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1. Introduction
The task 5.2 of the Work Package 5 focuses on the analysis of consumer perception, purchasing habits
and preferences, based on exploring seabass and seabream consumption.
The objective of the present survey is to analyse consumer habits and preferences of seabass and
seabream consumption in Greece and to obtain relevant information on consumer demand and its
influencing factors. To achieve this goal, a direct survey was conducted on a representative sample of
the Greek population.
The main aim of the survey is to understand the motivations at the basis of choices of Greek consumers
and capture the main factors affecting consumers’ attitude to seabass and seabream products, with a
particular emphasis on the role played by product origin and labelling.
This report will present the results of this survey carried out with the same methodology, both of
investigation and analysis, compared to the previous surveys conducted in Italy and Spain.

2. Background and literature
In this section, the main factors influencing the consumption of seabass and seabream which emerged
from the analysis of the literature will be recalled. They can be grouped into four domains (Figure 1),
which involve a correspondent number of hypotheses that are placed as discriminating for the
segmentation of the profiles of the respondents.
The first hypothesis is that the socio-economic characteristics of consumers influence their purchasing
behavior (Adinolfi et al., 2011; Aounallah-Skhiri, Hajer, et al., 2011; Darmon, N., & Drewnowski, A.,
2015). In addition to the mentioned variables (age, composition of households and income), the domain
includes information on gender, place of living, degree of education. These factors are investigated in
order to complete the framework of the main variable used in recent studies of the food consumer
segmentation (Adinolfi et al., 2011; Darmon, N., & Drewnowski, A., 2015; Di Pasquale et al., 2014;
Kirkpatrick, Sharon I., et al., 2012; Mesías Díaz, Francisco J., et al., 2012).
The second hypothesis is that purchasing habits explain a significant part of consumption choices and
offer fundamental information to explore food consumer attitudes (Adinolfi et al., 2011, Rortveit &
Olsen, 2007; Pascucci et al., 2011). The corresponding domain includes information on the frequency of
purchases (Rortveit & Olsen, 2007), on the purchase channel (Bruwer et al., 2012; Seitz, 2013), on the
attributes and preferences that influence purchase behavior (Luten and Verbeke, 2011; Verbeke et al.,
2008; Welch et al., 2002).
The third hypothesis takes into account the specific preferences of the respondents towards seabass
and seabream products. The little empirical evidence found in literature (Mauracher et al., 2013) has
suggested that the inclusion in the corresponding domain of a wide range of variables. Among these,
the research takes into consideration the role of information channels (Maity, M. and Dass, M., 2014)
and the attitude of respondents towards the innovation of products and processes (Cardoso et al., 2013).
Finally, the fourth hypothesis focuses on the attitudes of the consumers to seabass and seabream. The
corresponding domain groups five variables that refer to the specific attributes of the products, to the
transparency of the information that accompanies the product, to the trust in the sources of information
and to the importance of the origin of the product. The variables included in this domain complete the
picture of the information aimed at detailing the consumption of seabass and seabream.
3
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Survey

First domain:
Socio-Demographic

Second domain:
Frequency of consumption
and reasons of purchase

Third domain:
Consumer approach to
seabass and seabream
products

Fourth domain:
Information and label

Figure 1. The domains involved in the research.

3. Methodology
3.1 Structure of the consumer survey
The task 5.2 focuses on the analysis of consumer perception, purchasing habits and preferences, based
on exploring seabass and seabream consumption. The objective of this third step of survey is to analyse
the consumer habits and preferences of seabass and seabream consumption in Greece. To achieve this
objective, data was collected through a consumer survey by questionnaire.
The final version of the questionnaire, finalised at the end of November 2017, checked with a pilot
survey, used in Italian survey, was implemented with two new questions in November 2018 by a request
of Greek project partners, translated in Greek and further checked to verify everything was correct.
A further quality-check was made by the field agency through a soft launch (110 interviews completed).
The final electronic version of the questionnaire has been proposed to participants at the end of
collecting self-administrated online questionnaires.

3.1.1 Study design

The survey was carried out in Greece, in December 2018.
Methodology of survey administration was the same used for the Italian and Spanish surveys.
Interviewees were contacted by a specialized agency with Cawi (Computer Assisted Web Interview)
methodology.

4

PerformFISH– Deliverable D5.10
An initial contact by e-mail requesting survey participation was sent to participants, each e-mail
contained a hyperlink that logged the participant into the survey web site. Participants were informed
of the survey and consent was given by completing the survey consent. In accordance with European
Commission directives, the first page of the survey contained a consent form with ethical requirements
(Annex I - II).

3.1.2 Recruitment

Participation quotas have been identified based on Eurostat data in order to obtain a representative
sample of the Greek population. The quotas were subsequently categorized in such a way as to coincide
with the filing of the contracted company (Table 1).

Table 1. Quotas of population
Gender
Male
Female

%
49%
51%

18-25
26-35
36-45
46-55
56-65

14%
23%
24%
21%
18%

Eastern Macedonia and Thrace
Central Macedonia
Western Macedonia
Thessaly
Epirus
Ionian Islands
Western Greece Region
Continental Greece
Peloponnese
Attica
North Aegean
South Aegean
Kriti

5.6%
17.4%
2.6%
6.8%
3.1%
1.9%
6.3%
5.1%
5.3%
35.4%
1.8%
2.9%
5.8%

Age

Geographic location

3.1.3 Exclusion criteria
People below 18 years of age and people exceeding quotas were excluded from the survey.
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3.1.4 Sample size
The sample size was 1 866 consumers. However, after a quality control, 72 interviewees were deleted
either because they responded to the survey too fast or because they chose to abandon the interview.
The final sample size was 1 794 interviewees, 1 519 fish consumers and 275 non-consumers of fish and
fish products (Table 2). The data concerning the sample of the survey are given to Tables 2-5.

Table 2. Sample size of the survey
Fish consumption
yes
no
speedsters
Total

frequency
1519
275
72
1866

percentage
81.4%
14.7%
3.9%
100.0%

Table 3. Sample composition by gender
% by Quota Total Needed Total Received to Date Remaining

Current Split (%)

Gender
Male

49%

735

745

+10

49%

Female

51%

765

774

+9

51%

100%

1500

1519

+19

100%

Total

Table 4 - Sample composition by age
% by Quota Total Needed Total Received to Date

Remaining

Current Split (%)

Age
18-25

14%

214

231

+17

15%

26-35

23%

341

343

+2

23%

36-45

24%

354

379

+25

25%

46-55

21%

316

316

0

21%

56-65

18%

275

250

-25

17%

Total

100%

1500

1519

+19

+1%

Table 5. Sample composition by region
% by
Region
Quota
Eastern Macedonia and
Thrace
5.6%

Total
Needed

Total Received
to Date

Remaining

Current Split
(%)

84

73

-11

4.9%

Central Macedonia

17.4%

261

283

+22

18.9%

Western Macedonia

2.6%

39

35

-4

2.3%

Thessaly
Epirus
Ionian Islands
Western Greece Region
Continental Greece

6.8%
3.1%
1.9%
6.3%
5.1%

102
47
29
94
76

100
40
25
81
66

-2
-7
-4
-13
-10

6.7%
2.7%
1.7%
5.4%
4.4%
6
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Peloponnese
Attica
North Aegean
South Aegean

5.3%
35.4%
1.9%
2.9%

80
531
28
43

74
602
25
37

-6
+71
-3
-6

4.9%
40.1%
1.7
2.5

Kriti
Total

5.7%
100%

86
1500

78
1519

-8
+19

5.2
+1.3%

3.1.5 Statistics software
As for the survey conducted in Italy, statistical analysis was performed with SPSS Version 23 and SPAD
version 5.0.

3.2 Methodology tools
In the same way as Italian and Spanish surveys analysis', a cluster analysis was performed in order to
explore Greek consumers’ behaviour towards BB products and be able to identify segments based on
the perception of the respondents regarding BB products. Applying the MCA-CA algorithm (multiple
correspondence analysis-cluster analysis) allows to define typological groups based on dimensions
previously selected and corresponding to the section of the survey:
• Section 1: Social and demographic characteristics of respondents;
• Section 2: Consumer habits and consumption patterns regarding seabass and seabream products;
• Section 3: Consumer preferences of seabass and seabream products;
• Section 4: Consumer attitudes towards seabass and seabream;
Subsequently, the dimensions obtained through the MCA-CA are used as active variables in a further
cluster analysis1.

4. Questionnaire Results
4.1 Key Findings
Consumer habits and consumption patterns of Greek consumers regarding seabass and seabream
products

1

-

Greeks are characterized as being frequent consumers of fish and seafood products at home.
In particular, 96.5% of the sample consume fish products at home at least once a month; of
these, 74.3% consume fish and seafood products at least once a week.

-

Regarding frequency of seabass and seabream consumption, 85.9% of the respondents
consume seabass and seabream at least once a month at home; of these, 32.2% consume
seabass and seabream products at least once a week.

-

The favourite type of product is fresh, both whole and gutted, with a clear preference for the
whole fresh. More than half of respondents consumed it at least two or three times in the past
month (56.2%), followed by frozen whole (46.7% of the respondents consumed it at least once

For more details on the method used, please refer to the Italian Report
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per month). Consumption of ready-to-cook or ready-to-eat seabass and seabream products is
considered as low; the majority of the respondents have never consumed those products (71.4%
and 66.1% respectively).
-

Just under one third of the sample (28.7%) consumes fish and seafood away from home at least
two to three times a month. Of these, 14.4% of the respondents order seabream or seabass
products out of home at least two to three times a months, while 34% of the sample do it at
least once a month.

-

The percentage of seabass and seabream on the total purchases of fish and seafood products is
considered as high; 38.8% of the sample estimate the share of seabass and seabream as 2030% in their total purchases, and additional 18.7% of the respondents estimate it as 50%.

-

While a small percentage of the respondents (2.7%) consume seabass and seabream
exclusively, the majority of the sample (97.3%) consume a big variety of fish and seafood
species. European anchovy tops the preference of Greek consumers, followed by sardine, cod,
salmon, shrimp, red porgy, sole, mullet and red mullet.

-

Greek respondents frequently buy fresh whole seabass and seabream, unpacked (82.7%) and
usually 2-3 fish species are bought per purchase by 61% of consumers. Seabass and seabream
are typically prepared at home as grilled and baked. The seabream is clearly preferred to seabass
(respectively 79.7% and 20.3%).

-

When making a purchasing decision, freshness is the most important aspect affecting the choice
of Greek consumers, followed by quality and price/quality ratio. These three attributes also
guide Greek consumers in their choice of place for purchase of seabass and seabream, in
particular open-air market, which represent the most favourable places.

Consumer preferences of seabass and seabream products
-

Wild seabass and seabream are preferred by the majority of Greek respondents (61.9%), and
only two out of ten interviewee prefers farmed seabass and seabream, while the rest of the
respondents (17.5%) state no preference regarding production method.

-

Over two thirds (58%) of Greek consumers express their enthusiasm about trying new seabass
and seabream products. More than half of the sample prefer tasting new products at home, but
substantial parts of the sample also show interest to taste new seabass and seabream products
on other occasions. In particular, restaurants, bars and other food service channels were chosen
by 39.4% of the sample, sales points by 37.5% and promotional events by 30.7% of the
respondents.

-

Personal experience (49.8%) represents the most widespread information source for Greek
people followed by internet (44.3%) and information from family and friends (43.9%), that were
stated as the most important sources of information about the benefits of fish and seafood
consumption, including seabass and seabream products.

-

Nearly all Greek consumers read labels of packaged fish and seafood products, almost half of
the respondents reported that they always do it. Best before date is by far the most important
information that they pay attention to, followed by the method of production, date of catch or
harvest and origin. When the respondents buy seabass and seabream without packaging, the
date of catch or harvest is the most important information that they consider, followed by the
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country of origin. Regarding the country of origin, the indication "origin Greece" is considered
as highly important for 64.3% of the respondents.
-

Image of seabass and seabream product comprises many features. As stated by the
respondents, date of catch or harvest, price, country of origin and healthy attributes of the
products are the most important elements that positively affects the image of the species.

