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The European Union (EU) is a global 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 
FAPs consumption in the EU conducted in 2021 highlighted 

following the 
COVID-19 pandemic. Over the past two years, EU citizens 
have faced significant challenges, including Russia military 
aggression against Ukraine and rising inflation, which have 
heightened consumer sensitivity to product costs. These 
factors underline the importance of monitoring evolving 
consumer preferences to ensure policies and market 
strategies remain relevant and effective. 

The European 
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 economy; and (3) to promote 
ocean governance at international level1. This involves 
ensuring sustainable fisheries through the full 
implementation of the Common Fisheries Policy (CFP)2, 
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 response to the ever-increasing environmental 
concerns and consumer demand for product transparency.  

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 impact indicators. 
These preferences align with the EU goal to support 
sustainable food systems and transparent consumer 
choices. To properly implement and develop policies, the 
European Commission regularly sources economic statistics 
relating to the state of the fisheries and maritime industry 
but also seeks out the views of its citizens and stakeholders. 

 

1 Directorate- -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 
questions 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 competitive. It 
continues 
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 decisions. It also 
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 socio-demographic trends, geographic 
proximity to the sea, and national variations, the findings 
contribute to a deeper understanding of the EU 
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: 

Þ Understand consumer habits and perceptions regarding 
fishery and aquaculture. 

Þ 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. 

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

Þ Explore the reasons for not eating FAPs. 

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

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

  

2 Common Fisheries Policy: https://ec.europa.eu/oceans-and-fisheries/policy/common-
fisheries-policy-cfp_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 States from September 12th to October 10th, 
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, Directorate-General for Maritime Affairs and 
Fisheries (DG MARE). 

The methodology used is that of Eurobarometer surveys as 
carried out by the Directorate-General for Communication 

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 CZ 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 FI 
Republic of 
Cyprus* 

CY* Sweden SE 

Latvia LV   

European Union - weighted average for the 27 
Member States of the European Union 

EU27 

BE, FR, IT, LU, DE, AT, ES, PT, IE, NL, FI, EL, EE, 
SI, CY, MT, SK, LV, LT, HR 

Euro area 

BG, CZ, DK, HU, PL, RO, SE 
Non-Euro 
area 

 
* As a whole, Cyprus is one of the 27 EU Member States. However, the 

which is not controlled by the government of the Republic of Cyprus. For 
practical reasons, only the interviews carried out in the part of the country 
controlled by the government of the Republic of Cyprus are included in the 
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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%, +4 pp.), indicating shifting dietary trends. 
Eating out weekly has seen an increased engagement , 

with 9% eating FAPs at restaurants  and/or elsewhere  
(+2 pp.), indicating that out-of-home consumption is 
gradually returning to pre-COVID-19 levels. 

On one hand, frozen  and tinned products are gaining 

prominence over fresh FAPs . In fact, 28% consume 

frozen and tinned products at least once a week , a figure 
that has remained unchanged since 2021, while the share 
of respondents preferring fresh FAPs has decreased (27%, 
-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 years. Grocery 

stores and supermarkets remain the primary 

purchase points for FAPs , accounting for 74% of sales, 

while online  purchasing remains minimal at just 2%. 

The socio-demographic analysis indicates that age, 

education, and income are key factors influencing 

consumption.  Older respondents  (55+) and higher-

income groups show higher engagement with FAPs 
compared to younger individuals (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 and purchasing habits vary significantly 
across EU Member States, coastal 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 minimal weekly 
engagement (2% and 9%). Such discrepancy highlights the 
role that geographical access plays in shaping consumer 
behaviour.  

The data also points out  that  perceived proximity to 

the sea may correlate with higher FAP s consumption . 

Respondents living within  5 kilometres  to the coast are 

more likely to consume FAPs  monthly  (79%), than those 
over 200 km away (49%). Such data suggests that the 
perceived proximity to the sea influences  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 
considerations such as environmental and ethical impact 
(17%) are secondary but slowly growing in relevance (+1 
percentage point since 2021). 

Consistently, wild -caught FAPs remain the preference 
for 36% of consumers, with only 8% favouring farmed 
options. While a significant proportion  expresses 

indifference  (31%). This suggests opportunities to educate 
consumers about the sustainability and quality of farmed 
products. 

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

for avoiding FAPs . Cost concerns (26%) and unfamiliarity 
with preparation methods (19%) are also significant factors. 
This indicates that both sensory and practical preferences 
as well as economic barriers shape consumer behaviour 
towards FAPs consumption. 

