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Introduction

Task 5.2 of the Work Package 5 focuses on the analysis of consumer perception, purchasing habits and
preferences, based on exploring seabass and seabream consumption.

The objective of the present survey is to analyse consumer habits and preferences of seabass and
seabream consumption in Germany 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 German population.

The main aim of the survey is to understand the motivations at the basis of choices of German
consumers and capture the main factors affecting consumers’ attitude to seabass and seabream
products, with a particular emphasis on the role of product origin and labelling.

This report presents the results of this survey carried out with the same methodology, both of
investigation and analysis, compared to the previous surveys conducted in Italy, Spain, Greece and
France.

Background and literature

In this section, the main factors influencing the consumption of seabass and seabream which emerged
from the analysis of the literature will be recalled. They can be grouped into four domains (Figure 1),
which involve a correspondent number of hypotheses that are placed as discriminating for the
segmentation of the profiles of the respondents.

The first hypothesis is that the socio-economic characteristics of consumers influence their purchasing
behavior (Adinolfi et al., 2011; Aounallah-Skhiri, et al., 2011; Darmon & Drewnowski, 2015). In addition
to the mentioned variables (age, composition of households and income), the domain includes
information on gender, place of living, degree of education. These factors are investigated in order to
complete the framework of the main variable used in recent studies of the food consumer segmentation
(Adinolfi et al., 2011; Darmon & Drewnowski, 2015; Di Pasquale et al., 2014; Kirkpatrick et al., 2012;
Mesias Diaz 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 & 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 of a wide range of variables in the corresponding domain. Among these, the
research takes into consideration the role of information channels (Maity & Dass, 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
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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.

Third domain:

Consumer approach to
seabass and seabream Information and label
products

Second domain:

Fourth domain:
Frequency of consumption

and reasons of purchase

Figure 1. The domains involved in the research.

Methodology

1.1 Structure of the consumer survey

The task 5.2 focuses on the analysis of consumer perception, purchasing habits and preferences, based
on exploring seabass and seabream consumption. The objective of this fourth step of survey is to analyse
the consumer habits and preferences of seabass and seabream consumption in Germany. To achieve
this objective, data was collected through a consumer survey by questionnaire.

The final version of the questionnaire, finalised at the end of November 2017, checked with a pilot
survey, used in Italian survey, was implemented with two new questions in November 2018 by a request
of Greek project partners. The new questionnaire has been translated in German, further checked to
verify everything was correct and used to carried out the German survey.

A further quality-check was made 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.

1.1.1 Study design

The survey was carried out in Germany, in November and December 2019. Methodology of survey
administration was the same used for all precedent surveys (ltalian, Spanish, Greek and French surveys).
Interviewees were contacted by a specialized agency with CAWI (Computer Assisted Web Interview)
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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 I - 11).

1.1.2 Recruitment

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

1.1.3 Exclusion criteria

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

Table 1. Quotas of population
%

Gender Male 49.7%
Female 50.7%

Age 18-25 12.4%
26-35 15.8%
36-45 19.2%
46-55 21.5%
56-65 15.9%
+65 15.3%

Geographic location Baden-Wirttemberg 11.9%
Bayern 16.4%
Berlin 7.3%
Brandenburg 3.1%
Bremen 1.3%
Hamburg 3.1%
Hessen 7.0%
Mecklenburg-Vorpommern 1.8%
Niedersachsen 7.5%
Nordrhein-Westfalen 21.7%
Rheinland-Pfalz 3.9%
Saarland 1.3%
Sachsen 5.2%
Sachsen-Anhalt 2.7%
Schleswig-Holstein 2.8%
Thiiringen 2.9%
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1.1.4 Sample size

In contrast to previous consumer surveys in ltaly, Spain, Greece and France conducted in the frame of
PerformFISH project, the sample size of the respondents in Germany had to be considerable increased
in order to obtain the needed sample of 1500 fish and seafood consumers. The initial general sample of
1500 respondents included less than 300 respondents who actually consumed fish and seafood, which
was considered as too low for the purpose of the research. Therefore, the sample size was increased
and reached 8706 consumers. However, after a quality control, 100 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 8 606 interviewees, including 1539 fish consumers and 7067 non-consumers of
fish and fish products (Table 2). The data concerning the sample of the survey are given to Table 3.
Sample composition by gender.

Table 2. Sample size of the survey

Fish consumption frequency percentage
yes 1539 18%
no 7067 81%
speedsters 100 1%
Total 8706 100.0%

Table 3. Sample composition by gender
Gender % by Quota Total Needed Total Received to Date Remaining  Current Split (%)

Male 49.7% 745 818 +73 53.1%
Female 50.3% 756 721 -35 46.9%
Total 100% 1501 1539 +38 100%

Table 4 - Sample composition by age

Age % by Quota Total Needed Total Received to Date Remaining Current Split (%)
18-25 12.4% 186 175 -11 11.4%
26-35 15.8% 237 307 +70 19.9%
36-45 19.2% 288 317 +29 20.6%
46-55 21.5% 322 350 +28 22.7%
56-65 15.9% 239 230 -9 14.9%
+65 15.3% 229 160 -69 10.4%
Total 100% 1501 1539 +38 100%
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Table 5. Sample composition by region

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

Baden-Wirttemberg 13.1% 196 183 -13 11.9%
Bayern 15.5% 232 253 +21 16.4%
Berlin 4.1% 62 112 +50 7.3%
Brandenburg 3.1% 46 48 +2 3.1%
Bremen 0.8% 12 20 +8 1.3%
Hamburg 2.1% 32 48 +16 3.1%
Hessen 7.5% 112 108 -4 7.0%
Mecklenburg- 2.0% 30 28 -2 1.8%
Vorpommern

Niedersachsen 9.7% 145 116 -29 7.5%
Nordrhein-Westfalen 21.9% 328 334 +6 21.7%
Rheinland-Pfalz 5.0% 75 60 -15 3.9%
Saarland 1.3% 19 20 +1 1.3%
Sachsen 5.0% 75 80 +5 5.2%
Sachsen-Anhalt 2.9% 43 42 -1 2.7%
Schleswig-Holstein 3.5% 52 43 +9 2.8%
Thiiringen 2.7% 41 44 +3 2.9%
Total 100% 1500 1539 +39 100%

1.1.5 Statistics software

As for the survey conducted in Italy and all precedent surveys, statistical analysis was performed with
SPSS Version 25 and SPAD version 5.0.