Consumer attitude regarding seabass and seabream products
-

The most influential factor affecting the choice of seabass and seabream is the date of catch or
harvest, followed by the indication of country of origin and premium attributes such as freshness
and quality. The next most important aspects include taste of seabass and seabream and
nutritional value of the products.

-

A quarter of the respondents are of the opinion that information accompanying seabass and
seabream products is clear and easy to understand; however, over half of the sample believe
that the information accompanying purchases of seabass and seabream are understandable
only to some extent. Six out of ten respondents tend to trust in information provided by seller.

-

78.1% of the Greek respondents stated preference for national/local origin of seabass and
seabream, one out of ten respondents showed their preference for the products from the EU.

4.2 “Non-consumers” - respondents who do not consume seabass and

seabream
The operating policies of the Greek company that conducted this survey did not allow us to collect
further data on consumers who said they did not consume fish products. It was possible to collect only
the socio-demographic information useful for determining the representative shares of the sample.
Once this information was collected, respondents were asked whether or not they were consumers of
fish products, particularly seabass and seabream, in case of a negative response they were accompanied
outside the survey. There were 275 respondents who answered no to this question. The details of their
demographic characteristics are presented in Tables 6-8. By a small margin, over half of non-consumers
of seabass and seabream are male (52%). The majority of non-consumers are young, below the age of
46 (66.1%). Just over two fifths (45.8%) of non-consumers live in Attica, while the lowest share of nonconsumers lives in South Aegean (1.8%) and North Aegean (2.5%).

4.3 “Consumers” – respondents who consume seabass and seabream
4.3.1 Social and demographic characteristics of respondents
The social and demographic characteristics of the interviewed Greek consumers are summarized in
Table 9.
Table 6. Non-consumers by gender
Gender
Frequency
Male
Female
Total

Percentage
143
132
275

52.0
48.0
100.0
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Table 7. Non-consumers by age
Age group
Frequency
18-25
26-35
36-45
46-55
56-65
Total

Percentage
71
73
38
43
50
275

25.8
26.5
13.8
15.6
18.2
100.0

Table 8. Non-consumers by macro regions
Area
Frequency

Percentage

Eastern Macedonia and Thrace
Central Macedonia
Western Macedonia
Thessaly
Epirus
Ionian Islands
Western Greece Region
Continental Greece
Peloponnese
Attica
North Aegean
South Aegean
Kriti
Total

13
42
9
9
8
8
8

4.7
15.3
3.3
3.3
2.9
2.9
2.9

7
18
126
7
5
15
275

2.5
6.5
45.8
2.5
1.8
5.5
100.0

Table 9. Social and demographic characteristics of the Greek respondents (sample)
Frequency

Percentage %

Gender
Male
Female

745
774

49.0
51.0

18-25
26-35
36-45
46-55
56-65

231
343
379
316
250

15.2
22.6
25.0
20.8
16.5

Urban
Rural

1376
143

90.6
9.4

Eastern Macedonia and Thrace
Central Macedonia
Western Macedonia
Thessaly
Epirus
Ionian Islands
Western Greece Region

73
283
35
100
40
25

4.8
18.6
2.3
6.6
2.6
1.6

81
66
74
602
25

5.3
4.3
4.9
39.6
1.6

Age group

Residential Areal

Area

Continental Greece
Peloponnese
Attica
North Aegean
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South Aegean
Kriti

37
78

2.4
5.1

Primary
Secondary

22
503

1.4
33.1

Educational level

University degree

748

49.2

Post-graduate degree/studies

246

16.2

1
2
3
4
5
6
7

81
338
432
469
161
30
8

5.3
22.3
28.4
30.9
10.6
2.0
0.5

Children living in household
Yes, small children (younger than 7 years old)
Yes, school children
Yes, students or grown up children
No

245
211
346
636

16.1
13.9
22.8
41.9

Working
Unemployed
Student
Pensioner

1026
243
137
113

67.5
16.0
9.0
7.4

High skilled professional

167

11.0

Public services
Business-private sector
Farmer

221
622
16

14.5
40.9
1.1

Below the national average
About the national average

507

33.4

711

46.8

Above the national average

301

19.8

Household size

Occupation

Profession

Household income

4.3.2 Consumer habits and consumption patterns regarding seabass and seabream
products

4.3.2.1

Consumption of fish and seafood products, including seabass and seabream at home

The data collected show that, the major part of the Greek respondents (74.3%) consume fish and
seafood at home at least once a week. Exactly half of the respondents (50%) serve fish and seafood
products at home once a week, just under a quarter of the sample (23.9%) consume fish and seafood
two to three times per week. The 22.2% of the sample consume fish and seafood at home less
frequently, a few times a month, and remaining percentage (2.9%) consume fish several times a year
(Table 10).
Most of the respondents (85.9%) consume seabass and seabream at home at least once a month. About
a third of the sample (32.3%) consume seabass and seabream at home at least once a week and, on the
other hand, another third of the sample (30.7%) consume seabass and seabream two to three times a
month (Table 11).
The presence of small children (younger than 7 years old) in the household does not seem to be a limiting
factor to consumption of seabass and seabream. Consumers who do not have young children and
families with small children consume seabass and seabream with the same frequency.

11
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Table 10. How often are fish products eaten (fish, molluscs and crustaceans) at home?
Frequency of eating fish and seafood in general, at home
Frequency
Everyday
2 to 3 times a week
Once a week
2 to 3 times a month
Once a month
Several times a year
Never/almost never
Total

Percentage

6
363
759
263
75
44
9
1519

0.4
23.9
50.0
17.3
4.9
2.9
0.6
100.0

Cumulative percentage
0.4
24.3
74.3
91.6
96.5
99.4
100.0

Table 11. How often do you eat Seabass and Seabream at home?
Frequency of eating seabass and seabream at home
Frequency
Everyday
2 to 3 times a week
Once a week
2 to 3 times a month
Once a month
Several times a year
Never/almost never
Total

4.3.2.2

0
64
427
466
348
199
15
1519

Percentage
0
4.2
28.1
30.7
22.9
13.1
1.0
100.0

Cumulative percentage
0
4.2
32.3
63
85.9
99.0
100.0

Type of Seabass and Seabream consumed

4.3.2.2.1 Whole fresh
The major share of the respondents (86.6%) reported that they consumed whole fresh seabass and
seabream at least once during the month prior to the survey. Nearly a quarter of the sample (24.4%)
consumed those species once a week or more, and only 10.1% of the respondents has never consumed
those products (Table 12).

4.3.2.2.2 Frozen whole
Almost half of the respondents (49.6%) stated that they never consumed whole frozen seabass and
seabream. The share of the respondents who consumed frozen whole seabass and seabream at least
once in the month prior to the survey, compared to those who consumed fresh whole, dropped to 46.7%
(Table 13).

4.3.2.2.3 Fresh fillet
Unlike the majority of the respondents who had consumed fresh whole seabass and seabream during
the last month, the share of the respondents who have consumed fresh fillets of seabass and seabream
were far lower (46.1%). Only 19.4 % of respondents consumed fresh seabass and seabream fillets
frequently (between once a week and 2-3 times a month) in the previous month (Table 14).
12
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4.3.2.2.4 Frozen fillet
Compared with fresh fillets, consumption of frozen seabass and seabream fillet is less frequent (38.4%
once or more times per month), of them over half (24.8%) consumed frozen seabass and seabream fillet
once a month. Whereas 13.7% of the respondents consumed frozen seabass and seabream fillets at
least two to three times a month, more than half of the respondents (57.5%) never consumed those
products (Table 15).

Table 12. How often did you eat seabass and seabream in the following forms during the last month?
Fresh whole
Consumption of fresh whole seabass and seabream
Frequency
Once a week or more
2-3 times a month
Once a month
Never
I don't know
Total

Percentage

371
482
462
153
51
1519

Cumulative percentage

24.4
31.7
30.4
10.1
3.4
100.0

24.4
56.2
86.6
96.6
100.0

Table 13. How often did you eat seabass and seabream in the following forms during the last month?
Frozen whole
Consumption of frozen whole seabass and seabream
Frequency
Once a time or more
2-3 times a month
Once a month
Never
I don't know
Total

Percentage

75
239
395
754
56
1519

Cumulative percentage

4.9
15.7
26.0
49.6
3.7
100.0

4.9
20.7
46.7
96.3
100.0

Table 14. How often did you eat seabass and seabream in the following forms during the last month?
Fresh fillet
Consumption of fresh seabass and seabream fillet
Frequency
Once a week or more
2-3 times a month
Once a month
Never
I don't know
Total

105
190
406
744
74
1519

Percentage
6.9
12.5
26.7
49.0
4.9
100.0

Cumulative
percentage
6.9
19.4
46.1
95.1
100.0
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Table 15. How often did you eat seabass and seabream in the following forms during the last month?
Frozen fillet
Consumption of frozen seabass and seabream fillet
Frequency
Once a week or more
2-3 times a month
Once a month
Never
I don't know
Total

60
148
376
874
61
1519

Percentage
3.9
9.7
24.8
57.5
4.0
100.0

Cumulative percentage
3.9
13.7
38.4
96.0
100.0

4.3.2.2.5 Products ready-to-cook and ready-to-eat
Most of the respondents state that they have never eaten ready-to-cook and ready-to-eat seabass and
seabream products in the month prior to the survey (71.4% and 66.1% respectively). The percentages
of those who consumed ready-to-cook and ready-to-eat seabass and seabream products in the month
prior to the survey were almost the same (Table 16-17). There is also a little difference between those
who consumed a ready-to-cook product (24.6%) and a ready-to-eat product (30.5%) at least once a
month. Even less is the difference between those who have consumed these types of products two to
three times per month (6.4% and 8.6% respectively), and there is almost no difference between the
respondents who consumed those products one or more times per week (4.1% and 4.6% respectively).

4.3.2.3

Consumption of fishery & aquaculture products when eating out

Compared with household consumption, a lower share of Greek respondents prefers to eat fish and
seafood outside of home (Table 18). Less than a quarter of the respondents (22.1%) stated that they
consume fish and seafood products away from home once a month. Less than a third of the sample
(28.7%) consumes fish and seafood outside of home more frequently, at least 2-3 times a month.
When eating out, over one third of the respondents (34%) choose seabass and seabream at least once
a month (Table 19). Less than a third (28.2%) of the respondents never or almost never order seabass
and seabream when eating out, while the relative majority (37.8%) does it several times a year.

4.3.2.4

Composition of consumption of fish products

Consumption of seabass and seabream represents 20-30% of the total fish and seafood consumption
for the relative majority of the respondents (38.8%). For 20% of the sample, consumption of these
species is about 10-20% of the total and for another 18% of the respondents, consumption of seabass
and seabream products makes up half of the total fish and seafood consumption (Table 20).
Over two thirds of the respondents (66%) prefer buying seabass and seabream in whole fresh form
(Table 21). Just over a third of the respondents (36.2%) are used to buying fresh seabass and seabream
as gutted. Only 15.7% of the respondents prefer buy seabass and seabream as fresh fillets and almost
one tenth of the respondents buy frozen fillets (11.2%). A low percentage of consumers prefer buying
seabass and seabream as ready-to-cook and ready-to eat meals.
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The majority of the respondents typically buy two to three fish per purchase when buying whole seabass
and seabream (Table 22). This figure compares with the average household size, just over half of the
respondents (56%), which consists of 2 or 3 people per household.
Most of the respondents (82.7%) prefer buying unpacked seabass and seabream products, while only
17.3% prefer buying those products in packed form (Table 23).
The reasons behind the choice of unpackaged seabass and seabream products can be traced back to 3
main factors such as freshness, the place of purchase (because fish products are bought at the
specialized fish store or at the open market) and the possibility to make an organoleptic assessment of
the fish. On the other hand, the reasons that drive the choice to buy packaged products can be traced
to 5 main factors, such as practicality, food safety, product quality, label information and price (Table
24).
The main factors influencing the consumer decision regarding seabass and seabream purchases include
freshness/catching or harvesting date (61.8%), quality (59.5%), price/quality ratio (59.3%) and like the
taste (56,1%). In addition, the factors of nutritional value and appearance are among the top most
important considerations for Greek respondents. Promotional event was mentioned as the factor
affecting the purchasing decision of seabass and seabream by the least number of the respondents
(Figure 2).