While 78%  of respondents have noticed an increase in 

prices, 54% are willing to pay more for sustainably 

sourced FAPs. Meanwhile, 49% tend to substitute FAPs 

by meat or other proteins when prices increase  
indicating a potential substitution effect. Those in the upper-
middle and upper classes show more willingness to pay 
extra for sustainable products compared to lower classes 
(71-73% vs 42-58% respectively), suggesting that 
economic constraints might influence attitudes towards 
sustainability. 

From a socio-demographic aspect, older 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%). High-income 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 value wild-caught products over 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 y, particularly in the coastal 

regions.  

Concerning fresh, frozen, smoked, and dried products , 

63% of consumers prioritise 

 as the most important  information to 

have on product labels . The name of the product and 
species (50%) and sourcing details, such as whether the 
product is wild-caught or farmed (48%), are also highly 
valued, reflecting a desire for clear and reliable product 
details. 

In relation to tinned or prepared FAPs, consumers think the 

information about the  species contained in the product 
is the most essential information on the labels (58%), 
followed by the type of production (whether it is wild-caught 
or farmed) (50%), and the area of catch/production (47%). 

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

prioritise knowing the country where it was f 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 information such as 
expiration dates. 

At the country level, interest in labelling varies across 

EU Member States. On the one hand, consumers living 
close to the sea place a higher emphasis on origin reflecting 
strong cultural ties to fisheries. On the other hand, member 
states with no direct access to the sea such as Hungary and 
Slovakia have lower engagement with such details. 

The following can be construed from the data: f irstly, the 
demand for labelling transparency suggests a 

growing reliance on product information as a proxy 

for trust . Consumers are using details such as catch area 
and sourcing type to assess product quality, safety, and 
environmental responsibility. Second, the emphasis on 

practical labelling elements, such as expiration dates, 
suggests that consumers likely 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 coastal 
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 algae products weekly. Notably, sushi rolls 

or wraps are the most consumed seaweed products  
(41%), followed by salads (20%), snacks such as wakame 
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 the most cited  barrier to consumption of 

seaweed and algae products is unfamiliarity , with 54% 
of respondents indicating they 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 
respondents older 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 most likely to include these products 
in their diets. 

At country level, Malta 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 to these products. 

Unlike other types of FAPs, respondents 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. 

The overall consumption shows that seaweed and algae 

products retain  a niche appeal. However, the perception 
of these products as healthy and sustainable food offers 
potential for market growth. Younger consumers and urban 
populations represent key target demographics for product 
and market expansion.  
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This first chapter explores how frequently respondents from 
EU Member States say they eat fishery or aquaculture 
products (FAPs) at home or elsewhere, what 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 FAPs: For the purposes of the survey, 
FAPs include edible fish, shellfish (e.g., prawns, crayfish), 
molluscs (e.g., 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  
 

Europeans were asked how frequently they eat or buy 

fishery or aquaculture products . 

The data indicates that approximately six in ten Europeans 
eat FAPs at home  at least once a month 3 (58%, -6 
percentage points). In particular, about three in ten 
Europeans do so at least once a week  (29%, -4 pp.). 

More than half Europeans buy FAPs at least once a 

month  (53%, -5pp.), of which three in ten buy FAPs at least  

once a week (23%, -4 pp.).  

 

 

3 This data combines 
. 

 

 

 

 

 

 

 

 

 

 

Almost a third of respondents say they eat FAPs at 

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

The share of those who never eat  FAPs at home  (15%, 

+4 pp.) or buy FAPs (18%, +4 pp.) has increased since the 

last survey, on the other hand, the proportion of those who 

never eat FAPs at restaurants and other food outlets  
has decreased (24%, -3 pp.).  

Each of the above statements will be analysed more in 
detail in the following sections.  
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a. Consumption of FAPs at home  
 

Nearly 60% of Europeans eat FAPs at home  

at  least once a month.  

 
When asked how frequently they eat FAPs at home, nearly 
three respondents in ten report that they eat FAPs at home 
at least  once a week (29%, -4 pp.). A similar proportion 

of respondents say they eat such products at least once a 

month , but less than once a week  (29%, -2pp.). 

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

In comparison to the results from the last survey in 2021, 
the share of respondents that eat FAPs at least once a 

month 4 has decreased by 6 percentage points (58%). 

Meanwhile, the share of those that never eat FAPs at home 
has registered an increase (15%, +4 pp.). 

