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The European Union (EU) is g@lobal leader in the
consumption and trade of fishery and aquaculture products
(FAPs)and plays a key role in shaping the sustainable
seafood market The previous Eurobarometer survey on
FAPsconsumption irnthe EU conducted in 2021 highlighted
the shift in consumers’ habits and perception following the
COVIBL9 pandemic Over the past two yearsi-U citizens
have faced significant challenges, including Russmilitary
aggression against Ukraine and rising inflatiawhich have
heightened consumer sensitivity to product cosfEhese
factors underline the importance of monitoring evolving
consumer preferences to ensure policies and market
strategies remain relevant and effective.

The Europeartommission’s overall objectives in this area
are: (1) to ensure that ocean resources are used sustainably
and that coastal communities and the fishing sector have a
prosperous future; (2) to promote maritime policies and
stimulate a sustainable blue econogmand (3) to promote
ocean governance at international leYelThis involves
ensuring sustainable fisheries through the full
implementation of the Common Fisheries Policy (CFP)
which outlines a set of rules for managing European fishing
fleets, conserving fish stocks, and managing the market for
fishery and aquaculture products under the Common Market
Organisation (CMO) for fishery and aquaculture products.
This is in responsdo the everincreasing environmental
concerns and consumer demand for product transparency.

The EU’s labelling requirements currently ensure that
consumers receive details on origin, production type (i.e.,
wild-caught or farmed), fishing gear and name of the
species (commercial and scientific) for fresh, chilled, and
frozen fishery and aquaculture products. Many consumers
request even more comprehensive labelling, such as catch
or harvest dates, and environmental impadndicators.
These preferences align with the EU goal to support
sustainable food systems and transparent consumer
choices.To prgerly implement and develop policies, the
European Commission regularly sources economic statistics
relating to the state of the fisheries and maritimadustry

but also seeks out the views of its citizens and stakeholders.

! DirectorateGeneral for Maritime Affairs and Fisheries’ Strategic Plan 2020-2024:
https://ec.europa.eu/info/system/files/mare_sp_2020_2024_en.pdf

This Special Eurobarometer survey is the fourth on this
topic, following the ones respectively in June 2016, in
June/July 2018, and finally in March/April 2021. This
September/October 2024 survey constitutes a continuation
of the aforementioned editions by replicating some
questiors previously asked and introducing new ones. It
aims at improving transparency and understanding of the
EU internal market for FAPs to enable operators to better
understand consumption trends and be more competitlve
continuesto inform policy under the EU’s CFP and CMO
framework,and support the assessment of the performance
and efficiency of EU intervention in that domain.

This 2024 report provides critical insights into EU consumer
habits, preferences, and perceptions regarding FAPs, as well
as seaweed and algae products, offering a comprehensive
view of the factors influencing purchasing decisioitsalso
probes consumers' views of the information that
accompanies FAPs, defined under the CMO Regulation,
ensuring consumer protection within the EU and allows
citizens to make informed purchasing choices.

By examining sociglemographic trends, geographic
proximity to the sea, and national variations, the findings
contribute to a deeper understanding of the Ehhrket's
dynamics These insights are crucial for supporting EU
actions in fishery and aquaculture domain, promoting
sustainable consumption patterns, and fostering the growth
of a competitive and resilient blue economy across the EU
Member States.

The main objectives of this 2024 survey are to:

P Understand consumer habits and perceptions regarding
fishery and aquaculture.

p Determine changes in the consumption of FAPS since the
March/April 2021 survey by comparing current figures
with the 2021 results, and explore the reasons for any
observed increases, decreases, or variations in specific
product types.

P Investigate the most important aspects for consumers
when buying FAPs, and what their purchasing behaviours
are.

p Explore the reasons for not eating FAPs.

P Investigate what consumers think about the information
accompanying FAPs, in particular on origin.

P Uncover consumer attitudes and familiarity with
seaweed and algae products.

2 Common Fisheries Polidyttps://ec.europa.eu/oceaasd-fisheries/policy/common
fisheries policycfp_en



https://ec.europa.eu/info/system/files/mare_sp_2020_2024_en.pdf
https://ec.europa.eu/oceans-and-fisheries/policy/common-fisheries-policy-cfp_en
https://ec.europa.eu/oceans-and-fisheries/policy/common-fisheries-policy-cfp_en
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Methodology

This survey was carried out by the Verian Group in the 27
EU Member Statesrom September12® to October10™,
2024. Some 26,510 respondents from different social and
demographic groups were interviewed in their mother
tongue. This survey was commissioned by the European
Commission, Directorat&eneral for Maritime Affairs and
Fisheries (DG MARE).

The methodology used is that of Eurobarometer surveys as
carried out by the Directorat&eneral for Communication
(“Media monitoring and Eurobarometer” Unit). A technical
note on the way the interviews were conducted by the
institutes within the Verian network is appended as an
annex to this report. Also included are the interview methods
and the confidence intervals.

Note:In this report, Member States are referred to by their
official abbreviation, as listed below:

Belgium BE Lithuania LT
Bulgaria BG Luxembourg LU
Czechia Ccz Hungary HU
Denmark DK Malta MT
Germany DE Netherlands NL
Estonia EE Austria AT
Ireland IE Poland PL
Greece EL Portugal PT
Spain ES Romania RO
France EN Slovenia SI
Croatia HR Slovakia SK
Italy IT Finland Fl
Republic of Cy* Sweden SE
Cyprus*
Latvia LV
European Unionweighted average for the 27 EU27
Member States of the European Union
BE, FR, IT, LU, DE, AT, ES, PT, IE, NL, FI, E Euro area
SI, CY, MT, SK, LV, LT, HR
BG, CZ, DK, HBL, RO, SE NorEuro
area

* As a whole, Cyprus is one of the 27 EU Member States. However, the
“acquis communautaire” has been suspended in the part of the country
which is not controlled by the government of the Republic of Cyprus. For
practical reasons, only the interviews cadieut in the part of the country
controlled by the government of the Republic of Cyprus are included in the
“CY” category and in the EU27 average.

We wish to thank the people throughout the
European Union who have given their time to
take part in this survey.

Without their active participation, this study
would not have been possible.
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FAPs remain a dietary staple for many Europeans
Evolving consumer preferences, economic
pressures, and geographic proximity to the sea
significantly shape consumption and purchasing
habits, with a growing shift towards convenience
and affordability.

Consumption at home keeps being the dominant mode

of FAPs consumption, with 29% of respondents eating
these products at least once a week, though this marks a 4
percentage points decline from 2021. Interestingly, the
share of respondents who do not consume FAPs at home
has risen(15%, # pp), indicating shifting dietary trends.
Eating out weekly has seen an increased engagement,
with 9% eating FAPst restaurants and/or elsewhere

(+2 pp), indicating that out-of-home consumption is
graduallyreturningto pre-COVIBL9 levels

On one handfrozen and tinned products are gaining
prominence over fresh FAPs. In fact, 28% consume
frozen and tinned productat least once a week , a figure
that has remained unchanged since 2021, while the share
of respondents preferrindresh FAPdhas decreased27%,

-8 pp). These shifts may reflect evolving consumer
preferences for convenience and affordability, particularly
in the face of economic challenges.

Moreover,23% of Europeans purchase FAPs at least
once a week (-4 pp). Around 18% of respondents never
buy FAPs, marking a notable rise from prior ye&socery
stores and supermarkets remain the primary
purchase points for FAPs, accounting for 74% of sales,
while online purchasing remains minimal at just 2%.

The sociocdemographic analysis indicates thatage,
education, and income are key factors influencing
consumption. Older respondents (55+) and higher-
income groups show higher engagement with FAPs
compared to youngeindividuals(15-24). This is evident in
overall monthly consumption (63% vs. 54%), monthly
purchasing (58% vs. 38%), and weekly consumption at
home (33% vs. 21%)

While consumption angburchasinghabits vary significantly
across EU Member Statesjastal nations such as Spain
and Portugal report the highest weekly consumption

rates (64% and 59%, respectively), while landlocked
nations such as Hungary and Austria report minimadekly
engagement(2% and 9%9. Such discrepanckighlights the
role that geographical accesgplays in shaping consumer
behaviour.

The data also points out that perceived proximity to
the sea may correlate with higher FAP s consumption.
Respondentdiving within 5 kilometres to the coast are
more likely to consume FAPs monthly (79%),thanthose
over 200 km away (49%)Such data suggests thathe
perceivedproximity to the sea influencemdividuals’ dietary
habits.

Consumer preferences for FAPs are shaped by
cost and appearance, reflecting the interplay of
economic, practical, and cultural factors
alongside a cautious rise in sustainability
awareness.

Cost (55%) and appearance (52%) are the leading
factors for FAP s purchases, with cost overtaking
appearance compared to 2021. Freshness and visual
appeal remain key indicators for buyers, while
considerationssuch asenvironmental and ethical impact
(17%) are secondary but slowly growing in relevangé
percentage point since 2091

Consistentlywild -caught FAPs remain the preference

for 36% of consumers, with only 8% favouring farmed
options. While a significant proportion  expresses
indifference (31%). Thissuggests opportunities to educate
consumers about the sustainability and quality of farmed
products.

As mentioned by 41% of respondents who avoid FAPs,
taste, smell, and appearance are the primary reasons

for avoiding FAPs . Cost concerns (26%) and unfamiliarity
with preparation methods (19%) are alsignificantfactors.
This indicates that both sensorgnd practicalpreferences

as well as economidarriers shape consumebehaviour
towards FAPgsonsumption

While78% of respondents have noticed an increase in
prices, 54% are willing to pay more for sustainably
sourced FAPs Meanwhile49% tend to substitute FAPs

by meat or other proteins when prices increase
indicatinga potentialsubstitution effect Those in the upper
middle and upper classes show more willingness to pay
extra for sustainable productcxompared to lower classes
(71-73% vs 4258% respectively), suggesting that
economic constraints might influence attitudes towards
sustainability.