Table 16. How often did you eat seabass and seabream in the following forms during the last month?
Ready to cook meals
Consumption of ready-to-cook seabass and seabream meals
Frequency
Once a week or more
2-3 times a month
Once a month
Never
I don't know
Total

Percentage

63
97
214
1085
60
1519

Cumulative percentage

4.1
6.4
14.1
71.4
4
100.0

4.1
10.5
24.6
96
100.0

Table 17. How often did you eat seabass and seabream in the following forms during the last month?
Ready to eat meals
Consumption of ready-to-eat seabass and seabream meals
Frequency
Once a week or more
2-3 times a month
Once a month
Never
I don't know
Total

Percentage
70
130
264
1004
51
1519

4.6
8.6
17.4
66.1
3.4
100.0

Cumulative percentage
4.6
13.2
30.5
96.6
100.0
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Table 18. How often do you eat fish and seafood in general out of home?
Frequency of eating fish and seafood in general out of home (restaurants, canteens, bars, etc.)?
Frequency
Everyday
2 to 3 times a week
Once a week
2 to 3 times a month
Once a month
Several times a year
Never/almost never
Total

6
51
138
241
335
547
201
1552

Percentage
0.4
3.4
9.1
15.9
22.1
36.0
13.2
100.0

Cumulative percentage
0.4
3.8
12.8
28.7
50.8
86.8
100.0

Table 19. How often do you eat seabass and seabream away from home (restaurants, canteens, bars,
etc.)?
Frequency of eating seabass and seabream out of home (restaurants, canteens, bars, etc.)
Frequency
Percentage
Cumulative percentage
Everyday
4
0.3
0.3
2 to 3 times a week
24
1.6
1.8
Once a week
63
4.1
6.0
2 to 3 times a month
127
8.4
14.4
Once a month
298
19.6
34.0
Several times a year
575
37.8
71.8
Never/almost never
428
28.2
100.0
Total
1519
100.0

Table 20. How would you estimate the share of seabass and seabream consumption in your total
consumption of fish and seafood?
How would you estimate the share of seabass and seabream consumption in your total consumption
of fish and seafood?
Frequency
Percentage
Cumulative percentage
Less than 10%
93
6.1
6.1
10-20%
304
20.0
26.1
20-30%
589
38.8
64.9
Around 50%
284
18.7
83.6
50 - 60%
158
10.4
94.0
Over 60%
91
6.0
100.0
Total
1519
100.0
Table 21. When you buy seabass and seabream, in what form do you prefer buy them?
Typical product forms of seabass and seabream products for purchases
Frequency
Percentage of population
Fresh, whole
1003
66.0
Fresh, gutted
550
36.2
Fresh fillet
238
15.7
Frozen Fillet
170
11.2
Ready to cook meals
106
7.0
Ready to eat meals
115
7.6
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Table 22. If seabass and seabream are consumed whole, how many fish are bought/consumed in a
typical meal per household
Number of fish bought/consumed in a typical meal per household
Frequency
1
2-3
3-4
more than 4
Total

Percentage
74
695
545
205
1519

Cumulative percentage
19.8
61.0
15.9
3.4
100.0

19.8
80.7
96.6
100.0

Table 23. In which manner do you prefer buy seabass and seabream
Preferred manner of purchasing fish
Frequency
packed
unpacked
Total
4.3.2.5

Percentage
263
1256
1519

Cumulative percentage
17.3
82.7
100.0

17.3
100.0

Seafood purchase places

The majority of Greek consumers prefer to buy seabass and seabream in a specialized network,
consisting of open-air markets (40.5%), directly from producers (37.26% ) and fishmonger/specialist
store (27.71%) (Figure 3). Supermarket or multiple retailers are also very popular places where
consumers frequently buy seabass and seabream (39.3%), whereas other distribution channels,
including catering services and online sales, are rarely used by Greek respondents (respectively 2% and
0.8%).
Premium attributes guide the choice of the place for purchase of seabass and seabream products; in
particular, freshness (74.4%) and quality (65%). Price also plays an important role (58.4%), however, it
is rated as the third factor after freshness and quality. Good availability of product forms is the less
important reasons for Greek respondents in their choice of preferred purchasing places (Figure 4).

Table 24. Why do you prefer this way of buying fish products?
factors that determine the purchase of packaged and unpackaged products
Frequency
unpacked

Percentage
1256

freshness

770

61.3

place of purchase
organoleptic assessment

169

13%

125

10%

263
94
83
21
14
11

35.8%
31.6%
5.3%
4.1%
1.7%

packed
practicality
food safety
product quality
label information
price
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Figure 2. Factors affecting the purchase of seabass and seabream.

Figure 3. Places preferred for the purchase of seabass and seabream
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Figure 4. Reasons for purchase of seabass and seabream from preferred places.

4.3.2.6

Types of fish products purchased

Nearly 3% of the respondents buys seabass and seabream exclusively (Table 25), while almost the entire
pool of the respondents (97.3%) buy other fish and seafood as well as these species.
More than 30 species are mentioned by consumers, but under two-third of these receive more than 30
citations and only 8 are mentioned at least 100 times (Figure 5). European anchovy is the most named
species, with 547 citations, followed by European pilchard (504), Atlantic cod (355), salmon (214) and
shrimp (203).
Seabream appears to be the most preferred species compared to seabass, according to the choice of
the respondents (Table 26). There is a very important difference between consumers who prefer
seabream (79.7%) compared to seabass (20.3%).

Table 25. Do you buy other species besides seabass and sea bream?
Do you buy others species?
Frequency
Percentage
Cumulative percentage
Yes
1479
97.3
97.3
No
40
2.7
100.0
Total
1519
100.0
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Figure 5. If you choose other species, except seabass and seabream, what species do you purchase
(please specify several species)?

Table 26. Which species do you prefer most among seabass and seabream?
Preference of species

Seabass
Seabream
Total

Frequency
308
1211
1519

Percentage
20.3
79.7
100.0

Cumulative
percentage
20.3
100.0

4.3.3 Consumer preferences of seabass and seabream products
Just over two thirds of the sample (61.9%) prefer wild seabass and seabream, while about one fifth of
the respondents (20.6%) prefer farmed seabass and seabream (Table 27).

4.3.3.1

Favourite type of preparation

More than two thirds of the respondents (69.1%) indicated "Grilled" as their preferred type of
preparation for seabass and seabream products (Figure 6). Baking of seabass and seabream is the next
most popular way of preparation of seabass and seabream reported by more than half (57.4%) of the
respondents.
Two thirds of the respondents (66.9%) show a high willingness to try new seabass and seabream
products (Table 28). In particular, people in the age groups 26-35 years, 36-45 years and 46-55 years
(15.5%, 17.2% and 14.2% respectively) are most likely to try new seabass and seabream products (Table
29). In general, more than half of the respondents (58.5%) would prefer to taste new seabass and
seabream products at home rather than at other locations. However, three out of ten consumers would
be willing to try these new products out of the home (Figure 7).
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Table 27. Preferences regarding production method of seabass and seabream
What is your preference regarding production methods?

Wild seabass and seabream
Farmed seabass and seabream
No preference
Total

Frequency
940
313
266
1519

Percentage
61.9
20.6
17.5
100.0

Cumulative
percentage
61.9
82.5
100.0

Figure 6. Preferred ways of preparation of seabass and seabream.

Table 28. Would you be willing to try new products based on seabass and seabream (such as fresh
produce, snacks, prepared meals, smoked fillet, etc.)?
Are you willing to try new seabass and seabream products (for example improved fresh products,
snacks, ready meals, smoked fillet, etc.)?
Yes
No
Don't know
Total

Frequency
1016
191
312
1519

Percentage
66.9
12.6
20.5
100.0

Cumulative percentage
66.9
79.5
100.0
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Table 29. Are you willing to try new seabass and seabream products (for example improved fresh
products, snacks, readymade meals, smoked fillet, etc.)? * Age group
Age group
18-25
26-35
36-45
46-55
56-65
Are you willing Yes Total
145
236
261
216
158
to try new
9.6%
15.5%
17.2%
14.2%
10.4%
seabass and
seabream
% in Age group
62.8%
68.8%
68.9%
68.4%
63.2%
products?

Figure 7. If you are willing to try new seabass and seabream products, where you would prefer tasting
it?

4.3.3.1.1 Information
The respondents’ own personal experience and habits (49.8%) followed by internet (44.4%) and family
and friends (43.9%) are the most frequently cited sources of information regarding the benefits brought
by the consumption of fish and seafood (Figure 8). Nearly a third of Greek respondents regards doctors
(30.8%) as sources of information about fish and seafood. Institutions are the last sources of information
considered by 15.9% of Greek consumers.
The majority of the interviewees read the label of packed fish and seafood products always or frequently
(81.8%), while 48.1% always reads labels. Only a small part of the respondents (3.8%) stated that they
read labels occasionally (Table 30).
“Expiration date” is the main information to which the respondents (75.6%) pay attention on packaged
products (Figure 9), followed by wild or farmed method of production (71.8%), date of catch (71.0%),
the origin of the product (68.0%) and products name and species name (54.4%). The factors to which
the respondents pay less attention are the brand (26.4%) and environmental information (19.9%).
When the respondents buy seabass and seabream without packaging, the date of capture or harvest
(87.5%) and the country of origin of the species (78.2%) are by far the most important information
missing for them (Figure 10). For 64.3% of respondents, stating the "Greek Origin " is very important,
while it is of medium/average importance for 22.9% of them (Figure 11). Consistent with what was
previously stated, i.e. that the brand is the least important information on the packaging of fish products,
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brand appears to be the information less missed by consumers in the products without packaging (Figure
10).
The most influential factors positively affecting the image of seabass and seabream products (Figure 12),
are date of capture or harvest (69.5%), price (67.2%), country of origin/production (63.6%) and healthy
attributes of the products (60.8%). Image of high quality and tasty products (53.3%) and premium
attributes (52.7%, such as freshness 34.2%) are important influential factors for the image of the
products for more than half of the respondents. An intermediate importance is given to a positive link
to Mediterranean eating style (45.3%) and to indication of sustainability/environmentally friendly
production farming (38.7%). A relatively minor effect would be associated with support of famous
people (18.3%), paid media and social media (15.5% and 12.9% respectively).
Information about the country of production is very important for the respondents in all age groups. Its
importance increases as the age of the respondents increases (Table 31). Likewise, the importance of
the date of catch or harvest and healthy attributes of the product is strengthening as the age of the
respondents increases (Table 32-33).

Figure 8. Sources of information on the benefits and consumption of fish products (fish, molluscs and
crustaceans).
Table 30. How often do you read packaged seafood labels?
Frequency of reading of the label of packed fish and seafood products
Frequency
Always
Frequently
Sometimes
Occasionally
Total

730
513
219
57
1519

Percentage
48.1
33.8
14.4
3.8
100.0

Cumulative percentage
48.1
81.8
96.2
100.0
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Figure 9. Information to which the population pays more attention on packaged products.

Figure 10. Information that is missed in products without packaging.

Figure 11. Importance of stating Greek origin on unpacked fish.
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Figure 12. Factors that could positively influence the image of seabass and seabream.