A national analysis  shows that, in 24 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 respondents doing so is 
registered in Spain (88%), followed by Sweden (84%) and 
Finland (83%).  
 

 

4 This data combines  
. 

 
 

 

 

At the other end of the scale, the lowest score of monthly 
consumption was recorded in Hungary (14%), followed by 
Romania (29%) and Austria (32%). Consistently, Hungary 
and Austria (both 33%) have the highest share of 
respondents that never eat FAPs at home  followed by 
Malta and Germany (both 24%). 
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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, 
approximately one in ten respondents indicated that they 
consume them at restaurants or other food outlets at least 

once a week (9%, +2 pp.). More than one fifth of 

respondents report eating FAPs at these locations at least 

once a month but less than once a week (22%, +8 pp.).  

Close to a third of respondents say that they eat FAPs at 
restaurants and other food outlets several times a year 

but less than once a month  (28%, -2 pp.). Meanwhile, less 

than one in five eat FAPs outside the home once 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 eat FAPs at least 

once a month 5  at restaurants and other food outlets has 
increased (31%, +10 pp.). Meanwhile, the share of 
respondents who never eat FAPs at restaurants and other 
food outlets has decreased (24%, -3 pp.).    

 

5 This data combines month 
but . 

 

 

 

 

 

 

A national analysis  shows that at least half of 
respondents in Spain (57%), Luxembourg (50%), and nearly 
half in Sweden (48%) say they eat FAPs at restaurants 
and/or elsewhere at least once a month .  At the other end 

of the scale, only one in ten eat FAPs out -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 they never eat FAPs 
at restaurants and/or elsewhere in 17 EU Member States, 
with the highest proportions in Hungary (41%), Austria 
(39%), and Czechia (38%). 
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c. Total c onsumption of FAPs   
 
The map below combines the results from the previous two 
questions 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 with a comparison 
from March/April 2021.  

In 19 EU Member States, more than half of respondents say 
they eat FAPs at least once a month . A considerable 
majority of respondents indicate this answer in Spain (90%, 
+5 pp.), Sweden (87%, +6pp.), and Finland (85%, +9 pp.). At 
the other end of the scale, a minority eat FAPs at 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 significantly in 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 
decrease. No change is seen in 2 EU Member States namely 
Slovenia (62%) and Slovakia (43%).  

The map illustrates that respondents in Member States with 
access to the sea are generally more likely to say they eat 
FAPs at least once a month  than those land-locked EU 
Member States, although Luxembourg is an exception. 
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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 said they eat FAPs at least several 

times a year  were asked how frequently they have eaten 

seven different types of FAPs over the last 12 months 6. 

About one in three respondents consume frozen products  
at least once a week (28%), and over one third consume 
them at least once or twice a month (35%, +1 pp.). However, 
37% consume them less than once a month or never (-1 
pp).  

Similarly, about one in three respondents consume tinned 

products  at least once a week (28%), and 33% (+2 pp.) 
consume them at least once or twice a month. However, 
39% consume them less than once a month or never.  

Likewise, about one in three respondents eat fresh 

products (including live)  at least once a week (27%, -8 
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%) consume frozen 

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%, -1 pp.) 
consume frozen prepared or processed fish less than once 
a month or never. 

 

6 This data combines the result of respondents who eat FAPs at home with those who 
do so at restaurants and/or elsewhere. 

 

 

 

 

 

 

Almost a fifth of respondents (18%, -2 pp.) eat frozen raw 

fish  once a week, while 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 (54%, +1 pp.) eat them less 
than once a month or never.  

Finally, 7% of respondents consume seaweed or algae 

products (dried or fresh)  at least once a week while 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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3. Frequency of buying FAPs  
 

In 2024 , Europeans buy FAPs less frequently 

compared to 2021.  

 

When asked how frequently they buy FAPs, almost a quarter 
of Europeans report they buy FAPs at least once a week  
(23%, -4 pp.). About a third of respondents buy these 
products at least once a month but less than once a 

week (30%, -1 pp.).  

Meanwhile, nearly one in five say that they buy FAPs 
several times a year but less than once a month  
(21%). On the other end, less than one in ten purchase FAPs 
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 FAPs at least once a 

month 7 has decreased by 5 percentage points (53%). 

Meanwhile, the share of those that never buy FAPs has 
increased (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%). Spain is also the 
country where most respondents purchase FAPs at least 
weekly (54%), followed by Portugal (45%) and Luxembourg 
(44%). 