From a sociedemographic aspectplder respondents
aged 55+ and those with higher education levels
show greater preference for wild -caught FAPs (at
least 39%),while younger consumers are more likely

to display no preference regarding both options  (33-
36%). Highincome groups and those with fewer financial
constraints are more likely to prioritise sustainability in
purchasing decisions.

At the country level, consumer preferences vary among EU
Member States. Coastal nations show higher
appreciation for wild products, while the landlocked

ones report higher indifference whether FAP s are
wild -caught or farmed . Those living closer to the coast
are more likely to valuewild-caught productsover farmed
ones (43% within 5 km vs. 27% over 200 km). These
patterns are consistent with accessibility and cultural
familiarity.
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When it comes to FAPs labelling, consumers
prioritise  practical details  such as expiration date
and the name of the species that product
contains . Additionally, there is  a cautious interest
in sustainabilit vy, particularly in  the coastal
regions.

Concernindresh, frozen, smoked, and dried products ,
63% of consumers prioritise the “use by” or “best
before” date as the most important information to
have on product labels . The name of the productand
species(50%) and sourcing details, such as whether the
product iswild-caught or farmed (48%), are also highly
valued, reflecting a desire for clear and reliable product
details.

In relation totinned or prepared FARPconsumers thinkhe

information about the speciescontained in the product
is the most essential information on thdabels (58%),
followed by the type of producton (whether it iswild-caught
or farmed) (50%), andhe area of catch/production (47%)

Nearly four in ten Europeas consider that the most
important information regardinghe origin of the fishery
products is the sea/ocean where it was caught (39%). For
aquaculture products , a large share of respondents
prioritiseknowingthe country where itwasf armed most

of its life (41%).

Interest in sustainability remains modest  with 36% of
respondents wanting environmental impact information on
the labels. Ethical and social considerations, such as labour
practices or fishing gear used, were less prioritised but still
noted by 23% and 17% of respondents, respectively.

Younger, higher-income, and more educated
respondents are more likely to seek detailed
labelling, including environmental and social
information . Older ones and those with financial
constraints tend to prioritise practical informatiosuch as
expiration dates.

At the country level,jnterest in labelling varies across

EU Member States. Onthe one hand, consumers living
close to the sea placa higher emphasis on origin reflecting
strong cultural ties to fisheries. On the other hand, member
states withno direct access to the seauch asHungary and
Slovakia have lower engagement with such details.

The following can be construed from the datrstly, the
demand for labelling transparency suggests a
growing reliance on product information as a proxy

for trust . Consumersre usingdetails such ascatch area
and sourcing type to assess product quality, safety, and
environmental responsibility. Second, thlemphasis on
practical labelling elements, such asexpiration dates,
suggeststhat consumerslikely view this information as
critical for avoiding waste and maximising value. Third,
respondents living closer to the coast or with a strong
perceived proximity are more likely to value details

like catch areas and sourcing information . This trend

likely reflects the cultural significance of fishing in astal
regions and the heightened trust in locally sourced products.

Seaweed and algae remain niche products in the
EU, with consumption driven by taste, health
benefits, and sustainability appeal, particularly
among younger and urban consumers.

Seaweed and algae products are consumed
significantly less often than other types of fishery

and aquaculture products . Nearly half of respondents
(48%) consume these products less than once a month,
while 27% never eat them. Only a small proportion (7%) eat
seaweed and algag@roductsweekly.Notably, sushi rolls

or wraps are the most consumed seaweed products
(41%), followed by salads (20%), snacksch aswakame
crisps (18%), and dietary supplements (18%).

The taste of the products is the most common

reason for consuming seaweed and algae (47%).

Health benefits are also a significant motivator (35%),
reflecting a perception of these products as nutritious and
beneficial

Whereas he most cited barrier to consumption of
seaweed and algae products is unfamiliarity , with 54%

of respondentsndicatingthey are not accustomed to eating
them. Other deterrents include dislike of the taste (27%),
lack of knowledge about preparation (19%), and cost (13%).

Respondents aged 15-24 are more likely to consume
seaweed and algae at least once a month than
respondentsolder than 55 (24% vs 13%), suggesting a
prevailing interest among younger generations.
Respondents with higher education levels and those living in
urban areas are also nsi likely to include these products
in their diets.

At country levelMalta and Poland report the highest

rates of weekly consumption of seaweed and algae
products (15%), while Greece, Sweden and Finland report
some of the lowest (1%). Differences in national
consumption may reflect cultural familiarity rather than
geographical access tthese products.

Unlike other types of FAPsrespondents preferences in
terms of place of purchase of seaweed and algae
products are not influenced by their perceived
proximity to the sea . Notably, 35% of those consuming
these products at least once a week prefer online
purchasing, indicating that access to the sea is unlikely to
be an impactful factor.

Theoverall consumptiorshows thatseaweed and algae
products retain a niche appeal. Howeverthe perception

of these productsas healtly and sustainablefood offers
potential for market growth. Youngexonsumers and urban
populations represent key target demographics for product
and market expansion.
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Thisfirst chapter explores how frequently respondents from
EU Member States say they eat fishery or aquaculture
products (FAPs) at home or elsewhemghat types of
products they eat, how frequently they buy fishery or
aquaculture products, and where they buy their products.

As an introduction to the survey, respondents were provided
with a definition of FAPsFor the purposes of the survey,
FAPs include edible fish, shellfish (e.g., prawns, crayfish),
molluscs (e.qg., oysters, octopus) and seaweeds. The
definition covered products that are farmed or wild and
come from the sea or fresh water sources, as well as both
raw and prepared products (e.g., fresh, frozen or tinned
products)

1. Frequency of eating FAPs

Most Europeans still consume fishery and
aquaculture products at home, but the share of
those who eat them at restaurants , elsewhere , or
do not eat them at all has increased

Europeanswvere askedhow frequently they eat or buy
fishery or aquaculture products

Thedata indicatesthat approximatelysix in ten Europeans
eat FAPs at home at least once a month ® (58%, -6
percentage points In particular about three in ten
Europeanglo soat least once a week (29%,-4 pp).

More than half Europeansbuy FAPs at least once a
month (53%,-5pp), of whichthree in tenbuy FAPsat least
once a week (23%,-4 pp.).

QB1. How frequently do you... (EU27) (%)

Eat fishery or aquaculture products at home

Mar/Apr 2021

Buy fishery or aquaculture products

Mar/Apr 2021

Almost a third of respondents say theyeat FAPs at
restaurants and /or elsewhere at least once a month
(31%, +10 pp) While 9% state they eat FAPs oubf-home
at least once a week (+2 pp.)

The share of those whamever eat FAPsat home (15%,
+4 pp.) orbuy FAPs(18%, +4pp.)hasincreased since the
last survey on the other hangthe proportion ofthosewho
never eat FAPs at restaurants and other food outlets
has decreaseq24%,-3 pp.)

Each of theabove statements will beanalysed more in
detail in the following sections

Eat fishery or aquaculture products at restaurants and/or elsewhere (canteens, bars, market stands etc.)

MarfApr 2021

e At least once a week @ At least once a month but less than once a week » Several times a year but less than once a month ® Once a year or lass often » Never @Don’t know

3 This datacombinesthe answers “At least once a week” and “At least once a month
but less than once a week”.
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a. Consumption of FAPsat home

Nearly 60% of Europeans eat FAPs at home
at least once a month.

When asked how frequently they e&APsat home,nearly
three respondents in tereport that they eat FAPs at home
at least once a week (29%, -4 pp.) A similar proportion
of respondentssay they eat such productat least once a
month, but less than once a week (29%,-2pp.)

Meanwhile,nearly one in fivesay that they eat FAPs at
homeseveral times a year but less than once a month
(19%). On the other end, less than one in ten eat FAPs at
homeonce a year or less often (8%, +3 pp.)

In comparison tahe results from the last survey in 2021,
the share of respondents that eat FARS least once a
month* has decreasedby 6 percentage points(58%).
Meanwhile, the share of those thaever eat FAPs at home
has registered an increase (15%, +4 pp.).

A national analysis shows that, in24 EU Member States,
most respondents say they eat fishery or aquaculture
products at home at least once a month. More
specifically,the largest share of respondentdoing sois
registered inSpain(88%), followed bySweden(84%) and
Finland 83%).

QBL.1. How frequently do you...:-Eat fishery or aquaculture products at home (%)

ES Lu E
A_—

8 @

-

h 4 A N
='-'.E v

100

SE

.|.

&

4 This datacombinesthe answers “At least once a week” and “At least once a month
but less than once a week”.

QB1.1. How frequently do you..:-Eat fishery or aquaculture products at home

{EUZ27) (%)
At least once a week
At least once a month but less than once a week
Several times a year but less than once a month
Once a year or less often
Never

Don't know

Septioct 2024

29

239

19

15

va

-2

-

s

-l

#Sept/Oct 2024 » Mar/Apr 2021

At the other end of the scale, the lowest scooé monthly

consumptionwas recorded in Hungar{14%), followed by
Romania (29%) and Austria (32%onsistentlyHungary
and Austria (both 33%)have the highest share of
respondents thatnever eat FAPs at home followed by

Malta and Germanyhth 24%).

2
19
23
29
E

sl MT EU27 T

R SK

0006 D.ﬂ@‘.@bv-

SeptiDet 2024 @ At least once a week @ At least once a month but less than once a week « Several times a year but less than once a menth ® Once a year or less often = Never
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b. Consumption of FAPs at restaurants
and/or elsewhere

Slightly less than one in three Europeans (31%)
say they eat FAPs at restaurants and other food
outlets at least once a month in total .

When asked how frequently they eat FAPs outside the home, qB1.2. How frequently do you...-Eat fishery or aquaculture products at
approximately one in ten respondents indicated that they restaurants and/or elsewhere (canteens, bars, market stands etc.) (EU27) (%)

consume them at restaurants or other food outleds least
once a week (9%, +2 pp.). More than one fifth of
respondents report eating FAPs at these locati@ndeast
once a month but less than once a week (22%, +8 pp.).

Close to athird of respondents say that they eat FAPs at

restaurants and other food outletseveral times a year
but less than once a month (28%,-2 pp.) Meanwhile, less
than one in fiveeat FAPutside the homeonce a year or
less often (17%,-4 pp.).