Table 31. Country of production-Information importance per Age group
Age group
18-25
26-35
36-45
Country of
Yes
Total
120
201
250
production
% in Age group
51.9%
58.6%
66%

Table 32. Date of catch or harvest- information importance per Age group
Age group
18-25
26-35
36-45
Date of catch or
Yes Total
134
218
265
harvest
% in Age group
58%
63.5%
69.9%

46-55
203

56-65
192

64.2%

76.8%

46-55
233
73.7%

56-65
205
82%

Table 33. Healthy attributes of the product – information importance per Age group
Age group
18-25
Healthy
attributes of
the product

Yes

Total
% in Age group

26-35

36-45

46-55

56-65

138

199

218

197

172

59.7%

58.1%

57.5%

62.3%

68.8%

4.3.4 Consumer attitudes regarding seabass and seabream
The factors that have the greatest impact on the purchase of those species (Figure 3) include the date
of capture or harvest (77.4%), the country of origin (66.0%) and the premium attributes (65.6%).
Only one fourth of the sample considers that information appearing on seabass and seabream packed
products is clear and easy to understand. More than half of the respondents, however, consider that
information is comprehensible to some extent (Table 34). When examining information on the label of
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seabass and seabream products, (Figure 14) consumers look for the date of capture or harvest (85.7%)
and the expiry date (78.7%). As a last information, it is possible to highlight that nearly four-fifths of the
sample (78.1%) claims that they prefer the national or local origin of seabass and seabream products
(Σφάλμα! Το αρχείο προέλευσης της αναφοράς δεν βρέθηκε.), followed by the EU origin (13.5%), while
non-EU origin of the species had by far the least preference among the Greek respondents (1.8%).
Purchases of these species are characterised by a relative trust in the sellers (61.3%). However, 24.8%
of the respondents answered that they didn’t know whether to trust sellers or not (Σφάλμα! Το αρχείο
προέλευσης της αναφοράς δεν βρέθηκε.).

Figure 13. The most important aspects of the product when choosing seabass and seabream.

Table 34. Do you think that the information appearing on seabass and seabream packed products is
clear and easy to understand?
Do you think information, accompanying seabass and seabream packed products you buy, is easy
and clear to understand?
Frequency
Yes, definitely
Yes, to some extent
No, not really
No, not at all
I do not know
Total

381
861
171
17
89
1552

Percentage
25.1
56.7
11.3
1.1
5.9
100.0

Cumulative percentage
25.1
81.8
93.0
94.1
100.0
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Figure 14. Information that is important to find on the label of seabass and seabream packed products.

5. MCA-CA results
In this paragraph we will present the results obtained through the MCA-CA analysis2.
The “Socio-demographic” domain provides a picture of relationships between consumers and their
demographic and social characteristics. The resulting classification identified eight typologies related to
this domain, mainly based on the household characteristics linking with the respondents that derive
from these variables. The eight groups are:
•
•
•
•
•
•
•
•

Young Couple of workers;
Young families;
Mature families with medium-high income;
Families of highly educated people;
Senior families;
Families with medium-low income;
Students;
Single.

Young couples of workers are characterized by an average age of 26-35 years. Almost all the
respondents belonging to this group have no children. This is confirmed by three quarters of them who
are part of dimensionally small families (two components). The prevailing condition is occupied, and for
the large part employed in the private sector. Their income is below the national average. Nearly all of
them live in urban areas.
The young families have an average age of between 36 and 45 years. The reference household is made
up of 4 components, characterized by the presence of school-age children. The prevailing condition is

2

For methodological details, please consult the Italian report, Deliverable 5.8
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occupied, in this group there is a widespread presence of civil servants. The income of this group is
above the national average. Almost none of them lives in rural areas.
The mature families with medium-high income are characterized by the average age of the respondents
between 46 and 55. The reference households, mainly constituted by 3-4 people, with teenagers
present. The prevailing condition is occupied, and for the most part in the private sector. The income of
this group is above the national average. Almost no one lives in rural areas.
The families of highly educated people are predominantly people between the ages of 26 and 45, with
a high educational qualification (80% university degree or post-graduate), mainly employed in the
private sector and with an income around the national average. Within the group there is a prevalence
of women (57%), the household is small (3 people) and 81% of the cluster sees the presence of small
children (aged less than 7 years). Respondents live predominantly in urban areas.
Senior families, this group consists of people aged between 56 and 65, with a prevalence of men (60%).
About half of the sample sees the presence of teenagers within the household and more than half of the
sample consists of retired people. Their income is above the national average.
The families with medium-low income are predominantly large households, made up of 5 people and
in a quarter of the sample there are school-age children. Their income is below the national average
because this cluster is made up in large part of unemployed people. Predominantly women, with a
secondary education, who are dedicated to the family.
Students have an average age between 18 and 25 years. The majority of them have no children and,
they still live with their parents (families made up of 4 components). The educational level is high, mostly
university degree.
Single, in this group there are not households with more than one component. The prevalent income of
this cluster is below the national average.

The domain Frequency of consumption and reason of purchase focuses on the main factors driving
consumption frequencies and habits. Six typological groups were performed:
•
•
•
•
•
•

Freshness oriented consumers;
Expert consumers;
Practical Consumers;
Home and occasional consumers;
Regular consumers;
Intensive consumers disinterested in the price.

Freshness-oriented consumers are those who ascribe at this attribute the highest importance. People
who make up this group make purchases driven by freshness, this is the most relevant factor when they
buy fish product. They are characterized by not having eaten frozen whole fish, frozen or fresh fillets,
ready to eat or cook meals in the last month. Respondents predominantly buy fresh whole fish,
eviscerated and not packaged. Seabass and seabream are consumed both at home and away from home.
The consumption of these two species varies from 50% to over 60% of the total consumption of fish and
seafood products. These two fish products are consumed more frequently at home, from once a week
to 2-3 times a month. Less frequent is the consumption of fish products outside the home that varies
from one time per month to several times a year.
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Expert consumers. Consumers of this group are particularly attentive to two of the premium attributes
of seafood products, freshness and quality. The importance of these two attributes is highlighted by the
choice of the place where fish products are bought, mainly by the producer / fisherman, excluding
supermarkets and restaurants and also by the fact that the price is not a determining factor in their
purchasing behaviour. These consumers hardly eat seafood outside the home (28.31% never, 51.51%
several times a year), including seabass and seabream (53.61% never). They consume seafood at home
frequently, from one to two - three times a month. At least once a month the fish product is seabass or
seabream, with a clear preference for seabream. Seabass and seabream account for about 10% of
purchases of fish products. Usually, fish is bought fresh whole not packaged. In fact, in the last month
they have not consumed frozen whole fish, fresh and frozen fillets, ready to eat or cook meals.
Practical consumers. Their purchase choices are driven by practicality factors, such as the convenience
of the store, packaged product. In fact, purchases are made at supermarkets and multiple retails, the
most frequently purchased product is frozen fillets and hardly ever whole fresh fish. Price also plays an
important role in purchasing decisions, while freshness, quality and taste are not determining factors.
The consumption of fish products varies from only once a month to 2-3 times a month, while the
consumption of sea bass and sea bream is slightly lower, ranging from once a month to a few times a
year.
Home and occasional consumers are individuals who rarely eat fish. The members of this group eat
seabass and seabream several times per year, and exclusively at home. They have no preferences about
the place to purchase fish and seafood and in 43% of cases they don’t buy fish and seafood products in
fishmongers or specialist stores.
Regular Consumers is a group of individuals characterized by an average frequency of purchases of fish
and seafood products, in particular seabream and seabass. They consume fish and seafood both at home
and away from home with a frequency that varies between once a week and two or three times a month.
In the last month they declare to have consumed at least 2 or 3 times the product in all its forms
available: frozen and fresh fish, in form of fillets or whole, ready to cook and ready to eat meals.
Regarding the place of purchase, they express a marked preference for the restaurant, for the purchase
directly from the fish producer and for the open-air market. The reasons for purchase of seabass and
seabream in these places are taste and quality.
Intensive consumers disinterested in the price are individuals with a very high frequency of fish
consumption. In the last month they have consumed all the forms available of fish (whole fresh fish,
whole frozen fish, fresh or frozen fillet, ready to cook and eat meals) at least once a week. When they
purchase, they show a preference in buying packaged and processed products, and in particular in form
of fillets or ready to eat/to cook meals. This group differs from the others by the fact that there is a high
percentage of consumers who do not pay attention to the price. They eat seabass and seabream as well
as fish and seafood products in general, at least once a week both at home and away from home. Their
purchases are oriented to places where there is a good availability of product forms, including ready to
cook/to eat ones.
The domain “Consumer approach to seabass and seabream products” focuses on the specific field of
consumption of seabass and seabream. In this domain, unlike the Italian and Spanish surveys, the factor
related to innovation is not a factor characterizing the groups. This result is linked to the fact that only
191 respondents were not inclined to try new products. The most significant factors for the purposes of
stratification of the respondents are the intrinsic characteristics of the product and the productive
factors. Six groups were extracted:
•

Consumers oriented towards national product;
29

PerformFISH– Deliverable D5.10
•
•
•
•
•

Consumers focused on attributes of products;
Consumers influenced by social media;
Consumers beware of certifications;
Healthy consumers;
Distracted consumers.

Consumers oriented towards national products are those who strongly guide their purchase decisions
based on information regarding the country of origin and the date of capture or harvesting. Almost all
the respondents of the group have a high preference for the national product, and over three quarters
of consumers indicate that “origin Greece” is very important. Consistent with purchasing dynamics,
these consumers think that the factors that could positively influence the image of the product are the
country of origin, the date of capture and also the price. Consumers in this group are particularly
disinterested in environmental sustainability and animal welfare certifications. As well, they seem
disinterested in health attributes and nutritional values of fish products.
Consumers focused on attributes of products are those who are very interested in knowing the
characteristics of the product. The most important factors when they choose to buy fish products and
in particular seabass and seabream are the catch date, the country of origin, the premium attributes
(freshness and quality) the nutritional value, but also the environmental or organic certification and the
welfare of fish. For these consumers there are many factors that could positively influence the image
of seabass and seabream: first of all, basic information (such as country of origin, premium attributes
and catch date), additionally the health attributes of the product; the links with the Mediterranean diet,
the image of high quality and taste, and the indication of sustainability/eco-compatibility of production
processes. Moreover, the price could play a role to improve the image of the products. They mainly
prefer to buy directly from the producer or local fisherman. They prefer to consume the national
product, and for them the indication “origin Greece” is very important. The wild product is preferred to
that one from aquaculture. Their preferred cooking form is grilled.
Consumers influenced about social media are those who attach great importance to the image of the
product. In particular, they believe that the product image can be positively influenced by social media,
advertising and by the support of famous people. They would be willing to try new products at
promotional events. Despite these aspects, these consumers are careful to food style, health aspects
and premium attributes too, underlying a preference for the national product and in particular towards
the word “Greek origin”. These consumers indicate also the quality-price ratio as a factor that influences
purchase decisions.
Consumers beware of certifications are consumers for whom environmental and animal welfare
certifications are factors that drive purchase decisions. They are particularly attentive to environmental
aspects and therefore when choosing the product, they are concerned with environmental and organic
certifications, sustainability and animal welfare. In their purchases, they mainly prefer to buy directly
from the producer or local fisherman. Some consumers indicate also the quality-price ratio as a factor
that can influence purchase decisions. These consumers are willing to try new products based on seabass
and seabream preferably outside home.
Healthy consumers are those particularly attentive to health and nutritional characteristics of fish
products. Respondents in this group pay particular attention to the premium attributes of the products
(quality, nutritional value, taste, freshness) and state that nutritional value, premium attributes and
taste are the most important aspects when they choose seabass and seabream. However, they also pay
attention to quality-price ratio. They have no preferences for the production method (wild or farmed).
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The origin is not an important factor in purchase choices, at most one third of respondents choose
European products. The information “origin Greece” is scarcely important.
Distracted consumers are disinterested consumers regarding all the intrinsic attributes of the product,
in the purchase and consumption. They do not consider the origin of the product as an important factor
in the purchase choices, and only one third of the sample indicates a preference for European products.
As well, the wording “Greek origin” is not important.

Finally, the domain of “Information and label”, focused on the relationships between the consumer and
information about attributes of seabass and seabream products. In particular, the groups are divided
based on the approach to information system and the attribute regarded as most relevant. The following
five different typologies have been performed:
•
•
•
•
•

Well informed consumers;
Self-assured consumers;
Consumers careful about essential information;
Environmentalists consumers;
Dissatisfied consumers of information.

