B Ref. Ares(2021)3032955 - 06/05/2021

(PerformFISH

Acronym: PerformFISH

Title: Consumer-driven production: Integrating Innovative Approaches
for Competitive and Sustainable Performance across the Mediterranean
Aquaculture Value Chain

Grant Agreement: 727610

Deliverable 5.11

ANALYSIS OF CONSUMER PERCEPTIONS OF SEABASS
AND SEABREAM PRODUCTS IN FRANCE

Lead parties for Deliverable: UNIBO
Due date of deliverable: 31/08/2019
Actual submission date: 7/10/2019

Dissemination level: PU (Public)

All rights reserved

This document may not be copied, reproduced or modified in whole or in part for any purpose
without the written permission from the PerformFISH Consortium. In addition to such written
permission to copy, reproduce or modify this document in whole or part, an acknowledgement

of the authors of the document and all applicable portions of the copyright must be clearly
referenced.

This project has received funding from the European Union’s Horizon 2020 research and innovation
programme under grant agreement No 727610. This output reflects the views only of the author(s), and the
European Union cannot be held responsible for any use which may be made of the information contained
therein. Ref. Ares(2018)647107 - 02/02/2018




6, FISH PerformFISH- Deliverable D5.11 -

Contents

1 INTRODUCTION ....ccceeeiiessssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 3
2 BACKGROUND AND LITERATURE ......ccceeeiiiiiiiiiisssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 3
3 METHODOLOGY ...coeeeeseesssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 4
3.1 STRUCTURE OF THE CONSUMER SURVEY..cceeettrterreenseersnnnnesnnsnsnssssssssssssesmnsssssssssssssnmsssssssssessssssssssnnnns 4
3.1.1 STUDY DESIGN ..eeeuuveesuteeeieeesteesiuteesuteesseessuteesaseesasaessuseesasteessteesabaeasteesaseesasaeenasaesssaeessseesasaesnnseesaseesns 4
3.1.2  RECRUITIMENT weeieuiteesiee ettt esteestteesiteesabeestteesabeesabtesaabeesabteessteesabaesabeesabeesabaeesabaesasbeenabeesabaesnabeesaseesas 4
3.1.3  EXCLUSION CRITERIA ... eeiieeeeettteeeee e e e ettt eaee s e e e ee ettt aseeseeeaaetaaa e seeeseetssanaaeeeesssstsnnnasssesesetssnnnssseeessnnsnnnn 4
3.1id SAMPLE SIZE ..uueieuieesiee et este e ettt ettt e s te e st e st e sttt e ab e e s bt e e e ate e et et e abe e eabe e e bt e e e abee e bt e e nabeesbaeeeabeesbeeeas 4
3.1.5  STATISTICS SOFTWARE ....ccuteeeteeseueeessseesseeessseesseeasseassseeassesaassssasasasssessseessssesnsesassssesssessnsesasssessnsesans 6
3.2 IMIETHODOLOGY TOOLS .. uuuuuuneensssnssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssnnss 6
4 QUESTIONNAIRE RESULTS ....ccceutiueiiaesiunsruniensionsiassransssssasssassrassssssasssassssssssssasssassssssssssssssssssnsssnssas 7
4.1 KEY FINDINGS....uuueieeeiiessisssssssssssssssssssssssssssssssssnsssssssssssnsssssssssssssssssssssssssssssssssssssssssssnsssssssnsnsnns 7
4.2 “NON-CONSUMERS” - RESPONDENTS WHO DO NOT CONSUME SEABASS AND SEABREAM......ceevreerseessnnssens 10
4.3 “CONSUMERS” — RESPONDENTS WHO CONSUME SEABASS AND SEABREAM ....cccuueireiireensansssssnssssesssnsssses 15
4.3.1 SOCIAL AND DEMOGRAPHIC CHARACTERISTICS OF RESPONDENTS ....vvveeteeeeueeesseessseessnseesssesesssesssessssenessees 15
4.3.2 CONSUMER HABITS AND CONSUMPTION PATTERNS REGARDING SEABASS AND SEABREAM PRODUCTS............... 16
4.3.2.1 Consumption of fish and seafood products, including seabass and seabream at home.......... 16
4.3.2.2 Type of Seabass and Seabream CONSUME .........ccuiiiiiiiei it e e 16
I T A R .V Vo = £ =T o ST 16
4.3.2.2.2 Frozen WO ..ccooeeiiiiiie ettt sttt e e st e e st e e s et it e e s baeeesan 17
I T B o 1] 0 11 =1 PSR 17
O T S o o Y.2=T o i 11 =1 RS TSR 17
4.3.2.2.5 Products ready-to-cook and ready-t0-€at.........c.ccueeiiiiiiiii it 17
4.3.2.3 Consumption of fishery & aquaculture products when eating out ........ccccceeecvveeiiciieeeccciieeeens 20
4.3.2.4 Composition of consumption of fish Products..........ccceeeciiiiiiiiiiii e 20
4.3.2.5 Seafo0d PUIChASse PlACES ....cciiiiiiii ittt e e e et e e e eba e e e s e abae e e esnbaeeesensaeeeeans 23
4.3.2.6 Types of fish products PUrChased...........ccueiiiiiiiiiiiiiie et e s are e e e 23
DO YOU DUY Ot SPECIES? .eiiieiiiie ettt e st e e st e e s s bt e e e s et e e e s ssseeessassaeeesnreeassnsseeens 25
4.3.3 CONSUMER PREFERENCES OF SEABASS AND SEABREAM PRODUCTS .....cccvveeeuveesireeeitreesseesssseesssesssessssseessses 25
4.3.3.1 Favourite type of Preparation ... s s ssareeeen 25
e 0 70 0t A [ e T2 - 14 (oY o PSPPSR 27
4.3.4 CONSUMER ATTITUDES REGARDING SEABASS AND SEABREAM ......ccuveeeereeeeveesiseesssseesseesssssesssesssessssseessses 31
5  MCA-CA RESULTS ....ccuiieuiiansiuniennionsiansianssnsiossisssssssssssasssassssssasssasssassssssasssasssssssssssssssssssssssssssssnssss 33
6 BRIEF COMPARISON BETWEEN ITALIAN, SPANISH, GREEK AND FRENCH RESPONDENTS ............. 42
ANNEX Il 1. ieeiiuiieniieniusiansroniaesiansrasssasiossrassrasssnstsssrassssssssstsssssssssssssssssssassrassssssassrasssassssssssssasssasssnssanss 54
ANNEX I 1 ieuiiuiienieesiaesiansronsansiassrassrassossrassrasssssssssrassssssssstsssssssssssssssssssassrsssssssassrasssassssssssssasssnsssnssanss 55
ANNEX IV 1 ieuiiuiieniieniusiunsieniansiassrassrassossrassrassssssssstassssssssstsssssssssssssssssstsssssssssssassrasssassssssssssasssasssnssanss 63
BIBLIOGRAPHY ...iuuiiuiieusiansianiennionsiansiunssesisesiassrsssssssssstassrassssssasssasssassssssssssasssassssssssssssssnssssssssssssssasss 71
TABLES CONTENTS ..iiuuiiuusiianiernnnsionssronssressstsnssssnssssssssssssssssssssssssssssssssssasssssssssssssssnsssssssssnsssssssssansssan 72




6, | FISH PerformFISH- Deliverable D5.11 .

FIGURES CONTENTS




@ FISH PerformFISH- Deliverable D5.11 s

1 Introduction

The objective of the present survey is to analyse consumer habits and preferences of seabass and

seabream consumption in France 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 French population.

The main aim of the survey is to understand the motivations at the basis of choices of French 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 with the previous surveys conducted in Italy (D5.8), Spain (D5.9)
and Greece (D5.10).

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, 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 these 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
., et al., 2012; Mesias Diaz, 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 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.
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3 Methodology
3.1 Structure of the consumer survey

Task 5.2 focuses on the analysis of consumer perception, purchasing habits and preferences towards
exploring seabass and seabream consumption. The objective of this fourth step of survey is to analyse
the consumer habits and preferences of seabass and seabream consumption in France. 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, tested with a pilot survey,
used in ltalian survey, was enriched with two new questions in November 2018 following the request of
project partners. The new questionnaire has been translated in French, further verified and used to
carried out the French survey.

An additional quality-check was employed by the field agency through a soft launch (168 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 France, in June 2019.

Methodology of survey administration was the same used for all precedent surveys (Italian, Spanish and
Greek surveys). Interviewees were contacted by a specialized agency with CAWI (Computer Assisted
Web Interview) methodology.

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 | - 11).

3.1.2 Recruitment

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

3.1.3 Exclusion criteria

People below 18 years of age and people exceeding quotas were excluded from the survey.

3.1.4 Sample size

The sample size was 3354 consumers. However, after a quality control, 34 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 3320 interviewees, 1530 fish consumers and 1790 non-consumers of fish and
fish products (Table 2). The data concerning the sample of the survey are given to Tables 2-5.
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Table 1. Quotas of the French population

Gender %
Male 49%
Female 51%
Age
18-25 16%
26-35 20%
36-45 23%
46-55 22%
56-65 20%
Geographic location
fle De France 18.3%
Champagne-Ardenne 2.1%
Picardie 2.9%
Haute-Normandie 2.9%
Centre (Fr) 3.9%
Basse-Normandie 2.3%
Bourgogne 2.5%
Nord - Pas-De-Calais 6.2%
Lorraine 3.6%
Alsace 2.9%
Franche-Comté 1.8%
Pays De La Loire 5.5%
Bretagne 4.9%
Poitou-Charentes 2.7
Aquitaine 5
Midi-Pyrénées 4.5
Limousin 1.1
Rhone-Alpes 9.7
Auvergne 2.1
Languedoc-Roussillon 4.1
Provence-Alpes-Cote D'Azur 7.6
Corse 0.47
Guadeloupe (Fr) 0.6
Martinique (Fr) 0.6
Guyane (Fr) 0.3
Réunion (Fr) 1.3
Table 2. Sample size of the survey
Fish consumption frequency percentage
yes 1530 45.6%
no 1790 53.4%
speedsters 34 1%
Total 3354 100.0%
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Table 3. Sample composition by gender

% by Quota | Total Needed | Total Received to Date | Remaining Current Split (%)
Gender
Male 49.3% 740 758 +18 49.5%
Female 50.6% 760 772 +12 50.5%
Total 100% 1500 1530 +30 100%

Table 4. Sample composition by age

% by Quota |Total Needed |Total Received to Date |Remaining | Current Split (%)

Age

18-25 16% 240 240 0 16%
26-35 20% 302 305 +3 20%
36-45 23% 338 359 +21 24%
46-55 22% 327 333 +6 22%
56-65 20% 293 293 0 19%
Total 100% 1500 1530 +30 100%

3.1.5 Statistics software

As for the survey conducted in Italy and all precedent surveys, statistical analysis was performed with
SPSS Version 23 and SPAD version 5.0.

3.2 Methodology tools

In the same way as lItalian, Spanish and Greek surveys analyses', a cluster analysis was performed in
order to explore French consumers’ behaviour towards seabass and seabream products and be able to
identify segments based on the perception of the respondents regarding seabass and seabream
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;

e 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 analysis®.