In comparison to the results from the last survey in 2021,
the share of respondents who say they eBAPsat least
once a month?® at restaurants and other food outlets has
increased 81%, +L0 pp.). Meanwhile, the share of
respondents whaever eat FAPs at restaurants and other
food outlets has decreased (24%3 pp.).

At leastonce aweek 9 =2

At least once a month but less than cnce a week 22 <8

Several times a year but less than once amonth 28 ~2

Once a year or less often 17 =4

Never 24 =3

Don't know -l

Septioct 3004 #Sept/Oct 2024 @ Mar/Apr 2021

A national analysis shows that at least half of
respondents in Spain (57%), Luxembourg (50%), aadrly
half in Sweden (48%) say they eat FAPs at restaurants
and/or elsewhere afeast once a month . At the other end
of the scale, only one in ten eat FABst-of -home at least
once a once a month in Hungary (10%)followed by
Romania and Czechia (both 16%).

More than a fifth of respondents say thegever eat FAPs
at restaurants and/or elsewhersn 17 EU Member States,
with the highest proportions in Hungary (41%), Austria
(39%), and Czechia (38%).

QB1.2. How frequently do you..:-Eat fishery or aquaculture products at restaurants and/or elsewhere (canteens, bars, market stands etc.) (%)

n
7
n . =

7 7
[ | HEOEDOOD e e
ES Lu SE NL PT Y Fl MT IE DK FR BE IT EUZ27 Lv EE HR LT Sl EL BG AT DE SK PL [av3

RO HU

CoPSP-¢DUFOVVSSST 9vEws2owvwo

Septidct 2024

® This datacombinesthe answers “At least once a week” and “At least once a month
but less than once a week”.

® At least once a week = At least once a month but less than once a week = Several times a year but less than once a month ® Once a year or less often = Never ® Don't know
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c. Total c onsumption of FAPs

The map below combines the results from the previous two
guestions to show the proportion of respondents who eat
FAPs at least once a month either at home, at restaurants,
or at other food outlets, or in both places withcomparison
from March/April 2021.

In 19 EU Member Statesjore than halfof respondents say
they eat FAPsat least once a month . A considerable
majority of respondents indicate this answer in Spain (90%,
+5 pp.) Sweden (87%, +6pp.), and Finland (85%,pp.) At
the other end of the scalea minority eat FAPst least
once a month in Hungary (16%-7 pp), Romania (33%5
pp) and Austria (38%:8 pp.)

Moreover, the share of respondents who say they eat FAPs
at least monthly has increased in 13 EU Member States,
most significantlyin Cyprus (73%, +13 pp.). Meanwhile, a
decrease is seen in 12 EU Member States, most notably in
Czechia (40%,-32 pp.) which experienced the largest
decreaseNo change is seen in 2 EU Member States namely
Slovenia (62%) and Slovakia (43%).

The mapillustrates that respondents in Member States with
access to the sea are generally more likely to say they eat
FAPsat least once a month than those landlocked EU
Member StatesalthoughLuxembourgs an exception

QB1T. How frequently do you...at least once a month - Eat fishery or aquaculture

products at least once a month (%)

s [ o0 a5
st M 87 =6
=7 W 8 =9
@r M 8 ~s
SN [l 81 4y
ook [l 80 a2
Sw W 8o s
=g [ 78 al
& [ 6 ~vs
oL B 74 a2
sV [ 74 as
=y [ 73 al13
OFR B s -1
s B s ~10
(E P s ~i6
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W@ sl 62 =
@ rux7 61 w4
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2. Types of FAPs eaten in the
last 12 months

Compared to 2021, Europeans have increased
their consumption of frozen and tinned products
while reducing their intake of fresh (including
live ) products.

Respondents who saithey eat FAPs at least several
times a year were asked how frequently they have eaten
sevendifferent types of FAP®ver the last 12 months .

About one in three respondents consuritezen products
at least once a weeK28%), andover one thirdconsume
them at least once or twice a mont{85%, +1 pp.)However,
37% consume them less than once a month or neet

pp)

Similarly, about one in three respondents consutimned
products at least once a weeK28%), and 33% (£ pp.)
consume them at least once or twice a month. However,
39% consume them less than once a month or never.

Likewise, @out one in three respondents eatfresh
products (including live) at least once a week (27%38
pp.), while close to a quarter eat them once or twice a month
(24%). On the other hand, almost half (48%, +10 pp.)
consume them less than once a month or never.

Almost one in five respondents (18%) consunfi®zen
prepared or processed fish once a week, while nearly a
third (31%, +3 pp.) consume them once or twice a month.
On the other hand, half of the respondents (50%, pp.)
consume frozen prepared or processed fish less than once
a month or never.

5 This datacombines the result of respondentgho eat FAPs at home with those who
do so at restaurants and/or elsewhere

Almost a fifth of respondents (18%2 pp.) eatfrozen raw
fish once a week, whil®27% eat them once or twice a
month. On the other hand, more than half of the
respondents (54%, 4 pp.) eat frozen raw fish less than
once a month or never.

More than a tenth of respondents (15%1 pp.) eat
products that are smoked, salted, dried, or in brine

once a week. Nearly a third of respondents (29%, +1 pp.)
eat them once or twice a month. On the other hand, more
than half of the respondents (&%, +1 pp.) eat them less
than once a month or never.

Finally, 7% of respondents consunmseaweed or algae
products (dried or fresh) at least once a weekvhile 11%
consume them once or twice a month. Meanwhile, a
significant 81% consume them less than once a month or
never.
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QB4. How frequently have you eaten each of the following types of fishery and aquaculture products over the last 12 months?
(EU27) (%)

Frozen products

Sept/Dct 2024 28 35 31 4 [2

Marzpor 2021 [T [ 2]

Tinned products

septoct 202« [
erpr 2021 [ 2]

Fresh products, including live

Septioct 2024 27 24 36 5 7

Ep————— 5]

Frozen prepared or processed fish
Sept/Oct 2024 18 31 39 6 5
— =
Frozen raw fish

Sepl/lct 2024 18 27 40 6 ]

Maripor 2021 [T E

Products that are smoked, salted, dried or in brine

Septact 2024 15 29 44 H 6

varspr 2021 [ =
Seaweed or algae products (dried or fresh)

Septinct 2024 7 11 48 6 27

e Total 'At least once a week' »Once or twice a month « Less than once a month ®You have not eaten this product in the past 12 months (SPONTANEOUS)

« You have never eaten this product (SPONTANEQUS) e Don't know

SeptiQct 2024
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3. Frequency of buying FAPs

In 2024 , Europeans buy FAPs less frequently
compared to 2021.

When asked how frequently they buy FABIspost a quarter
of Europeangeportthey buy FAPst least once a week
(23%, -4 pp.) About a third of respondents buy these
productsat least once a month but less than once a
week (30%,-1 pp.)

Meanwhile, nearly one in five say that theuy FAPs
several times a year but less than once a month
(219%). On the other end, less than one in tearchaseFAPs
once a year or less often (8%, +2 pp.)

In comparison to the results from the last survey in 2021,
the share of respondents that eat FARS least once a
month’ has decreasedby 5 percentage points(53%)
Meanwhile, the share of those thatever buy FAPshas
increasel (18%, +4 pp.).

A national analysis reveals that most respondents say they
buy FAPs at least once a month in 18 EU Member States
with the highest share of respondents in Spain (84%),
Sweden (75%), and Denmark (73%$pain is also the
country where most respondentgurchase FAPs at least
weekly (54%), followed by Portugal (45%) and Luxembourg
(44%).

QBL.3. How frequently do you....-Buy fishery or aquaculture products (%)

1

-~ nlll
- ""

Sept/Dct 2024

" This datacombinesthe answers “At least once a week” and “At least once a month
but less than once a week”.

At least once a month but less than once a week 30 ~+1

Several times a year but less than ance amonth 21 =

SeptiOct 2024

QB1.3. How frequently do you....-Buy fishery or aquaculture products (EU27) (%)

At least once a week 23 w4

Once a year or less often & 2

Never 18 24

Don't know vl

®Sept/Oct 2024 e Mar/Apr 2021

At the other end of the scale, less than half of respondents
buy these productsat least once a month in nine EU
Member States with the lowest proportion in Hungary (9%)
followed by RomaniaZ4%), and Austriad7%).

Simultaneously, at least one fifth of respondents say they
never buy these products in nine member states with
Austria and Hungary (both 38%) having the highest share
of respondents that answered this followed by France,
Ireland and Malta (all 26%).

-E..- < 00000& .3‘.&@-:0‘

# At least once a week » At least once a month but less than once a week = Several times a year but less than once & month ® Once a year or less often « Never sDon't know
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Since 2021, theshare of respondents who reporbuying Meanwhile, Spain (84%, +6 pp.) and around three quarters
FAPs at least once a month has declined in 15 EU of respondents in five other member states buy these

Member States, with the most significant drop observed in ~ products at least once a month. On the other end of the

Czechia (37%,29 pp.). In contrast, Finland has recorded the ~ spectrum, Hungary has the least score of frequent buyers
largest increase, reaching 73% (+12 pp.). of FAPs among EU Member States just 10% ¢7 pp.)

QB1T. How frequently do you...at least once a month - Buy fishery or aquaculture
products at least once a month (%)

e M 84 =6

Sst Wl 75 =S

>0k l 73 4

=rn W 73 -12

SN [l 73 a8

Orr M 73 -8

Sw W 7z a3

=g @ 70 =

& [ 9 s

oL B 8 a3

sV [ &7 ap

= cr [ 66 a9

OfFR [ & 2

e W s ~i6

{) Bt 55 *15

@ ruzv 53 w5

o 53 ~1

| 1 52 al

W sl 52 =

ZHR 47 «15

W BG 41 a4 ‘ g
& e 41 ~1g 4
w 37 ¥29 i

@ SK 34 w3

- PL 33 w10 |72 - 100
o AT 27 -1l I 58 -71
{) rO 24 6

= Hu 10 w7

SeptfOct 2024
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4. Where people buy FAPs

Grocery stores, supermarkets, and hypermarkets
are the primary sources of fish and aquaculture
products for most Europeans.