1.2 Methodology tools

In the same way as previous surveys analysis', a cluster analysis was performed in order to explore
German 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;
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Subsequently, the dimensions obtained through the MCA-CA were used as active variables in a further
cluster analysis?.

Questionnaire Results
1.3 Key Findings

The initial consumer sample size in Germany had a very low response rate of the respondents consuming
fish and seafood products, around 18% of the total. Therefore, in order to reach the usual 1500
consumers of seabass and seabream, as in other countries, it was necessary to send more than 8600
guestionnaires, while for example in ltaly it took 1800 questionnaires totally. As a consequence, habits
and preferences of the German respondents, described in this report, do not represent the habits and
preferences of the general population in Germany, as could be assumed in the other reports, but of an
active group of fish and seafood consumers. It was more complex to identify those actual consumers of
fish and seafood, including seabass and seabream in Germany (only 1 out of 5 consumes). So, for this
reason we have to consider these 1500 actual consumers as a niche group of consumers that expresses
its preferences differently from general German consumers that has been investigated in the previous
surveys.

Analysis of consumer habits and consumption patterns of German consumers, who do actually consume
fish and seafood, including seabass and seabream products, allowed to identify the following results:

- Those German respondents, who consume fish and seafood products at home, do it on a
regular basis. In particular, 95.1% of the fish-consuming sample respondents eat fish and
seafood products at home at least once a month; of these, 70.9% consume fish and seafood
products at least once a week.

- Regarding frequency of seabass and seabream consumption, 63.4% of the respondents
consume seabass and seabream at least once a month at home; of these, 24.2% consume
seabass and seabream products at least once a week.

- The favourite type of seabass and seabream product is fresh fish, 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 month (64.9%). 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 (56.1% and 59.1%).

- Almost half of the fish and seafood consumers sample (44.4%) eat fish and seafood away from
home at least 2-3 times a month. Nearly one third (28.3%) of the respondents order seabream
or seabass products out of home at least two to three times a month, while less than a half
(44.4%) of the sample do it at least once a month.

- The percentage of seabass and seabream of the total purchases of fish and seafood products is
considered as high; 31.8% of the fish consumer sample estimate the share of seabass and
seabream as 20-30% in their total purchases, and an additional 13.3% of the respondents
estimate it as 50%.

1 For more details on the method used, please refer to the Italian Report



D.5.12-Consumer Perception in Germany @ FISH

- Alltherespondents of the sample consume a great variety of fish and seafood species in addition
to seabass and seabream products. Salmon tops the preference of German consumers
followed by rainbow trout, cod, and flounder.

- Over half of German respondents who eat fish and seafood buy fresh whole seabass and
seabream unpacked (51.9%) and usually 2-3 fish species are bought per purchase (by 59.8% of
consumers). Seabass and seabream are typically prepared at home as fried. Consumers show a
higher preference of seabass (75.4%) compared with seabream.

- When making a purchasing decision, price/quality ratio (59.7%) is the most important aspect
affecting the choice of German consumers of fish and seafood, followed by quality (58.3%) and
taste (54.3%). The three attributes that guide this type of German consumers in their choice of
place for purchase of seabass and seabream are quality, freshness and taste. The favourite
places for the purchase are fishmongers.

Consumer preferences of seabass and seabream products

- Wild seabass and seabream are preferred by 46.8% of German respondents, and only 25.1% of
interviewee prefers farmed seabass and seabream, while the rest of the respondents state no
preference regarding production method.

- The majority of German consumers of fish and seafood (77.1%) express their enthusiasm about
trying new seabass and seabream products. More than half of the sample (55%) prefers tasting
new products at home, but substantial shares 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 41% of the sample, sales points by 36% and promotional
events by 24% of the respondents.

- Personal experience (47%) and information provided by store employee (43%) represent the
most preferred information sources for German consumers. Internet (41%) and family and
friends (36%) were stated as other important sources of information about the benefits of fish
and seafood consumption, including seabass and seabream products.

- Nearly all German consumers in this sample read labels of packaged fish and seafood products,
almost half of the respondents reported that they always do it.

- Method of production (61.5%) is by far the most important information that they pay attention
to, followed by products date of catch or harvest (48.2%), “expiration date” (47.2%), product
name and species name (47.2%) and origin of the product (45.3%). When the respondents buy
seabass and seabream without packaging, the date of catch or harvest (37.7%) is the
information element that they are miss most, followed by the country of origin of the species
(33.4%).

- Image of seabass and seabream product comprises many features. As stated by the
respondents, date of catch and harvest, indication of sustainability and image of high quality
are the most important elements that positively affect the image of the species.

Consumer attitude regarding seabass and seabream products

- The most influential factors affecting the choice of seabass and seabream are taste, date of
capture or harvest, environmental or organic certification and country of origin.

10
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- More than a quarter of the respondents are of the opinion that information accompanying
seabass and seabream products is clear and easy to understand; however, more than half of
the sample believes that information accompanying purchases of seabass and seabream is
understandable only to some extent. Seven out of ten respondents tend to trust in information
provided by seller.

- 72.6% of the German respondents showed their preference for the products from the EU.

The cluster analysis highlights the presence within the sample of the German population of different
consumer profiles (7 clusters). The factors that characterize most of these groups are summarized
below:

- Cluster 1 “Advanced fish and seafood consumers” (13.8%). People in this cluster can be
identified as regular consumers, in fact 74% of them eat fish and seafood products once a week
when at home and 58% eat fish and seafood products at least once a week when outside. Most
of the people in this group eat seabream and seabass at home once a week, while 43% of people
say they eat seabass and seabream at least once a week when outside. For these consumers,
the most important information to be found on seabass and seabream label is the origin and
date of capture or harvest, which is also the information they miss the most in the case of
purchasing seabass and seabream without packaging. The country of origin is among the most
important information when choosing these products, and there is a preference for products
from the EU.

- Cluster 2 “Young informed consumers” (4.4%). The majority of the people in this cluster lives
in families of up to 4 members, and all of them are students. Consequently, a significant part of
them could probably be students who live at home with their parents or in student households.
This appears to be confirmed by the fact that 55% of them declared an income around the
national average, and also by the fact that 48% of people do not have children who live within
the household. People in this group have a high frequency of consumption of fish products,
including seabass and seabdream. The preferred source for acquiring information on the
benefits and consumption of fish products appears to be the internet (39%) which is in line with
the age of this cluster (18-25 years old).

