaviour

Price, price/quality Origin
ratio (regional/i Brand or quality labels
X g
o) n
X
S
<
X
<
H
m Slovakia  EU
,ane ] ﬁ 3 o § . §
— — g -
Store
3
in
n
Taste, smell or  High prices Health No habit of Environmental Vegetarian or

appearance

concerns buying fish concerns vegan

Fresh, frozen, smoked, dried products

Product name
and species

Wild or farmed
product

“use by” or “best
before” date

Area of catch or
production

Whether
previously frozen

Fishing gear used

Information sources

Public institutions

NGOs Il%

Internet

Friends and family

28%
Television, books and SRR
magazines 29%

employee or fishmonger

M Slovakia EU

Consumer interest in information on labels

Tinned or prepared products

Species
contained
o

. Origin of
Processing plant "
. processed
location
product
Fishing gear Wild or farmed

used product

@ Slovakia ©@EU

Consumer attitude to information on labels

Clarity of information

Trust in information provided by
seller

Trust in information required by
law

M Slovakia

Voluntary information for all FAPs

Date of catch or
production

Information on
the
fisherman/fish
farmer

Environmental
information

Ethical
information

Social
information

69%

71%

81%

EU

Port in which the
product was
landed

Country of the
ship that caught
the product
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SLOVENIA

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)
Slovenia o@{( @ <
10,8
kg/per capita SR L] £

Slovenia
EU @o & & & @& 0,90%
25,5
kg/per capita L L L / / J

Per capita nominal expenditure (2014)

Slovenia .=~ =

7¢e @€ H —
-0,04%

102€ 2| RE B

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)

130,0
120,0 .
/] =107,58 1E-04x
ARV Y SR —— /\* ............ Yoo
100,0
90,0
80,0
70,0
60,0
¢ o S O Q N WD N
FPT TSSO
S VR R P D DS VR 2 A
—&—.C. consumption —o—p.C. expenditure
------- Espo. (p.c. consumption)
Regular consumers?® by socio-demographic group
Age classes Socio-professional category Household composition
Self-cmployed | E——
anagers S % I
15-24 _50(:7% Manag 81% 1 GiE3 .
Other white collars _71‘,/:6%
I
230 N Manusl workers — 2 1
70%
House persons [N_NGN o> , I
40-54 o Un-employed  — o
]
Retired EGEG—— s 4+ o
» ™ Students S

67%

M Slovenia EU

25 Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumer habits
Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers Preference about types of products

Regular consumers
80% Fresh

Non-purchasers Non-consumers

Breaded Frozen

Regular consumers

Regular purchasers
g P out-of-home

=o=S|lovenia —e-EU Preserved,
processed,
canned

Smoked, Salted,
dried

=o—Slovenia —e-EU

Preference about

< Slovenia [ 38% 0% ISZAY

: |
% = Wild fish Farmed fish No preference Fish farm, fisherman

E EU 34% 8% 58%

Production

Grocery store,

super / hyper market

Slovenia [T aass s I E .

m Marine fish ~ m Freshwater fish ~ m No preference

EU 39% 7% 54%

Species
habitat
Place of sale

Fishmonger or specialist shop

W Loose METe
68%
" Pre-packed
EU 62% M Slovenia EU

Presentation

Types of FAPs: frequently vs never purchased (% of buyers by

MS and difference between % MS and % EU average) Main consumption/ purchasing factors
60% 52% PERSONAL
50% ‘9'\': ) ) FACTORSO ) )
40%  33% 32% S . § & 3 - §
30% . - -
20% 20% 14‘;0 Fish as source of Hedonism Convenience and  Propensity to try new
° 2% 09 11 wellness and health ease of preparation products
10 .
10% I3% 0% I | O%I I EXTERNAL B Slovenia
0% ml- B — FACTORS EU
-10% 1% 2%
2 3 2 %
-20% -13% & £ © < B\:
(=)
Often A(MS-EU) Never A(MS-EU) “ 2y
B Fresh M Frozen ®Smoked MTinned M Breaded High prices Retail diversification Frequency of Product's
promotional events sustainability