Respondentg who buy FAPs several times a year were asked QB3.Where have you bought fishery ar aquaculture products during the last 12

where they have bought fishery products during the last 12
months.They were able to choose multiple responses from
a list of five elements.

Approximatelythree quarters of respondentsbuy fishery
productsat groceries, supermarkets, or hypermarkets
(74%,-5 pp.)aheadof any other placeof purchase

About two in five respondentsbuy these products at a
fishmonger, a fishmonger’s stall in a market hall, or
a specialist store (44%,+1 pp.)

Atleastapproximatelyonetenth of respondentsuyfishery
productsat a street market (14%,-1 pp.)or at the fish
harbour/fish auction, or from the fisher (9%,-1 pp.).

Online purchasing remains a very niche method of
purchasingFAPswith 2% buying fishery productson the
web.

Since 2021, the proportion of respondents mentioning each
of the five items has not changed or has changed very
slightly, with those buying at groceries, supermarkets or
hypermarketsshowing the largest decrease

months? (MULTIPLE ANSWERS POSSIBLE) (EU27) (%)

At the grocery store, supermarket, ar 74 ~5
hypermarket

At a fishmonger, a fishmonger's stall in a market 44 =1
hall or a specialist store

At a street market 14 ~1

At a fish farm or at the fish harbour/ fish auction 9 ~1
or from the fisher

Onlne 2 =

etiOct 2024 #5Sept/Oct 2024 e MarfApr 2021
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A national analysis highlights that among all the EU
MemberStates,24 of them have most of the respondents
buying FAPsfrom grocery stores, supermarkets, or

hypermarkets .

Amongthem, nearly all respondentsfrom Finland (96%)
mentiored these venuesas their primary sourcefor these
products marking the highest share of respondentswith
this responseamong other EU member states. NotaHy,
Sweden (94%) and Lithuania (92%) also registered a
considerable majority choosing grocery stores,
supermarketspr hypermarkets

Most respondentsfrom Malta (69%), Greece(65%), and

Italy (60%) mentionthat they buy these productsfrom a

fishmonger, a fishmonger’s stall in a market hall or a

specialist store more than grocerystores,supermarkets,
or hypermarketsand comparedto other memberstates.

None of the other three items is placedin first position
amongthe placeswhererespondentshave boughtfishery
and aquacultureproductsduringthe last 12 months.

At least one fifth of respondentssay they buy fishery
productsat a street market in five member states, with
Greece(43%), the Netherlands(40%) and Bulgaria (26%)
havingthe largestshareof respondents.

Respondents in Austria, Cyprus, and Slovenia (all at 21%)
are most likely to say they buy fishery products atfsh
harbour/fish auction or from the fisher

Finally, respondents in Denmark (8%) are the most likely to
answer that they buy these productmline as compared to
other member states

QB3. Where have you bought fishery or aquaculture products during the last 12 months? (MULTIPLE ANSWERS POSSIBLE) (%)
EU27 AT BE BG CY CZ DE DK EE EL ES FI FR HR HU IE IT LT LU LV MT NL PL PT RO SE SI SK

(I R Lol =y DI ] ==y =1 1 JL R4~ 1

At the grocery store, supermarket, or hypermarket

At a fishmonger, a fishmonger's stall in a market hall or a specialist
store

At a street market
At a fish farm or at the fish harbourf fish auction or from the fisher

Online

2nd Most Frequently Mentioned Item
3rd Most Frequently Mentioned Item

SeptiOct 2024

74
44

14
9
2

83 77 74 74 85 83 85 85 43 74 96 79 68 75 /7 539 92 88 83 48 70 64 83 69 94 72 91
23 39 49 27 27 34 44 38 65 55 23 38 53 43 38 60 38 29 43 69 56 44 37 38 42 32 17

152126 1 6 12131543 4 1317 14121115 4 8 11 21 40 9 17 12 5 7 2
21 8 1421 89 12111627 3 7 61512 7 8 7 1 6 8 8 7 5 18 9 21 17
4 113 318301112 2122211541130 2
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This second chapter examines the preferences of
respondents regarding FAPs. It investigates the most
important aspects respondents consider when buying FAPs,
their preferences regardingild-caughtor farmed products,
and their reasons for not eating FAPs

1. Most important  aspects
when buying FAPs
When purchasing fish or aquaculture products,

cost and appearance are the most important
aspects for most Europeans .

Respondentswere asked which aspects are the most 0B8. When you buy fishery and aquaculture products, which of the following
important for them in buying FAPs aspects are the most important for you? (MAX. 3 ANSWERS) (EU27) {%)
More thanhalf of respondents mention the cost of the The cost of the procuct 55 +1. [
prOdUCt as thelr top ConSIderatlonS When buylﬁgpq55%l The product's appearance (e.g. ﬁeshm_e;s‘ 52 -6 _
+1 pp.) Thiswas mentioned the mostrequertly compared presensation!
The origin of the product 46 «3 _

to other factors.

How easy and quick it is to prepare 25 a1 -
In 2021, the product's appearance (e.g. freshness, _
presentation)used to be the factor mentioned the most The brand o uatty ibets (e.76, 7001 23 - [
compared to cost when deciding one’s purchase of fish and The environmental, social or ethicatimpact 17 ~1 [

aquaculture products.However, n 2024 this share
decreased by6 percentage pointsbut remainsthe second
most important consideration for purchasingAPY52%).

The third most mentionedspect isthe origin of the product
selectedby nearly half of the respondents (46%3 pp.).

One quarter of respondentselectthe ease and time of
preparation as most important factor (25%, +pp), while
close to one quarter mentiothe brand or quality labels
(e.g. PGI, PD@3%,-3 pp.).

Theenvironmental, social, or ethical impact appears to
be consumersleast considered factorwhen purchasing
FAPs, with less than one in five choosing this option (17%,

+1 pp.)

®5Sept/Oct 2024 @ Mar/Apr 2021
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A national analysis highlightsthat of all the EUMember
States,in 15 of them at least 50% of the respondentssay
that the cost of the product is the mostimportantaspect
to considerin buyingFAPsPortugalleadsthe rankingwith
70% of respondentamentioningthis aspect

Meanwhile,in 12 EU Member States, the majority of
respondentsprioritize the appearance of the product
whenpurchasing=APsLithuaniastandsout with the highest
share,where 76% of respondentschooseappearanceas
their primary consideration

Overall, most respondentsmention cost (55%) and its
appearance (52%) more frequently than other factors
whenbuyingFAPS.

In Germanyhowever,51% of respondentsemphasizethe
origin of the product asthe keyconsiderationsurpassing
otheraspects

Onlyin Estonia(28%),Lithuania(26%),and Malta (40%)the
preparation time ranksthird in importancewhen buying
FAPs.

Meanwhilepnly in Austria(41%) and Sweden(46%)where
the brand or quality labels ranked third among the
aspectsmostimportantin buyingFAPSs.

In Austria (41%) and Sweden(46%), brand or quality
labels come in third place as the most important
considerations

Lastly, in the Netherlands (33%), the environmental,
social, or ethical impact is the third most important
considerationvhenbuyingFAPs

QB8. When you buy fishery and aquaculture products, which of the following aspects are the most important for you? (MAX. 3 ANSWERS) (%)

EU27 AT
®

55
52

49 54 62 58 59 49
51 48 55 63 54 40

The cost of the product

The product's appearance {e.q. freshness,
presentation)

The origin of the product

How easy and quick it is to prepare
The brand or quality labels {e.g. PGI, PDO) 23
The environmental, social or ethical impact 17

You don't pay attention to the label of fishery and 0 0 1
aquaculture products {SPONTANEQUS)

45
25

40 32 36 44 34 51
29 28 23 20 32 27
41 23 17 25 12 39
3016 § 10 5 19

2nd Most Frequenitly Mentioned Itern
3rd Most Frequently Mentianed ltem

SepuOct 2024

BE BG CY CZ DE DK EE EL ES FI FR HR HU IE IT LT LU LV MT
sl e®SA&ETHOIT V0TS

6l 66
56 67

35 28
33 28
27 10
24 6

C000O01O0CO0O0O0O0CO0OO0CO0OO0OO0OCO0OO0OC0CO0 1

NL PL PT RO SE SI SK
=T ¥ | BT X"

67 60 58 57 50 46 65 41 BS 52 47 53 70 46 52 42 62
47 57 48 53 42 54 76 55 62 63 55 46 69 51 39 54 63

70 61
73 57

57 45
21 22
22 11
10 12

56 59 41 39 41 45 26 47 35 36 33 31 45
32 24 25 28 28 29 26 18 24 40 28 23 17
12 21 17 25 26 24 13 30 10 22 27 15 20
18 18 14 14 17 15 6 27 6 12 33 13 10

36 47 51 50
22 22 21 24
20 46 17 15
11 43 16 9
0 0 0 0
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2. Preferences regarding  wild -
caught or farmed products

About four inten respondents prefer wild -caught
products while three in ten are indifferent at how
the product is sourced.

Respondents who buy FAPs at least several times a year
during the last 12 monthswvere asked whether they prefer
wild-caughtor farmed products.

About four in tenrespondentgrefer buyingwild products
(36%, +4 pp.)In contrastclose toone in ten preferfarmed
products (8%, +1 pp.)

However, about a third of respondents (31%, +1 pp.) have
no preference . Meanwhilefor overone in ten respondents

it depends on the type of product they are buyirg (11%,

-5 pp.)

Notably,more than one in ten respondents state thelp

not know whether the products they buy are wild or
farmed (13%,-2 pp.).

Since 2021, the preference for widaught products has
grown by 4 percentage points (36%), which is a greater
increase compared to the 1 percentage point rise for farmed
products (11%)While cepending on the type of produdhe
preference for wildor farmed FAPshas decreased (11%5

pp.)