- Cluster 3 “Consumers focused on health and wellness (6.8%). This group consists of a high
percentage of men (60%) and mostly young people, with an age between 18 and 35 years (60%)
and the degree as the most frequent educational qualification (41%). 80% of the sample is
represented by workers. Consumers in this cluster have the highest frequencies of consumption
of fish and seafood products, including seabass and seabream, both at home and outside. This
cluster has the highest focus on health and wellness when they buy seabass and seabream,
compared with the other clusters. Among the factors that could positively influence the image
of seabass and seabream, consumers in this group include premium attributes (66%), which are
among the elements that mainly affect the purchase of seabass and seabream. Furthermore,
80% of consumers trust the information provided by the seller.

- Cluster 4 “Mediterranean-style consumers” (4.9%). Among the factors that influence the
purchase of seabass and seabream of this cluster are the sustainability of the products (76%),
country of origin, flavor, quality, appearance and freshness. In fact, fresh fillet is the preferred
form of purchase for seabass and seabream. Among the elements that could positively influence
the image of seabass and seabream, the great majority of consumers indicates connection with
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a Mediterranean food style (85%), country of production (85%), indication of sustainability
(84%) and healthy product attributes (82%). The most important aspects in the choice of seabass
and seabream is the country of origin (77%). 92% of consumers of this cluster think that the
information that accompanies the product is easy and clear to understand or is at least in part.
If they buy seabass and seabream without packaging, they miss some information such as
country of origin (55%), date of capture or harvest (57%).

- Cluster 5 “Occasional consumers driven by price” (11%). 85% of people in this group eat fish at
home once a month, while 37% eat seabass and seabream at home up to once a week.
Consumption of fish products that take place outside the home is significant; in fact, 40% of the
respondents eat there at least once a month. Similarly, 18% of people eat seabass and seabream
at least once a month when they are not at home. This cluster has a high frequency of people
who read the labels of packaged fish products only occasionally, and price is the most important
factor in the choice of seabass and seabream.

- Cluster 6 “Perceptive consumers” (20.5%). For these consumers, information that accompanies
seabass and seabream purchases is easy and clear to understand (37%) and easy and clear to
understand in part (60%). These consumers prefer to obtain information regarding the benefits
and consumption of fish products via the internet (51%) and family and friends (48%) and their
experience and habits (48%). The high-quality image and taste are positively influencing the
image that consumers have of seabass and seabream. Taste is also an important attribute when
choosing these products. Despite this high attention to all the information that can be found on
the label, 80% of people say they trust the information provided by the seller. The preferred
form to buy seabass and seabream is fresh fillet, a process guided by factors such as quality
(61%) and flavor (62%). Quality is also the main reason for buying seabass and seabream in a
fishmonger.

- Cluster 7 “Sustainability driven consumers” (38.7%). 41% of the people in this cluster always
read the labels and among the information to which they pay more attention on the packaging
of fish products stands out "wild or farmed" (76%) and origin of the product (63.6%), which could
indicate a certain propensity towards environmental issues. Among the factors that positively
influence the image of seabass and seabream, consumers report the indication of sustainability
or environmental compatibility of production processes (56%). This indication strongly
characterizes of the group and it is confirmed by the fact that most of these consumers (57%)
consider environmental certification as one of the most important aspects in the choice of
seabass and seabream.

1.4 “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 7067 respondents who answered no to this
guestion. The details of their demographic characteristics are presented in the Table 6-14. Nearly half
of non-consumers are represented by females (49.6%). The relative majority of non-consumers are
between 36 and 45 years old (20.5%). 23% of the non-consumers live in Nordrhein-Westfalen, 12.5%
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live in Bayern, while the lowest share of non-consumers lives in Schleswig-Holstein (3.4%) and Thiringen
(2.9%). Almost a third of non-consumers (32.7%) have a university degree. The 26.8% of the respondents
lives in households consisting of 2 people, while 20.4% live alone. One third of non-consumers (33.7%)
do not have children in their households. About two third of non-consumers (52%) are employed, while
6.8% are students. The 30.1% of non-consumers’ household income is below the national average (EUR
31331 per year), while almost one third (32.1%) are approximately the national average.

Table 6. Non-consumers by gender

Gender Frequency Percentage
Male 3259 46.1
Female 3505 49.6
Missing 303 4.3
Total 7067 100.0

Table 7. Non-consumers by age

Age group
Frequency Percentage

18-25 1149 16.3

26-35 1219 17.2

36-45 1446 20.5

46-55 1355 19.2

56-65 974 13.8

65+ 586 8.3

Missing 338 4.7

Total 7067 100.0

Table 8. Non-consumers by macro regions

Region
Frequency Percentage

Baden-Wiirttemberg 686 9.7
Bayern 882 12.5
Berlin 346 4.8
Brandenburg 207 2.9
Bremen 69 1.0
Hamburg 197 2.8
Hessen 467 6.6
Mecklenburg-Vorpommern 164 2.3
Niedersachsen 614 8.7
Nordrhein-Westfalen 1625 23
Rheinland-Pfalz 346 49
Saarland 94 1.3
Sachsen 330 4.7
Sachsen-Anhalt 174 2.5
Schleswig-Holstein 239 3.4
Thiringen 204 2.9
Missing 423 6
Total 7067 100
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Table 9. Non-consumers by education
Educational level

Primary
Secondary
University degree
Post-graduate degree/studies
Missing
Total
Table 10. Non-consumers by household

(=

Frequency
978
2093
2313
626
1057
7067

Household size (number of people living in the same household)

No o wNBE-e O

8+
Missing
Total

Table 11. Non-consumers by presence of children

Frequency

31
1444
1895
1045

900
300
100

43

73
1236
7067

Children - (Do you have children living in your household?)

Yes, small children (younger than 7 years old)

Yes, school children
Yes, students or grown up children
No

Table 12. Non-consumers by occupation
Occupation

Working
Unemployed
Student
Pensioner
Missing
Total

Table 13. Non-consumers by profession
What is your profession?