1 For more details on the method used, please refer to the Italian Report (D5.8)



@ FISH PerformFISH- Deliverable D5.11 s

Table 5. Sample composition by region

i % by Total Total Received G Current Split
Quota Needed to Date (%)

Tle De France 18.3% 274 290 +16 19.0%
Champagne-Ardenne 2.1% 31 35 +4 2.3%
Picardie 2.9% 44 47 +3 3.1%
Haute-Normandie 2.9% 43 48 +5 3.1%
Centre (Fr) 3.9% 59 62 +3 4.1%
Basse-Normandie 2.3% 34 41 +7 2.7%
Bourgogne 2.5% 38 38 0 2.5%
Nord - Pas-De-Calais 6.2% 93 94 +1 6.1%
Lorraine 3.6% 54 54 0 3.5%
Alsace 2.9% 43 43 0 2.8%
Franche-Comté 1.8% 27 27 0 1.8%
Pays De La Loire 5.5% 83 89 +6 5.8%
Bretagne 4.9% 74 74 0 4.8%
Poitou-Charentes 2.7 41 44 +3 2.9%
Aquitaine 5 75 75 0 4.9%
Midi-Pyrénées 4.5 67 73 +6 4.8%
Limousin 1.1 17 17 0 1.1%
Rhone-Alpes 9.7 145 147 +2 9.6%
Auvergne 2.1 31 31 0 2.0%
Languedoc-Roussillon 4.1 62 71 +9 4.6%
Provence-Alpes-Cote 7.6 114 120 -6 7.8%
D'Azur

Corse 0.47 7 7 0 0.5%
Guadeloupe (Fr) 0.6 9 1 -8 0.1%
Martinique (Fr) 0.6 9 0 -9 0.0%
Guyane (Fr) 0.3 5 0 -5 0.0%
Réunion (Fr) 1.3 19 2 -17 0.1%
Total 100% 1500 1530 +30 100%

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

products

- French are characterized as frequent consumers of fish and seafood products at home. In
particular, 96.2% of the sample consumed fish products at home at least once a month; of these,
75.4% consumed fish and seafood products at least once a week.

- Regarding frequency of seabass and seabream consumption, 67.0% of the respondents
consumed seabass and seabream at least once a month at home; of these, 23.6% consumed
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 once a month in the past
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month (67.4%). 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
(both 58.4%).

Almost half of the sample (45.2%) consumed fish and seafood away from home at least 2-3
times a month. The 26.7% of the respondent’s ordered seabream or seabass products out of
home at least two to three times a month, while 45.2% of the sample did 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; 31.7% of the sample estimate the share of seabass and seabream as 20-
30% in their total purchases, and additional 11.8% of the respondents estimate it as 50%.

All the respondents of the sample consume other variety of fish and seafood species in addition
to seabass and seabream products. Cod tops the preference of French consumers, followed by,
salmon, pilchard, sole, trout, tuna, mackerel, bottarga and shrimp.

French respondents buy fresh whole seabass and seabream, unpacked (64%) and usually 2-3
fish species are bought per purchase by 55.7% of consumers. Seabass and seabream are typically
prepared at home as grilled and baked. The seabream is preferred to seabass (56.4%).

When making a purchasing decision, quality is the most important aspect affecting the choice
of French consumers, followed by taste and freshness. These three attributes also guide French
consumers in their choice of place for purchase of seabass and seabream, in particular
fishmonger/specialist store, which represent the most favourable places.

Consumer preferences of seabass and seabream products

Wild seabass and seabream are preferred by the majority of French respondents (57.8%), and
only 13% of interviewee prefers farmed seabass and seabream, while the rest of the
respondents state no preference regarding production method.

Almost three fourth (74.2%) of French consumers express their enthusiasm about trying new
seabass and seabream products. More than half of the sample (58%) 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 43% of the sample, sales points by 30% and promotional events
by 30% of the respondents.

Personal experience and information of store employee (by 44%) represent the most
widespread information sources for French people, followed by family and friends (36%) 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 French consumers read labels of packaged fish and seafood products, almost half of
the respondents (42%) reported that they always do it. Method of production is by far the most
important information that they pay attention to, followed by the name of product, origin and
best before date. 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
country of origin and method. Regarding the country of origin, the indication "origin France" is
considered as highly important for 51% of the respondents.
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- Image of seabass and seabream product comprises many features. As stated by the
respondents, price, country of origin, date of catch or harvest 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 factors affecting the choice of seabass and seabream is origin and taste,
followed by the indication of date of catch and premium attributes.

- The 80% of the respondents are of the opinion that information accompanying seabass and
seabream products is clear and easy to understand; however, over three quarters of the sample
believe that the information accompanying purchases of seabass and seabream are
understandable only to some extent. Eight out of ten respondents tend to trust in information
provided by seller.

- Over half of the French respondents (53.5%) stated preference for national/local origin of
seabass and seabream, one quarter of respondents showed their preference for the products
from the EU.

The cluster analysis highlights the presence within the sample of the French population of different
consumer profiles (5 clusters). The factors that characterize most of these groups are summarized
below:

Cluster 1 “Modern Families” (10.92%) This cluster is mostly made up of families aged between 26 and
45, with a family composition ranging from 3 to 5 people. All household have a presence of children,
most of them are small children (under the age of 7). Respondents in this group have a high level of
education. The income of the cluster stands between the national average or above. They live mostly in
urban areas. The respondents have a very high frequency of fish consumption, more than 2-3 times a
week. They prefer consuming fish and seafood product away from home, whereas consuming seabass
and seabream products at home. These consumers are influenced by social media, advertising and by
the support of famous people. They give little or medium importance to the word “origin France” and
they pay attention to nutritional values and health values when they purchase seabass and seabream
products.

Cluster 2: “Convenience Consumers” (20.72%) They consume seafood as well as seabass and seabream
products both at home and away from home, with a frequency that varies between once a week to two
or three times a month. They prefer buying frozen and ready-to-eat and ready-to-cook products rather
than the fresh fish. Regarding the place of purchase, their preference is for the catering service, online
stores, supermarkets, open air market and restaurants. They are careful about brands and price of the
products. They are influenced by social media and endorsement of famous people. The respondents of
this cluster are individuals with an average age between 26 and 65. Their income is about the national
average or below.

Cluster 3: “Consumers led by value for money” (14.44%) The individuals of this cluster consider the
aspects of quality and price ratio, taste and pleasure as the most important in influencing aspects when
they purchase seabass and seabream products. They read labels only occasionally because they believe
that labels are not easy to understand. The majority of this cluster is characterized by a low frequency
of consumption of seafood and seabass and seabream products. A part of respondents declares to eat
seafood products 2-3 times a month and seabass and seabream products several times a year only at
home. 40% of the group have a low level of income (below of national average).
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Cluster 4: “Premium consumers” (41.18%) The consumers of this cluster give particularly attention to
freshness and quality of the products. In fact, they prefer to buy seafood and seabass and seabream
products directly from the producer, local fisherman, open-air markets and also supermarkets. This
cluster is characterized by a high attention to information, they trust the seller’s information and they
always read information on labels. They are interested about information related to freshness of the
product, such as the date of capture and the method of production (wild production). The respondents
also give a high importance to the origin of the species; in fact, they prefer national/local products and
they think that the presence of the word “France origin” is very important. The respondents in this
cluster consume both fish and seafood as well as seabass and seabream and prefer to eat them at home
2-3 times a month, whereas they order those species away from home several times a year. About 50%
of the consumers of this group buy only fresh seabass and seabream, in all forms (fillet, whole and
gutted) and prefer that the product is not packed. An important part of this group is made up by people
with and average age of 46-65 years. The majority of this group are couples without children (40%) living
in the same household. Their income is about the national average or above (75%).

Cluster 5: “Female consumers attentive to labels” (12.75%) This cluster of consumers is mostly made
up of people who are very attentive to information for their purchase. They are those who are very
interested in knowing the characteristics of the product. For this reason, they always read the labels for
search all of this information and when they buy products without packaging, they would like to know
the same indications. They prefer to buy directly from the local producer or fisherman because they
trust the seller’s information. The majority of the group is people who draw information from their
personal experience and from the network of people with whom they are in contact (family, friends,
doctors). They prefer to consume seabass and seabream products at home. A significant part of this
group is composed by women (60%) with children, in particular teenagers. They are employed, and for
the most part work in the private sector. Their purchasing choices are driven by practicality factors, such
as the availability of products ready-to-cook and ready-to-eat. In fact, purchases are made at
supermarkets, open air market and restaurants.

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

One of the objectives of the survey was to understand the reasons for not consuming fish products, in
particular, seabass and seabream. In order to achieve these results, the first question of the
guestionnaire asks interviewees if they purchase and consume seabass and seabream.

The people who selected "no" were asked for their reasons. There were 1790 respondents who
answered no to this question. The details of their demographic characteristics are presented in the
Tables below (Table 6- 14).

By a very small margin, most non-consumers of seabass and seabream are male (50.4%). The majority
of non-consumers are young, below the age of 46 (65.3%). One sixth of non-consumers live in fle De
France (15.4%), another sixth (15.3%) live in Hauts-de-France, while the lowest share of non-consumers
lives in Limousin (0.9%) and Auvergne (2.3%). Almost two fifths of non-consumers (38.9%) have a high
level of education. The 66% of the respondents lives in households consisting of 2 to 4 people, while
21.2% live alone. One third of non-consumers (32.3%) do not have children in their households. About
two third of non-consumers (59.1%) are employed, while 10.3% are students. The 46.5% of non-

10
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consumers’ household income is below the national average (EUR 28 000 per year), while almost one
third (35.3%) are approximately the national average.

Table 6. Non-consumers by gender

Gender
Frequency Percentage

Male 902 50.4

Female 888 49.6

Total 1790 100.0

Table 7. Non-consumers by age
Age group
Frequency Percentage

18-25 360 20.1

26-35 401 22.4

36-45 409 22.8

46-55 361 20.2

56-65 259 14.5

Total 1790 100.0

Table 8. Non-consumers by macro regions
Region
Frequency Percentage

fle De France 275 15.4
Champagne-Ardenne 51 2.8
Picardie 82 4.6
Haute-Normandie 66 3.7
Centre (Fr) 68 3.8
Basse-Normandie 35 2
Bourgogne 44 2.5
Nord - Pas-De-Calais 191 10.7
Lorraine 94 53
Alsace 47 2.6
Franche-Comté 44 2.5
Pays De La Loire 123 6.9
Bretagne 76 4.2
Poitou-Charentes 50 2.8
Aquitaine 77 4.3
Midi-Pyrénées 61 3.4
Limousin 16 0.9
Rhone-Alpes 186 104
Auvergne 42 2.3
Languedoc-Roussillon 53 3.0
Provence-Alpes-Cote D'Azur 105 5.9
Corse 0 0
Guadeloupe (Fr) 0 0
Martinique (Fr) 2 0.1
Guyane (Fr) 0 0
Réunion (Fr) 2 0.1

11




FISH

PerformFISH— Deliverable D5.11

(@

| Total \ 100% | 1790 |
Table 9. Non-consumers by education
Educational level
Frequency Percentage
Primary 108 6.0
Secondary 986 55.1
University degree 595 33.2
Post-graduate degree/studies 101 5.6
Total 1790 100.0
Table 10. Non-consumers by household
Household size (number of people living in the same household)
Frequency Percentage
1 379 21.2
2 476 26.6
3 375 20.9
4 327 18.3
5 152 8.5
6 46 2.6
7 7 0.4
8+ 28 13
Total 337 100.0
Table 11. Non-consumers by presence of children
Children - (Do you have children living in your household?)
Frequency Percentage
Yes, small children (younger than 7 years old) 328 18.3
Yes, school children 315 17.6
Yes, students or grown up children 437 24.4
No 710 39.7
Table 12. Non-consumers by occupation
Occupation
Frequency Percentage
Working 1058 59.1
Unemployed 430 24.0
Student 184 10.3
Pensioner 118 6.6
Total 1790 100.0
Table 13. Non-consumers by profession
What is your profession?
Frequency Percentage
High skilled professional 119 11.3
Public services 360 34.0
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Business - private sector 567 53.6
Farmer 12 11
Total 1058 100.0

Table 14. Non-consumers by household income

Category of your household income? (national average: about 28 000€/year)
Frequency Percentage
Below the national average 832 46.5
Approx. the national average 632 35.3
Above the national average 326 18.2
Total 1790 100.0

This cluster highlights that there are four main reasons for not buying or consuming seabass and
seabream (Table 15.):

e Thefirst of these refers to the economic factor, “too expensive price” was the most important factor
for 41% of French non-consumers of seabass and seabream among the reasons for not consuming
those species;

e The next most important reasons for not choosing seabass and seabream products refers to sensory
attributes, namely not liking the smell or taste of fish (28.8%)

e Lastly, “too many bones” and “difficult to prepare” were the next important considerations for not
consuming seabass and seabream for about one fifth of such consumers (respectively 18.7% and
17.3).