QB7. Fishery and aguaculture products can be wild or farmed. Would you say
that... (EUZ7) (%)

You prefer wild products 36 a4

You have no preference 31 a1

Yau do not know if the praducts you buy ar eat are 13 ~2
wild or famed

It depends on the type of product 31 5

You prefer farmed products 8 a1

Don'tknow 1 a1

#Sept/Oct 2024 @ Mar/Apr 2021

Septidct 2024

A national analysis highlights thatin 17 Member States,
most respondents prefer wild -caught products . This
opinion is widely heldn Malta (65%) Greece (63%)and
Cyprus (52%) having the three highest shares of

respondentgreferringwild products.

Mearwhile the remaining Member States have no
preference whether the product isild-caughtor farmed
with Estonia having the highegvel of agreemenwith this
statement @0%).

QB7. Fishery and aquaculture products can be wild or farmed. Would you say that... (%)
EU27 AT BE BG CY CZ DE DK EE EL ES FIl FR HR HU IE IT LT LU LV MT NL PL PT RO SE S SK
. 'Y p - _ - r Y LY
®TlUwcw@aEc+(ZT0eTS PIoewd0Cwe
You prefer wild preducts 36 25 25 19 52 26 31 39 34 63 43 42 47 29 31 50 35 31 39 40 65 31 24 33 20 41 42 32
You have no preference 31 31 38 37 24 28 33 36 40 24 33 28 28 27 25 29 23 37 30 22 18 31 39 39 34 21 31 29
You do not know if the products youbuyor 13 25 18 23 9 22 1010 10 3 11 11 121817 6 11 15 8 11 3 1414 8 29 13 9 21

eat are wild or farmed

It depends on the type of product 11 1012137 1414 9 11 6 6 153 7 13 8 5 209 1415 4 13108 8 22 8 10
You prefer farmed products 8 8 7 6 7 8104 3 4 6 4 61318 9 107 8 1010101211 9 2 10 7
Don't know 1 1021222 2012900111112011101001

2nd Most Frequently Mentioned Iltem
3rd Most Frequently Mentioned Itern

Sept/Oct 2024
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3. Reasons for not eating FAPs

The taste, smell, and appearance of FAPs remain
to be the top reason for the avoidance of these
products by Europeans.

Respondents wheeported that they danot eat or buy FAPs
were askedvhat their main reasons aréor never or almost
neverhaving consumed~APs during the last 12 months.

About two in five respondents mentiothe taste, the
smell, or the appearance of FAPsas the reason why they
never or almost neveconsumethese products(41%, +1
pp.)

The perception of FAPs ato expensive is the second
most commonly chosemeason with approximately a third
of respondents mentioimg this factor in their responses
(26%, +2 pp.)

Slightly more than one in five respondents mention that
their unfamiliarity with the products constitutes the main
barrier to their FAPs consumption (2194, pp.)

Close to one in ten mention thehmealth concerns (e.g.
allergies or contamination by metalsas their primary
reason for avoiding FAP$%, -2 pp.) while a similar
proportionselect fish deterioration time (8%.1 pp.)

Notably, the share of respondents wherefer not to eat
FAPs because they haveenvironmental concerns
decreased to less than one in ten (798, pp.). This shift saw
the largest change compared to all the other answers
provided A similar proportion applies to those whiodicae
that FAPs ardifficult to prepare or eat  (7%,-2 pp.).

Finally, a fewrespondentsnentionthe scarce availability
of FAPs in their areaas the main obstacle to their
consumption(5%).

QB2. Which of the following are the main reasons why you never or almost
never eat fishery or aquaculture products? (MULTIPLE ANSWERS POSSIBLE)
(EU27) (%)
You do not like the taste, the smell, or the 41
appearance of these products
They are too expensive 26 ~2

»
-

You are not used to these products 21 ~1
You are vegetarian or vegan 17 &2

Because of health concerns {for example allergies 9 +2
or contamination by metals)

Fish deteriorate quickly 8 ~1

You have environmental concerns and think it is 7 -
better not to eat these products

>

They are too difficult to prepare or eat (for 7 -2
example removing bones or shell)
There is no or very little availability in yourarea 5 =
Other (SPONTANEOUS) 1 ~+1

None (SPONTANEOUS)

[N
[l

# Sept/Oct 2024 & Mar/Apr 2021
SeptiCct 2024
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A national analysis highlightsthat in 23 MemberStates
most of the respondentssay that they do not like the
taste, the smell, or the appearance asthe mainreason
why they avoid FAPsThis opinionis widely held in Malta
(83%), followed by Greece(70%) and Slovenia(56%).

Mearwhile, most respondentsin Poland (35%), Romania
(33%) and Portugal (29%) say that the reasonwhy they
avoid eating FAPs is because they consider it too

expensive.

Some of the outliersncludeSweden(53%)whose majority
mention avegetarian or vegan lifestyle as the reason for
avoiding these product®hileCroatia (55%}s the only one
whose top reasonis that they are not used to these
products.

Lastly,health concerns is the most frequently mentioned
reason for avoiding these types of productis Finland
(37%).

QB2. Which of the following are the main reasons why you never or almost never eat fishery or aguaculture products? (MULTIPLE ANSWERS POSSIBLE) (%)
EUZ7 AT BE BG CY CZ DE DK EE EL ES F FR HR HU IE T LT LU LV MT ML PL PT RO SE 5l SK

@SV B SAETHUITITVVOTS IS0 CwY

You do not like the taste, the smell, or the appearance of these products 41 44 41 43 52 49 38 48 45 70 51 30 48 49 55 52 34 55 36 46 83 45 35 24 27 25 56 46
They are too expensive 26 21 23 35 18 38 21 24 25 16 19 16 30 31 34 10 26 27 8 33 8 1035 20 35 3 5 28
You are not used to these products 21 16 25 36 36 38 16 11 23 11 21 20 26 55 30 12 15 37 10 32 41 14 22 23 26 3 40 23
You are vegetarian or vegan 17 2515 6 10 9 26 26 19 9 1536 8 5 4 18 25 936 7 5 36 6 17 6 53 4 7
Because of health concems (for example allergies or contamination by metals) 9 131115 2 8 8 1014 131237 8 8 8 8 10101010 6 9 5 6 1522 5 13
Fish deteriorate quickly 8 14151120 7 8 3158 5 3 4 9126 5114141 311 3 12 0 6 9
They are tco difficult to prepare or eat (for example removing bones or shell) 7 1214 7 4 14 4 6 1017 0 2 13 8 106 4 6 411 4 4 5 2 11 2 16 15
You have environmental concerns and think it is better not to eat theseproducts. 7 10 5 6 2 2 7 9 4 7 5 8 3 2 5 7 3 2 2 4 5198 3 11 22 3 4
There is no or very little availability in your area 5 37 6 06 42 7 4012 68352 46 2 17 4151 410

2nd Most Frequently Mentioned Item
3rd Most Frequently Mentioned |tem

Sept/Oct 2024
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4. Purchasing behaviour
regarding fish or shellfish
products

The majority of respondents have noticed an
increase in the price of fish or shellfish products,
and more than half are willing to pay more for
fish or shellfish that are farmed or sourced
sustainably.

Morethan three quartersrespondentsagree?® that the price
of fish or shellfish productshas increasedrecently (78%).

Notably,about two in five respondentsstrongly agreewith

this perception(36%), while nearly onein five respondents
disagree® (18%).

A majority of respondentsagree that they would be willing
to pay more for fish and productsif they were sure they
were farmed in a sustainableway (54%), while those who
disagreeare aroundtwo in five (43%).

Half of the respondents say they can easily find
affordable sources for these products (50%), whereas
47% disagree with this statement.

Nearly half say they tend to replace these products by
meat or other proteins when the price of fish and
shellfish productsincrease(49%). Howeverthe other 49%
disagreewith this statement indicatingan evendivisionof
opinion

Mostrespondenty55%) disagree that they haverecently
decreasedheir consumptiorof fish andshellfish,while four
in five (43%) agree that their consumptionhas declinedin
recenttimes.

Three in ten respondentsstate that they do not pay
attention to the price when they buy fish or shellfish
products(30%). Howeveralmostsevenin ten disagreewith
this statement(69%).

Each of these statements will be considered in more detail

in the following sections.

QB13. To what extent do you agree or disagree with each of the following statements regarding fish or shellfish products

(EUZ27} (%)

You have noticed an increase in the price of fish or shellfish products recently

You would be willing to pay more for fish or shellfish products if you were sure they were fished or farmed in a sustainable way

You can easily find fish or shellfish products that are affordable

You tend to replace fish and shellfish by meat or other proteins when prices increase

Your consumption of fish or shellfish products has recently decreased

You don't pay attention to price when buying fish or shellfish products

I

17

-
N N

8

29

[

e Totally agree » Tend to agree © Tend to disagree @ Totally disagree @ Don't know

8 This data combines the responsébtally agre¢ and'Tend to agreé.

° This data combines the responsébtally disagree' and "Tend todisagree'.
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This third chapter examines perception of respondents on
the relevance of mandatory information and their interest
in voluntary informationAccording to the Common Market
Organisation Regulation for fishery and aquaculture
products (the‘'CMO” Regulation), specific information must
accompany fresh, froag smoked, salted, dried products or
products in brineSuch information includethe name and
species of the producthe method of production (fishery or
aquaculture) the catch or production argaand the fishing
gear used to catch the fishMoreover,products can bear
voluntary information, such as date of catch and port of
landing of FAPs

1. Relevance of

information

mandatory

a. Information on labels of fresh, frozen,
smoked, and dried products

The expiration date, the name  of the product and
the species are the most important information
that buyers want to see mentioned on the label of
fresh, frozen, smoked, and dried products.

Respondents who had previously reported that they eat
and/or buy FAPs at least several times a year were askec
what information they think should be mentioned on the
label of fresh, frozen, smoked and dried fishery products.
They were able to choose multgpanswers from a list of
seven.

Consistentto March/April 2021 results, most respondents
identify the 'use by' or 'best before' date as the key
information to be included on the labels of fresh, frozen,
smoked, and dried fishery product63%,-6 pp.).

The second most commonlghosen information is the
name and species of the product , selecta by half of the
respondentg50%,-7 pp.)