High skilled professional
Public services

Frequency

818
749
1067
2380

Frequency
3677
791
482
1037
1080
7067

Frequency
850
791

FISH

Percentage
13.8
29.6
32.7
8.9
15
100.0

Percentage

0.4
20.4
26.8
14.8
12.7

4.2

1.4

0.6

1.2
17.5

100

Percentage

11.6
10.6
15.1
33.7

Percentage

52
11.2
6.8
14.7
15.3
100

Percentage
12
11.2
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Business - private sector 1371 19.5
Farmer 43 0.6
Total 7067 100

Table 14. Non-consumers by household income
Category of your household income? (national average: about 31300€/year)

Frequency Percentage
Below the national average 2130 30.1
Approx. the national average 2271 32.1
Above the national average 1573 22.3
Missing 1093 15.5
Total 1790 100

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 sensory attributes, namely not liking the smell or taste of fish (31.6%).

e The next most important reason for not choosing seabass and seabream products refers to the
economic factor; “too expensive price” was the most important factor for 27.2% of German non-
consumers of seabass and seabream among the reasons for not consuming those species;

e lastly, “too many bones” and “difficult to prepare” were the next important considerations for not
consuming seabass and seabream for almost one fifth of such consumers (respectively 19.2% and
13.1%).

Other obstacles to consumption of seabass and seabream included concern about environment and
animal welfare (respectively 9.4% and 7.1%). Vegetarian lifestyle (5.3%) and fish allergies (4.4%)
represent a small share of non-consumers.

Respondents who answered that seabass and seabream is difficult to prepare are predominantly men
(Table 16) and in the 26-35 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
Do not like the smell or taste 1880 31.6
Too expensive 1615 27.2
Too many bones 1140 19.2
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Difficult to prepare 781
Environmental concerns 561
Fish welfare concerns 420
Vegetarian 313
Allergic to fish in general 262
Food safety concern 230
Other 717

Table 16.- Non-consumers’ gender * Difficult to prepare
Gender * Difficult to prepare

Difficult to prepare

Not selected Difficult to prepare
Gender Male 2395 405
Female 2769 376
Total 5164 781
Table 17. Non-consumers’ age * Difficult to prepare
Age group * Difficult to prepare
Difficult to prepare -
Not selected Difficult to prepare

Age group 18-25 895 148

26-35 894 177

36-45 1098 173

46-55 1051 129

56-65 769 106

+65 457 48
Total 5164 781
missing

Table 18. Small children * Too many bones
Yes, small children (younger than 7 years old) - * Too many bones -
Too many bones
Not Too many
selected bones

Yes, small children Not selected 4075 991
(younger than 7 years Yes, small children (younger 663 141
old) than 7 years old)
Total 4738 1132
missing

Table 19. Household income * Too expensive

FISH

13.1
9.4
7.1
53
4.4
3.9

12.1

Total

2800
3145
5945

Total

1043
1071
1271
1180

875

505
5945
1122

Total
5066
804

5870
1197

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
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What is the category of Below the national average
your household income?  About the national average

Total
missing

1.5 “Consumers” —respondents who consume seabass and seabream

Above the national average

(=

Not selected

1410
1694
1176
4280

Too
expensive
695
545
367
1607

FISH

2105
2239
1543
5887
1180

As previously mentioned, the data presented here do not refer to the entire population of Germany, but

only to the respondents who actually consume fish and seafood, including seabass and seabream

products.

1.5.1 Social and demographic characteristics of respondents

The social and demographic characteristics of the sample of the German respondents who do eat fish

and seafood are summarized in Table 20.

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

Gender

Age group

Male
Female

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

+65

Residential Areal

Area

Urban
Rural

Baden-Wiirttemberg

Bayern
Berlin
Brandenburg
Bremen
Hamburg
Hessen

Mecklenburg-Vorpommern

Niedersachsen

Nordrhein-Westfalen

Rheinland-Pfalz

Frequency

818
721

175
307
317
350
230
160

1048
491

183
253
112
48
20
48
108
28
116
334
60

Percentage %

53.2
46.8

11.4
19.9
20.6
22.8
14.9
10.4

68.1
31.9

11.9
l6.4
7.3
3.1
13
3.1
7.1
1.8
7.5
21.7
3.9
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Saarland
Sachsen
Sachsen-Anhalt
Schleswig-Holstein
Thiringen
Educational level

Primary
Secondary
University degree
Post-graduate degree/studies

Household size

No b N -

8+

Children living in household
Yes, small children (younger than 7 years old)
Yes, school children
Yes, students or grown up children

No
Occupation
Working
Unemployed
Student
Pensioner
Profession

High skilled professional
Public services
Business-private sector
Farmer
Household income
Below the national average
About the national average
Above the national average

20
80
42
43
44

172
493
656
218

271
565
299
241
72
33
11
47

245
261
258
617

1085
112
82
260

369
255
453

334
657
548

1.3
5.2
2.7
2.8
2.9

11.2

32
42.6
14.2

17.6
36.7
19.4
15.7
4.7
2.1
0.7
3.1

15.9

17
16.8
40.1

70.5
7.3
5.3

16.9

24
16.6
294

0.5

21.7
42.7
35.6

FISH

1.5.2 Consumer habits and consumption patterns regarding seabass and seabream products

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

The data collected show that the majority of the German respondents (70.9%), who consume fish and
seafood at all, consume fish and seafood products at home at least once a week. Exactly 40.7% of the
respondents serve fish and seafood products at home once a week, just over a quarter of the sample

(26.2%) consume fish and seafood two to three times per week. Almost a fifth of the sample consume
fish and seafood at home less frequently, 2 to 3 times a month (17.7%), once a month (6.5%), and

remaining percentage (4%) consume fish several times a year (Table 21). Two third of the respondents
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(63.4%) consume seabass and seabream at home at least once a month. Just under a third of the sample
(24.2%) consume seabass and seabream at home at least once a week and, on the other hand, about
less than a half of the sample (41.8%) 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
consume 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).

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

Frequency of eating fish and seafood in general, at home

Everyday

2 to 3 times a week
Once a week

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

Frequency

61
403
627
273
100

62

13

1539

Table 22. How often do you eat seabass and seabream at home?

Frequency of eating seabass and seabream at home

Everyday

2 to 3 times a week
Once a week

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

Frequency

35
102
236
270
333
491

72

1539

Percentage Cumulative percentage
4 4
26.2 30.2
40.7 70.9
17.7 88.6
6.5 95.1
4.1 99.2
0.8 100
100
Percentage Cumulative
percentage
2.3 2.3
6.6 8.9
15.3 24.2
17.6 41.8
21.6 63.4
31.9 95.3
4.7 100
100

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)

Everyday

2 to 3 times a week
Once a week

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

No small children

23
62
181
227
290
447
62
1292

Presence of young Total
children
12 35
40 102
54 235
43 270
42 332
44 491
12 74
247 1539
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1.5.2.2 Type of Seabass and Seabream consumed
1.5.2.2.1 Whole fresh

The major share of the respondents (64.9%) reported that they consumed whole fresh seabass and
seabream at least once during the month prior to the survey. More than one third of the respondents
(34.5%) do that once a month. Just under a fifth of the sample (17.1%) consumed those species two to
three times a month, and about a quarter of the respondents (26.3%) has never consumed those
products (Table 25).