Other obstacles to consumption of seabass and seabream included concern about environment and
animal welfare (respectively 6.7% and 5.6%). Vegetarian lifestyle (3.4%) and fish allergies (3.4%)
represent a small share of non-consumers.

A peculiarity of this group is the presence of numerous people (30) who indicate to not buy this type of
fish as they “do not know it”, “do not find it at the supermarket” or “don’t think of this product” when
they make purchases.

Respondents who answered that seabass and seabream is difficult to prepare are predominantly men
(Table 16.) and in the younger age group (Table 17.).

An interesting fact is that presence of small children in a household is not a major factor in indicating
"too many bones" as an obstacle to seabass and seabream consumption (Table 18). Moreover, people
who indicated “too expensive” as a limiting factor, belong to groups with a household income at or
below the national average (Table 19.).

Table 15. Non-consumers’ reasons for not purchasing seabass and seabream products

Reasons for not purchasing and consuming seabass and seabream
Frequency Percentage multiple choice
Too expensive 734 41.0
Do not like the smell or taste 516 28.8
Too many bones 334 18.7
Difficult to prepare 310 17.3
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Environmental concerns 120 6.7
Fish welfare concerns 100 5.6
Food safety concern 60 3.6
Vegetarian 60 34
Allergic to fish in general 65 34
Table 16. Non-consumers’ gender * Difficult to prepare
Gender * Difficult to prepare
Difficult to prepare
Not selected Difficult to prepare Total
Gender Male 738 164 902
Female 742 146 888
Total 1480 310 1790
Table 17. Non-consumers’ age * Difficult to prepare
Age group * Difficult to prepare
Difficult to prepare - Total
Not selected Difficult to prepare
Age group 18-25 307 53 360
26-35 316 85 401
36-45 341 68 409
46-55 304 57 361
56-65 212 47 259
Total 1480 310 1790
Table 18. Small children * Too many bones
Yes, small children (younger than 7 years old) - * Too many bones -
Too many bones Total
Not selected | Too many
bones
Yes, small children Not selected 1197 265 1462
(younger than 7 years old) Yes, small children (younger 259 69 328
than 7 years old)
Total 1456 334 1790

Table 19. Household income * Too expensive

What is the category of your household income? (national average: about 28.000€/year) * Too
expensive- (Reasons for not purchasing and consuming seabass and seabream)
Too expensive- Total
Not selected Too
expensive

. Below the national average 68 47 115
X\(/):E:thlcsn:::hifltieignocrgn?;? About the national average 129 52 181
Above the national average 37 4 141
Total 234 103 337
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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 French consumers are summarized in

Table 20.

Table 20. Social and demographic characteristics of the French respondents (sample)

Frequency Percentage %
Gender
Male 758 49.5
Female 772 50.0
Age group
18-25 240 15.7
26-35 305 19.9
36-45 359 23.5
46-55 333 22.8
56-65 293 19.2
Residential Areal
Urban 996 65.1
Rural 534 34.9
Area R
Ile De France 290 19.0
Champagne-Ardenne 35 2.3
Picardie 47 31
Haute-Normandie 48 3.1
Centre 62 4.1
Basse-Normandie 41 2.7
Bourgogne 38 2.5
Nord - Pas-De-Calais 94 6.1
Lorraine 54 35
Alsace 43 2.8
Franche-Comté 27 1.8
Pays De La Loire 89 5.8
Bretagne 74 4.8
Poitou-Charentes 44 2.9
Aquitaine 75 4.9
Midi-Pyrénées 73 4.8
Limousin 17 1.1
Rhéne-Alpes 147 9.6
Auvergne 31 2.0
Languedoc-Roussillon 71 4.6
Provence-Alpes-Céte D'Azur 120 7.8
Corse 7 0.5
Guadeloupe 1 0.1
Réunion 2 0.1
Educational level
Primary 51 3.3
Secondary 736 48.1
University degree 620 40.5
Post-graduate degree/studies 123 8.0
Household size
1 238 15.6
2 409 26.7
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3 357 233
4 338 22.1
5 135 8.8
6 32 2.1
7 5 0.3
8+ 16 1.1
Children living in household
Yes, small children (younger than 7 years old) 335 21.9
Yes, school children 306 20.0
Yes, students or grown up children 432 28.2
No 475 31.0
Occupation
Working 1045 68.3
Unemployed 233 15.2
Student 115 7.5
Pensioner 137 9.0
Profession
High skilled professional 191 18.3
Public services 238 22.8
Business-private sector 602 57.7
Farmer 12 1.2
Household income
Below the national average 451 29.5
About the national average 690 45.1
Above the national average 389 25.4

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 French respondents (75.4%) consume fish and
seafood at home at least once a week. Exactly 38% of the respondents serve fish and seafood products
at home once a week, just over a third of the sample (35.1%) consume fish and seafood two to three
times per week. A minor share of the respondents consume fish and seafood at home less frequently, 2
to 3 times a month (15.4%), once a month (5.4%), and remaining percentage (3.8%) consume fish several
times a year (Table 21.).

Two third of respondents (67%) consume seabass and seabream at home at least once a month. Of
these, just under a third of the sample (23.6%) consume seabass and seabream at home at least once a
week and less than a half (44.6%) consume seabass and seabream two to three times a month (Table 22).

The presence of small children (younger than 7 years old) in the household does not shift the
consumption of seafood and seabass and seabream products away from home, but seem to be a push
factor to improve the consumption of seabass and seabream at home (Table 23.).

4.3.2.2 Type of Seabass and Seabream consumed
4.3.2.2.1 Whole fresh

The major share of the respondents (67.4%) reported that they consumed whole fresh seabass and
seabream at least once during the month prior to the survey. More than half of them (36.8%) do that
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once a month. Just under a fifth of the sample (18%) consumed those species two to three times a
month, and about a quarter of the respondents (24%) has never consumed those products (Table 24).

4.3.2.2.2 Frozen whole

More than half of the respondents (51.7%) stated that they did not consume whole frozen seabass and
seabream in the last month. The share of the respondents who consumed frozen whole seabass and
seabream at least once in the month prior to the survey, compared with those who consumed fresh
whole, dropped to 41.5% (Table 25.).

4.3.2.2.3 Freshfillet

The shares of the respondents who consumed fresh seabass and seabream fillets are similar to the
majority of the respondents who consumed fresh whole seabass and seabream. Only 18.8% of
respondents had not consumed fresh seabass and seabream fillets in the previous month (Table 26).

4.3.2.2.4 Frozen fillet

Compared with fresh fillets, consumption of frozen seabass and seabream fillet is less frequent. Whereas
13.3% of the respondents consumed frozen seabass and seabream fillets at least two to three times a
month, just under than half of the respondents (46.9%) never consumed those products (Table 27). The
percentages of those who consumed frozen fillets in the last month are very similar to those who
consumed frozen whole products.

4.3.2.2.5 Products ready-to-cook and ready-to-eat

More than half of the respondents state that they had not eaten ready-to-cook and ready-to-eat seabass
and seabream products in the month prior to the survey (both 58.4% respectively). The percentages of
those consumed ready-to-cook and ready-to-eat seabass and seabream products in the month prior to
the survey were almost overlapping (Table 28 & Table 29). There is also a very little difference between
those who consumed a ready-to-cook product (18.8%) and a ready-to-eat product (18.2%) at least once
a month. There is a little difference between those who had consumed these types of products two to
three times per month (6.7% and 10.9% respectively), and there is almost no difference between the
respondents who consumed those products once or more times per week (6.7% and 6.1% respectively).

Table 21. How often are fish products eaten (fish, molluscs and crustaceans) at home?

Frequency of eating fish and seafood in general, at home

Frequency Percentage Cumulative percentage
Everyday 36 2.4 2.4
2 to 3 times a week 537 35.1 37.5
Once a week 581 38.0 75.4
2 to 3 times a month 236 15.4 90.8
Once a month 82 5.4 96.2
Several times a year 49 3.2 99.4
Never/almost never 9 0.6 100.0
Total 1530 100.0
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Table 22. How often do you eat Seabass and Seabream at home?

Frequency of eating seabass and seabream at home

Frequency Percentage Cumulative percentage
Everyday 17 1.1 1.1
2 to 3 times a week 104 6.8 7.9
Once a week 240 15.7 23.6
2 to 3 times a month 321 21.0 44.6
Once a month 343 22.4 67.0
Several times a year 454 39.7 96.7
Never/almost never 51 3.3 100.0
Total 1530 100.0

Table 23. How often do you eat seabass and seabream at home? * Presence of small children
(younger than 7 years old)

Frequency of eating seabass and seabream at home* Yes, small children (younger than 7 years old)

France average Presence of young
percentage children — percentage | Difference percentage

Everyday 1.1 2.9 +1.8
2 to 3 times a week 6.8 10.5 +3.7
Once a week 15.7 22.3 +6.6
2 to 3 times a month 21.0 19.7 -1.3
Once a month 22.4 23.3 -0.9
Several times a year 39.7 18.5 -21.2
Never/almost never 3.3 2.7 -0.6
Total 1530 100.0|100.0

Table 24. 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 Percentage Cumulative percentage
Once a week or more 192 12.5 12.5
2-3 times a month 276 18.0 30.6
Once a month 563 36.8 67.4
Never 367 24.0 914
| don't know 132 8.6 100.0
Total 1530 100.0

Table 25. 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 Percentage Cumulative percentage
Once a time or more 96 6.3 6.3
2-3 times a month 190 124 18.7
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Once a month 349 22.8 41.5
Never 791 51.7 93.2
| don't know 104 6.8 100.0
Total 1530 100.0

Table 26. 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
Cumulative
Frequency Percentage

percentage
Once a week or more 192 12.5 12.5
2-3 times a month 308 20.1 32.7
Once a month 645 42.2 74.8
Never 287 18.8 93.6
| don't know 98 6.4 100.0
Total 1530 100.0

Table 27. 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 Percentage Cumulative percentage
Once a week or more 79 5.2 5.2
2-3 times a month 204 13.3 18.5
Once a month 427 27.9 46.4
Never 718 46.9 933
| don't know 102 6.7 100.0
Total 1530 100.0

Table 28. 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 Percentage Cumulative percentage
Once a week or more 102 6.7 6.7
2-3 times a month 144 9.4 16.1
Once a month 288 18.8 34.9
Never 893 58.4 93.3
| don't know 103 6.7 100.0
Total 1530 100.0
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Table 29. 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 Percentage Cumulative percentage

Once a week or more 94 6.1 6.1
2-3 times a month 167 10.9 17.1
Once a month 279 18.2 35.3
Never 893 58.4 93.7
| don't know 97 6.3 100.0
Total 1530 100.0

4.3.2.3 Consumption of fishery & aquaculture products when eating out

Compared with household consumption, a lower share of French respondents prefers to eat fish and
seafood outside of home (Table 30.). However, the frequency of consumption of fish products outside
the home is high. Two third of the respondents (62.7%) stated that they consume fish and seafood
products away from home at least once a month and just under a third of the sample (28.4%) consumes
fish and seafood outside of home more frequently, at least once a week.

When eating out, less than a half of the respondents (44.1%) choose seabass and seabream at least once
a month (Table 31.). Less than a fourth of the respondents (18.8%) never or almost never order seabass
and seabream when eating out, while the relative majority (37.1%) 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 one third of the respondents (31.7%). For another 31% of the sample, consumption of these species
is about 10-20% of the total, while for 11.8% of the respondents consumption of seabass and seabream
products makes up around half of the total fish and seafood consumption (Table 32.).