Purchasing factors and use of information

Price, price/quality Origin Information sources Consumer attitude to information on labels
- ratio Appearance (regional/national) Brand or quality labels
5
-}
c
(]
§
s o : : :
g Public institutions S5 Clarity of information
>
§ ~ l% 69%
S 3 NGOs
gs = 3 5%
iR 2 =
£ 4 £ e
S5 2 N
T2 & Internet s
- § Trust in information provided by
gt I
g5 ) ) seller
&3 Friends and family o 71%
LN i EU
ovenia Television, books and _
e magazines 29%
R
@ S & S Store employee or fishmonger o Trust in information required by
~
Ty law 81%
‘é g M Slovenia = EU
3w
2 g & )
s % B m Slovenia = EU
P =
2
!
£z
©
sg
Taste, smell or  High prices Health No habit of Environmental Vegetarian or
appearance concerns buying fish concerns vegan
Consumer interest in information on labels
Fresh, frozen, smoked, dried products Tinned or prepared products Voluntary information for all FAPs
Product name
and species Species Date of catch or
contained production
. 100%
Inforn::telon el Port in which the
“use by” or “best Wild or farmed Oriisin & . X product was
before” date product Processing plant rocgessed (e 5! landed
location P farmer

product

. Country of the

Environmental .
. . ship that caught

information
Whether Area of catch or the product
previously frozen production Fishing gear Wild or farmed
used product Social Ethical
e information information
kishifig gearlised @ Slovenia @EU
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SPAIN

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)
Spain . A I K IR K K K IR 2§ o
46,2
S AAARAARAARAARAARAAR AR Eu
-0,04%
EU r S I I X I ’
25,5
kg/per capita _XL _xh _Xg _a _Xg d

Per capita nominal expenditure (2014)

S H — e t i o i e - '
oe O Oec e Oc Oc c Oc Ac O

Spain
EU -2,20%

102 €

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)

110,0
100,0 A~ y= 101,9?'(;:-.0,00&
90,0
80,0
70,0
60,0
P P PO DN
PSS
—@—p.C. consumption —e— p.c. expenditure

-------- Expon. (p.c. consumption)

Regular consumers?® by socio-demographic group

Age classes Socio-professional category Household composition
Self- employed _76% 93%
15-24 Managers 81% 1 o
67%
. _ %
Other white collars 71% as
I , I s
it I 05 9
25-39 Manual workers e e 75%
70% 3
B I 929
et 75% Un-employed B 92%
— 4+ N 2%
Retired - 96% -
_ 95%
55+ - : o
° Students T
M Spain = EU

26 Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumer habits

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers

Non-purchasers

Regular purchasers

Regular consumers
100%

Non-consumers

/Regular consumers
out-of-home

=o=Spain -e-EU

Preference about types of products

Breaded Frozen

Preserved,
processed,
canned

Smoked, Salted,
dried

=o=Spain -e-EU

Main products consumed

Marine Freshwater
Hake Shrimp Squid Salmon
Octopus Cod

M Marine fi

Species
habitat

EU

Presentation

Preference about

c .

S g Spain [ aw  sslSae
=

é % = Wild fish Farmed fish No preference

2E R 34% 8% 58%

Spain [1se% T e

ish  ® Freshwater fish ~ ® No preference

EU 39% 7% 54%

M Loose

68%

1 Pre-packed
62%

Types of FAPs: frequently vs never purchased (% of buyers by
MS and difference between % MS and % EU average)

70%  65% PERSONAL
60% FACTORS
X
50% 40% 41% b N R R ES
" BE i HE
30%
20% Fish as source of Hedonism Convenience and  Propensity to try
20% 12% 11% wellness and ease of new products
10% 5% 49 6% I 4%7% 2% l I health preparation .
0% (] ™ [ | 1 | - - EXTERNAL B Spain
| | ol | FACTORS EU
-10% 7% -6% -2%
20% e -10%  -10%
o x . <
Often A(MS-EU) Never A(MS-EU) e &3 ) < X
LN n S n
n
B Fresh MFrozen ®Smoked MTinned M Breaded =
High prices Retail Frequency of Product's

Place of sale

Fishmonger or specialist shop

Fish farm, fisherman

Grocery store,
super / hyper market

Market

M Spain " EU

Main consumption/ purchasing factors

diversification

promotional
events

sustainability
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Purchasing factors and use of information

Factors influencing consumer demand and

purchasing behaviour

Main NON consumption/
NON purchasing factors

Price, price/quality Origin
ratio App! (regional/national)  Brand or quality labels
Public institutions
< NGOs
X
] 3 X
g
= Internet
<
. -
Friends and family
W Spain © EU

Television, books and

l R I = . g3 < magazines
) N S < &
- & g -
Store employee or fishmonger
R M Spain EU
wn
Taste, smell or  High prices Health No habit of Environmental Vegetarianor
appearance concerns buying fish concerns vegan