1.5.2.2.2 Frozen whole

Over a third of the respondents (36.1%) stated that they never consumed 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 to those who consumed fresh whole,
dropped to 56.8% (Table 25).

1.5.2.2.3 Fresh fillet

The shares of the respondents who have consumed fresh fillets of seabass and seabream are similar to
the majority of the respondents who had consumed fresh whole seabass and seabream during the last
month. Even with a share higher for 2-3 times a month and once a month. Only 21.3 % of respondents
have never consumed fresh seabass and seabream fillets in the previous month (Table 26).

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 204 133 13.3
2-3 times a month 264 17.1 30.4
Once a month 531 34.5 64.9
Never 405 26.3 91.2
| don't know 135 8.8 100.0
Total 1539 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
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Once a time or more 129 8.4 8.4
2-3 times a month 268 17.4 25.8
Once a month 477 31 56.8
Never 555 36.1 92.9
| don't know 110 7.1 100.0
Total 1539 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

Frequency Percentage Cumulative
percentage
Once a week or more 188 12.2 12.2
2-3 times a month 278 18.1 30.3
Once a month 620 40.3 70.6
Never 328 21.3 91.9
| don't know 125 8.1 100.0
Total 1539 100.0

1.5.2.2.4 Frozen fillet

Compared to fresh fillets, consumption of frozen seabass and seabream fillet is less frequent, 62.2%
once or more times per month, of them over half (36.3%) consumed frozen seabass and seabream fillet
once a month. Whereas 17.3% of the respondents consumed frozen seabass and seabream fillets at
least two to three times a month, just under a third of the respondents (30%) never consumed those
products (Table 27). The percentages of those who consumed frozen fillets in the last month are similar
to those who consumed frozen whole products.

1.5.2.2.5 Products ready-to-cook and ready-to-eat

Over half of the respondents (56.1%) state that they have never eaten ready-to-cook and ready-to-eat
seabass and seabream products in the month prior to the survey. The percentages of those who
consumed ready-to-cook and ready-to-eat seabass and seabream products in the month prior to the
survey were very similar (Table 28 and Table 29). There is also a very little difference between those
who consumed a ready-to-cook product (36.1%) and a ready-to-eat product (34.3%) at least once a
month. There is almost no difference between those who have consumed these types of products two
to three times per month (12% and 12.2% respectively), and one or more times per week (6.9% and
6.6% respectively).

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 132 8.6 8.6
2-3 times a month 267 17.3 25.9
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Once a month 559 36.3 62.2
Never 462 30.1 92.3
| don't know 119 7.7 100.0
Total 1539 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 106 6.9 6.9
2-3 times a month 184 12 18.9
Once a month 265 17.2 36.1
Never 864 56.1 92.2
| don't know 120 7.8 100.0
Total 1539 100.0

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 102 6.6 6.6
2-3 times a month 188 12.2 18.8
Once a month 238 15.5 34.3
Never 910 59.1 93.4
I don't know 101 6.6 100.0
Total 1539 100.0

1.5.2.3 Consumption of fish and seafood products when eating out

Compared to household consumption, a lower share of German fish and seafood consumers prefers to
eat fish and seafood outside of home (Table 30). However, the frequency of consumption of fish and
seafood products outside the home is considered as remarkable. Two third of the respondents (61.4%)
stated that they consume fish and seafood products away from home once a month and just under a
third of the sample (28.3%) consumes fish and seafood outside of home more frequently, at least once
a week.

When eating out, less than a half of the respondents (44.4%) choose seabass and seabream at least once
a month (Table 31). About 20% of the respondents never or almost never order seabass and seabream
when eating out, while over one third of the consumers (35.7%) does it several times a year.

1.5.2.4 Composition of consumption of fish products

Consumption of seabass and seabream represents approximately 20-30% of the total fish and seafood
consumption for the relative majority of the respondents (31.8%).
For another 30% of the sample, consumption of these species is about 10-20% of the total, while for
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13.3% of the respondents consumption of seabass and seabream products makes up half of the total

fish and seafood consumption (Table 32).

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

Everyday

2 to 3 times a week
Once a week

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

Total 1

45
152
239
248
261
460
134
539

Percentage Cumulative
percentage
2.9 2.9
9.9 12.8
15.5 28.3
16.1 44.4
17 61.4
29.9 91.3
8.7 100.0
100.0

Table 31. How often do you eat seabass and seabream away from home (restaurants, canteens, bars,

Frequency of eating seabass and seabream out of home (restaurants, canteens, bars, etc.)

etc.)?
Frequency
Everyday 26
2 to 3 times a week 104
Once a week 131
2 to 3 times a month 174
Once a month 249
Several times a year 549
Never/almost never 306
Total 1539

Percentage

Cumulative

percentage
1.7
6.8
8.5
11.3
16.1
35.7
19.9

100.0

1.7
8.5
17
28.3
44.4
80.1
100.0

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

consumption of fish and seafood?

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

consumption of fish and seafood?
Frequency

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

318
462
489
205
46
19

1539

Percentage

Cumulative
percentage
20.7
30
31.8
13.3

1.2
100.0

20.7
50.7
82.5
95.8
98.8
100.0
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Almost a third of the respondents (29.8%) prefer buying seabass and seabream in whole fresh form
(Table 33). 37.3% of the respondents are used to buying fresh seabass and seabream as gutted. AlImost
half of the respondents (47.2%) prefer to buy seabass and seabream as fresh fillets, and over one third
of the respondents buy frozen fillets (38.4%). A low percentage of consumers prefer buying seabass and
seabream as ready-to-cook and ready-to eat meals (10.3% and 9% respectively) The majority of the
respondents typically buy from two to three whole 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 (Table 20). Most of the respondents (51.9%)
prefer buying unpacked seabass and seabream products and just under the half of them (48.1%) 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
fishmonger 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).
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Factors affectiong the purchase of seabass and seabream products

Figure 2).