Over two thirds of the respondents (60.9%) prefer buying seabass and seabream in whole fresh form
(Table 33.). Half of the respondents (50.6%) are used to buying fresh seabass and seabream as gutted.
Over than half of the respondents (52.6%) prefer buy seabass and seabream as fresh fillets, but only one
fourth of the respondents buy frozen fillets (24.2%). A low percentage of consumers prefer buying
seabass and seabream as ready-to-cook and ready-to eat meals (12.5% and 11.8% respectively).

The majority of the respondents typically buy two to three fish per purchase when buying whole seabass
and seabream (Table 34). This figure corresponds with the average household size, exactly half of the
respondents’ household (50%) consists of 2 or 3 people. Most of the respondents (64.1%) prefer buying
unpacked seabass and seabream products, but just above of one third 35.9% prefer buying those
products in packed form (Table 35).

The reasons behind the choice of unpacked products of seabass and seabream can be traced back to 3
main factors such as freshness, the place of purchase (because fish products are purchased at the
specialized fish shop or at the open market) and the possibility to make an ecological choice. On the
other hand, the reasons that drive the choice to buy packaged products can be traced back to 5 main
factors, such as practicality, food safety, product quality, information on the label and price (Table
36).The main factors influencing the consumer decision regarding seabass and seabream purchases
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include quality (54.2%), taste (51.6%), freshness/catching or harvesting date (45.5%) and price/quality
ratio (42%). Tradition was mentioned as the factor affecting the purchasing decision of seabass and
seabream by the least number of the respondents (Figure 1).

Table 30. 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 Percentage Cumulative percentage
Everyday 36 2.4 2.4
2 to 3 times a week 171 11.2 13.5
Once a week 227 14.8 28.4
2 to 3 times a month 258 16.9 45.2
Once a month 268 17.5 62.7
Several times a year 455 29.7 92.5
Never/almost never 115 7.5 100.0
Total 1530 100.0

Table 31. 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 18 1.2 1.2
2 to 3 times a week 81 5.3 6.5
Once a week 144 9.4 15.9
2 to 3 times a month 166 10.8 26.7
Once a month 266 17.4 44.1
Several times a year 567 37.1 81.2
Never/almost never 288 18.8 100.0
Total 1530 100.0

Table 32. How would you estimate the share of seabass and seabream consumption in your total
consumption of fish and seafood?

of fish and seafood?

How would you estimate the share of seabass and seabream consumption in your total consumption

Frequency

Percentage

Cumulative percentage

Less than 10%
10-20%
20-30%
Around 50%
50 - 60%

Over 60%
Total

351
475
485
180
25
14
1530

22.9
31.0
31.7
11.8
1.6
0.9
100.0

22.9
54.0
85.7
97.5
99.1
100.0
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Table 33. 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

Fresh, whole

Fresh, gutted

Fresh fillet

Frozen Fillet

Ready to cook meals
Ready to eat meals

Percentage of population
598 60.9
774 50.6
805 52.6
370 24.2
191 12.5
180 11.8

Table 34. 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 Percentage Cumulative percentage
1 428 28.0 28.0
2-3 852 55.7 83.7
3-4 183 12.0 95.6
more than 4 67 4.4 100.0
Total 1530 100.0

Table 35. In which manner do you prefer buy seabass and seabream

Preferred manner of purchasing fish

Frequency Percentage Cumulative percentage
packed 549 35.9 35.9
unpacked 981 64.1 100.0
Total 1530 100.0

Table 36. Why do you prefer this way of buying fish products?

factors that determine the purchase of packaged and unpackaged products

Frequency Percentage
unpacked 981
freshness 517 52.7%
place of purchase 212 21.6%
ecological choice 108 11.0%
they don’t know 144 14.7%
packed 549
practicality 227 41.3%
food safety 128 23.3%
product quality 59 10.7%
label information 8 1.5%
price 14 2.6%
they don’t know 113 20.6%
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Figure 1. Factors affecting the purchase of seabass and seabream

4.3.2.5 Seafood purchase places

The relative majority of French consumers prefer to buy seabass and seabream in a specialized network,
consisting of fishmonger/specialist store (56.8%), open-air markets (40.4%) and directly from producers
(24.1%). Supermarket or multiple retailers are also very popular places where consumers frequently buy
seabass and seabream (48.6%), whereas other distribution channels, including catering services and
online sales, are rarely used by French respondents (3.4%) (Figure 2).

Premium attributes guide the choice of the place for purchase of seabass and seabream products; in
particular, freshness (66%) and quality (59%). Price also plays an important role (42%), but it is the third
factor considered after freshness and quality. Good availability of product forms is less important
reason for French respondents in their choice of preferred purchasing places (Figure 3).

4.3.2.6 Types of fish products purchased

The entire sample of the respondents buy other fish and seafood besides seabass and seabream (Table
37). More than 40 species are cited by consumers, but only 10% of them receive more than 30 citations
and only 11 are mentioned at least 100 times (Figure 4). Cod is the most cited with 648 citations, followed
by salmon (640), sardines (260), sole (244) and trout (222).

Seabream appears to be the most preferred species compared with seabass, according to the choice of
the respondents (Table 38). There is a difference between consumers who prefer seabream (43.5%)
compared to seabass (56.5%) but not excessively important.
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Figure 2. Places preferred for the purchase of seabass and seabream
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Figure 3. Reasons for purchase of seabass and seabream from preferred places
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Table 37. Do you buy other species besides seabass and sea bream?

Do you buy other species?
Frequency Percentage Cumulative percentage
Yes 1530 100.0 100.0
No 0 0 100.0
Total 1530 100.0
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Figure 4. If you choose other species, except seabass and seabream, what species do you purchase
(please specify several species)?

Table 38. Which species do you prefer most among seabass and seabream?

Preference of species

Cumulative
Frequency Percentage percentage
Seabass 666 43.5 43.5
Seabream 864 56.5 100.0
Total 1530 100.0

4.3.3 Consumer preferences of seabass and seabream products

Approximately two thirds of the sample (57.8%) prefer wild seabass and seabream, while the minor
share of the respondents (13%) prefers farmed seabass and seabream (Table 39. Preferences regarding
production method of seabass and seabream

).

25



<PerformFISH PerformFISH= Deliverable D5.11 <

4.3.3.1 Favourite type of preparation

About two thirds of the respondents (67%) indicated "baked" as their preferred type of preparation for
seabass and seabream products (ZbdaApa! To apyeio npoéleuong tng avadopdg v BpéOnke.Figure 5).
Grilling of seabass and seabream is the next most popular way of preparation of seabass and seabream
reported by more than half (56%) of the respondents.

Almost three quarters of the respondents (74.2%) show a high willingness to try new seabass and
seabream products (Table 40.). In particular, people in the age groups 36-45 years and 46-55 years (23.5%
and 21.8% respectively) are most likely to try new seabass and seabream products (Table 41.). In general,
more than half of the respondents (58%) would prefer to taste new seabass and seabream products at
home (Figure 6).

Table 39. Preferences regarding production method of seabass and seabream

What is your preference regarding production methods?
Cumulative
Frequency Percentage percentage
Wild seabass and seabream 885 57.8 57.8
Farmed seabass and seabream 864 13 70.8
No preference 446 29.2 100.0
Total 1530 100.0
0 10 20 30 40 50 60 70 80

B % of respondents

Figure 5. Preferred ways of preparation of seabass and seabream

Table 40. 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.)?
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Frequency Percentage Cumulative percentage

Yes 1136 74.2 74.2

No 151 10.2 84.4

Don't know 238 15.6 100.0
Total 1519 100.0

Table 41. 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 175 256 275 236 194
to try new
seabass and 15.7% 19.9% 23.5% 21.8% 19.2%
Sp??):ﬁ:?c:; % in Age group 72.9% 83.9% 76.6% 70.9% 66.2%

Tasting at a promotional event

Tasting at sales points

Tasting at restaurant, bar, canteen or other food service
channels

Tating at home

o

10 20 30 40 50 60 70

B % of respondents"

Figure 6. 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 (44%), and store or fishmonger employee (also
44%) are the most frequently cited sources of information regarding the benefits brought by the
consumption of fish and seafood (

Figure 7. ). One third of French respondents regards family and friends (36%) as sources of information
about fish and seafood. Paid advertising is the last sources of information considered by 8% of French
consumers.
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The majority of the interviewees read labels of packed fish and seafood products always or frequently
(79%), including the major part (42%) who always reads labels. Only a small part of the respondents
(6.9%) stated that they read labels occasionally (Table 42.).

Wild or farmed method of production is the main information to which the respondents (68%) pay
attention on packaged products (Figure 8. ), followed by products name and species name (61%), origin
of the product (59%), expiration date (57%) and date of catch or harvest (50%). The factor to which the
respondents pay less attention is environmental information (12%).

When the respondents buy seabass and seabream without packaging, the date of capture or harvest
(47%) and the country of origin of the species (45%) are the most important information missing for
them (

Figure 9. ). For about half of interviewees (51%), stating the "French origin " is very important, when they
buy unpacked species, while it is of medium/average importance for 30% of the respondents (

Figure 10. ).

The most influential factors positively affecting the image of seabass and seabream products (Figure 11.),
are price (50%), date of capture or harvest (46%) country of origin/production (46%) and healthy
attributes of the products (42%). Image of high quality is also an important influential factor for the
image of the products for about one third of the respondents. A relatively minor effect would be
associated with paid media (10%) support of famous people (9%) and social media (7%).

Information about the country of production is important for the respondents in all age groups. Its
importance increases with the age of the respondents (Table 43.). In the same way, the importance of
the date of catch or harvest is increasing as the age of the respondents goes up (Table 44.). The
importance of the healthy attributes of the products is most important in 26-55 age groups (Table 45).

Paid advertising m

Doctors

Istitutions

TV shows, radio, newspaper
Internet

Family and friends

Store or fishmonger employee

Your own experience and habits

o
(O]

10 15 20 25 30 35 40 45 50

H % of respondents
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Figure 7. Sources of information on the benefits and consumption of fish products (fish, molluscs and

crustaceans)

Table 42. How often do you read packaged seafood labels?

Frequency of reading of the label of packed fish and seafood products
Frequency Percentage Cumulative percentage
Always 642 42 42.0
Frequently 566 37 79.0
Sometimes 216 14.1 93.1
Occasionally 106 6.9 100.0
Total 1530 100.0

Environmental information

Nutritional information

Certification scheme/logo

Brand

Information on the fisherman/fish farm
Information on ingredients (including additives)
Date of catch or harvest

Best before date/use by date

Origin of the product

Product name and species name

Wild or farmed
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Figure 8. Information to which the population pays more attention on packaged products.
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Figure 9. Information that is missed in products without packaging.
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Figure 10. Importance of stating French origin on unpacked fish.
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Social media —vE
Endorsement by famous people (i.e. chefs) —m
Paid media TN
Positive links to the Mediterranean eating style IEE————— VA
Premium attributes (please specify) I ———— VA
Indication of sustainability/environmentally friendly... I —— 7
Image of high quality and tasty product -
Healthy attributes of the product I 7
Date of catch or harvest Y T
Country of production | T
Prrice |
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W % of respondents
Figure 11. Factors that could positively influence the image of seabass and seabream.
Table 43. Country of production-Information importance per age group
Age group
18-25 26-35 36-45 46-55 56-65
Country of Yes Total 107 118 151 170 1264
production %inAge group | 44.6%|  42.1%| 51.1% 56.0%|  46.4%
Table 44. Date of catch or harvest- information importance per age group
Age group
18-25 26-35 36-45 46-55 56-65
Date of catch or Yes | Total 85 124 151 165 174
harvest % in Age group 35.4% 40.7% 42.1% 49.5% 59.4%
Table 45. Healthy attributes of the product — information importance per age group
Age group
18-25 26-35 36-45 46-55 56-65
Healthy Yes Total 91 124 155 166 114
attributes of
the product % in Age group 37.9% 40.7% 43.2% 49.8%| 38.9%

4.3.4 Consumer attitudes regarding seabass and seabream

There are four factors that have the greatest impact on the purchase of those species (Figure 12.), all
indicated with approximately the same percentage. That include the country of origin (50%), taste
(50%), date of capture or harvest (49%), and the premium attributes (49%).
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Less than one third of the sample considers that information appearing on seabass and seabream packed
products is clear and easy to understand. However, half of the respondents consider that information
is comprehensible to some extent (Table 46.). When examining information on the label of packed
seabass and seabream products, the majority of consumers look for origin of the species (61%) and the
date of capture or harvest (60%, Figure 13).