Consumer interest in information on labels

Fresh, frozen, smoked, dried products

Product name
and species

Wild or farmed
product

“use by” or “best

before” date Processing plant

location

Area of catch or
production

Whether
previously frozen
used

Fishing gear used

Information sources

%

4%

J
5%

24%

28%

29%

Consumer attitude to information on labels

69%

Trust in information provided _

by seller 71%

Clarity of information

=T Ty ust in information required by _

52%

Tinned or prepared products

Species
contained
0% -

Fishing gear\ Wild or farmed

@ Spain ©-EU

law 31%

W Spain " EU

Voluntary information for all FAPs

Date of catch or

production
|nf0rnr;;te|on - Port in which the
fisherman/fish product was
landed
farmer
Environmental Cf)untry of the
information ship that caught
the product
Social ___ Ethical
information information
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SWEDEN

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)

Sweden @D{ @ { ®{ ®{ @

w TEXXXXZ

kg/per capita Sweden
3,37 %

Eu o ®{ & @ @ <

25,5

kg/per capita —x— _xh _K_ _K_ _K_ ]

Per capita nominal expenditure (2014)

>

Swed 2 =1 =12 iz —s —s

we O He He He He e 0
EU Al AL AN

e H€|lde lle @l

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)
130,0
120,0
110,0
100,0 RS o :
90,0 y = 101,4400012x
80,0
70,0
60,0

EU
-0,04 %

6 L L PO O DD D N
FFL PO
WA AT AT AP

—8—.C. consumption —e— p.c.expenditure

........ Espo. (p.c. consumption)

Regular consumers?’ by socio-demographic group

Age classes Socio-professional category Household composition

Self- employed _76% 92 %

T —_— E—
15-24 57%82% Managers e 95 % 1 e 89 %
Other white collars _71% 91%
I - %
25-39 _70/ LTS Manuaiworkers R 2 % e S
House persons EG_————— 100 % . N
I - =
40-54 75 % o Un-employed ESG_————————G 50 % )
I
. Retired NN o % 4+ - 94 %
I
o 77% : Students NEE—— 70 %

67 %

H Sweden EU

27 Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumer habits

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers

Regular consumers
100 %

Non-purchasers Non-consumers

Regular consumers

Regular purchasers
g P out-of-home

=o—-Sweden -o—EU

Preference about types of products

Fresh
50%

Breaded

Preserved,
Smoked, Salted,
processed, .
dried
canned

-o—Sweden -e—EU

Main products consumed

Marine

herring

cod

Preference about

c
S 5 Sweden| |135% 6% Ses
£ S
_g % m Wild fish Farmed fish No preference
2 € pu 34% 8% 58 %
o & Sweden34% S e
QL ©
) '_g ® Marine fish = Freshwater fish ~ ® No preference
o
“ < EU 39% 7% 54%
5
g M Loose
@ EU 68% % Pre-packed
a 62 %

Types of FAPs: frequently vs never purchased (% of buyers by
MS and difference between % MS and % EU average)
60 %

50 % 48%
0
39%
40 %
30% 267 o
23% 20
20% 10 %
0 0
s 1% 11% g, 8%9%
° || 1]
0% L8| i! - L1 | LB | - LB |
| |
10% 1%83 9 3%,
8% 10% 20
20% -12%
Often A(MS-EU) Never A(MS-EU)
M Fresh ™ Frozen = Smoked ™ Tinned ™ Breaded

Place of sale

7 %]
Fish farm, fisherman

Grocery store,
super / hyper market

Fishmonger or specialist shop

Market

= Sweden EU

Main consumption/ purchasing factors

PERSONAL
FACTORS
X
S x xR R B3
—
B B s 3
Fish as source of Hedonism Convenience and Propensity to try
wellness and ease of new products
health preparation
EXTERNAL B Sweden
FACTORS EU
x
o X N
© - © X
N = 0
—
High prices Retail Frequency of Product's

diversification promotional

events

sustainability
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Purchasing factors and use of information

Factors influencing consumer demand and

purchasing behaviour

Main NON consumption/
NON purchasing factors

Price, price/quality Origin
ratio (regit |/ natis )

B

8 2
X
N
<

mSweden " EU

|

X X

L : Iae |‘D |§
2 - o S

Health
concerns

Brand or quality labels

24%

55%

No habit of Environmental Vegetarian or
buying fish concerns vegan

Taste, smell or
appearance

High prices

Fresh, frozen, smoked, dried products

Product name
and species
name

Wild or farmed
product

“use by” or “best
before” date

Area of catch or
production

Whether
previously frozen

Fishing gear used

Television, books and

Store employee or fishmonger

B Sweden

Information sources

Public institutions
NGOs
Internet

Friends and family

magazines

EU

Consumer interest in information on labels

Tinned or prepared products

Species
contained
100%

Processing plant Origin of
i processed
location
product
Fishing gear Wild or farmed
used product