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 Percentage of population
Fresh, whole 458 29.8
Fresh, gutted 574 37.3
Fresh fillet 727 47.2
Frozen Fillet 591 38.4
Ready to cook meals 157 10.3
Ready to eat meals 139 9

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
1 390 25.3 25.3
2-3 920 59.8 85.1
3-4 186 12.1 97.2
more than 4 43 2.8 100.0
Total 1539 100.0
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Table 35. In which manner do you prefer buy seabass and seabream
Preferred manner of purchasing fish

Frequency Percentage Cumulative percentage
packed 740 48.1 48.1
unpacked 799 51.9 100.0
Total 1539 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 799
freshness 407 50.9%
place of purchase 87 10.9%
ecological choice 216 27.1%
they don’t know 81 10.1%
taste 8 1.0%
packed 740
practicality 168 22.7%
food safety 190 25.7%
product quality 77 10.4%
label information 8 1.1%
price 7 0.9%
they don’t know 290 39.2%
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Figure 4).

1.5.2.6 Types of fish products purchased

The entire pool of the respondents buys other fish and seafood as well as these species. (Table 37) More
than 20 species were cited by consumers, but only 5 are mentioned at least 100 times (Figure 5). Salmon
was the most cited, with 531 citations, followed by rainbow trout (390), cod (382) and flounder (174).
Seabass appears to be most preferred species compared to seabream, according to the choice of the
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respondents (Table 38). There is a significant difference between consumers who prefer seabass (75.4%)
compared with seabream (24.6%).
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Figure 3. Places preferred for the purchase of seabass and seabream
Table 37. Do you buy other species besides seabass and seabream?
Do you buy other species?
Frequency Percentage Cumulative
percentage
Yes 1539 100.0 100.0
No 0 0 100.0

Total 1539 100.0
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Figure 4. Reasons for purchase of seabass and seabream from preferred places

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

Frequency Percentage Cumulative
percentage
Seabass 1160 75.4 75.4
Seabream 379 24.6 100.0
Total 1539 100.0
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Figure 5. If you choose other species, except seabass and seabream, what species do you purchase
(please specify several species)?
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1.5.3 Consumer preferences of seabass and seabream products

Just under the half of the sample (46.8%) prefer wild seabass and seabream, while one quarter of the
respondents (25.1%) prefer farmed seabass and seabream (Table 39).

1.5.3.1 Favourite type of preparation

0 10 20 30 40 50 60 70

% of respondents

Figure 6.6). Baking of seabass and seabream is the next most popular way of preparation of seabass
and seabream reported by almost half (44.4%) of the respondents.

Three quarter of the respondents (77.1%) 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 (20.6%, 24.1%
respectively) are most likely to try new seabass and seabream products (
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Figure 7.7).

Table 39. Preferences regarding production method of seabass and seabream

What is your preference regarding production methods?

Frequency Percentage Cumulative
percentage
Wild seabass and seabream 720 46.8 46.8
Farmed seabass and seabream 387 25.1 71.9
No preference 432 28.1 100.0
Total 1539 100.0
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Figure 6. Preferred ways of preparation of seabass and seabream

Table 40. Are you willing to try new products based on seabass and seabream (such as fresh produce,
snacks, prepared meals, smoked fillet, etc.)?

Frequency Percentage Cumulative
percentage
Yes 1817 77.1 77.1
No 151 9.8 86.9
Don't know 201 13.1 100.0
Total 1539 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 +65
Are you Yes 122 237 244 286 176
willing to try 122
new seabass 10.3% 20.0% 20.6% 24.1% 14.8%
and 10.3%
seabream % in Age group 69.7% 77.2%  77.0% 81.7% 76.5%
products? 76.3%
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Tasting at a promotional event _ 24
Tasting at resturant, bar, canteen or other food service _
channels 41
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10 20 30 40 50 60

o

% of respondents

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

tasting it?

1.5.3.1.1 Information
Your own experience and habits I 47

0 5 10 15 20 25 30 35 40 45 50
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Product name and species name I 47
Best before date/use by date IEEEGEGEGEGEGEGEGEEEE— 47
Date of catch or harvest GGG 48
Wild or farmed I 62
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Figure 9.9), followed by products date of catch or harvest (48.2%), “expiration date” (47.2%), product
name and species name (47.2%) and origin of the product (45.3%). The factor to which the respondents
pay less attention is environmental information (21.2%).
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Figure 10.10). It is interesting to note that “no one”, or no missed information, was one mentioned by
30% of the respondents (30%).
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Doctors I 9
Istitutions IS 13
Paid advertising I 19
Tv shows, radio, newspaper I 28
Family and friends I 36

Internet I 41
Store or fishmonger employee I 43
Your own experience and habits I 47
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Figure 8. 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 493 32 32.0
Frequently 636 41.4 73.4
Sometimes 314 20.4 93.8
Occasionally 96 6.2 100.0
Total 1539 100.0
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Enviromental information IEEEEE——————— 21
Nutritional information IEEETT——————————— 22
Information on ingredients (including additives) NN 9
Brand I 29
Certification scheme/logo IEEEEEEGEGGEGEGEGEGEGGNG— )9
Information on the fishrman/fish farm TS 33
Origin of the product I 45
Product name and species name I 47
Best before date/use by date GGG 47
Date of catch or harvest GGG 483
Wild or farmed I 62
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Figure 9. Information to which the population pays more attention on packaged products.

orand N 17
certification scneme [ 2
Method of production | 27
Noone | — 30
Country of origin | 33
Date of catch or harvest | — 37
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Figure 10. Information that is missed in products without packaging

% of respondents (

Figure 11.11), are date of catch and harvest (41%), indication of sustainability (40%) and image of high
quality (39%).
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Healthy attributes of the product (38%) and price (38%) are other 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 (14%), social media (13%) and premium attributes (8%).

1.5.4 Consumer attitudes regarding seabass and seabream

% of respondents

Figure 12.12) which are taste (58%), date of capture or harvest (44%), environmental or organic
certification (41%) and country of origin (40%). More than a quarter of the sample considers that
information appearing on seabass and seabream packed products is clear and easy to understand.
However, more than half of the respondents consider that information is comprehensible to some
extent (

Table 43). Purchases of these species are characterised by a high trust in the sellers (68.9%). However,
18.5% of the respondents answered that they didn’t know whether to trust sellers or not (Table 44).