 

7 This data combines 
. 

 

 

 

 

 

At the other end of the scale, less than half of respondents 
buy these products at least once a month in nine EU 
Member States with the lowest proportion in Hungary (9%) 
followed by Romania (24%), and Austria (27%).   

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%). 
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Since 2021, the share of respondents who report buying 

FAPs at least once a month  has declined in 15 EU 
Member States, with the most significant drop observed in 
Czechia (37%, -29 pp.). In contrast, Finland has recorded the 
largest increase, reaching 73% (+12 pp.). 

Meanwhile, Spain (84%, +6 pp.) and around three quarters 
of respondents in five other member states buy these 
products at least once a month. On the other end of the 
spectrum, Hungary has the least score of frequent buyers 
of FAPs among EU Member States, at just 10% (-7 pp.)  
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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.  
 

Respondents who buy FAPs several times a year were asked 
where they have bought fishery products during the last 12 
months. They were able to choose multiple responses from 
a list of five elements.  

Approximately three quarters of respondents buy fishery 
products at groceries, supermarkets,  or hypermarkets  
(74%, -5 pp.) ahead of any other place of purchase.  

About two in five respondents buy these products at a 
fishmonger,  a  stall  in a market  hall , or 

a specialist  store  (44%, +1 pp.). 

At least approximately one tenth of respondents buy fishery 
products at 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 
purchasing FAPs with 2% buying fishery products on 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 
hypermarkets showing the largest decrease.  
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A national  analysis  highlights that among all the EU 
Member States, 24 of them have most of the respondents 
buying FAPs from grocery  stores,  supermarkets,  or 

hypermarkets .  

Among them, nearly all respondents from Finland (96%) 
mentioned these venues as their primary source for these 
products, marking the highest share of respondents with 
this response among other EU member states. Notably, 
Sweden (94%) and Lithuania (92%) also registered a 
considerable majority choosing grocery stores, 
supermarkets, or hypermarkets. 

Most respondents from Malta (69%), Greece (65%), and 
Italy (60%) mention that they buy these products from a 

fishmonger,  a  stall  in a market  hall  or a 

specialist  store  more than grocery stores, supermarkets, 
or hypermarkets and compared to other member states. 

None of the other three items is placed in first position 
among the places where respondents have bought fishery 
and aquaculture products during the last 12 months.  

At least one fifth  of respondents say they buy fishery 
products at a street  market  in five member states, with 
Greece (43%), the Netherlands (40%) and Bulgaria (26%) 
having the largest share of respondents.  

Respondents in Austria, Cyprus, and Slovenia (all at 21%) 
are most likely to say they buy fishery products at a fish 

harbour/fish auction or from the fisher . 

Finally, respondents in Denmark (8%) are the most likely to 
answer that they buy these products online as compared to 
other member states.    
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II. Preferences regarding 

fishery and aquaculture 

products  

 
 



Special Eurobarometer 558 

EU consumer habits regarding fishery and aquaculture products  

September  October 2024  
 

23 

This second chapter examines the preferences of 
respondents regarding FAPs. It investigates the most 
important aspects respondents consider when buying FAPs, 
their preferences regarding wild-caught or 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  f or most Europeans . 
 

Respondents were asked which aspects are the most 
important for them in buying FAPs. 

More than half of respondents mention the cost of the 
product as their top considerations when buying FAPs (55%, 
+1 pp.). This was mentioned the most frequently compared 
to other factors.  

 (e.g. freshness, 
presentation) used to be the factor mentioned the most 

aquaculture products. However, in 2024 this share 
decreased by 6 percentage points, but remains the second 
most important consideration for purchasing FAPs (52%).  

The third most mentioned aspect is the origin of the product, 
selected by nearly half of the respondents (46%, -3 pp.).  

One quarter of respondents select the ease and time  of 

preparation  as most important factor (25%, +1 pp.), while 

close to one quarter mention the brand or quality labels  
(e.g. PGI, PDO) (23%, -3 pp.). 

The environmental, social, or ethical impact  appears to 
be consumers' least considered factor when purchasing 
FAPs, with less than one in five choosing this option (17%, 
+1 pp.) 
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A national  analysis  highlights that of all the EU Member 
States, in 15 of them at least 50% of the respondents say 
that the cost of  the product  is the most important aspect 
to consider in buying FAPs. Portugal leads the ranking with 
70% of respondents mentioning this aspect.  