Well informed consumers. This group includes consumers who are always looking for information when
it comes to buying a fish product. These consumers get information related to the benefits and
consumption of fish products from the mass media and from store staff. In fact, they trust a lot in
information provided by the seller, on the contrary they do not rely upon their personal experience.
They frequently read the labels looking at the essential information (such as origin, date of capture and
expiry date), certification schemes and production method. The name of the product and the brand are
also important information to which they pay attention. Also, catch date, country of origin and
certification scheme are the same information that they miss when they buy unpackaged fish.
Self-assured consumers are those who mainly get information on the benefits and consumption of fish
products from their personal experience and habits and believe that the information read on the labels
is not really understandable. There are several and basic information to which they pay more attention
both on packaging and labels: the origin, the date of capture and the method of production. And these
are the same information they miss when they buy the fish product without packaging.
Consumers careful about essential information. Consumers who are part of these groups read
sometimes labels of packaged fish products and look only for “essential” information, such as expiration
date and capture one. The capture date is the only information they miss when they buy products
without packaging. They are people who derive information from their personal experience and from
the network of people with whom they are in contact (family, friends, doctors).
Environmentalists consumers are respondents who proved to be attentive to the issues of
environmental sustainability and animal welfare. They are attentive to the presence of ethical
certification and they consider fundamental that the content should be written on the label together
with ingredients and brand. They have a good personal knowledge of the product information. These
consumers declare they always read the labels and find them understandable. Moreover, consumers
belonging to this group show particular attention, in their choices, to the origin, production method and
freshness of the product (expiry date and capture date). If they buy products without packaging, they
feel the lack of all these aspects. Their knowledge about the aspects of the product comes from their
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own experience, but also from the information provided by institutional sources (doctors and
institutions), by conversations with the sales staff and by searching on web.
Dissatisfied consumers of information. These consumers don’t pay attention to information on labels
and believe they are not easily comprehensible. In fact, they are not interested in any information on
the label or in packaging, including the most basic information such as catch date, expiry date, origin of
the product and production method.

Using the obtained domain as active variables and the associated group of consumers (typologies) as
modalities, a further cluster analysis was performed allowing us to summarize the sample in nine
emerging consumer typologies of seabream and seabass products (Figure 15), as described below.
CLUSTER 1: TRADITIONAL CONSUMERS
Cluster size: 28.6% (435 individuals)
The group consists of three-quarters of employed persons, with a small presence of retired people
(15%), with an average family income that is around the national average. However, this group does not
have a precise demographic physiognomy, since its members are aged between 26 and 65, the group
sees the balanced presence of men and women and families with and without children.
The group shows a consistent propensity to consume fish products at home, at least 2-3 times a month.
Most of the consumers in this group make purchases of fish products in specialist stores and in open air
markets, and seabass and seabream represent 20-30% of the purchased fish products on average.
The group is looking for information and shows a consistent tendency to read information about
freshness of the products; indeed, the group pays attention to the date of capture and the product’s
expiry date. Another information to which they give very important value is the origin of the product.
Almost all the group prefers national or local products. For 82% of the consumers, the indication "Origin
Greece" on fish products is very important, while only 3% of the group declares that this information is
little or not at all important.

CLUSTER 2: CONVENIENCE CONSUMERS
Cluster size: 16.4% (249 individuals)
The most salient feature of this group is related to the place where they make purchases of fish products.
About half of consumers buy fish products in the supermarket, while the remaining part of the sample
makes purchases at the fishmonger or at the open-air market. However, the factor that unites them is
the reason why they choose the place of purchase, that is the convenience of the place and price.
Just under two-thirds of the sample read the labels always or frequently, but around two-thirds of the
consumers in this group consider them difficult to understand or only partially understandable. Probably
this is one of the reasons the group seems interested in reading only the basic information (expiration
date, date of catch/harvest). In choosing to buy fish products, this group positively evaluates the
practicality of the product; in fact, consumers buy fillets both fresh and frozen and ready meals both to
cook and to eat.
The present group is characterized by the prevalent presence of respondents aged between 26 and 45
(74%). They are both men and women and live in families of at least two people. Half of the sample has
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children, of which more than half are small or school-aged. They are highly educated people, 69% are
graduates or PhD, predominantly working (78%) with an income around the national average.

CLUSTER 3: ETHICAL CONSUMERS
Cluster size: 16.3% (247 individuals)
The characteristic of this group is a focus on sustainable methods of production, affecting both the
environmental aspects and those related to fish welfare. The need for clarity in the signals transferring
knowledge about these topics on the label is perceived by most of the members of the group. Most of
the group read the labels always or frequently and believe that the information is only partially
comprehensible. This result is particularly important in light of the fact that 73% of the respondents in
this group are highly educated (degree or PhD).
The relationship with information is also characterized by the attention paid by the group to the origin
and dates of capture and product expiration. For 72% of the sample, Greek origin is very important. This
group sees the prevalence of young people aged between 18 and 45, who live in families with and
without children. The cluster includes employed, unemployed, students and retired, but with a clear
predominance of working respondents (77%), with a family income around the national average. The
presence of small children does not negatively affect the consumption of fish products. Indeed, it could
be one of the factors influencing the frequency of consumption, which in this group is among the highest,
as it varies from regular to intense, i.e. from 2-3 times a month up to once a week.

CLUSTER 4: PREMIUM CONSUMERS
Cluster size: 9.9% (150 individuals)
The fourth cluster is formed exclusively by mature families, aged between 46 and 55, prevailing working
(83%). The reference households, mainly constituted by 3-4 people, have a presence of teenagers. The
income of these families is above the national average.
The frequency of purchase and consumption of fish products of this group is quite high and varies from
once a week to 2-3 times per week at home. In particular, a good part of the members of the group
consume seabass and seabream both at home (2-3 times a month), and away from home (once a
month). Seabass and seabream represent 50-60% of the total consumption of fish products.
These consumers prefer fresh whole or gutted fish and not packaged, do not like frozen products or
even products ready-to-eat or ready-to-cook. Their buying choices are driven by premium attributes,
quality and freshness are decisive factors in determining the decision to purchase a product. They prefer
to make purchases in fishmonger and specialized shops, but they pay a particular attention to the quality
and price ratio.
The members of this group share the same attitude towards information regarding fish products. The
absence of information in unpacked products is treated as an important gap that manifests itself when
buying fresh products. In particular, they feel a lack of information about the origin and date of catch.
The members of the group show a marked preference for national or local products (89%) and consider
the Greek origin to be very important (76%).
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CLUSTER 5: YOUNG INFORMED CONSUMERS
Cluster size: 10.7% (163 individuals)
One of the most significant features of this group is the confidence in the system of information available
about the product. All cluster components show a high reliance on information provided and a large
part of them (82%) are sure to easily understand the information accompanying purchases of seabass
and seabream. However, this group considers relevant only a little information on the label, in particular
the expiration date and the date of catch or harvest. The most widely used sources of information are
not official channels, but internet, family and friends. There are no special guidelines to describe the
information used by the cluster, but it should be pointed out that freshness is an important judgement
for the choices made by the group. The cluster sees the prevalence of young respondents (74%), 18-25
years old, almost exclusively students (95%), living in a household. The level of education of members
belonging to the group is high. An important factor that characterizes this group is the fact that most of
the respondents still live inside the family, so it is possible that the purchase choices are not made in the
first person, but under the indication of the family.

CLUSTER 6: CONSCIOUS CONSUMERS
Cluster size: 6.9% (105 individuals)
This cluster is mainly made up of singles (76%) of all ages. Attention to the label information is the
prominent feature of the group, which is characterized by four fifths of consumers who read always or
frequently the label and feel comfortable with its use. The propensity to read the labels of these
consumers probably helps to make them aware of the diversified supply of fish products. For this reason,
although this group pays particular attention to the origin of the products, like other groups, it conceives
the origin in a much wider way and does not leave out European products. When they purchase
unpacked fishes, they miss date of catch or harvest.

CLUSTER 7: PURCHASING RESPONSIBLE CONSUMERS, WHO PAY LITTLE ATTENTION TO LABELS
Cluster size:11.2% (170 individuals)
The respondents are fathers and mothers of the family (81%), with a slight prevalence of men (60%).
They are relatively young; two thirds of the sample are under 45 years and a high level of education
(undergraduate or PhD). However, these consumers do not always read the labels (67%), considering
them not always understandable (71%).
In this group the frequency of consumption of fish products is regular and these are consumed at least
2-3 times a month, as in the case of other groups, with a particular preference for fresh products, but
without a marked preference for the production method, one third of the group has a preference for
farmed fish. Not even the origin is a strong determinant in driving purchases. For less than half of the
sample the national origin is a factor of choice, while the remaining 57% choose EU and Extra-EU
products, probably for the same reason the term “Origin Greece” is considered very important by 42%
of the sample. An interesting detail of this group is the widespread and differentiated attention to
information regarding fish products.
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Figure 15. Cluster analysis based on multiple correspondence analysis.
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6. Brief comparison between Italian, Spanish and Greek respondents
The three populations surveyed have a very similar composition, in particular regarding gender,
household composition and area of residence. The major differences are noted regarding the level of
education, the profession and income bracket (Table 35).

Table 35. Social and demographic characteristics of the Italian, Spanish and Greek respondents (sample)
Italian Percentage %

Spanish Percentage %

Greek Percentage %

Gender
Male
Female

48.9
51.1

49.1
50.9

49.0
51.0

18-25
26-35
36-45
46-55
56-65
65+

15
31.7
26.8
16
8.2
2.2

17.7
29.8
27.9
16.3
5.9
2.4

15.2
22.6
25.0
20.8
16.5

Urban
Rural

84
16

88.4
11.6

90.6
9.4

Primary
Secondary
University degree
Post-graduate degree/studies

2.6
49.2
37.9
10.2

1.0
18.2
48.6
32.1

1.4
33.1
49.2
16.2

1
2
3
4
5
6
7
8
9

5.8
23.5
29.0
32.4
7.1
1.5
0.3
0.2
0.1
0.1
0.1

5.3
22.3
28.4
30.9
10.6
2.0
0.5

10
11

5.5
16.6
28.3
35.8
11.7
1.2
0.7
0.1
0.1
0.1
0.1

Children living in household
Yes, small children (younger than 7 years old)
Yes, school children
Yes, students or grown up children
No

29.0
24.1
24.6
43.1

24.6
22.0
26.0
43.3

16.1
13.9
22.8
41.9

Working
Unemployed
Student
Pensioner

72
12.5
11.9
3.6

77.2
7.7
10.8
4.4

67.5
16.0
9.0
7.4

High skilled professional

19.1
14.7
37.5
0.7
28

24.7
22.0
45.2
0.7

11.0
14.5
40.9
1.1

20.8
59.2
20.0

11.3
68.6
20.1

33.4
46.8
19.8

Age group

Residential Areal

Educational level

Household size

Occupation

Profession
Public services
Business-private sector
Farmer
Not worker
Household income
Below the national average
About the national average
Above the national average
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The dynamics of consumption of fish products, and in particular of seabass and seabream, at home and
away from home are very similar between Italian and Spanish population, but is a little bit different in
the Greek population (Table 36-41).
Analysing the data relating to the type of product purchased, in relation to the seabass and seabream,
a first difference between the populations emerges. The consumption dynamics related to the forms of
the product show a greater resemblance between the Italian population and the Greek population as
compared with the Spanish population. The Spanish population shows a preference for fresh gutted
products, while the Greek and the Italian populations show a slight preference for the whole fresh
product (Figure 16).