Moreover, it is possible to highlight that more than half of the sample (53.5%) claims that they prefer
the national or local origin of seabass and seabream products (Table 48), followed by the EU origin
(27.2%), while non-EU origin of the species had by far the least preference among the French
respondents (7.2%). Purchases of these species are characterised by a high trust in the sellers (79%).
However, 10.5% of the respondents answered that they didn’t know whether to trust sellers or not (Table
47.).

Variety of product forms

Welfare of farmed fish

Nutritional value

Environmental certification or organic

Premium attributes of seabass and seabream (freshness... I =
Date of catch or harvest

Taste

Country of origin
0 10 20 30 40 50 60

B % of the respondents

Figure 12. The most important aspects of the product when choosing seabass and seabream

Table 46. 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 Percentage Cumulative percentage
Yes, definitely 498 325 325
Yes, to some extent 777 50.8 83.3
No, not really 183 12.0 95.3
No, not at all 28 1.8 97.1
| do not know 44 2.9 100.0
Total 1530 100.0

Table 47. Do you trust the information provided by the seller?

Do you trust in information provided by seller?

Frequency Percentage Cumulative percentage
Yes 1208 79 79.0
No 162 10.6 89.5
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| don't know 160 10.5 100.0
Total 1530 100
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Figure 13. Information that is important to find on the label of seabass and seabream packed products

Table 48. What is your preference as regards to the origin of seabass and seabream?

What is your preference in terms of origin of seabass and seabream?
Cumulative
Frequency Percentage percentage
Products from the EU 416 27.2 27.2
Products from outside of the EU 110 7.2 34.4
National/local product 819 53.5 87.9
No preference 185 12.1 100.0
Total 1530 100.0

5 MCA-CA results

In this paragraph we will present the results obtained through the MCA-CA analysis? ( 4).

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

2 For methodological details, please consult the Italian report
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this domain, mainly based on the household characteristic linking with the respondents that derive from
these variables. The nine groups are:

e Families of highly educated people

e Mature families

e Young families

e Senior workers

e Very young families with medium-low income
e Unemployed

e People with low education

e Students

e Senior couples.

Families of highly educated people are characterized (100%) by post-graduate degree holders. Nearly
90% of the group claims to be occupied and half of them are engaged in highly qualified jobs. Half of the
group (51%) claims to have a salary above the national average. 80% of the group claims to live in urban
areas. 80% of the group has children in different age groups.

Mature families are characterized by the average age of the respondents between 46 and 55 (75%). The
reference households are mainly constituted of 3-4 people. The 60% of the respondents are women. All
the people within this group have children, most teenagers. Half of the group claims to have a degree.
The principal share of the respondents is employed in the private sector. The income of this group is
about the national average.

Young families have an average age of between 36 and 45 years. About half of the group is composed
of household of 4-5 people. The 65% of the respondents are men. All the respondents have children and
one third of those are small children (aged less than 7 years). The 65% of the group is represented by
graduates. The main share of the coup is employed, mainly in private sector. About half of the group has
an income above the national average.

Senior workers are characterized by an average age of the respondents between 56-65 years. They are
couples without children (100%). Almost all respondents (93%) are employed, mainly in the private
sector and 37% of the group have an income above the national average. More than half of the group
are graduates.

Very young families with medium-low income. The three fourth of the group has an average age of 26-
35 years. The household is made up of 3-4 people, of them 75% have small children, while 31% indicate
they have children of school age. Most of the respondents are employed (86%). Their income is about
the national average. They are predominantly women (59%).

Unemployed — the majority of this group is made up by women. One third of the respondents is
represented by singles with an average age of 36-45 years. This cluster shows a lower income than the
other groups (below the national average) and the most widespread level of education is secondary
education.
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People with low education are characterized by having a primary school education level. More than half
of the group claims to have an income below the national average

Students. This group is made up only by students with an average age between 18 and 25 years. More
than half of the respondents are university students, and most of them have no children.

Senior couples are a group composed by 100% of retirees, with an average age between 56 and 65,
without children living in the same household. More than half of the respondents declares to have a
family size of 2 units. On average, they have a high school level of education. Half of the group's
individuals report living in rural areas. Their income is about 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:

e Regular consumers

e Practical consumers

e Frequent consumers disinterested in the price
e  Occasional consumers

e Freshness-oriented consumers

e Home and occasional consumers.

Regular Consumers is a group of individuals characterized by a good frequency of purchases of fish and
seafood products, including 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 week. In
the last month they declare to have consumed seabass and seabream products at least 2 or 3 times a
month in all its forms available: frozen and fresh fish, in form of fillets or whole, and ready-to-cook and
ready-to-eat meals. In the consumption of different types of fish, they declare that seabass and
seabream take up 20-30% of the total, with a preference for seabass. When they consume whole seabass
and seabream, they prepare 2-3 whole fish per meal. Regarding the place of purchase, they express a
higher tendency towards catering and online services, compared to other types of consumers, and they
prefer buying packed products.

Practical consumers. Their purchase choices are driven by practicality factors, such as the availability of
products ready-to-cook and ready-to-eat. In fact, purchases are made at supermarkets, open-air market
and restaurants. The most frequently purchased product is frozen fillets and ready-to-eat and ready-to-
cook products, and they don’t buy fresh whole products. Price plays an important role in purchasing
decisions. They consume fish and seafood, including seabass and seabream, both at home and away
from home. The frequency of consumption of these products away from home is higher than at home.
Their consumption of fish and seafood, including seabass and seabream, away from home is 2-3 times a
month, while they consume them at home about once time a month. Seabream is more preferred than
seabass by this type of consumers.

Frequent consumers disinterested in 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. They buy all
types of seabass and seabream, except the fresh fillet. This group differs from the others by the fact that
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there is a high percentage of consumers who do not pay attention to the price. They consume fish and
seafood, including seabass and seabream, both at home and away from home. The frequency of
consumption of fish and seafood products is higher than seabass and seabream products. They can
consume fish and seafood every day, while the seabass and seabream products are consumed 2-3 times
a week. They claim to buy predominantly at open-air market, but one fifth of the group buy these
products online, from other catering services, in restaurants and at aquaculture farms. The choice of
place is predominately guided by taste.

Occasional consumers are individuals who seldom eat fish. The members of this group eat seabass and
seabream and the other fish and seafood several times per year. In the last month they do not remember
having eaten seabass and seabream in any form and say that these products take up less than 10% of
their expenditure on fish. They have no preferences about the place to purchase fish and seafood.

Freshness-oriented consumers are those who give highest importance to freshness. People who make
up this group make purchases driven by freshness and quality. These are the most relevant factors when
they buy fish product. They are characterized by the fact that they had not eaten seabass and seabream
in the last month, aside from the fresh fillet once. They claim to consume seabass and seabream away
from home several times a year, while they do it at home once a month. They buy only fresh seabass
and seabream in all forms (fillet, whole and gutted) and prefer that the product is not packed. They don’t
buy frozen and ready-to-cook and ready-to-eat products. Regarding places of purchase, they prefer fish
markets, directly from the fisherman and the open-air markets. They choose seabass and seabream for
various reasons including taste and availability of species.

Home and occasional consumers they are characterized by rarely eating fish products. They do not eat
seabass and seabream products as well as fish and seafood products away from home. However, a part
of the group declares that they eat fish and seafood products 2-3 times a month and seabass and
seabream products several times a year at home. In the last month they had never eaten seabass and
sea bream in any form. Less than 10% of the expenditure on fish products is reserved for seabass and
seabream, and if eaten whole, they take 1 fish per meal. They prefer to buy products at the supermarket
for the convenience of the store and for the price.

The domain “Consumer approach to seabass and seabream products” focuses on the specific field of
consumption of seabass and seabream. Eight groups were extracted:

e Consumers influenced by social media

e Consumers oriented towards national product
e Consumers oriented to wild national products
e Consumers disinterested by origin

e Distracted consumers

e Consumers focus on farmed products

e Consumers beware of certifications

e Consumers focused on attributes of products.
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Consumers influenced by social media are those who attach great importance to 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 and sales store. They have a preference for products from the European Union,
while they give little or medium importance to the word “origin France”. In the purchase choice they
pay attention to various aspects, such as taste, nutritional values and health values of the product.
Furthermore, taste, flavour, tradition, and ease of preparation contributes to influencing the purchase.
They prefer grilled and fried seabass and seabream products.

Consumers oriented towards national products are those who strongly guide their purchase decisions
based on information regarding the country of origin and date of capture or harvesting. AlImost all the
respondents of the group have a high preference for the national product, and over three quarters of
consumers indicate that “origin France” is very important. Consistent with purchasing dynamics, these
consumers think that the factors that could positively influence image of the product are country of
origin, date of capture, healthy attributes and price. Flavor and taste of the product also influence their
purchasing decision. Consumers in this group are particularly disinterested in environmental
sustainability and animal welfare certifications. They are not interested by the influence of social media
and endorsement by famous people.

Consumers oriented to wild national products. These consumers give importance only to the origin of
the species. In fact, they state that the word “France origin” is very important, and they indicate the
origin as the only attribute that influence the purchase of seabass and seabream. They have a preference
for wild seabass and seabream. They are willing to try new products but only at home and they prefer
healthier cooking methods, such as baked.

Consumers disinterested in the origin state that they have no preference regarding origin of fish
products and that the word “France origin” is not important or not all important. They have no particular
preference regarding production methods. They don't know if they are willing to try new seabass and
seabream products. Their purchase is driven predominantly by price. The attributes that they consider
important in influencing their purchase of seabass and seabream are quality / price ratio, taste and
pleasure.

Distracted consumers are disinterested consumers regarding all the intrinsic attributes of the product,
in the purchase and consumption. They do not consider the national origin of the product as an
important factor in the purchase choices and half of the group indicates European products as a
preference. These consumers are not interested in freshness or quality of species, but they are only
interested in the cooking method that must be grilled.

Consumers focused on farmed products. They are consumers who prefer extra-European products,
confirming this statement they declare that the word “France origin” is little or not at all important. They
prefer farmed products. They are not willing to try any new seabass and seabream products. They are
influenced by social media and endorsement of famous people in their purchasing preferences, which is
also observed with consumers in the first group (Consumers influenced by social media).

Consumers beware of certifications are consumers for whom environmental and animal welfare
certifications are the factors that drive purchasing decisions. They are particularly attentive to
environmental aspects and therefore they are concerned with environmental, sustainability, animal
welfare, when choosing products. They give very importance to the origin; in fact, they prefer
national/local products and they think that the presence of the word “France origin” is very important.
They mainly prefer to buy seabass and seabream directly from producer or local fisherman and prefer
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wild species. They are not particularly influenced by advertising, endorsement of famous people, and
social media. The preferred cooking method is baked.