Meanwhile, in 12 EU Member States, the majority of 
respondents prioritize the appearance of  the product  
when purchasing FAPs. Lithuania stands out with the highest 
share, where 76% of respondents choose appearance as 
their primary consideration.  

Overall, most respondents mention cost (55%) and its 

appearance (52%) more frequently than other factors 
when buying FAPs. 

In Germany, however, 51% of respondents emphasize the 
origin  of  the product  as the key consideration, surpassing 
other aspects.  

Only in Estonia (28%), Lithuania (26%), and Malta (40%) the 
preparation  time  ranks third in importance when buying 
FAPs.   

Meanwhile, only in Austria (41%) and Sweden (46%) where 
the brand or quality  labels  ranked third among the 
aspects most important in buying FAPs. 

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 
consideration when buying FAPs. 
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2. Preferences regarding wild -

caught  or farmed products   
 

About four in ten 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 months were asked whether they prefer 
wild-caught or farmed products. 

About four in ten respondents prefer buying wild products  

(36%, +4 pp.). In contrast, close to one in ten prefer farmed 

products  (8%, +1 pp.).  

However, about a third of respondents (31%, +1 pp.) have 
no preference . Meanwhile, for over one in ten respondents 

it depends on the type of product  they are buying (11%, 
-5 pp.).  

Notably, more than one in ten respondents state they do 

not know whether the products they buy are wild or 

farmed  (13%, -2 pp.). 

Since 2021, the preference for wild-caught 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 depending on the type of product, the 
preference for wild or farmed FAPs has decreased (11%, -5 
pp.).  

 

 

 

 

 

 

A national analysis  highlights that in 17 Member States, 

most respondents prefer wild -caught products . This 
opinion is widely held in Malta (65%), Greece (63%), and 
Cyprus (52%) having the three highest shares of 
respondents preferring wild products.  

Meanwhile the remaining Member States have no 

preference  whether the product is wild-caught or farmed 
with Estonia having the highest level of agreement with this 
statement (40%).  
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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 who reported that they do not eat or buy FAPs 
were asked what their main reasons are for never or almost 
never having consumed FAPs during the last 12 months. 

About two in five respondents mention the taste, the 

smell, or the appearance of FAPs as the reason why they 
never or almost never consume these products (41%, +1 
pp.).  

The perception of FAPs as too expensive is the second 
most commonly chosen reason, with approximately a third 
of respondents mentioning 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 (21%, -1 pp.) 

Close to one in ten mention their health concerns  (e.g. 
allergies or contamination by metals) as their primary 
reason for avoiding FAPs (9%, -2 pp.), while a similar 
proportion select fish deterioration time (8%, -1 pp.)  

Notably, the share of respondents who prefer not to eat 
FAPs because they have environmental concerns  
decreased to less than one in ten (7%, -3 pp.). This shift saw 
the largest change compared to all the other answers 
provided. A similar proportion applies to those who indicate 
that FAPs are difficult to prepare or eat  (7%, -2 pp.).  

Finally, a few respondents mention the scarce availability  
of FAPs in their area as the main obstacle to their 
consumption (5%).  
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A national  analysis  highlights that in 23 Member States, 

most of the respondents say that they do not  like  the 

taste,  the smell,  or the appearance as the main reason 
why they avoid FAPs. This opinion is widely held in Malta 
(83%), followed by Greece (70%) and Slovenia (56%).  

Meanwhile, most respondents in Poland (35%), Romania 
(33%) and Portugal (29%) say that the reason why they 
avoid eating FAPs is because they consider it too  

expensive. 

Some of the outliers include Sweden (53%) whose majority 
mention a vegetarian or vegan lifestyle as the reason for 
avoiding these products. While Croatia (55%) is the only one 
whose top reason is that they are not used to these 

products . 

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

  



Special Eurobarometer 558 

EU consumer habits regarding fishery and aquaculture products  

September  October 2024  
 

28 

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.  

 

More than three quarters respondents agree8 that the price 
of fish or shellfish products has increased recently (78%). 
Notably, about two in five respondents strongly agree with 
this perception (36%), while nearly one in five respondents 
disagree9 (18%).  

A majority of respondents agree that they would be willing 
to pay more for fish and products if they were sure they 
were farmed in a sustainable way (54%), while those who 
disagree are around two 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 products increase (49%). However, the other 49% 
disagree with this statement, indicating an even division of 
opinion. 