Table 36. How often are fish products eaten (fish, molluscs and crustaceans) at home?
Frequency of eating fish and seafood in general, at home

Everyday
2 to 3 times a week
Once a week
2 to 3 times a month
Once a month
Several times a year
Never/almost never
Total

Italian Percentage

Spanish Percentage

3.1
42.0
36.2
12.0
4.5
2.2
0.1
100.0

2.5
55.5
28.4
9.5
2.3
1.9
0.1
100.0

Greek Percentage
0.4
23.9
50.0
17.3
4.9
2.9
0.6
100.0

Table 37. How often do you eat seabass and seabream at home?
Frequency of eating seabass and seabream at home

Everyday
2 to 3 times a week
Once a week
2 to 3 times a month
Once a month
Several times a year
Never/almost never
Total

Italian Percentage Spanish Percentage Greek Percentage
1.7
0.7
0
18.5
13.7
4.2
34.2
33.5
28.1
25.3
30.7
30.7
12.9
14.1
22.9
7.3
7.2
13.1
0.2
0.1
1.0
100.0
100.0
100.0

Table 38. How often do you eat fish and seafood in general out of home?
Frequency of eating fish and seafood in general out of home (restaurants, canteens, bars, etc.)?

Everyday
2 to 3 times a week
Once a week
2 to 3 times a month
Once a month
Several times a year
Never/almost never
Total

Italian Percentage Spanish Percentage Greek Percentage
1.9
0.7
0.4
16.9
8.8
3.4
17.5
16.2
9.1
19.4
23.1
15.9
18.8
21.3
22.1
19.9
23.6
36.0
5.5
6.4
13.2
100.0
100.0
100.0
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Table 39. How often do you eat seabass and seabream away from home (restaurants, canteens, bars,
etc.)?
Frequency of eating seabass and seabream out of home (restaurants, canteens, bars, etc.)
Everyday
2 to 3 times a week
Once a week
2 to 3 times a month
Once a month
Several times a year
Never/almost never
Total

Italian Percentage Spanish Percentage Greek Percentage
1.9
0.6
0.3
9.2
4.8
1.6
14.1
10.4
4.1
16.1
14.6
8.4
18.0
20.2
19.6
26.1
33.2
37.8
14.6
16.1
28.2
100.0
100.0
100.0

Figure 16. Typical product forms of seabass and seabream products for purchases.

Slight differences can also be seen regarding the factors influencing the purchase choices for seabass
and seabream. In particular, we can see that the top factors that influence purchase choices are mainly
the same, although with some differences in the percentage of those who indicate them. However,
factors “Freshness/catching or harvesting date” and “Nutritional values” are more important for the
Greek population than for the average of Spanish and Italian population (Figure 17).
Italian and Spanish populations make purchases mainly in fishmonger or specialized shops and
supermarkets. But unlike the Italian population, which shows a slight preference for fish markets, the
Spanish population prefers open-air markets. The Greek population prefers to buy seabass and
seabream through specialized network sales channels and modern retail stores (Figure 18).
The reasons that drive the choice of the place where to make purchases of seabass and seabream, are
prevalently the same between countries, with some differences in percentages (19).
Over 90% of the three populations buy other fish species in addition to seabass and seabream (Figure
0). Among the most purchased species we can notice the strong differences (Figure 21).
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All populations show a clear preference for wild products, but the Italian population declares a greater
preference for farmed products compared with the Spanish and Greek populations (Figure 22).
The propensity of Italian and Spanish populations to try new products is very similar, while the Greek
population is more diffident. The percentages of those who indicate the different places where they can
make these tastings are very similar between Italian and Spanish people, the Greek population instead
seems more inclined to try these products away from home (Table 40, Figure 23).
Similarly to the Spanish respondents, the Greek respondents acquire information mainly through their
own experiences and habits and through family and friends (Figure 4).

Figure 17. Factors affecting the purchase of seabass and seabream.

Figure 18. Preferred places to purchase seabass and seabream.
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Figure 19. Reasons for purchase of seabass and seabream from preferred places.

Figure 20. Do you buy other fish species?
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Figure 21. If you choose other species, except seabass and seabream, what species do you purchase?

Figure 22. Preference regarding production method of seabass and seabream.

Table 40. Are you willing to try new seabass and seabream products (for example improved fresh
products, snacks, ready meals, smoked fillet, etc.)?
Willingness to try new products
Yes
No
Do not know
Total

Italian Percentage
83
4
13
100

Spanish Percentage
83.7
3.2
13.1
100.0

Greece Percentage
66.9
12.6
20.5
100.0
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Figure 23. If you are willing to try new seabass and seabream products, you would prefer……

Figure 24. Most preferred sources for obtaining information about the benefits and consumption of fish
and seafood.

Except for the percentages of those who indicate the individual response possibilities (on average higher
for the Greek population), the interest placed by the interviewees on the information on the label sees
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the same trend, with more attention to the expiration date, the origin of the product and production
method, and less attention to the brand, certification schemes and environmental information. It should
also be emphasized that for Greek respondents (as well as Spanish respondents), expiry date is the factor
to which they pay more attention, while the Italian respondents indicate origin in the first place (Figure
25). Similarly, the trends of the most important factors in driving the purchase choices of seabass and
seabream are similar. For all groups of interviewees, the less important factors are variety of product
forms and production method, and the most relevant factors are the date of capture, the country of
origin and taste. Moreover, premium attributes are very important for Greek interviewees (Figure ).
For all groups of respondents, the least important factor to find on seabass and seabream labels is the
indication of certification schemes and the most important is the origin of the product. In fact, most of
the respondents indicate that they prefer the national or local product and do not indicate non-EU
products among their preferences (Figure -28).

Figure 25. Information observed on packed fish and seafood products.
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Figure 26. What kind of product aspects are the most important when you choose seabass and seabream
products?

Figure 27. How important is it to find the following information on the product label accompanying
seabass and seabream products?
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Figure 28. What is your preference in terms of origin of seabass and seabream?
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ANNEX I
Ethical Requirements in English

Project: “Consumer Driven Production: Integrating Innovative Approaches for Competitive and
Sustainable Performance across the Mediterranean Aquaculture Value Chain”.
Funded by: This project has received funding from the European Union’s Horizon 2020 research and
innovation programme under Grant Agreement no. 727610.
Coordinated by: the University of Thessaly, Katerina Moutou, kmoutou@bio.uth.gr
The objective of the project is to increase competitiveness of the Mediterranean aquaculture sector
by tackling biological, technical and operational weaknesses that underline the stagnation of marine
fish production in the last decade, while addressing social and environmental responsibility and
contributing to “Blue Growth”.
Online consent form for participation in the interview
You are invited to take part in a research survey “Consumer perception about seabass and seabream
products”.
The objective of the interview is to analyze consumers’ views and preferences towards seabass and
seabream products as well as consumers’ purchasing choices. This will support the industry in
developing new products to satisfy consumer needs to meet expectations from the side of consumers.
i.

Your participation will require approximately 10 minutes and is completed online at your
computer.

ii.

There are no known risks associated with this survey.

iii.

Participation in this interview is voluntary.

iv.

If you wish, you can withdraw from the interview at any time.

v.

Your responses will be kept strictly confidential, and digital data will be stored in secure
computer files.

vi.

Any report of this research that is made available to the public will not include your name or any
other individual information by which you could be identified.

Please feel free to print a copy of this consent page to keep for your records. For further information,
please contact the University of Bologna, Mr. Felice Adinolfi at felice.adinolfi@unibo.it
Clicking the “Next” button indicates that you are 18 years of age or older, and indicates your consent to
participate in this survey. [Modify this sentence if the “click to continue” button is called something other
than “Next” or if the participant needs to check a “Yes” box.]
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ANNEX II
Ethical Requirements in Greek

Ερευνητικό έργο: «Παραγωγή καθοδηγούμενη από τον καταναλωτή: καινοτόμες και
ολοκληρωμένες προσεγγίσεις για ανταγωνιστική και βιώσιμη αποδοτικότητα μέσω της αλυσίδας
αξίας της μεσογειακής υδατοκαλλιέργειας».
Χρηματοδοτούμενο από: το παρόν ερευνητικό έργο έλαβε χρηματοδότηση από το πρόγραμμα της Ευρωπαϊκής Ένωσης
για την έρευνα και την καινοτομία «Ορίζοντας 2020» (Horizon 2020), στο πλαίσιο της υπ' αριθμόν 727.610 συμφωνίας
επιχορήγησης.

Συντονίζεται από: την κυρία Κατερίνα Μούτου του Πανεπιστημίου Θεσσαλίας, kmoutou@bio.uth.gr

Στόχος του παρόντος έργου είναι η αύξηση της ανταγωνιστικότητας του τομέα της μεσογειακής
υδατοκαλλιέργειας αντιμετωπίζοντας τις αδυναμίες βιολογικού, τεχνικού και επιχειρησιακού
χαρακτήρα που επισημάνθηκαν από τη στασιμότητα της ιχθυοπαραγωγής σε θαλάσσια ύδατα την
τελευταία δεκαετία, αντιμετωπίζοντας παράλληλα την κοινωνική και περιβαλλοντική ευθύνη και
συμβάλλοντας στη «γαλάζια ανάπτυξη».

Φόρμα ηλεκτρονικής συγκατάθεσης για συμμετοχή στην έρευνα
Καλείστε να συμμετάσχετε στην ερευνητική μελέτη «Η αντίληψη των καταναλωτών σχετικά με
τα αλιευτικά προϊόντα».
Στόχος της συνέντευξης είναι η ανάλυση ων απόψεων και των προτιμήσεων των καταναλωτών
αναφορικά με τα αλιευτικά προϊόντα καθώς και των επιλογών αγοράς των καταναλωτών. Αυτό
θα στηρίξει τη βιομηχανία στην ανάπτυξη νέων προϊόντων για την κάλυψη των αναγκών και
των προσδοκιών των καταναλωτών.
I.
II.
III.
IV.
V.
VI.

Η συνέντευξή σας θα διαρκέσει περίπου 10 λεπτά και θα διεξαχθεί ηλεκτρονικά από τον υπολογιστή σας.
Δεν υπάρχουν γνωστοί κίνδυνοι που σχετίζονται με αυτήν την έρευνα.
Η συμμετοχή σε αυτήν τη συνέντευξη είναι εθελοντική.
Εάν το επιθυμείτε, μπορείτε να αποσυρθείτε από τη συνέντευξη οποιαδήποτε στιγμή.
Οι απαντήσεις σας θα διατηρούνται αυστηρά εμπιστευτικές και τα ψηφιακά δεδομένα θα αποθηκευτούν
σε ασφαλή αρχεία υπολογιστή.
Τυχόν κοινοποίηση ή δημοσίευση που σχετίζεται με την παρούσα έρευνα δεν θα περιλαμβάνει το όνομά
σας ή λοιπά δεδομένα προσωπικού χαρακτήρα μέσω των οποίων θα μπορούσε να καταστεί δυνατός ο
προσδιορισμός της ταυτότητάς σας.