Consumers focused on attributes of products are those who are very interested in knowing
characteristics of the product. The most important factors when they choose to buy fish products and
in particular seabass and seabream are the catch/harvesting date, country of origin, premium attributes
(freshness and quality), nutritional value, but also environmental or organic certification and 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/harvesting date), health attributes of the product; links with the Mediterranean diet, image of
high quality and taste, and indication of sustainability/eco-compatibility of production processes.
Moreover, price could play a role to improve the image of the products. They mainly prefer to buy
directly from producer or local fisherman. They prefer to consume national products, and for them the
indication “origin France” is very important. Their preferred cooking form is grilled and baked in oven.

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

e Consumers careful to brands

e Consumers dissatisfied with information
e Well-informed consumers

e Self-assured consumers

e Consumers searching information.

Consumers careful to brands. Consumers who are part of these groups don’t always read labels of
packaged fish products and look only for brands. This last information is the only one that they miss in
unpackaged products. Some of the respondents say they do not trust the information that the seller
provides to customers.

Consumers dissatisfied with information. These consumers don’t pay attention to information on labels
and they read them only occasionally. They believe that labels are not easily comprehensible. In fact,
they are not interested in any information on the label, including the most basic information such as
catch date, expiry date, origin of the product and production method. They don’t trust the information
that the seller provides to customers.

Well-informed consumers. These consumers get information related to fish products from the store
staff. In fact, they trust a lot in information provided by the seller. They are looking at the essential
information, such as origin, date of capture and expiry date, and production methods. The name of the
product is also important information to which they pay attention. They believe that labels are easy to
understand. They declare that they do not miss any information in unpacked products.

Self-assured consumers are those who mainly get information about fish products from their personal
experience and habits and store staff, in fact they claim to trust information provided by seller. They
always read information on label, but they are interesting on basic information: origin, date of capture,
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method of production and name of product. And these is the same information that they miss when
they buy fish products without packaging.

Consumers searching information. Consumers who are part of these group always read labels. They
read all details of the labels (origin, date of capture and expiry date, name of the product, certification
schemes, ingredients, nutritional values and production method). In fact, even for unpackaged products
they miss the same information that they search on labels products. They trust information provided by
sellers. 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).
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5 CLUSTERS

CONSUMERS LED BY VALUE WOMEN CONSUMERS
MODERN FAMILIES CONVENIENCE CONSUMERS MONEY PREMIUM CONSUMERS ATTENTIVE TO LABELS

D Workers highly educated D Respondents aged 26-65 D Importance of the price D Couples workers D Women with children
[ careful social media [ Practicality [C] Regular consumers [T Attention to premium attributes  [T] Attentive to labels information

D Intensive consumers D Careful about the brand D Low income D Regular consumers D Regular consumers

Figure 14. Cluster analysis based on multiple correspondence analysis.

Cluster 1: MODERN FAMILIES

Cluster size: 10.92% (167 individuals)

This group is mostly made up by families between 26 and 45 years old, with a family composition ranging
from 3 to 5 people. Children are present in all households, most of them are small children (under 7),
but there are also school-children and teenagers. Respondents in this group have a high level of
education, in fact the majority of them has a degree and post-graduate studies. The income of the group
ranges between the national average or above. They live mostly in urban areas. The respondents have
a very high frequency of fish consumption, more than 2-3 times a week. They consume fish and seafood,
including seabass and seabream, both at home and away from home. However, they prefer consuming
fish and seafood products away from home, and seabass and seabream products at home. Open air
markets are their favourite places to buy fish products. These consumers are influenced by social media,
advertising and by support of famous people. Their attention to advertising leads them to be consumers
looking for brands, that is the only information that they search on labels of the product and the only
one that they miss in unpackaged products. They give little or medium importance to the word “origin
France” and in the purchase choice they pay attention to nutritional values and health values.

Cluster 2: CONVINIENCE CONSUMERS
Cluster size: 20.72% (317 individuals)

This group is composed of individuals who have a good frequency of fish and seafood consumption,
including seabass and seabream. They consume seafood and seabass and seabr
home and away from home, with a frequency that varies betyveen once a week/to two or three times a
month. In the last month, respondents of this group have cansumed all for
products, but they prefer buying frozen and ready-to-eat and ready-to“codk products rather than fresh

""""" fish Regarding the place of purchase; their pre i the caterifig; online,-supermarkets,-open------------
air market and restaurants.

m products both at

of seabass and seabream

They are disinterested in all the intrinsic attribyges of the ut they are careful about brand sand
price of the products. National origin is not important factor fgr their purchase. They are influenced by
social media and endorsement of famous people. The respondents of this group are individuals with an
average age between 26 and 65. Their income is about the national average or below.
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Cluster 3: CONSUMERS LED BY VALUE FOR MONEY
Cluster size: 14.44% (221 individuals)

The individuals of this group consider quality and price ratio, taste and pleasure as very important in
influencing their purchasing decisions when buying seabass and seabream. They don’t have preference
regarding origin of species and the word “France origin” is not important. These consumers don’t pay
attention to information on labels and they read them only occasionally because they believe that labels
are not easy to understand.

The majority of consumers in this cluster are characterized by a low frequency of consumption of fish
and seafood as well as seabass and seabream. They do not eat seabass and seabream products and
seafood products away from home, while a part of them declares that seafood products 2-3 times a
month and seabass and seabream products several times a year only at home. However, one fourth of
this group is composed of regular consumers of fish products, that 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 week. The 40% of the group have a low level of income (below of national average).

Cluster 4: PREMIUM CONSUMERS
Cluster size: 41.18% (630 individuals)

The consumers of this cluster give a particular attention to freshness and quality of the products. In fact,
they prefer to buy fish and seafood as well as seabass and seabream directly from producer, local
fisherman, open-air markets and supermarkets. This cluster is characterized by a good attention to
information, they trust information provided by sellers and they always read information on labels. They
are interested in information related to freshness of the product, such as date of capture/harvest and
method of production (wild production). The respondents also give a high importance to the origin; in
fact, they prefer national/local products and they think that presence of the word “France origin” is very
important. This is the same type of information that they miss when they buy seabass and seabream
products without packaging.

These respondents consume both fish and seafood, including seabass and seabream, and prefer to eat
them at home at least 2-3 times a month than away from home several times a year. About 50% of this
group buy only fresh seabass and seabream in all forms (fillet, whole and gutted) and prefer that
products are not packed. An important part of this group is made up from people with an average age
of 46-65 years. The majority of this group are couples without children (40%) living in the same
household. Their income is about the national average or above (75%).

Cluster 5: WOMEN CONSUMERS ATTENTIVE TO LABELS
Cluster size: 12.75% (195 individuals)

This cluster of consumers is mostly made up of people who are very attentive to information
accompanying products. They are those who are very interested in knowing characteristics of the
product. When they buy fish products, including seabass and seabream, they consider many factors
before making the purchase, including catch/harvest date, country of origin (in particular the national
product, the indication “France origin” for them is very important), premium attributes (freshness and
quality), nutritional value, but also environmental or organic certification and welfare of fish. For these
reasons they always read labels for search all of this information and when they buy products without
packaging, they would like to know the same indications.
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They prefer to buy directly from local producer or fisherman because they trust information provided
by the seller. Most consumers in this group is represented by people who derive information from their
personal experience and from the network of people with whom they are in contact (family, friends,
doctors). This cluster consume fish and seafood, including seabass and seabream products, both at home
and away from home, but they prefer consuming these products at home. The 80% of the cluster
consume seafood at home from once a week to 2-3 times a week and once a month they include seabass
and seabream products.

A part of this group is composed by women (60%) with children, in particular teenagers. They are
employed mostly in private sector. Their purchasing choices are driven by practicality factors, such as
availability of products ready-to-cook and ready-to-eat. In fact, purchases are made at supermarkets,
open-air market and restaurants.

6 Brief comparison between Italian, Spanish, Greek and French
respondents

French respondents present some differences compared with other surveyed countries (Spain, Italy and
Greece). The major differences are noted regarding the residential area, household income and size,
age, level of education. There is instead a similarity regarding gender and presence of children in the
families (Table 49.).

The consumption dynamics of fish products at home and away from home is similar between the French
population and respondents in other surveyed countries, but there is a difference for the consumption
of seabass and seabream products, particularly at home. If in other surveyed countries the most
indicated frequency of consumption at home was between once a week to 2-3 times a month, for French
respondents it is between once a month and several times a year (Table 50, Table 51, Table 52, Table 53).

Analysing the data related to the type of seabass and seabream product purchased, a similarity emerges
between France and other surveyed countries. However, Italian, Spanish and Greek consumers buy
more fresh whole seabass and seabream, while French have a higher preference for fresh fillets (

Figure 14. 5).

Slight differences can also be seen regarding the factors that influence purchasing choices for seabass
and seabream. In particular, one can see that the main factors that influence purchasing decisions are
similar, even if they show a different degree of attention for some factors. Compared to the respondents
in other countries, French seem to be less attentive to "Nutritional values" and "Healthy and Wellness"
values, while paying the highest attention to "Pleasure". Moreover, they seem to be less attentive to
the “Quality/price ratio”, compared to the respondents in other surveyed countries. (Figure 15. ).

There are no substantial differences between France and other surveyed countries regarding the choice
of the place of purchase. However, a higher share of French respondents chose restaurants, online sales
channels and catering for purchasing seabass and seabream compared to other countries (Figure 16. ).

The reasons that drive the choice of the place for purchases of seabass and seabream are prevalently
the same, however, French consumers give more importance for the taste aspect than other surveyed
countries, as well as the least importance to the convenience of the store as a reason for purchasing
seabass and seabream from preferred places (Figure 17. ).

Both French respondents and the respondents from other surveyed countries purchase other fish
species in addition to seabass and seabream. While 90% of the sample indicates buying at least one
other species in the other surveyed countries, 100% of French respondents indicate this choice (Figure ).
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French consumers as well as consumers from other surveyed countries show some similarities in the
choices of other species besides the seabass and seabream products. For the French population, salmon
(640) and cod (648) are the most suitable species, as well as in the rest of the surveyed countries. The
differences between the preferences of the respondents in the surveyed countries are shown in their
choices of other species. French respondents preferred mackerel, sole and trout, conversely consumers
in other surveyed countries preferred more anchovy, hake and swordfish (Figure 180).

All respondents show a clear preference for wild products, but Italian and Greek respondents indicate a
relatively greater preference for farmed products compared to the French and Spanish (Figure 19. ).

The willingness of French, Spanish, Italian and Greek respondents to try new products is similar, although
French consumers show a lower willingness to test new products than other countries. The percentages
of those indicating different places where they can make these tastings are slightly different, consumers
from other surveyed countries seem more inclined to try these products at home, while the French
prefer to do it during promotional events (Table 54, Figure 202).

There seem to be differences between the two populations. The French seem to give more importance
to the paid advertising and employees of the shops, while Spanish, Italian and Greek respondents give
more attention to institutions, doctors and internet. (

Figure 21. 3).

Respondents' interest in information on the label shows different trends between the countries. There
is a relatively high percentage of French consumers who pay attention to the name of the product and
the species compared to consumers from other countries should be emphasized. Furthermore, the
French seem to give more importance to the breeding method. As for the rest of the information, the
respondents from other surveyed countries are more attentive to nutritional and environmental
information (Figure 224).

The trends of the most important factors in driving the choices of buying seabass and sea bream are
similar. For the two groups of interviewees, the factors of choice are the same, although it is good to
point out that with regard to nutritional values, France pays less attention, consistently with the previous
graphs (Figure 23. ).