Nearly half of respondentdend to prioritiseknowinghow
the product was sourcechamelywild -caught or farmed ,
through the labels they see upon purchasifrgsh, frozen,
smoked and dried fishery produc(d8%,-5 pp.).

More than four in fivesay that the area of catch or
production should be mentioned on the label of fresh,
frozen, smoked and dried FAR45%, -4 pp.) While a
proportion identifies whether the product was
previously frozen as key information(44%,-5 pp.).

More than a quarter ofEwopeanswould want to know
about the environmental impact of buying/consuming
fresh, frozen, smoked and driegroduct (26%, -5 pp.)
directly from the product labels

QB9. Which of the following information do you think should be mentioned on
the label of fresh, frozen, smoked and dried fishery products? (MULTIPLE
ANSWERS POSSIBLE) (EU27) (%)

The “use by" or “best before” date 63 6

The name of the preduct and the species 5p =7

Whether it is & wild or farmed product 48 +5

The area of catch or productiocn 45 -4

‘Whether the product was previously frozen 44 -5

The environmental impact 26 -5

The fishing gear (eg. longlines, trawls} used to 21 3
catch the product

None (SPONTANEOUS) 1 a1

Dontknow 1 =

e Sept/Oct 2024 e Mar/Apr 2021

Septioct 2024

Finally, more thantwo in ten respondents (21%;3 pp.)
selectthe fishing gear (e.g., longlines, trawls) used to catch
the productas information that should be mentionedn
fresh, frozen, smoked and dried produabels
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A national analysis highlights that at least 46% of
respondentsn all 27 EUMember Statessay that the “use
by” or “best before” date should be mentioned on the
label of fresh, frozen, smoked, and dried fishery products.
The highest level are reported in Finlang89%), Sweden
(85%), and Denmark (81%)On the opposite end Italy
(46%), Poland (48%) and Romania(55%) registered the
lowest scores.

Only in France (63%) and Italy (49%nost respondents
prioritize the inclusion of information orwhether the
product is wild -caught or farmed on the label

QB9. Which of the following information do you think should be mentioned on the label of fresh, frozen, smoked and dried fishery products?
(MULTIPLE ANSWERS POSSIBLE) (%)

EU27 AT BE BG CY CZ DE DK EE EL ES FI FR HR HU IE IT LT LU LV MT NL PL PT RO SE 5SI SK

=111 N Lkt of ] =t LN ] =iy =X"1- X1 E-1- 1

The “use by or “best before” date 63 67 64 70 74 72 70 B1 76 75 62 89 5B 63 64 64 46 79 63 76 68 77 48 72 55 85 68 74
The name of the product and the species 50 59 47 50 52 61 56 58 53 55 45 71 57 36 51 45 38 51 51 51 60 63 37 43 34 67 49 65
Whether it is a wild or farmed product 48 48 38 23 53 36 50 58 35 68 41 61 63 34 36 49 49 40 58 41 67 60 25 35 29 82 51 42
The area of catch or production 45 45 34 30 44 43 50 45 36 62 40 63 52 36 36 41 44 39 47 37 42 44 34 40 30 72 52 45
Whether the product was previously frozen 44 38 44 37 48 41 35 49 35 48 48 61 52 45 32 36 45 35 51 43 47 42 36 53 32 61 45 37
The environmental impact 26 30 24 10 21 15 26 34 12 20 25 32 35 14 20 26 21 10 42 12 27 41 15 17 10 63 19 16

The fishing gear (e.g. longlines, trawls) used 21 34 12 10 20 17 25 24 5 22 23 2321 101918 19 1031 9 19 19 17 11 12 4C 11 8
to catch the product

Don't know 1102019021011 100111 110111001290

2nd Most Frequently Mentioned Item
3rd Most Frequently Mentioned Item

Sept/Oct 2024
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b. Information that should be on tinned
or prepared products

Majority of respondents want to see the species
contained in these tinned or prepared products when
purchasing, ahead of any other information

The most commonlyhoseninformation that respondents
want to seeon the label of tinned or prepared products
the species that the product contains , selected by early
six in ten respondent§58%,-8 pp.)

Whereas half of respondents mention the way these
products are sourced, whethevild -caught or farmed as
important information to includeon the label of tinned or
prepared product$50%,-4 pp.)

About half of respondents mention thahe area of catch
or production would bean important inclusion on the label
of tinned or prepared product&7%,-5 pp.)

More thantwo in five respondents mention that there is a
need to include information orwhere the plant that
processed the product is located (42%,-4 pp.)

Almostthree in tenrespondents (29%8 pp.) mention that
information about the environmental impact of the
product should be included on the label ofinned or
prepared FAPs

Finally,almost one quarterstate the fishing gear (e.g.,
longlines, trawls) used to catch the product should be
included on the label of these producf®3%,-2 pp.)

Since 2021, all items have seen a decline of more than one
percentage point, with "species the product contains" and
"environmental impact" dropping by 8 percentage points.
The only categories that showed an increase of 1
percentage point were "those whadot pay attention to
labels" and "none."

0QB10. Which of the following information do you think should be mentioned on
the label of tinned or prepared products? (MULTIPLE ANSWERS POSSIBLE) (EU27)

(%)

The species that the product contains
Whether the product used is wild ar farmed
The area of catch or production

Where the plant that processed the product is
located

The enviranrmental impact

The fishing gear (e.q. langlines, trawls) used to
catch the product

You don't pay attentian to the label of fishery and
aquaculture products (SPONTANEOUS)

None (SPONTANEQUS)

Don't know

58 ~8

50 ¥4

47 ~5

42 ~4

29 ~8

23 ~2

1 a1l

2‘1f

2 =

® Sept/Oct 2024 » Mar/Apr 2021

Septiet 2024
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A national analysis revealsthat, in 23 EUMemberStates,
the species that the product contains is most likely to
be citedasinformationthat shouldbe onthe label of tinned

or prepared products. This respase isthe most frequent
in Finland (79%) and in 2 other EU Member Stateét the
other end of the scale,fewer than half of respondentscite
this item in three member states, with Romania (40%)
havingthe least shareof respondents

The area of catch or production topsthe rankingin three
EUMember States namely Sweden(82%), Greece(67%),
and Croatia(47%).

In Romania, thelocation of the processing plant is
frequently cited as an important information to include on
product labels (40%)Meanwhilemost respondentsn Italy
consider it important to knowwvhether the product is
wild -caught or farmed (53%).

QB10. Which of the following infermation do you think should be mentioned on the label of tinned er prepared products? (MULTIPLE
ANSWERS POSSIBLE) (%)

EU27 AT BE BG CY CZ DE DK EE EL ES FIl FR HR HU IE IT LT LU LV MT NL PL PT RO SE SI SK

® 0w w®BARECH+HOT TS IO

The spedies that the product contains 58 B3 53 52 B0 59 62 73 63 62 57 79 64 46 59 51 50 64 62 63 67 71 44 49 40 81 €0 68
Whether the product used is wild or farmed 50 50 41 32 51 40 52 54 37 66 43 56 59 46 41 50 53 40 51 42 62 61 30 42 39 78 51 50
The area of catch or production 47 45 38 38 42 50 48 45 42 67 44 65 49 47 50 44 49 42 49 40 47 48 37 42 31 82 54 48
Where the plant that processed the product 42 40 32 40 37 46 47 41 30 44 32 54 S0 40 42 39 38 32 37 46 43 39 37 31 40 59 39 46
is located

The environmental impact 29 36 32 12 25 16 29 41 13 28 27 36 39 1S 22 34 24 12 47 13 32 46 21 21 15 64 26 17

The fishing gear (e.g. longlines, trawls) used 23 38 14 13 29 19 29 26 5 32 22 23 23 14 21 20 22 9 31 9 22 21 19 12 16 37 13 11
to catch the product

Don't know 2 2142 212 2122 220212131222 1011

2nd Most Frequently Mentioned Item
3rd Most Frequently Mentioned Item

SeptfOct 2024
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c. Information on the origin of fishery
products

About two in five respondents would want to
know the sea or ocean where the fishery product
was sourced.

When it comes to the origin dishery products, bout two
in five respondentsstate that the sea or ocean where the
fish was caughtrepresents the information that interest
them the most (39%)

The second mostommonly chosen informatiowoncerns
whether the fish is of EU or non -EU origin, indicating
that the sourceof the product isof key importanceto one
in five respondents (21%).

At least one in five respondentespectivelywant to know
the country of the last processing stage of the fish (15%)
and the country where the fish was landed (13%).

A handfulof respondentsvouldwant to knowaboutthe flag
of the vessel that caught the fisi{4%).

Finally, one inwenty respondents (5%) mention that they
are not interested in the origin of fishery products

A national analysis revealsthat, in 24 EUMemberStates,
the sea or ocean where the fish was caught is most
likely to be cited as information on the origin of fishery
productsthat interestsrespondentghe most. This response
is the most frequent in Sweden (60%/0reece (54%)and
Slovenia (45%)

QB14. Regarding the origin of fishery products, what information interests you
the most? (EU27) (%)

The distinction between EU or non-EU arigin - 21

The sea, the ocean where the fish was caught 39 _
The country of the last processing stage 15 _
The country where the fish was landed 13 _
The flag of the vessel (country) 4 -
None (sPonTanEous) 5 [l

Other (SPONTANECUS) 1 I

Don't know 2 I

Septilet 2024

The distinction between EU or non-EU origin area of
catch or production topsthe rankingin three EUMember
Statesnamely Finland(37%), Denmark(32%),and Cyprus
(31%).

The country of the last processing stage ranked third
most frequently mentioned item iri4 EU Member States
Whereaghe country where the fish was landed ranked
second idreland (22%) and third in 9 other Member States.