Μην διστάσετε να αποθηκεύσετε ένα αντίγραφο αυτής της σελίδας συγκατάθεσης στο αρχείο
σας. Για περισσότερες πληροφορίες, επικοινωνήστε με τον καθηγητή Felice Adinolfi του
Πανεπιστημίου της Μπολόνια, στη διεύθυνση felice.adinolfi@unibo.it
Συμφωνώντας να συμμετάσχετε στην έρευνα, δηλώνετε ότι είστε τουλάχιστον 18 ετών.
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ANNEX III
Draft questionnaire in English
Part 1: Consumer habits and consumption patterns regarding seabass and seabream products
1. Purchase and consumption of seabass and seabream (single option)
a) Yes
b) No
2. Reasons for not purchasing and consuming seabass and seabream (multiple choice)
a) Too expensive
b) Too many bones
c) Do not like the smell or taste
d) Difficult to prepare
e) Allergic to fish in general
f) Vegetarian
g) Food safety concerns
h) Fish welfare concerns
i) Environmental concerns
j) Others (please specify)
3. Frequency of eating fish and seafood at home in general (single option)
a) Everyday
b) 2 to 3 times a week
c) Once a week
d) 2 to 3 times a month
e) Once a month
f) Several times a year
g) Never/almost never
4. Frequency of eating seabass and seabream at home (single option)
h) Everyday
i) 2 to 3 times a week
j) Once a week
k) 2 to 3 times a month
l) Once a month
m) Several times a year
n) Never/almost never
5. How often did you eat seabass and seabream in the following forms during the last month?
5.1 Fresh whole
a) Once a week or more
b) 2-3 times a month
c) Once a month
d) Never
e) I do not know
5.2 Frozen whole
a) Once a week or more
b) 2-3 times a month
c) Once a month
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d) Never
e) I do not know
5.3
a)
b)
c)
d)
e)

Fresh fillet
Once a week or more
2-3 times a month
Once a month
Never
I do not know

5.4
a)
b)
c)
d)
e)

Frozen fillet
Once a week or more
2-3 times a month
Once a month
Never
I do not know

5.5
a)
b)
c)
d)
e)

Ready to cook meals
Once a week or more
2-3 times a month
Once a month
Never
I do not know

5.6
a)
b)
c)
d)
e)

Ready to eat meals
Once a week or more
2-3 times a month
Once a month
Never
I do not know

6. Frequency of eating fish and seafood in general outside of home (restaurants, canteens, bars,
etc.) (single option)
a) Everyday
b) 2 to 3 times a week
c) Once a week
d) 2 to 3 times a month
e) Once a month
f) Several times a year
g) Never/almost never
7. Frequency of eating seabass and seabream outside of home (restaurants, canteens, bars, etc.)
(single option)
h) Everyday
i) 2 to 3 times a week
j) Once a week
k) 2 to 3 times a month
l) Once a month
m) Several times a year
n) Never/almost never
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8. How would you estimate the share of seabass and seabream consumption in your total
consumption of fish and seafood (single option)?
a) Less than 10%
b) 10-20%
c) 20-30%
d) Around 50%
e) 50 - 60%
f) Over 60%
9.

Typical product forms of seabass and seabream products for purchases (multiple choice)
a) Fresh, whole
b) Fresh, gutted
c) Fresh fillet
d) Frozen fillet
e) Ready to cook meals
f) Ready to eat meals
g) Others (please specify)

10. If seabass and seabream are consumed whole, how many fish are bought/consumed in a typical
meal per household (single option)
a) 1
b) 2 - 3
c) 3 - 4
d) More than 4
11. Factors affecting the purchase of seabass and seabream (multiple choice)
a) Freshness/catching or harvesting date
b) Quality
c) Price/quality ratio
d) Like the taste
e) Easy to prepare
f) Healthy and wellness
g) Tradition
h) Pleasure
i) Products sustainability
j) Fish welfare
k) Nutritional value
l) Promotional events
m) Appearance
n) Country of origin/geographical area of origin
o) Known producer
p) Local producer
q) Others (please specify)
12. Preferred places to purchase seabass and seabream (multiple choice)
a) Supermarket or multiple retailers
b) Open air market
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c)
d)
e)
f)
g)
h)

Fishmonger/specialist store
Directly from fish farm
Restaurants
Other catering services
Online
Other (please specify)

13. Reasons for purchase of seabass and seabream from preferred places (multiple choice)
a) Freshness
b) Quality
c) Taste
d) Good availability of fish species
e) Good availability of product forms, including ready to cook/ready to eat products
f) Convenience of the store
g) Price
h) Other (please specify)
14. Which species do you prefer most (single option):
a) Seabass
b) Seabream
15. If you choose other species, except seabass and seabream, what species do you purchase (please
specify several species)?
____________________________________________________________________________________

Part 2: Consumer preferences for seabass and seabream products
16. What is your preference regarding production methods (single choice)?
a) Wild seabass and seabream
b) Farmed seabass and seabream
c) No preference
17. Preferred ways of preparation of seabass and seabream (multiple choice)
a)
b)
c)
d)

Grilled
Baked
Fried
Other (please specify)

18. Are you willing to try new seabass and seabream products (for example improved fresh
products, snacks, ready meals, smoked fillet, etc.)?
a) Yes
b) No
c) Do not know
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19. If you are willing to try new seabass and seabream products, you would prefer: (multiple choice)
a) Tasting at home
b) Tasting at sales points
c) Tasting at a promotional event
d) Tasting at restaurant, bar, canteen or other food service channels
20. Most preferred sources for obtaining information about the benefits and consumption of fish
and seafood: (multiple choice)
a) TV shows, radio, newspaper
b) Internet
c) Store or fishmonger employee
d) Family and friends
e) Doctors
f) Your own experience and habits
g) Paid advertising
h) Institutions
14) Importance and impact of packaging and other information on labels of packed fish and
seafood products:
a) Frequency of reading of the label of packed fish and seafood products (single choice)
Always
Frequently
Sometimes
- Occasionally
b) Information observed on packed fish and seafood products (multiple choice)
- Product name and species name
- Brand
- Wild or farmed
- Information on the fisherman/fish farm
- Best before date/use by date
- Date of catch or harvest
- Nutritional information
- Information on ingredients (including additives)
- Origin of the product
- Certification scheme/logo
- Environmental information
c) If you buy seabass and seabream unpacked, which information do you miss from non-branded
seabass and seabream products?
- Country of origin
- Date of catch or harvest
- Certification scheme
- Brand
- Method of production
- Other (please specify)
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15) Factors affecting the image of seabass and seabream products (multiple choice)
-

Endorsement by famous people (i.e. chefs)
Country of production
Date of catch or harvest
Premium attributes (please specify)
Healthy attributes of the product
Image of high quality and tasty product
Positive links to the Mediterranean eating style
Indication of sustainability/environmentally friendly production farming
Price
Paid media
Social media
Other (please specify)

Part 3: Consumer attitude regarding seabass and seabream
21. What kind of product aspects are the most important when you choose seabass and seabream
products? (multiple choice)
a) Premium attributes of seabass and seabream (freshness and quality)
b) Country of origin
c) Date of catch or harvest
d) Welfare of farmed fish
e) Environmental certification or organic
f) Nutritional value
g) Taste
h) Variety of product forms
i) Other (specify)

22. Do you think information, accompanying seabass and seabream products you buy, is easy and
clear to understand? (single option)
a) Yes, definitely
b) Yes, to some extent
c) No, not really
d) No, not at all
e) I do not know
23. Do you trust in information provided by seller (single option)?
a) Yes
b) No
c) I do not know
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24. How important is it to find the following information on the product label accompanying seabass
and seabream products (multiple options)
a) Origin of seabass and seabream products
b) Date of catch or harvest
c) Expiration date
d) Certification schemes
e) Whether it is wild or farmed product
25. What is your preference in terms of origin of seabass and seabream? (single option)
a) Products from the EU
b) Products from outside of the EU
c) National/local product
d) No preference

Part 4: Consumer profiles
1. Gender
a) Male
b) Female
2. Age group
a) 18-25
b) 26-35
c) 36-45
d) 46-55
e) 56-65
f) 65+
3. Residential Area
a) Urban
b) Rural
4. Place of residence: region, city, etc. (please specify)
-----------------

5. Educational level
a) Primary
b) Secondary
c) University degree,
d) Post-graduate degree/studies
6. Household size (number of persons living in the same household)
a) 1
b) 2
c) 3
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d) 4
e) 5
f) Other (please specify)
7. Do you have children living in your household?
a) Yes, small children (younger than 7 years old)
b) Yes, school children
c) Yes, students or grown up children
d) No
8. Occupation
a) Working
b) Unemployed
c) Student
d) Pensioner
9. What is your profession?
a) High skilled professional
b) Public services
c) Business – private sector
d) Farmer
e) Other (please specify)
10. What is the category of your household income?
a) Below the national average
b) About the national average
c) Above the national average
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ANNEX IV
Questionnaire in Greece

Δ1. Αγοράζετε και καταναλώνετε αυτά τα είδη ψαριών;
Λαβράκι και τσιπούρα
Ναι
Όχι

Ε1. Μπορείτε να υποδείξει τους λόγους για τους οποίους δεν αγοράζετε και δεν
καταναλώνετε λαβράκι και τσιπούρα;
Είναι πολύ ακριβά
Έχουν πάρα πολλά αγκάθια
Δεν μου αρέσει η μυρωδιά ή η γεύση
Είναι δύσκολη η διαδικασία μαγειρέματός τους
Γενικά, είμαι αλλεργικός/-ή στα ψάρια
Είμαι χορτοφάγος.
Λόγω προβλημάτων επισιτιστικής ασφάλειας
Λόγω προβληματισμών σχετικά με την καλή μεταχείριση των ψαριών
Λόγω περιβαλλοντικών προβληματισμών
Άλλο
Ε2. Παρακαλείστε να προσδιορίσετε:
ΣΤ'1.
Πόσο συχνά τρώτε προϊόντα αλιείας (ψάρια, μαλάκια και καρκινοειδή) στο σπίτι;
Κάθε μέρα
2 έως 3 φορές την εβδομάδα
Μία φορά την εβδομάδα
2 έως 3 φορές τον μήνα
Μία φορά τον μήνα
Αρκετές φορές τον χρόνο
Ποτέ / σχεδόν ποτέ
Ζ1.
Πόσο συχνά καταναλώνετε λαβράκι και τσιπούρα στο σπίτι;
Κάθε μέρα
2 έως 3 φορές την εβδομάδα
Μία φορά την εβδομάδα
2 έως 3 φορές τον μήνα
Μία φορά τον μήνα
Αρκετές φορές τον χρόνο
Ποτέ / σχεδόν ποτέ
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Ι1.
Τον τελευταίο μήνα, πόσο συχνά καταναλώσατε λαβράκι και τσιπούρα στις παρακάτω
μορφές;
Μία φορά την εβδομάδα ή περισσότερο
2-3 φορές τον μήνα
Μία φορά τον μήνα
Ποτέ
Δεν ξέρω
Ολόκληρα νωπά
Ολόκληρα κατεψυγμένα
Φιλέτο νωπό
Φιλέτο κατεψυγμένο
Γεύμα έτοιμο για μαγείρεμα
Γεύμα έτοιμο για κατανάλωση
ΙΑ1.
Πόσο συχνά καταναλώνετε προϊόντα αλιείας (ψάρια, μαλάκια και καρκινοειδή) εκτός
σπιτιού (εστιατόρια, λέσχες, μπαρ, κ.λπ.)
Κάθε μέρα
2 έως 3 φορές την εβδομάδα
Μία φορά την εβδομάδα
2 έως 3 φορές τον μήνα
Μία φορά τον μήνα
Αρκετές φορές τον χρόνο
Ποτέ / σχεδόν ποτέ
ΙΒ1.
Πόσο συχνά καταναλώνετε λαβράκι και τσιπούρα εκτός σπιτιού (εστιατόρια, λέσχες, μπαρ,
κ.λπ.)
Κάθε μέρα
2 έως 3 φορές την εβδομάδα
Μία φορά την εβδομάδα
2 έως 3 φορές τον μήνα
Μία φορά τον μήνα
Αρκετές φορές τον χρόνο
Ποτέ / σχεδόν ποτέ
ΙΓ1.
Ποιο εκτιμάτε ότι είναι το ποσοστό κατανάλωσης λαβρακίου και τσιπούρας επί της συνολικής
κατανάλωσης προϊόντων αλιείας (ψάρια, μαλάκια και καρκινοειδή);
Λιγότερο από 10%
Μεταξύ 10 και 20%
Μεταξύ 20 και 30%
Περίπου 50%
Μεταξύ 50 και 60%
Πάνω από 60%
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ΙΔ1.
Όταν αγοράζετε λαβράκι και τσιπούρα, ποια από τις παρακάτω μορφές προτιμάτε;
συσκευασμένα
μη συσκευασμένα
ΙΔ2.
Μπορείτε να αναφέρετε γιατί;
ΙΕ1.
Σε ποια μορφή προτιμάτε να αγοράζετε το λαβράκι και την τσιπούρα.
Ολόκληρα, νωπά
Εκσπλαχνισμένα, νωπά
Φιλέτο νωπό
Φιλέτο κατεψυγμένο
Γεύμα έτοιμο για μαγείρεμα
Γεύμα έτοιμο για κατανάλωση
Άλλο
ΙΕ2.
Παρακαλείστε να προσδιορίσετε:
ΙΣΤ'1.
Εάν το λαβράκι και η τσιπούρα καταναλώνονται ολόκληρα, πόσα ψάρια αγοράζονται /
καταναλώνονται σε ένα τυπικό οικογενειακό γεύμα;
1
2-3
3-4
Περισσότερα από 4
ΙΖ1.
Ποιοι από αυτούς τους παράγοντες επηρεάζουν την αγορά λαβρακίου και τσιπούρας;
Φρεσκάδα/ημερομηνία αλιείας ή συλλογής
Ποιότητα
Σχέση ποιότητας/τιμής
Γεύση
Ευκολία μαγειρέματος
Υγεία και ευεξία
Παράδοση
Ευχαρίστηση
Βιωσιμότητα των προϊόντων
Καλή μεταχείριση των ψαριών
Διατροφική αξία
Διαφημιστικές εκδηλώσεις
Όψη
Χώρα προέλευσης/γεωγραφική περιοχή προέλευσης
Γνωριμία με τον παραγωγό/αλιέα
Τοπικός παραγωγός/αλιέας
58