Indication of certification schemes had a relatively lower importance as information to be found on
product label for all groups of respondents. Respondents from Italy, Spain and Greece give most
importance to the origin of the species, while respondents from France to origin and production
methods. As regards the origin, all respondents can be described as very attentive to the origin of
seabass and seabream, with more than half of the respondents in each surveyed country preferring
national/local products (

Figure 24. 6, Figure 257).
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Table 49. Social and demographic details of Italian, Spanish, Greek and French respondents (sample)

Italian Spanish Greek France
Percentage % Percentage % Percentage % Percentage %
Gender
Male 48.9 49.1 49.0 49.5
Female 51.1 50.9 51.0 50.5
Age group
18-25 15 17.7 15.2 15.7
26-35 31.7 29.8 22.6 19.9
36-45 26.8 27.9 25.0 235
46-55 16 16.3 20.8 21.8
56-65 8.2 5.9 16.5 19.2
65+ 2.2 2.4 0
Residential Areal
Urban 84 88.4 90.6 65.1
Rural 16 11.6 9.4 34.9
Educational level
Primary 2.6 1.0 1.4 3.3
Secondary 49.2 18.2 33.1 48.1
University degree 37.9 48.6 49.2 40.5
Post-graduate degree/studies 10.2 321 16.2 8
Household size
1 5.5 5.8 5.3 15.4
2 16.6 23.5 22.3 26.7
3 28.3 29.0 28.4 233
4 35.8 32.4 30.9 22.1
5 11.7 7.1 10.6 8.8
6 1.2 1.5 2.0 2.1
7 0.7 0.3 0.5 0.3
8 0.1 0.4 0.1
more than 8 0.2 0.2 1.1
Children living in household
Yes, small children (younger than 7 years old) 29.0 24.6 16.1 21.8
Yes, school children 24.1 22.0 13.9 20
Yes, students or grown up children 24.6 26.0 22.8 28.2
No 43.1 43.3 419 31
Occupation
Working 72 77.2 67.5 68.3
Unemployed 12.5 7.7 16.0 15.2
Student 11.9 10.8 9.0 7.5
Pensioner 3.6 4.4 7.4 9
Profession
High skilled professional 19.1 24.7 11.0 12.3
Public services 14.7 22.0 14.5 16.1
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Business-private sector 375 45.2 40.9 39.2

Farmer 0.7 0.7 1.1 0.7

Not worker 28 31.7

Household income

Below the national average 20.8 11.3 33.4 29.5

About the national average 59.2 68.6 46.8 45.1

Above the national average 20.0 20.1 19.8 25.4

Table 50. How often are fish products eaten (fish, molluscs and crustaceans) at home?
Frequency of eating fish and seafood in general, at home
Italian Spanish Greek France

Percentage Percentage Percentage | Percentage

Everyday 3.1 2.5 0.4 2.3
2 to 3 times a week 42.0 55.5 23.9 35.1
Once a week 36.2 28.4 50.0 38.0
2 to 3 times a month 12.0 9.5 17.3 15.4
Once a month 4.5 2.3 4.9 54
Several times a year 2.2 1.9 2.9 3.2
Never/almost never 0.1 0.1 0.6 0.6
Total 100.0 100.0 100.0 100.0

Table 51. How often do you eat seabass and seabream at home?
Frequency of eating seabass and seabream at home
Italian Spanish Greek France

Percentage Percentage | Percentage Percentage
Everyday 1.7 0.7 0 1.1
2 to 3 times a week 18.5 13.7 4.2 6.8
Once a week 34.2 335 28.1 15.7
2 to 3 times a month 25.3 30.7 30.7 21.0
Once a month 12.9 14.1 22.9 22.4
Several times a year 7.3 7.2 13.1 29.7
Never/almost never 0.2 0.1 1.0 3.3
Total 100.0 100.0 100.0 100.0

Table 52. How often do you eat fish and seafood in general out of home?

45




<PerformFISH

PerformFISH— Deliverable D5.11

Frequency of eating fish and seafood in general out of home (restaurants, canteens, bars, etc.)?

Italian Spanish Greek France
Percentage Percentage Percentage | Percentage
Everyday 1.9 0.7 0.4 2.4
2 to 3 times a week 16.9 8.8 3.4 11.2
Once a week 17.5 16.2 9.1 14.8
2 to 3 times a month 19.4 231 15.9 16.9
Once a month 18.8 213 22.1 17.5
Several times a year 19.9 23.6 36.0 29.7
Never/almost never 5.5 6.4 13.2 7.5
Total 100.0 100.0 100.0 100

Table 53. 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.)
Italian Spanish Greek France
Percentage Percentage Percentage | Percentage
Everyday 1.9 0.6 0.3 1.2
2 to 3 times a week 9.2 4.8 1.6 53
Once a week 14.1 104 41 9.4
2 to 3 times a month 16.1 14.6 8.4 10.8
Once a month 18.0 20.2 19.6 17.4
Several times a year 26.1 33.2 37.8 37.1
Never/almost never 14.6 16.1 28.2 18.8
Total 100.0 100.0 100.0 100.0
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Figure 14. Typical product forms of seabass and seabream products for purchases.
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Figure 19. Preference regarding production method of seabass and seabream.

Table 54. Are you willing to try new seabass and seabream products (for example improved fresh
products, snacks, ready meals, smoked fillet, etc.)?

. Spanish Greece France
Italian Percentage
Percentage Percentage Percentage
Yes 83 83.7 66.9 74.2
No 4 3.2 12.6 10.2
Do not know 13 13.1 20.5 15.6
Total 100.0 100.0 100.0 100.0
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ANNEX |
Ethical Requirements in English

(- FISH

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.

Led 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 I

Ethical Requirements in France

6., FISH

Projet: «Production axée sur le consommateur: Intégrer des approches innovantes pour des
performances compétitives et durables tout au long de la chaine de valeur de l'aquaculture
méditerranéenne».

Financé par: Ce projet a recu un financement du programme de recherche et d’innovation Horizon
2020 de I’'Union européenne, au titre de la convention de subvention n o. 727610.

Dirigée par: |'Université de Thessalie, Katerina Moutou, kmoutou@bio.uth.gr

L'objectif du projet est d'accroitre la compétitivité du secteur aquacole méditerranéen en s'attaquant
aux faiblesses biologiques, techniques et opérationnelles qui mettent en évidence la stagnation de la
production de poisson marin au cours de la derniére décennie, tout en prenant en compte la
responsabilité sociale et environnementale et en contribuant a la «croissance bleue».

Formulaire de consentement en ligne pour participer a I’enquéte

Vous étes invité a participer a un sondage de recherche intitulé «La perception du consommateur sur
les produits de la péche».

L'interview a pour objectif d’analyser les opinions et les préférences des consommateurs sur les produits
halieutiques ainsi que leurs choix d’achat. Cela aidera le secteur a développer de nouveaux produits
pour répondre aux besoins et aux attentes des consommateurs.

i Votre participation durera environ 15 minutes et sera réalisée en ligne a partir de votre

ordinateur.

ii. Il n’existe aucun risque connu associé a ce sondage.

iii. La participation a cet entretien est volontaire.

iv. Si vous le souhaitez, vous pouvez vous retirer de |’entretien a tout moment.

v.  Vos réponses resteront strictement confidentielles et les données numériques seront stockées
dans des fichiers informatiques sécurisés.

vi.  Tout rapport de cette recherche mis a la disposition du public ne fera aucune référence a votre
nom, ni a aucune autre information individuelle qui permettrait de vous identifier.

N’hésitez pas a conserver une copie de cette page de consentement dans vos archives. Pour plus
d’informations, contactez le professeur Felice Adinolfi de I'Université de Bologne a I'adresse suivante :
felice.adinolfi@unibo.it

En acceptant de participer a I'enquéte, vous déclarez avoir au moins 18 ans.
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ANNEX 11

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) 2to 3 timesaweek
c) Once a week
d) 2to3timesa 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) 2to3timesaweek
j)  Once a week
k) 2to 3timesamonth
[) Once amonth
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) ldonot know

5.2 Frozen whole
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a)
b)
c)
d)
e)

5.3
a)
b)
c)
d)
e)

5.4
a)
b)
c)
d)
e)

5.5
a)
b)
c)
d)
e)

5.6
a)
b)
c)
d)
e)

FISH

Once a week or more
2-3 times a month
Once a month

Never

| do not know

Fresh fillet

Once a week or more
2-3 times a month
Once a month

Never

| do not know

Frozen fillet

Once a week or more
2-3 times a month
Once a month

Never

| do not know

Ready to cook meals
Once a week or more
2-3 times a month
Once a month

Never

| do not know

Ready to eat meals
Once a week or more
2-3 times a month
Once a month

Never

| do not know

PerformFISH— Deliverable D5.11

Frequency of eating fish and seafood in general outside of home (restaurants, canteens, bars,
etc.) (single option)

a) Everyday

b) 2to 3 times a week
c¢) Once a week

d) 2to3timesamonth
e) Once a month

f) Several times a year
g) Never/almost never

Frequency of eating seabass and seabream outside of home (restaurants, canteens, bars, etc.)
(single option)

h) Everyday

i) 2to3timesaweek
j)  Once a week

k) 2to 3timesamonth
[)  Once a month
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10.

11.

m)
n)

How would you estimate the share of seabass and seabream consumption in your total
consumption of fish and seafood (single option)?

a)
b)
c)
d)
e)
f)

Typical product forms of seabass and seabream products for purchases (multiple choice)

a)
b)
c)
d)
e)
f)
8)

FISH PerformFISH— Deliverable D5.11

Several times a year
Never/almost never

Less than 10%
10-20%
20-30%
Around 50%
50 - 60%
Over 60%

Fresh, whole

Fresh, gutted

Fresh fillet

Frozen fillet

Ready to cook meals
Ready to eat meals
Others (please specify)

If seabass and seabream are consumed whole, how many fish are bought/consumed in a typical
meal per household (single option)

a)
b)
c)
d)

Factors affecting the purchase of seabass and seabream (multiple choice)

a)
b)
c)
d)
e)
f)
8)
h)
i)
)
k)

1

2-3

3-4

More than 4

Freshness/catching or harvesting date
Quality

Price/quality ratio

Like the taste

Easy to prepare

Healthy and wellness

Tradition

Pleasure

Products sustainability

Fish welfare

Nutritional value

Promotional events

Appearance

Country of origin/geographical area of origin
Known producer

Local producer

Others (please specify)
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13,

14.

15.
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Preferred places to purchase seabass and seabream (multiple choice)
a) Supermarket or multiple retailers

b) Open air market

c) Fishmonger/specialist store

d) Directly from fish farm

e) Restaurants

f) Other catering services

g) Online

h) Other (please specify)

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)

Which species do you prefer most (single option):
a) Seabass
b) Seabream

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.

17.

18.

What is your preference regarding production methods (single choice)?
a) Wild seabass and seabream

b) Farmed seabass and seabream

c¢) No preference

Preferred ways of preparation of seabass and seabream (multiple choice)

a) Grilled

b) Baked

c) Fried

d) Other (please specify)

Are you willing to try new seabass and seabream products (for example improved fresh
products, snacks, ready meals, smoked fillet, etc.)?
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19.