QB14. Regarding the origin of fishery products, what information interests you the most? (%)
EU27 AT BE BG CY CZ DE DK EE EL ES FI FR HR HU IE IT LT LU LV MT NL PL PT RO SE S SK
. 'Y . - -_ _ _— =
sl o@GAaEg&UITTUNeTS ISl Y
The sea, the ocean where the fish was caught 38 40 37 42 22 34 44 25 37 54 39 36 41 35 39 31 39 32 43 32 38 44 25 35 29 60 45 36
The distinction between EU or non-EU origin 21 22 29 17 31 17 1S 32 14 15 18 37 23 21 20 20 22 25 34 23 18 26 20 17 20 14 25 21
The country of the last processing stage 15 12 13 19 21 27 14 13 15 12 14 15 13 28 23 15 14 15 7 20 19 11 22 24 26 8 16 20
The country where the fish was landed 13 1311 7 9 101411 6 1213 4 153 8 8 2214 5 10 5 13 9 201417 9 8 14

The flag of the vessel (country)

2nd Most Frequently Mentioned Iterm
3rd Most Frequently Mentioned Item

SeptiOct 2024

4 4 2 25 3 2 7 2 43 46 45563436 3 42 3 312
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d. Information on the
aquaculture products

origin  of

A larger share of respondents wants to know
the country the aquaculture products were
sourced from more than the country they
were processed in

When it comes to the origin of aquaculture productkghtly
more than wo in five respondentstate that their primary
interest isthe country where the product is farmed
most of its life  (41%)

Meanwhile, close to a third of respondents say that knowing
the country where it was processasd the informationthat
interests them the most(28%).

Nearly one quarteof respondents say that they armostly
interestedin the distinction between EU or neBU origin
(24%).

Finally, me intwenty respondents (5%) say that they are
not interested in any of the information.

A national analysis revealsthat, in 22 EUMemberStates,
the country where the product is farmed most of its

life is the cited as most interestinginformation regarding
the origin of aquacultureproducts Thisitem is mentioned
frequenty in Sweden(58%), followed byGreece (50%) and
France (48%)

QB15. Regarding the origin of aquaculture products, what information interests
you the mast? (EU27) (%)

The country where the animal was farmed most of 41 _

its life

The country where the product was processed 28 _
The distinction between EU or non-EU arigin 24 _

None (sPONTANEOUS) 5 [l

Don't know 2 I

Thecountry where the product was processed tops the
ranking in two EU Member States namely Romania (39%)
and Portugal (38%andis the second most mentioned item
in 18 Member States.

Whilet he distinction between EUor non-EUorigin tops
the ranking in three EU Member States namely Cyprus
(38%), Denmark(34%) and Lithuania(32%) and is cited as
second most important information by 7 other Member
States.

QB15. Regarding the origin of aquaculture preducts, what information interests you the most? (%)
EU27 AT BE BG CY CZ DE DK EE EL ES FI FR HR HU IE IT LT LU LV MT NL PL PT RO SE S| SK

@S- v A+ IV IS0

The country where the animal was farmed
most of its life

41 46 38 35 26 38 44 34 30 50 37 34 48 38 41 36 37 24 42 36 44 43 35 30 38 58 43 43

The country where the product was processed 28 23 23 28 25 36 26 19 24 24 33 31 21 32 36 30 31 24 16 27 28 20 32 38 39 16 25 32

The distinction between EU or non-EU origin

2nd Most Frequently Mentioned ltem
3rd Most Frequently Mentioned Item

Sept/Oct 2024

24 23 31 24 38 18 21 34 17 22 18 28 27 23 20 28 27 32 38 25 24 30 25 18 20 19 28 19
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2. Interest in

information

voluntary

Majority of respondents want to see the date of
catch or production on the label of all FAPs.

Respondents who eat and/or buy FAPs at least several times
a year were asked what information they think should be
mentioned on the labelof all fishery and aquaculture
products They were able to choose multiple answers from
a list of sevenitems.

A majority of respondentanentionthat they think the date

of catch or production shouldbe includedon the label of

all FAPs(69%, -7 pp.) This matches the respondents’
general tendencyof prioritising the “use before” or “best

before” information when purchasng fish and aquaculture
products as analysedin the previoussection

More than one third of respondents identify the
environmental information as a key aspectthat should
be mentionedon the labd of all FAPY36%,-8 pp.)

Slightly more than a third of respondentssay that the key
informationthat shouldbe includedon the label of all FAPs
is the country where the ship that caught the product
is registered (34%,+1 pp.)

Whilealmostthreein tentendto prioritisethe information
on the fisher or fish farmer (29%,-4 pp.) and slightly
more than one quarter identifies the port in which the
product was landed (26%) as key information to be
includedon all FAPdabels

Lessthan onequartersay that they wouldwant to readthe
ethical information  (23%, -3 pp.) and social
information (17%,-3 pp.)onthe label of FAPs

QB11. Which of the following de you think should be mentioned cn the label for
all fishery and aquaculture products? (MULTIPLE ANSWERS POSSIBLE) (EU27)
{%)

The date of catch or production 89 +7

Environmental information 8
The country where the ship that caught the
product is registered

Infarmation en the fisher or fish farmer

The port in which the product was landed

Ethical information

Social information

You don't pay attention to the label of fishery and 1

aquaculture products (SPONTANEOUS)
None (SPONTANEQUS) 1 =

Dot know 2 =

®Sept/Oct 2024 e MarfApr 2021

Septioct 2024

A national analysis revealsthat, in all EUMemberStates,

the date of catch or production is the most cited
information that should be mentioned on the label for all
FAPsThe highest country score is reporteéad Finland(88%),
followed by Greece (84%), Sweden and Slovenia (both 81%)

The necessityto include environmental information on
the labels of FAPsretains secondaryimportancein 13
Member States with Sweden leading the share (70%).
Whereasthe country where the ship that caught the
product is registered represents the second most
important information in 12 Member States, witRinland
registeringthe highest score (46%)

QB11. Which of the following do you think should be mentioned on the label for all fishery and aquaculture products? {MULTIPLE ANSWERS

POSSIBLE) (%)
EU27 AT BE BG CY CZ DE DK EE EL ES FI FR HR HU IE IT LT LU LV MT NL PL PT RO SE SI SK
® T RAETHOZTT V0TS IS0 0w
The date of catch or production 69 66 63 65 76 76 69 79 72 84 70 88 71 71 65 67 65 71 70 72 69 74 58 76 58 81 81 77
Environmental information 36 43 36 19 34 15 38 47 14 38 29 42 46 30 33 36 36 19 52 19 41 56 21 24 22 70 35 22
The country where the ship that caught the 34 34 23 258 35 30 37 31 18 49 27 22 46 27 36 43 36 23 39 21 34 24 30 31 22 45 30 39
product is registered
Information on the fisher or fish farmer 29 42 26 20 26 22 37 26 33 38 18 46 32 40 34 36 34 24 30 39 26 28 23 23 15 32 23 26
The port in which the product was landed 26 32 26 19 27 25 30 21 16 36 24 16 33 19 27 35 26 11 28 12 30 25 18 16 22 29 21 32
Ethical information 23 28 24 20 27 18 24 25 12 27 19 34 29 16 13 26 21 16 39 13 32 28 19 12 15 44 16 16
Social information 17 21 1416 22 14 20 9 8 21 14 8 18 151518 18 13 26 9 16 1518 15 16 21 10 11
Don't know 2 22313143 13 2 2 21222141223 1¢011

2nd Mast Frequently Mentioned Item
3rd Most Frequently Mentioned Item

Sept/Oct 2024
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This fourth chapterexplores consumer habits regarding
seaweed and algae. Particularly, it looks into the frequency
of eating seaweed or algae products in the last 12 months
the types of seaweed or algae products consumed by

respondentsthe reasons forhaving consumeseaweed or
algae products in the last 12 monthsnd the reasons for

not having consumedeaweed or algae products in the last

12 months.

1. Frequency of eating seaweed
or algae product s in the last
12 months

Most respondents consume seaweed or algae
products no more than twice a month, while
approximately three in ten never consume them at

all

The majority of respondentsconsumeseaweedor algae
productsoccasionallyNearly half consumethese products
less than once a month (48%), while aroundonetenth do
so once or twice a month (11%). Onthe other end a
minority eats them several times a week (2%).

Onthe other hand,a significantportion of the respondents
rarely or never includeseaweedor algae productsin their

diet. In fact, 6% have not eaten them in the past year,

andmorethanonequarterreportnever having consumed

them at all (27%).

A national analysis shows that, inf EU Member Statesit
least a tenth of respondents report that they eateaweed
or algae products (dried or fresh) at least once a week.

The highest proportion of respondents is reported in Malta

and Poland Hoth 15%) followed by Austria, Italy,
Luxembourgall 11%).

QB4.7. How frequently have you eaten each of the following types of fishery and
aguaculture products over the last 12 months?:-Seaweed or algae products
{dried or fresh) (EU27) (%)

Once or twice a month 11 -

Once aweek 5
Several times aweek 2 I

You have not eaten this product in the past 12 g -
months (SPONTANEOUS)

You have never eaten this praduct 27 _
(SPONTANEQUS)

Don't know 1 I

@ Sept/Oct 2024
Septioct 2024

At the other end of the scale, aneagre proportion is
reported in Greece (1%), Sweden and Finlahdtlf 2%)
followed byGermany and Slovenia (4%)

In all EU Member States, at lea85% of respondents report
that they eat seaweed or algae products (dried or
fresh) less than once a week or nevé80%) with Greece
and Sweden (both 98%)egisteringthe highest proportion
of respondentsfollowed by Finland (96%) and Slovenia
(95%).

QB4.7. How frequently have you eaten each of the following types of fishery and aquaculture products over the last 12 months?:-Seaweed or algae

products (dried or fresh) (%)

1 1
88
1
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100

1
- 85
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Q
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SeptiOct 2024 «Total 'At least once a week' e Total "Less than ance a week or Never' e Don't know

1 4 1 2 2 4 1 1 2 1 1 1 1 1 1 1 1 2 1 2 1
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2. Types of seaweed or algae
products consumed

Two in five respondents have tried seaweed, algae
rolls, or wraps, while one in five have never
consumed any of these products.

TheEuropeansmost commonway to consumeseaweedor
algae productsis in the form of rolls or wraps (e.g.,
sushi), with slightly more than two in five respondents
selectingthis option (41%).