% of respondents

Figure 1313) the majority of consumers look for date of catch or harvest (50%) and the origin of the
products (50%). As last information, it is possible to highlight that almost three quarters of the sample
(72.6%) claims that they prefer EU origin, while non-EU origin of the species had the least preference
among the German respondents who eat fish and seafood products (8.5%) (Table 45).

Premium attributes I 8
Social media NI 13
Paid media I 14
Endorment by famous people (chefs) IS 13
Positive links to the mediterranean eating style I 31
Country of production I 37

Price I 38

Healthy attributes of the product T 38
Image of high quality and tasty product I 39
Indication of sustainability/enviromentally friendly I 40
Date of catch or harvest I 41

0 5 10 15 20 25 30 35 40 45
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Figure 11. Factors that could positively influence the image of seabass and seabream
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Variety of product forms [N 19
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Welfare of farmed fish |GGG 33
Country of origin NN 40
Enviromental certification or organic [N 11
Date of catch or harvest G 4
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Figure 12. The most important aspects of the product when choosing seabass and seabream

Table 43. Do you think that information appearing on seabass and seabream packed products is clear
and easy to understand?

Frequency Percentage Cumulative percentage
Yes, definitely 404 26.3 26.3
Yes, to some extent 847 55 81.3
No, not really 196 12.7 94
No, not at all 31 2 96
| do not know 61 4 100.0
Total 1539 100.0

Table 44. Do you trust the information provided by the seller?

Frequency Percentage Cumulative percentage
Yes 1061 68.9 68.9
No 194 12.6 81.5
| don't know 284 18.5 100.0
Total 1539 100
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Figure 13. Information that is important to find on the label of seabass and seabream packed
products

Table 45. What is your preference as regards to the origin of seabass and seabream?

Frequency Percentage Cumulative
percentage
Products from the EU 1118 72.6 72.6
Products from outside of the EU 131 8.6 81.2
No preference 290 18.8 100.0
Total 1539 100.0

MCA-CA results

In this paragraph we will present the results obtained through the MCA-CA analysis? (Figure 14).

The “Socio-demographic” domain provides a picture of relationships between consumers and their
demographic and social characteristics. The resulting classification identified ten typologies related to
this domain, mainly based on the household characteristic linking with the respondents that derive from
these variables. The ten groups are:

e Families of highly educated people;

e Numerous families;

2 For methodological details, please consult the Italian report
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¢ Young families;

e Mature families with medium-high income;
*  Young workers;

e Students;

e Unemployed;

e Singles worker;

e Senior families;

e Senior couples.

The families of highly educated people are predominantly people between the ages of 36 and 45, with
a high educational qualification, and with a high percentage of employed (96%). Within the group there
is a prevalence of men (64%), the household is average (4 people) and 76% of the cluster sees the
presence of small children (elementary school).

Numerous families are mostly composed by 5 members (77% of the cases), and have kids under 7 years
or that are going to the elementary school.

The young families have an average age of between 26 and 35 years. The reference household is made
up of 3 components, characterized by the presence of children under 7 years. The prevailing condition
is occupied (95%) and a third of the members are highly qualified workers.

The mature families with medium-high income are characterized by the average age of the respondents
between 46 and 55. The reference households, mainly constituted by 3-4 people, see the presence of
teenagers. The prevailing condition is occupied (94%). The income of this group is above the national
average for the 48% of the members, and 43% works in the private sector.

The young workers are characterized by an average age of 18-25 years, are predominantly large
households composed by 8 people in the 95% of the cases. For more than half of the members (66%)
the income is around the national average.

Students have an average age between 18 and 25 years. The majority of them (90%) are not working.

Unemployed are characterized by females (67%) with an income lower than the average national in the
75% of the cases. In the group 40% of the members have a primary education. Almost the whole group
(92%) has no children living in the household.

Singles are characterized by a household with only one member (99%), and no children (99%). The
majority of the group lives in urban areas (77%) and is employed (85%). Around 40% of the group works
in the private sector and 43% have an income about the national average.

Senior families, this group consists of people aged between 46 and 65, with a household composed by
2 people in the 85% of the cases. The majority of the group have children that are not living in the
household. In this group, 82% of the people are occupied and 43% of the people have an income that is
higher than the national average.

Senior couples is a group composed by 99% of members with an age over 65, and that are not working
anymore in the 97% of the cases. 68% of the group are males. The household is mostly composed by 2
people (60%) but also by only one person (32%).

37



D.5.12-Consumer Perception in Germany @ FISH

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

e Freshness oriented consumers;
e  Practical consumers;

e (QOccasional consumers;

e Intensive consumers;

e Regular consumers;

Freshness-oriented consumers are those who ascribe at this attribute a high importance. People who
make up this group make purchases at fish markets or specialized shops, and the reasons are quality
and freshness of the product. They prefer to buy seabass and seabream unpacked and also to buy it as
fresh fillet. They are characterized by having eaten fresh fillet at least once in the last month.

Practical consumers. Their purchase choices are driven by practicality factors, such as the convenience
of the store, the packaging of product (83%). In fact, purchases are made at supermarkets and multiple
retails (78%), the most frequently purchased product is frozen fillets (80%) and hardly ever whole fresh
fish (77%). The consumption of seabass and seabream at home happens several times per year.
Freshness and taste are drivers of consumption for this group.

Occasional consumers are individuals who rarely eat fish. The members of this group eat seabass and
seabream several times per year, and the purchase is driven by the taste. They don’t know how many
times consumed it in the last month.

Intensive consumers are individuals with a very high frequency of fish consumption. In fact, they eat
seafood, seabass and seabream every day when at home. They eat seafood every day when they are
not at home but in places like bar or restaurants. They prefer to buy packed seabass and seabream
(81%).

Regular consumers eat seabass and seabream once a week (77%) when at home. In the last month they
have eaten whole frozen fish once a week (73%), frozen fillets once a week (74%), ready to cook 2-3
times (78%) and ready to eat 2-3 times (74%). When outside they eat seafood products once a week
(62%) and 2-3 times (78%). Seabass and seabream are consumed once a week when outside (88%).
Fishes are mostly bought packaged (57%) and the purchase happens in fish markets (53%) or trough
catering (78%) since freshness is a driver of the purchase in these places (55%).

The domain “Consumer approach to seabass and seabream products” focuses on the specific field of
consumption of seabass and seabream. The most significant factors for the purposes of stratification of
the respondents are the intrinsic characteristics of the product and the productive factors. Eight groups
were extracted:

e Distracted consumers

Consumers focused on premium attributes;

e Consumers focused on quality-price ratio;

Healthy consumers;
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e Consumers influenced by social media;

Consumers beware of certifications;
e Consumers focused on attributes of products;

Consumers focused on the Mediterranean diet.