PerformFISH– Deliverable D5.10
Άλλο
ΙΖ2.
Παρακαλείστε να προσδιορίσετε:
ΙΗ1.
Σε ποιο μέρος προτιμάτε να αγοράζετε το λαβράκι και την τσιπούρα;
Στα σουπερμάρκετ-στις υπεραγορές
Στην αγορά
Στο Ιχθυοπωλείο/εξειδικευμένο κατάστημα
Απευθείας από τον παραγωγό/αλιέα
Στο εστιατόριο
Σε άλλες υπηρεσίες εστίασης
Διαδικτυακά:
Άλλο
ΙΗ2.
Παρακαλείστε να προσδιορίσετε:
ΙΘ1.
Για ποιους λόγους προτιμάτε να αγοράζετε λαβράκι και τσιπούρα σε αυτά τα μέρη;
Φρεσκάδα
Ποιότητα
Γεύση
Καλή διαθεσιμότητα ειδών αλιείας
Καλή διαθεσιμότητα προϊόντων, συμπεριλαμβανομένων των γευμάτων έτοιμων για
μαγείρεμα/κατανάλωση
Ευκολία στο κατάστημα
Τιμή
Άλλο
ΙΘ2.
Παρακαλείστε να προσδιορίσετε:
Κ1.
Ποιο από τα δύο είδη προτιμάτε περισσότερο;
Λαβράκι
Τσιπούρα
ΚΑ1.
Εάν αγοράζετε άλλα είδη εκτός από το λαβράκι και την τσιπούρα, ποια είναι τα εν λόγω είδη
(παρακαλείστε να προσδιορίσετε διάφορα είδη);
____________________________________________________________________________
ΚΒ1.
Ποια είναι η προτίμηση σας σχετικά με τις μεθόδους παραγωγής;
Λαβράκι και τσιπούρα ελεύθερης αλιείας
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Λαβράκι και τσιπούρα ιχθυοτροφείου
Καμία προτίμηση
ΚΓ1.
Πώς προτιμάτε να μαγειρεύετε το λαβράκι και την τσιπούρα;
Στη σχάρα
Στον φούρνο
Στο τηγάνι
Άλλο

ΚΓ2.
Παρακαλείστε να προσδιορίσετε:
ΚΔ1.
Θα ήσασταν διατεθειμένος/-η να δοκιμάσετε νέα προϊόντα με βάση το λαβράκι και την
τσιπούρα (π.χ. φρέσκα προϊόντα, σνακ, έτοιμα γεύματα, καπνιστά φιλέτα κ.λπ.);
Ναι
Όχι
Δεν ξέρω
ΚΕ1.
Αν είστε διατεθειμένος/-η να δοκιμάσετε νέα προϊόντα με βάση το λαβράκι και την
τσιπούρα, θα προτιμούσατε:
Να τα γευτείτε στο σπίτι σας
Να τα γευτείτε στα σημεία πώλησης
Να τα γευτείτε κατά τη διάρκεια μιας διαφημιστικής εκδήλωσης
Να τα γευτείτε σε εστιατόρια, μπαρ, λέσχες ή άλλους κλάδους εστίασης
ΚΣΤ'1.
Μέσω ποιων πηγών προτιμάτε να λαμβάνετε πληροφορίες σχετικά με τα οφέλη και την
κατανάλωση προϊόντων αλιείας (ψάρια, μαλάκια και καρκινοειδή):
Τηλεοπτικών προγραμμάτων, ραδιοφώνου, εφημερίδων
Διαδικτύου
Προσωπικά μέσω σημείων πώλησης
Οικογένειας και φίλων
Ιατρών
Της δικής σας εμπειρίας και συνηθειών
Διαφήμισης
Θεσμικών οργάνων
Σημασία και αντίκτυπος της συσκευασίας και των λοιπών πληροφοριών που αναγράφονται
στην ετικέτα των συσκευασμένων προϊόντων αλιείας:
ΚΖ1.
Πόσο συχνά διαβάζετε τις ετικέτες των συσκευασμένων προϊόντων αλιείας;
Πάντα
Συχνά
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Περιστασιακά
Ενίοτε
ΚΗ1.
Σε ποιες πληροφορίες που αναγράφονται στη συσκευασία προϊόντων αλιείας δίνετε
προσοχή;
Ονομασία προϊόντος και είδους
Μάρκα
Ελεύθερης αλιείας ή ιχθυοτροφείου
Πληροφορίες σχετικά με τον αλιέα / το ιχθυοτροφείο
Ανάλωση κατά προτίμηση εντός/τελική ημερομηνία ανάλωσης
Ημερομηνία αλιείας ή συλλογής
Διατροφικές πληροφορίες
Πληροφορίες σχετικά με τα συστατικά (συμπεριλαμβανομένων των πρόσθετων υλών)
Προέλευση του προϊόντος
Σύστημα πιστοποίησης / λογότυπο
Περιβαλλοντικές πληροφορίες
ΚΘ1.
Όταν αγοράζετε λαβράκι ή/και τσιπούρα χωρίς συσκευασία, ποιες πληροφορίες θα θέλατε
να υπάρχουν;
Χώρα προέλευσης
Ημερομηνία αλιείας ή συλλογής
Σύστημα πιστοποίησης
Μάρκα
Μέθοδος παραγωγής
Άλλο
Κανένα από τα παραπάνω
ΚΘ2.
Παρακαλείστε να προσδιορίσετε:
Λ1.
Όταν αγοράζετε λαβράκι ή/και τσιπούρα χωρίς συσκευασία, είναι σημαντικό να αναγράφεται
«Ελληνικής προέλευσης»;
δεν είναι καθόλου σημαντικό
λίγο σημαντικό
μερικώς σημαντικό
πολύ σημαντικό
ΛΑ1.
Ποιοι από τους ακόλουθους παράγοντες θα μπορούσαν να προβάλλουν θετικά την εικόνα
των προϊόντων λαβρακίου και τσιπούρας;
Υποστήριξη από διάσημα άτομα (π.χ. σεφ)
Χώρα προέλευσης
Ημερομηνία αλιείας ή συλλογής
Χαρακτηριστικά υψηλής ποιότητας
Υγιεινά χαρακτηριστικά του προϊόντος
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Εικόνα υψηλής ποιότητας και γεύσης
Σύνδεση με τη διατροφή μεσογειακού τύπου
Ενδείξεις βιωσιμότητας / οικολογικής συμβατότητας των διαδικασιών παραγωγής
Τιμή
Διαφήμισης
Κοινωνικά μέσα
Άλλο
ΛΑ2.
Παρακαλείστε να προσδιορίσετε:
ΛΒ1.
Ποια χαρακτηριστικά του προϊόντος είναι πιο σημαντικά κατά την επιλογή λαβρακίου και
τσιπούρας;
Χαρακτηριστικά υψηλής ποιότητας του λαβρακίου και της τσιπούρας (φρεσκάδα και
ποιότητα)
Χώρα προέλευσης
Ημερομηνία αλιείας ή συλλογής
Προστασία των εκτρεφομένων ψαριών
Περιβαλλοντική ή βιολογική πιστοποίηση
Διατροφική αξία
Γεύση
Ποικιλία
Άλλο

ΛΒ2.
Παρακαλείστε να προσδιορίσετε:

ΛΓ1.
Πιστεύετε ότι οι πληροφορίες που συνοδεύουν τις συσκευασίες αγοράς λαβρακίου και
τσιπούρας είναι εύκολα κατανοήσιμες και σαφείς;
Ναι, σίγουρα
Ναι, εν μέρει
Όχι, δεν θα το έλεγα
Όχι, καθόλου
Δεν ξέρω

ΛΔ1.
Εμπιστεύεστε τις πληροφορίες που παρέχονται από τον πωλητή;
Ναι
Όχι
Δεν ξέρω

ΛΕ1.
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Πόσο σημαντικό είναι να αναγράφονται οι ακόλουθες πληροφορίες στην ετικέτα της
συσκευασίας του λαβρακίου και της τσιπούρας;
Προέλευση
Ημερομηνία αλιείας ή συλλογής
Τελική ημερομηνία ανάλωσης
Συστήματα πιστοποίησης
Εάν το προϊόν είναι άγριο ή εκτρεφόμενο

ΛΣΤ'1.
Ποια είναι η προτίμησή σας όσον αφορά την προέλευση του λαβρακίου και της τσιπούρας;
Προϊόντα της ΕΕ
Προϊόντα εκτός της ΕΕ
Εθνικό / τοπικό προϊόν
Καμία προτίμηση
___________________________________________________________________________
Α1.
Φύλο
Αρσενικό
Θηλυκό
Β1.
Ηλικιακό φάσμα
18-25
26-35
36- 45
46-55
56-65
άνω των 65
Γ1.
Περιφέρεια κατοικίας:
Ανατολική Μακεδονία, Θράκη
Κεντρική Μακεδονία
Δυτική Μακεδονία
Θεσσαλία
Ήπειρος
Ιώνιοι Νήσοι
Δυτική Ελλάδα
Στερεά Ελλάδα
Πελοπόννησος
Αττική
Βόρειο Αιγαίο
Νότιο Αιγαίο
Κρήτη
Γ2.
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Πόλη
ΛΘ1.
Περιοχή κατοικίας
Αστική
Αγροτική
Μ1.
Επίπεδο εκπαίδευσης
Πρωτοβάθμια εκπαίδευση
Δευτεροβάθμια εκπαίδευση
Πτυχίο πανεπιστημιακών σπουδών
Μεταπτυχιακές σπουδές

ΜΑ1
Μέγεθος της οικογένειας (αριθμός ατόμων που ζουν στην ίδια οικογένεια)
1
2
3
4
5
Άλλο
ΜΒ1.
Έχετε παιδιά στην οικογένειά σας;
Ναι, μικρά παιδιά (κάτω των 7 ετών)
Ναι, παιδιά σχολικής ηλικίας (δημοτικό)
Ναι, εφήβους
Όχι
ΜΓ1.
Εργασιακή απασχόληση
Εργαζόμενος/-η
Άνεργος/-η
Φοιτητής (-τρια)/μαθητής (-τρια)
Συνταξιούχος
ΜΔ1.
Ποιο είναι το επάγγελμά σας;
Επαγγελματίας υψηλής εξειδίκευσης
Δημόσιος υπάλληλος
Εργαζόμενος ιδιωτικού τομέα
Γεωργός
Άλλο
ΜΔ2.
Παρακαλείστε να προσδιορίσετε:
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ΜΕ1.
Ποια είναι η κατηγορία του οικογενειακού σας εισοδήματος; (εθνικός μέσος όρος περίπου
17.000 €/έτος)
Κάτω από τον εθνικό μέσο όρο
Γύρω στον εθνικό μέσο όρο
Πάνω από τον εθνικό μέσο όρο
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