 

 

8 This data combines the responses "Totally agree" and "Tend to agree". 

 

 

 

 

 

 

 

 

Most respondents (55%) disagree  that they have recently 
decreased their consumption of fish and shellfish, while four 
in five (43%) agree that their consumption has declined in 
recent times.  

Three in ten respondents state that they do not  pay 

attention  to  the price when they buy fish or shellfish 
products (30%). However, almost seven in ten disagree with 
this statement (69%). 

Each of these statements will be considered in more detail 
in the following sections. 

 

  

9 This data combines the responses "Totally disagree" and "Tend to disagree". 
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This third chapter examines perception of respondents on 
the relevance of mandatory information and their interest 
in voluntary information. According to the Common Market 
Organisation Regulation for fishery and aquaculture 
products (the  specific information must 
accompany fresh, frozen, smoked, salted, dried products or 
products in brine. Such information includes the name and 
species of the product, the method of production (fishery or 
aquaculture), the catch or production area, and the fishing 
gear used to catch the fish. Moreover, products can bear 
voluntary information, such as date of catch and port of 
landing of FAPs.  
 

1. Relevance of mandatory 

information  
 

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 asked 
what information they think should be mentioned on the 
label of fresh, frozen, smoked and dried fishery products. 
They were able to choose multiple answers from a list of 
seven.   

Consistent to 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 products (63%, -6 pp.). 

The second most commonly chosen information is the 

name and species of the product , selected by half of the 
respondents (50%, -7 pp.). 

Nearly half of respondents tend to prioritise knowing how 
the product was sourced, namely wild -caught or farmed , 
through the labels they see upon purchasing fresh, frozen, 
smoked and dried fishery products (48%, -5 pp.). 

More than four in five say that t he area of catch or 

production should be mentioned on the label of fresh, 
frozen, smoked and dried FAPs (45%, -4 pp.). While a 
proportion identifies whether the product was 

previously frozen as key information (44%, -5 pp.). 

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

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Finally, more than two in ten respondents (21%, -3 pp.) 
select the fishing gear  (e.g., longlines, trawls) used to catch 
the product as information that should be mentioned on 
fresh, frozen, smoked and dried product labels.  
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A national analysis  highlights that at least 46% of 

respondents in all 27 EU Member States say that the 

 should be mentioned on the 
label of fresh, frozen, smoked, and dried fishery products. 
The highest levels are reported in Finland (89%), 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%) most respondents 
prioritize the inclusion of information on whether the 

product is wild -caught or farmed  on the label. 
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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 commonly chosen information that respondents 
want to see on the label of tinned or prepared products is 
the species that the product contains , selected by nearly 
six in ten respondents (58%, -8 pp.).  

Whereas half of respondents mention the way these 
products are sourced, whether wild -caught  or farmed  as 
important information to include on the label of tinned or 
prepared products (50%, -4 pp.). 

About half of respondents mention that the area of catch 

or production  would be an important inclusion on the label 
of tinned or prepared products (47%, -5 pp.).   

More than two in five respondents mention that there is a 
need to include information on where the plant  that 

processed the product is located  (42%, -4 pp.).  

Almost three in ten respondents (29%, -8 pp.) mention that 
information about the environmental impact  of the 
product should be included on the label of tinned or 
prepared FAPs. 

Finally, almost one quarter state the fishing gear (e.g., 

longlines, trawls)  used to catch the product should be 
included on the label of these products (23%, -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 who do not pay attention to 
labels" and "none." 
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A national  analysis  reveals that, in 23 EU Member States, 

the species that  the product  contains  is most likely to 

be cited as information that should be on the label of tinned  

or prepared products . This response is the most frequent 
in Finland (79%) and in 22 other EU Member States. At the 
other end of the scale, fewer than half of respondents cite 
this item in three member states, with Romania (40%) 
having the least share of respondents.  

The area of  catch or production  tops the ranking in three 
EU Member States, namely Sweden (82%), Greece (67%), 
and Croatia (47%).  

In Romania, the location of the processing plant  is 
frequently cited as an important information to include on 
product labels (40%).  Meanwhile, most respondents in Italy 
consider it important to know whether the product is 

wild -caught or farmed  (53%). 
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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 of fishery products, about two 
in five respondents state that the sea or ocean where the 
fish was caught represents the information that interests 
them the most (39%).  

The second most commonly chosen information concerns 
whether the fish is of EU or non -EU origin, indicating 
that the source of the product is of key importance to one 
in five respondents (21%).  