@ Sweden @QEU

Consumer attitude to information on labels

Clarity of information

Trust in information provided by
seller

Trust in information required by
law

W Sweden

Voluntary information for all FAPs

Date of catch or
production

Information on

69 %

71%
81%

EU

Port in which the

e roduct was
fisherman/fish p
landed
farmer
Environmental le)untry of the
information ship that caught
the product
Social Ethical
information information
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UNITED KINGDOM

Consumption and expenditure

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014)
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Regular consumers?® by socio-demographic group

Age classes Socio-professional category Household composition

L I 84%
Self- employed 76%

2% Managers 7:;/% 1 78%

71%

15-24
67%
Other white collars N —— 75%

71%

, I

I I 1o
25-39 o Manual workers T 75%
‘
I o
House persons 7% ; T

75%

79%
75%

40-54 Un-employed N 1% .

0%

I ¢ o e
Retired o w7

72%

86%

I
77% Students 05

67%

55 +

B United Kingdom EU

28 Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumer habits

Production
method

Species
habitat

Presentation

Types of FAPs: frequently vs never purchased (% of buyers by
MS and difference between % MS and % EU average)

50 %

40 %

30 %

20 %

10%

0%

-10%

-20%

Non-purchasers

Regular consumers vs non-consumers &
Regular purchasers vs non-purchasers

Regular consumers
80 %

Non-consumers

Regular consumers

Regular purchasers
g P out-of-home

=o—United Kingdom -e—EU

Preference about types of products

Breaded Frozen

Preserved,
Smoked, Salted,
processed, .
dried
canned

=o—United Kingdom -e—EU

Main products consumed

Marine

Freshwater

cod

salmon

Preference about

UK 29% 8% %

= Wild fish Farmed fish

EU 34 % 8%

No preference

58 %

UK 3% 6% %

= Marine fish ~ m Freshwater fish ~ ® No preference

EU 39% 7% 54 %
o I
M Loose
68 %
I Pre-packed
EU 62 % .

38 %35, 39 %
30
5%
19 % 19 %
18%19% o 149 16%
119 9 %l 0
4% I I 5%
0
] I m°*
jy
-6 %
-14%
Often A(MS-EU) Never A(MS-EU)
B Fresh ™ Frozen = Smoked ™ Tinned ™ Breaded

Place of sale

Fish farm, fisherman l

Grocery store,
super / hyper market

Fishmonger or specialist shop

Market

B United Kingdom EU

Main consumption/ purchasing factors

EU

PERSONAL
FACTORS
X
] N X X X X
8 3 gy g
Fish as source of wellness Hedonism Convenience and ease of ~Propensity to try new
and health preparation products
EXTERNAL M United Kingdom
FACTORS
o
% x X
© — Qo N X
: .
-
High prices Retail diversification  Frequency of promotional Product's sustainability

events
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Purchasing factors and use of information

Factors influencing consumer demand and

purchasing behaviour

Main NON consumption/
NON purchasing factors

Price, price/quality Origin
(regional/nati

ratio

x
R

m United Kingdom

=
e ; W el
A g %

x
in
n
Taste, smell or  High prices Health No habit
appearance concerns

Fresh, frozen, smoked, dried products

“use by” or “best
before” date

Whether
previously frozen

) Brand or quality labels

X
S
<
IaE
<
~
EU

14%

of Environmental Vegetarian or

buying fish concerns vegan

Product name
and species
name

Fishing gear used

Wild or farmed

Area of catch or
production

Information sources

4%

NGOs ./o

5%

o

24%

28%

Television, books and | NNERE

magazines 29%

52 %

Public institutions

Friends and family

Store employee or fishmonger

B United Kingdom EU

Consumer interest in information on labels

Tinned or prepared products

Species
contained
%

Origin of
Oprocessed
product

Processing plant
location

Fishing gear\ /Wild or farmed
used product

@ United Kingdom -©@EU

Consumer attitude to information on labels

Clarity of information
69 %

Trust in information provided by _

seller 719%

Trust in information required by _

law 81%

B United Kingdom EU

Voluntary information for all FAPs

Date of catch or
production

e Port in which the

the roduct was
fisherman/fish P
landed
farmer
. Country of the
Environmental .
information ship that caught
the product
Social Ethical
information information
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