20.
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a) Yes
b) No
c) Do not know

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

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
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- Certification scheme

- Brand

- Method of production
- Other (please specify)

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) VYes, definitely
b) Yes, to some extent
c) No, not really
d) No, not at all
e) ldonot know

23. Do you trust in information provided by seller (single option)?
a) Yes
b) No
c) ldo 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. Agegroup
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
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Household size (number of persons living in the same household)
a) 1

b) 2
c 3
d 4
e) 5
f) Other (please specify)

Do you have children living in your household?
a) Yes, small children (younger than 7 years old)
b) Yes, school children

c) VYes, students or grown up children

d) No

Occupation

a) Working

b) Unemployed
c) Student

d) Pensioner

What is your profession?

a) High skilled professional
b) Public services

c) Business — private sector
d) Farmer

e) Other (please specify)

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 French

Partie 1: habitudes de consommation et modes de consommation par rapport au bar et a la daurade

1. Vous achetez et consommez du bar et de la daurade (une seule option)

a) Oui (allez a la question 3)
b) Non (répondez a la question 2)

2. Pouvez-vous indiquer les raisons pour lesquelles vous n'achetez ni ne consommez de bar et de
daurade (plusieurs choix possibles)

a) lls sont trop chers

b) Ils ont trop d'arétes

c) Je n'aime pas I'odeur ou le golt

d) lls sont difficiles a préparer

e) Je suis allergique au poisson en général

f) Je suis végétarien

g) Pour des problémes de sécurité alimentaire

h) Pour des préoccupations relatives au bien-étre du poisson
i) Pour des préoccupations environnementales

j) Autre (veuillez préciser)

3. A quelle fréquence mangez-vous des produits de la péche (poisson, coquillages et crustacés)
chez vous (une seule option)

a) Tous les jours

b) 2 a 3 fois par semaine
¢) Une fois par semaine
d) 2 a 3 fois par mois

e) Une fois par mois

f) Plusieurs fois par an

g) Jamais/presque jamais

4. A quelle fréquence mangez-vous du bar et de la daurade chez vous (une seule option)

a) Tous les jours

b) 2 a 3 fois par semaine
c¢) Une fois par semaine
d) 2 a 3 fois par mois

e) Une fois par mois

f) Plusieurs fois par an

g) Jamais/presque jamais

5. Au cours du dernier mois, combien de fois avez-vous mangé du bar et de la daurade sous les
formes suivantes ?

5.1 Entier frais
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a) Une fois par semaine ou plus
b) 2-3 fois par mois

c¢) Une fois par mois

d) Jamais

e) Je ne sais pas

5.2 Entier surgelé

a) Une fois par semaine ou plus
b) 2-3 fois par mois

¢) Une fois par mois

d) Jamais

e) Je ne sais pas

5.3 Filet frais

a) Une fois par semaine ou plus
b) 2-3 fois par mois

c¢) Une fois par mois

d) Jamais

e) Je ne sais pas

5.4 Filet surgelé

a) Une fois par semaine ou plus
b) 2-3 fois par mois

c¢) Une fois par mois

d) Jamais

e) Je ne sais pas

5.5 Plat prét a cuisiner

a) Une fois par semaine ou plus
b) 2-3 fois par mois

c¢) Une fois par mois

d) Jamais

e) Je ne sais pas

5.6 Plat prét a consommer

a) Une fois par semaine ou plus
b) 2-3 fois par mois

c¢) Une fois par mois

d) Jamais

e) Je ne sais pas

PerformFISH— Deliverable D5.11

A quelle fréquence mangez-vous des produits de la péche (poissons, coquillages et crustacés)

hors de chez vous (restaurants, cafétérias, bars, etc.) (Une seule option)

a) Tous les jours

b) 2 a 3 fois par semaine
c¢) Une fois par semaine
d) 2 a 3 fois par mois

e) Une fois par mois

f) Plusieurs fois par an

g) Jamais/presque jamais
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6 A quelle fréquence mangez-vous du bar et de la daurade hors de chez vous (restaurants,
cafétérias, bars, etc.) (Une seule option)
a) Tous les jours
b) 2 a 3 fois par semaine
c¢) Une fois par semaine
d) 2 a 3 fois par mois
e) Une fois par mois
f) Plusieurs fois par an
g) Jamais/presque jamais

7 Selon vous, quelle part la consommation de bar et de daurade représente-t-elle dans votre
consommation totale de produits de la péche (poisson, coquillages et crustacés) (une seule
option)?

a) Moins de 10 %
b)10-20%
c)20-30%

d) Environ 50 %
e)50-60%

f) Plus de 60 %

8.b Lorsque vous achetez du bar et de la daurade, sous laquelle des formes suivantes les préférez-
vous ?

a) Emballés

b) Non emballés

Pouvez-vous en indiquer la raison?

8 Lorsque vous achetez du bar et de la daurade, sous quelle forme les achetez-vous (plusieurs
choix possibles)

a) Frais, entier

b) Frais, vidé

c) Filet frais

d) Filet surgelé

e) Plat prét a cuisiner

f) Plat prét a consommer
g) Autre (veuillez préciser)

9 Sivous consommez le bar et la daurade entiers, combien de poissons achetez-vous/consommez-
vous pour un repas familial typique (une seule option)
a)1
b)2-3
c)3-4
d) Plus de 4

10 Lesquels de ces facteurs influencent votre achat de bar et de daurade (plusieurs choix possibles)
a) Fraicheur/date de capture ou de péche
b) Qualité

c) Rapport qualité/prix
d) Golit
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11

12

13

14
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e) Facilité de préparation

f) Santé et bien-étre

g) Tradition

h) Plaisir

i) Durabilité des produits

j) Bien-étre des poissons

k) Valeur nutritionnelle

l) Evénements promotionnels

m) Aspect

n) Pays d'origine/zone géographique d'origine
o) Connaissance du producteur/pécheur
p) Producteur/pécheur local

g) Autre (veuillez préciser)

Ou préférez-vous acheter le bar et la daurade (plusieurs choix possibles)
a) Super/hypermarchés

b) Marché

c) Poissonnerie/magasin spécialisé

d) Directement chez le producteur/pécheur

e) Restaurants

f) Autres services de restauration

g) En ligne

h) Directement aupres d'exploitations piscicoles

i) Autre (précisez)

Pour quelles raisons préférez-vous acheter le bar et la daurade a ces endroits (plusieurs choix
possibles)

a) Fraicheur

b) Qualité

c) Goult

d) Bonne disponibilité des espéces de produits de la péche

e) Bonne disponibilité des produits, y compris des plats préts a cuisiner/préts a consommer
f) Commodité du magasin

g) Prix

h) Autre (précisez)

Laquelle des deux espéces préférez-vous (une seule option):

a) Bar
b) Daurade

Si vous achetez d'autres espéces, en plus du bar et de la daurade, quelles autres espéces
achetez-vous (veuillez indiquer plusieurs espéces)?

Partie 2 : préférences des consommateurs pour le bar et la daurade

15

Quelle est votre préférence en ce qui concerne les méthodes de production (un seul choix)?
a) Bar et daurade sauvages

b) Bar et daurade d'élevage

c) Pas de préférence
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16
17

18

19

20
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Modes de préparation préférés pour le bar et la daurade (plusieurs choix possibles)
a) Grillé

b) Au four

c) Frit

d) Autre (précisez)

Seriez-vous prét a essayer de nouveaux produits a base de bar et de daurade (par exemple, des
produits frais, des collations, des plats préparés, des filets fumés, etc.)?

a) Oui

b) Non

c) Je nesais pas

Si vous étes prét a essayer de nouveaux produits a base de bar et de daurade, vous préféreriez :
(plusieurs choix possibles)

a) Les godter a la maison

b) Les golter dans les points de vente

c) Les golter lors d'un événement promotionnel

d) Les goUter au restaurant, dans un bar, une cafétéria ou d'autres points de restauration

De quelle maniére préférez-vous obtenir des informations sur les avantages et la consommation
de produits de la péche (poisson, coquillages et crustacés) : (plusieurs choix possibles)

a) Emissions de télévision, radio, journaux

b) Internet

c) Personnel des points de vente

d) Membres de la famille et amis

e) Médecins

f) Vos propres expériences et habitudes

g) Publicité

h) Institutions

Importance et impact de I'emballage et autres informations indiquées sur I'étiquette des
produits de la péche emballés :

a) A quelle fréquence lisez-vous les étiquettes des produits de la péche emballés (un seul choix)

a) Toujours

b) Fréquemment

c) Parfois

d) Occasionnellement

b) A quelles informations figurant sur I'emballage des produits de la péche prétez-vous attention
(plusieurs choix possibles)

a) Nom du produit et nom de I'espece

b) Marque

c) Sauvage ou d'élevage

d) Informations sur le pécheur/I'exploitation piscicole

e) A consommer de préférence avant/date de péremption
f) Date de capture ou de péche

g) Informations nutritionnelles

h) Informations sur les ingrédients (y compris les additifs)
i)  Origine du produit
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j) Systéme de certification/logo
k) Informations sur I'environnement

c) Si vous achetez du bar et/ou de la daurade sans emballage, quelles sont les informations qui vous
manquent?

a) Pays d'origine

b) Date de capture ou de péche

c) Systéme de certification

d) Marque

e) Meéthode de production

f)  Aucune des informations précédentes

g) Autre (veuillez préciser)

d.) Si vous achetez du bar et/ou de la daurade sans emballage, quelle est I'importance de la mention
« origine France »

a) Pas du tout important

b) Peuimportant

¢) Moyennement important

d) Tresimportant

21 Lesquels des facteurs suivants pourraient influencer positivement I'image du bar et de la
daurade (plusieurs choix possibles)

a) Soutien de personnes célebres (par ex. des cuisiniers)
b) Pays de production

c) Date de capture ou de péche
d) Qualités majeures (précisez)
e) Bienfaits du produit pour la santé

f) Image de grande qualité et de goQt

g) Liens avec le régime alimentaire méditerranéen

h) Indication de durabilité/éco compatibilité des processus de production
i) Prix

j)  Publicité

k) Médias sociaux

[) Autre (veuillez préciser)

Partie 3 : Attitudes des consommateurs vis-a-vis du bar et de la daurade

22 Quels aspects du produit sont-ils les plus importants lorsque vous choisissez du bar et de la
daurade ? (plusieurs choix possibles)

a) a) Qualités majeures du bar et de la daurade (fraicheur et qualité)
b) b) Pays d'origine

c) c) Date de capture ou de péche

d) d) Bien-étre du poisson d'élevage

e) e) Certification environnementale ou biologique

f) ) Valeur nutritionnelle

g) 8)Golt

h) h) Variété

i) i) Autre (précisez)
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23 Selon vous, les informations qui accompagnent vos achats de bar et de daurade sont-elles faciles
a comprendre ? (une seule option)

a) a) Oui, tout a fait

b) b) Oui, en partie

¢) c) Non, pas vraiment
d) d) Non, pas du tout
e) e)le ne sais pas

24 Vous fiez-vous aux informations fournies par le vendeur (une seule option) ?

a) Oui
b) Non
c) Je ne sais pas

25 A quel point est-il important pour vous de trouver les informations suivantes sur I’étiquette du
bar et de la daurade (plusieurs options)

a) Origine

b) Date de capture ou de péche

c) Date de péremption

d) Systéemes de certification

e) Si le produit est sauvage ou d'élevage

26 Quelle est votre préférence en matiére d’origine du bar et de la daurade ? (une seule option)

a) Produits en UE

b) Produits hors de I'UE
c) Produit national/local
d) Pas de préférence

Partie 4: profils des consommateurs
27 Sexe

a) Homme
b) Femme

28 Tranche d'age

a) 18-25
b) 26-35
c) 36-45
d) 46-55
e) 56-65
f) Plus de 65 ans

29 Zone de résidence
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a) Urbaine
b) Rurale

30 Lieu de résidence : région, ville, etc. (Précisez)

31 Niveau d’études

a) Primaire

b) Secondaire
c) Licence

d) Doctorat

32 Taille du foyer (nombre de personnes vivant dans le méme foyer)

a)l
b) 2
c)3
d)4
e)5
f) Autre (précisez)

33 Avez-vous des enfants qui vivent dans votre foyer ?

a) Oui, de jeunes enfants (moins de 7 ans)

b) Oui, des enfants en dge scolaire (primaire)
c¢) Oui, des adolescents

d) Non

34 Emploi

a) Actif

b) Sans emploi
c) Etudiant

d) Retraité

35 Quelle est votre profession ?

a) Professionnel hautement qualifié
b) Services publics

c) Secteur privé

d) Agriculteur

e) Autre (précisez)

36 Quelle est la catégorie de revenu de votre foyer ? (moyenne nationale environ 28 000 €/an)

a) Inférieur a la moyenne nationale
b) Aux environs de la moyenne nationale
c) Au-dessus de la moyenne nationale
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