Howevermore than one in five respondentsreport never
having tried seaweed or algae products (22%).

Thesecondmostcommontype of seaweedor algaeproduct
is salads (e.g.,mix of seaweed/algae)selectedby one in
five respondentq20%).

Whereas nearly one in five consume seaweed, algae
dietary, vitamin supplements (e.g.,spirulina, chlorella
tabs, spirulinadrinks)(18%). A similar shareis recordedfor
seaweed, algae snacks (e.g.wakamecrisps,roastedand
dried seaweed)18%).

Moreover, at least one in ten respondents consume
seaweed, algae-based gelatine usedto manufactureice
creams,veganjelly, butter, yoghurt, whippedcream, baby
formula,saladdress(13%),andseafood spices (e.g.dulse
flakes,agar powderand kelp granules)(12%).

Closeto onein ten respondentssonsumeseaweed, algae-
based egg and seafood substitutes (8%).

A national analysis revealsthat, in 25 Member States
seaweed, algae rolls or wraps (e.g., sushi) represents
the preferredmethod of consumptionof seaweedor algae
products The proportionis the largest in Sweden(78%)
followed by the Netherlands(72%), Finlandand Denmark
(both 67%) whereinthe majority have consumedseaweed
and algae productsin this form.

QB1Z. Have you ever consumed any of the following seaweed or algae products? {MULTIPLE

ANSWERS POSSIBLE) (EU27) (%)
Seaweed, algae rolls or wraps (e.q. sushi]
You have never Lried seaweed, algae products [SPONTANEQUS]
Seaweed, algae salads (e.q. mix of seaweed/algas)
Dietary , vitamin supplemnents {e.g., spirulina, chlarella tabs, spirulina

drinks]

Seaweed, algae snacks (e.g, wakame crisps, roasted and dried
seaweed)

Seaweed, algae-hased gelatine used ta manufacture ice creams, vegan
jelly, butter, yaghurt, whipped crearn, baby farmula, salad dressings

Seafood spices (e.g. dulse flakes, agar powder and kelp granules)
Seaweed, algae -based egq and seafood substitutes

Other (SPONTANEOUS}H

B

~
N

w

9]

o

N

~
=1

Dan't know

*

Seplin. 2624

On the other hand, at least two in ten of respondentsin
Slovenia(33%),Romania29%),and Poland(20%) say that
they havenevertried seaweedalgae products.

Onlyin Slovakia(30%),Portugaland Poland(both 20%) it is
likely that respondentsconsume seaweed, algae-based
gelatine used to manufacture ice creams, vegan jelly,
butter, yoghurt, whipped cream, baby formula, salad
dressings.

QB12. Have you ever consumed any of the following seaweed or algae products? (MULTIPLE ANSWERS PQOSSIBLE) {2b)

EU27 AT BE BG CY

® TR ET (TIPSO 0CPY

Seaweed, algae rolls or wraps {2.q. sushi) 41 53 47 33 45
You have never tried seaweed, algae products {SPONTANEQUS) 22 13 18 22 21
Seaweed, algae salads {(e.g. mix of seaweed/algae) 20 26 27 19 21
Dietary , vitamin supplements (e.g., spirulina, chlorella tabs, spirulina drinks) 18 27 20 22 12
Seaweed, algae snacks (e.g. wakame crisps, roasted and dried seaweed) 18 28 23 10 13
Seaweed, algae-based gelatine used to manufacture ice creams, vegan jelly, 12 18 1311 5
butter, yoghurt, whipped cream, baby formula, salad dressings

Seafood spices {e.g. dulse flakes, agar powder and kelp granules) 12 2312 7 12
Seaweed, algae -based egqg and seafood substitutes 8

2rd Most Frequently Mentioned Item
Zrd Most Freguently Menticned [tem

Sept/Oct 2024

139 712 7 1111 5 10 3 6 4 9 13137 5 8 9

cz

DE DK EE EL ES FI FR HR HU IE IT LT LU L¥ MT NL PL PT RO SE SI SK

34 67 55 46 45 67 43 30 33 28 31 53 61 55 51 72 20 39 23 78 32 45
23 10 11 30 28 15 26 21 24 20 27 14 7 12 7 8 |20 16 29 10[33 14
1B 39 36 11 22 18 14 B 16 15 12 32 35 43 37 44 14 20 11 42 12 20
17 22 19 22 9 24 18 20 23 17 18 21 17 25 24 20 15 9 21 27 18 43
1949 32 7 16 21 13 8 16 18 12 28 24 23 38 41 13 11 9 36 11 23
101922 7 7 16121117 11 12 7 10 10 13 19 20 20 13 30 11 30

141414 6 7 20 8 11211815 8 11151916 12 7 10 20 10 14

209 911 8 21 5 7
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3. Reasons for  consuming
seaweed or algae products in
the last 12 months

Taste, health benefits, and familiarity with  these
products are the top reasons for consuming seaweed
and algae products .

Nearlyhalf of respondentsselectthe taste asthe primary
reasonfor consumingseaweedor algae products(47%).

Whilethe health benefits providedby seaweedor algae
products represent the second most chosen reason for
consumingthem (35%).

Furthermore at least one in five respondentsanswerthat
they are used to consuming these products (23%) and
they like consuming new products (22%) as the main
driversfor consumption.

While close to one in five respondentsreport that their
consumptionof seaweedor algae productsis favoured by
the fact that they are readily available (19%),theyfind it
easy to prepare (17%), and they are believed to be
environmentally beneficial (15%).

Notablymorethan onein ten respondentssaythat they are
reasonably priced (12%).

A national analysis revealsthat, in 19 EUMemberStates,
at leastonein five respondentsonsumeseaweedor algae
productsbecausethey like the taste , with Swederranking
highestin appreciatiorof seaweedor algaeproducts(77%).

Howeverjn 7 MemberStates the maindriverfor consuming
seaweed or algae products correspondsto the health
benefits providedby these products.In particular,Slovakia
(60%), Estonia (52%), and Germany(48%) recorced the
highestresults.

QB6. Which of the following are the main reasons why you have eaten seaweed
or algae products within the last 12 months? (MULTIPLE ANSWERS POSSIBLE)
(EUZ27) (%0}

You like the taste 47

You believe they are good for your health 35

You are used to consuming these products 23

You like consuming new products 22

They are readily available 19

You find it easy to prepare 17

You believe them to be environmentally beneficial 15
They are reasonably priced 12

Other (SPONTANEOUS) 2

Don't know 2

SeptiQcr 2024

Meanwhile respondentsfrom Poland(26%) mentionedthe
availability of seaweedor algae productsas the primary
reasonfor continuedconsumptionwhile those in Croatia
(26%) selectedthe appreciationfor try ing new products

asdrivingreason.

QB6. Which of the following are the main reasons why you have eaten seaweed or algae products within the last 12 months? (MULTIPLE

ANSWERS POSSIBLE) (%)
EU27 AT BE BG CY

CZ DE DK EE EL ES

FI FR HR HU IE T LT LU LV MT NL PL PT RO 5E SI 5K

® S-S AEQETITV0ETS ICewdOTOe
You like the taste 47 45 50 39 48 56 47 66 49 33 4G9 58 62 25 35 40 47 54 62 54 51 62 25 37 23 77 27 38
You believe they are good for your health 35 39 35 27 32 46 48 50 52 32 22 41 49 26 44 46 22 40 43 52 49 47 22 18 22 43 41 60
You are used to consuming these products 23 27 22 23 27 34 17 29 16 16 12 41 30 16 32 16 30 16 25 19 23 24 19 25 20 48 26 25
You like consuming new products 22 29 17 26 21 25 26 28 22 32 19 28 17 26 29 9 21 20 15 20 23 20 17 20 17 41 18 24
They are readily available 19 26 16 21 26 17 15 10 15 8 12 38 18 15 9 22 20 21 12 20 21 22 26 13 11 42 20 28
You find it easy to prepare 17 26 17 14 15 21 17 10 15 © 11 10 16 14 32 26 19 14 15 20 25 13 18 9 16 18 15 32
You believe them to be environmentally 15 29 11 15 8 11 2317 11 11 6 19 8 14 31 1417 8 14 13 17 18 16 14 10 24 7 15
beneficial
They are reasonably priced 12 16 14 131412 5 8 14 10 12 21 10 11 24 12 13 11 12 12 12 8 1318 16 18 5 12

2nd Most Frequently Mentioned Iterm
3rd Mast Frequently Mentioned Item

SeptiOct 2024
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4. Reasons for not consuming
seaweed or algae products in
the last 12 months

About half of respondents are not used to eating
seaweed or algae products, which may be the
reason for avoiding their purchase and
consumption.

Whenit comesto the reasonsfor not consumingseaweed
or algaeproductsat least half of respondentsmentionthat
they are not used to consuming them (54%).

Thesecondmost chosenreasonis not liking the taste of
seaweedor algae products,selectedby almost a third of
respondentg27%).

Whilethe main barrierof closeto onein five respondentds
that they do not know how to prepare them (19%).

Nearlyone quarter of respondentsdo not like the smell
of seaweedor algae products(14%). Whereasmore than
onein ten think they are too expensive (13%),and they
do not know where to buy them (12%).

A small portion of respondentswho normally do not eat
these products say they have health concerns (e.g.,
concernof highiodine,allergy) (5%).

A national analysis revealsthat, in all EUMemberStates,
at leasttwo in five respondentavho do not consumethese
productssay that their main obstacleis that they are not

used to eating seaweed or algae products. Thisanswer
is more frequently observedin Portugal (78%), Sweden
(69%), and Finland(66%).

The secondmost selectedreasonin 19 Member Statesis
dislik ing the taste, with the highestscoresregisteredin
Germany(35%),Austria(34%),and Italy (30%).

QBS. Which of the following are the main reasons why you have not eaten
seaweed or algae products more frequently in the last 12 months? (MULTIPLE
ANSWERS POSSIBLE} (EU27) (%)

You are not used to consuming these products 54 _
You don't like the taste 27 _
You don't know how to prep