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

A handful of respondents would want to know about the flag 
of the vessel that caught the fish (4%).  

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

A national  analysis  reveals that, in 24 EU Member States, 

the sea or ocean where the fish  was caught  is most 
likely to be cited as information on the origin of fishery 
products that interests respondents the most. This response 
is the most frequent in Sweden (60%), Greece (54%), and 
Slovenia (45%).  

 

 

 

 

 

 

 

 

 

 

The distinction  between EU or non-EU origin  area of  

catch or production  tops the ranking in three EU Member 
States namely Finland (37%), Denmark (32%), and Cyprus 
(31%).  

The country of the last processing stage  ranked third 
most frequently mentioned item in 14 EU Member States. 
Whereas the country where the fish was landed  ranked 
second in Ireland (22%) and third in 9 other Member States. 
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d. Information on the origin of 

aquaculture products  
 

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 products, slightly 
more than two in five respondents state that their primary 
interest is the 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 processed is the information that 
interests them the most (28%).  

Nearly one quarter of respondents say that they are mostly 
interested in the distinction between EU or non-EU origin 
(24%).   

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

A national  analysis  reveals that, in 22 EU Member States, 

the country where the product is farmed most of its 

life  is the cited as most interesting information regarding 
the origin of aquaculture products. This item is mentioned 
frequently in Sweden (58%), followed by Greece (50%) and 
France (48%). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

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

While t he distinction  between EU or non-EU origin  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. 
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2. Interest in voluntary 

information  
 

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 label of all fishery and aquaculture 
products. They were able to choose multiple answers from 
a list of seven items.  

A majority of respondents mention that they think the date  

of  catch or production  should be included on the label of 
all FAPs (69%, -7 pp.). This matches the respondents' 
general tendency of prioritising the   or  

 information when purchasing fish and aquaculture 
products, as analysed in the previous section. 

More than one third of respondents identify the 
environmental  information  as a key aspect that should 
be mentioned on the label of all FAPs (36%, -8 pp.).  

Slightly more than a third of respondents say that the key 
information that should be included on the label of all FAPs 
is the country  where the ship that  caught  the product  

is registered  (34%, +1 pp.). 

While almost three in ten tend to prioritise the 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 
included on all FAPs labels.  

Less than one quarter say that they would want to read the 
ethical  information  (23%, -3 pp.) and social  

information  (17%, -3 pp.) on the label of FAPs.   

 

 

 

 

 

 

A national  analysis  reveals that, in all EU Member States, 

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

The necessity to include environmental  information  on 
the labels of FAPs retains secondary importance in 13 
Member States with Sweden leading the share (70%). 
Whereas the country where the ship that caught the 

product is registered  represents the second most 
important information in 12 Member States, with Finland 
registering the highest score (46%). 
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This fourth chapter explores 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 
respondents; the reasons for having consumed seaweed or 
algae products in the last 12 months; and the reasons for 
not having consumed seaweed 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 respondents consume seaweed or algae 
products occasionally. Nearly half consume these products 
less than  once a month  (48%), while around one tenth do 

so once or twice  a month  (11%). On the other end, a 

minority eats them several  times  a week (2%).  

On the other hand, a significant portion of the respondents 
rarely  or never include seaweed or algae products in their 

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

and more than one quarter report never having consumed 
them at all (27%). 

A national analysis  shows that, in 7 EU Member States, at 

least a tenth of respondents report that they eat seaweed 

or algae products (dried or fresh) at least once a week. 
The highest proportion of respondents is reported in Malta 
and Poland (both 15%) followed by Austria, Italy, 
Luxembourg (all 11%).  

 

 

 

 

 

 

At the other end of the scale, a meagre proportion is 
reported in Greece (1%), Sweden and Finland (both 2%) 
followed by Germany and Slovenia (4%). 

In all EU Member States, at least 85% of respondents report 
that they eat seaweed or algae products (dried or 

fresh) less than once a week or never (80%) with Greece 
and Sweden (both 98%) registering the highest proportion 
of respondents followed by Finland (96%) and Slovenia 
(95%).  

  



Special Eurobarometer 558  

EU consumer habits regarding fishery and aquaculture products  

September  October 2024  

 

39 

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.  

 
The Europeans' most common way to consume seaweed or 
algae products is in the form of rolls  or wraps (e.g., 

sushi), with slightly more than two in five respondents 
selecting this option (41%). 

However, more than one in five respondents report never 

having tried  seaweed or algae products  (22%). 

The second most common type of seaweed or algae product 
is salads (e.g., mix of seaweed/algae), selected by one in 
five respondents (20%).  

Whereas nearly one in five consume seaweed, algae 

dietary,  vitamin  supplements  (e.g., spirulina, chlorella 
tabs, spirulina drinks) (18%). A similar share is recorded for 
seaweed, algae snacks (e.g., wakame crisps, roasted and 
dried seaweed) (18%).  

Moreover, at least one in ten respondents consume 
seaweed, algae-based gelatine  used to manufacture ice 
creams, vegan jelly, butter, yoghurt, whipped cream, baby 
formula, salad dress (13%), and seafood spices (e.g., dulse 
flakes, agar powder and kelp granules) (12%). 

Close to one in ten respondents consume seaweed, algae-

based egg and seafood substitutes  (8%).   

A national  analysis  reveals that, in 25 Member States, 

seaweed, algae rolls  or wraps (e.g., sushi) represents 
the preferred method of consumption of seaweed or algae 
products. The proportion is the largest in Sweden (78%) 
followed by the Netherlands (72%), Finland and Denmark 
(both 67%) wherein the majority have consumed seaweed 
and algae products in this form. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

On the other hand, at least two in ten of respondents in 
Slovenia (33%), Romania (29%), and Poland (20%) say that 
they have never tried seaweed, algae products.  

Only in Slovakia (30%), Portugal and Poland (both 20%) it is 
likely that respondents consume seaweed, algae-based 

gelatine  used to manufacture ice creams, vegan jelly, 
butter, yoghurt, whipped cream, baby formula, salad 
dressings.  
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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 . 

 
Nearly half of respondents select the taste  as the primary 
reason for consuming seaweed or algae products (47%).  

While the health  benefits  provided by seaweed or algae 
products represent the second most chosen reason for 
consuming them (35%).  

Furthermore, at least one in five respondents answer that 
they are used to  consuming these products (23%) and 

they like  consuming new products  (22%) as the main 
drivers for consumption. 

While close to one in five respondents report that their 
consumption of seaweed or algae products is favoured by 
the fact that they are readily  available  (19%), they find it 

easy to  prepare (17%), and they are believed to  be 

environmentally  beneficial  (15%). 

Notably more than one in ten respondents say that they are 
reasonably  priced (12%).   

A national  analysis  reveals that, in 19 EU Member States, 
at least one in five respondents consume seaweed or algae 
products because they  like  the  taste , with Sweden ranking 
highest in appreciation of seaweed or algae products (77%).  

However, in 7 Member States, the main driver for consuming 
seaweed or algae products corresponds to the health  

benefits  provided by these products. In particular, Slovakia 
(60%), Estonia (52%), and Germany (48%) recorded the 
highest results.  

 

 

 

 

 

 

 

 

 

 

Meanwhile, respondents from Poland (26%) mentioned the 
availability  of seaweed or algae products as the primary 
reason for continued consumption, while those in Croatia 
(26%) selected the appreciation for try ing new products  
as driving reason. 
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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.  

 

When it comes to the reasons for not consuming seaweed 
or algae products, at least half of respondents mention that 
they are not  used to  consuming them  (54%). 

The second most chosen reason is not  liking  the taste  of 
seaweed or algae products, selected by almost a third of 
respondents (27%).  

While the main barrier of close to one in five respondents is 
that they do not  know how to  prepare  them (19%).  

Nearly one quarter of respondents do not  like  the smell  
of seaweed or algae products (14%). Whereas more than 
one in ten think they are too expensive (13%), and they  

do not  know where to  buy them  (12%).  

A small portion of respondents who normally do not eat 
these products say they have health  concerns (e.g., 
concerns of high iodine, allergy) (5%).  

A national  analysis  reveals that, in all EU Member States, 
at least two in five respondents who do not consume these 
products say that their main obstacle is that they  are not  

used to  eating  seaweed or algae products . This answer 
is more frequently observed in Portugal (78%), Sweden 
(69%), and Finland (66%).  

The second most selected reason in 19 Member States is 
dislik ing the taste , with the highest scores registered in 
Germany (35%), Austria (34%), and Italy (30%). 

 

 

 

 

 

 

 

 

 

In 8 Member State, the lack of knowledge about how to 
prepare them constitutes the second main barrier for not 
consuming seaweed or algae products. While the price being 
too expensive is the second most selected item in five 
Member States. 
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Conclusion 

 

 
 


