Distracted consumers are a group characterized by not paying attention to many aspects as quality,
date of catch, country of production, products sustainability and nutritional value. Mostly of the time
(77%) they are not willing to try new products, and in the 78% of the cases they prefer seabass and
seabream with an extra UE origin.

Consumers focused on premium attributes are those who pay a lot of attention to this kind of
attributes, with a 100% of attention toward this parameter. Despite that their image of seabass and
seabream is not influenced by sustainability indications.

Consumers focused on quality-price ratio is a group influenced by this factor in the purchase of seabass
and seabream products. Price is also considered determinant in influencing the image of seabass and
seabream products. There are factors that don’t influence the purchase seabass and seabream in this
group, as date of catch, products sustainability, fish welfare, country of origin and acquaintance of the
producer.

Healthy consumers are those particularly attentive to health and nutritional characteristics of fish
products. The image of seabass and seabream products is positively influenced by healthy attributes for
the respondents in this group (67%). Nutritional value is reported to be among the most important
aspects when choosing seabass and seabream products (63%) and influence the purchase of seabass
and seabream products (61%). Respondents are willing to try new products as fresh products, snacks,
ready to eat or smoky fillet in 91% of the cases.

Consumers influenced by social media are those who attach great importance to the image of the
product. In particular, they believe that the product image can be positively influenced by the support
of social media and advertising. Price also play an important role in this process. They are willing to try
new products at restaurants or bar sand regarding to the origin they prefer European products.

Consumers beware of certifications consider organic and environmental certification as a very
important factor during the choice of seabass and seabream products. They also consider indication of
sustainability/eco-compatibility of production processes as a factor that can positively influence their
image of seabass and seabream products. The welfare of the fishes in considered as an important factor
during the purchase of seabass and seabream. They would be willing to try new products (87%) and they
prefer seabass and seabream with EU origin.

Consumers focused on attributes of products are those who are very interested in knowing the
characteristics of the product. The most important factors when they choose to buy fish products and
in particular seabass and seabream are the quality, the freshness, aspect of the product. They consider
date of catch an important aspect in influencing their image of seabass and seabream products (82%)
and when choosing seabass and seabream products (82%). Country of production could positively
influence the image of the product (72%) and is considered important when choosing seabass and
seabream products (72%). Environmental certification is considered important during the purchase of
seabass and seabream (73%).
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Consumers focused on the Mediterranean diet are those who think that a connection with this kind of
diet could positively influence the image of seabass and seabream products (88%). For the people in this
group the image of these products could also be positively influenced by the country of production
(86%), the date of catch (85%), the image of high quality and taste of the product (80%) and by an
indication of sustainability/eco-compatibility of production processes. During the purchase of seabass
and seabream they are influenced by factors as the country of origin (76%), welfare of the fishes (70%),
quality (93%), freshness (77%), taste (99%), acquaintance of the producer (69%).

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

e  Trustful consumer;

e Looking for easier information;
e Dissatisfied consumers;

e Self-assured consumers;

e Well informed consumers.

Trustful consumers are those who believe in the information provided by the seller in 84% of the cases.
Despite that, when buying unpacked products, they miss information as the country of origin and the
date of catch or harvest.

Consumers Looking for easier information are those who read the information on the packaging with a
good frequency but don’t think that these are easy to be understood.

Dissatisfied consumers don’t pay attention to information on labels and believe they are not easily
understandable. In fact, when they buy the unpacked product, they don’t miss any information such as
catch date, expiry date, origin of the product and production method.

Self-assured consumers are those who mainly get information on the benefits and consumption of fish
products from their personal experience and don’t miss any information when buy unpackaged product.
When buy packaged product they look for very basic information as name of the product or of the
species, expiration date and origin of the product.

Well informed consumers. This group includes consumers who always read label when it comes to
buying a fish product (60%). When they read the label they look for numerous information as name of
the product or the species, if the fish is wild or farmed, information of the producer, expiration date,
date of catch or harvest, information about ingredients and additives, origin of the product,
environmental information, certification scheme and logo. Internet and point-of-sale staff are both
considered as good sources of information.
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Figure 14. Sample segmentation for each of the selected domains: multilple correspondence analysis
and cluster analysis based on multiple correspondence analysis.
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CLUSTER 1: ADVANCED FISH AND SEAFOOD CONSUMERS
Cluster size: 212; 13.8%

The most represented age group in this cluster is between 26 and 45 years old, and 35% of people have
school-age children. The majority of the individuals have a secondary level qualification or a degree, with
70% of people are employed and 52% claiming to have an above average salary. This cluster can be
identified as advanced consumers, in fact 74% of them eat fish and seafood products at home once a
week and 58% eat them at least once a week outside. Most of the people in this group eat seabream
and seabass at home once a week, while 43% of people say they eat seabass and seabream at least once
a week when outside. The preferred form to buy seabass and seabream is that of fresh and gutted
product, The factors that most influence the purchase of seabass and seabream are quality and flavor.
The preferred place to buy seabass and seabream is the fishmonger and the reasons for the choice of
place are quality, freshness and taste. The staff of fishmongers is regarded as the preferred source for
obtaining information on the benefits and consumption of fish products in addition to their experience
and habits, family and friends. The majority of the people in this group often pay attention to the
information contained in the labels of fish products, and "wild or farmed" turns out to be the information
they pay most attention to (37%). The most important information to be found on the seabass and
seabream label is the country of origin (34%) and date of capture or harvest (28%), which is also the
information they miss most in the case of purchasing seabass and seabream without packaging (28%).
The country of origin is among the most important information when choosing these products, and there
is a preference for products from the EU. Despite all these attentions, 98% of the people do not think
that the information accompanying the purchases of seabass and seabream are easy to understand.

CLUSTER 2: YOUNG INFORMED CONSUMERS

Cluster size: 67; 4.4%

Most of the people in this cluster are between 18 and 25 years old, 38% have completed secondary
education and 36% have a university degree. 87% of people say they are students. 63% of people say
they live in families of up to 4 members, consequently they could be students who live at home with
their parents, confirmed by the fact that the income is around the national average for 55% of them.
This hypothesis is also confirmed by 48% of people who do not have children who live within the
household. People in this group have high frequencies of consumption of fish products both at home,
which is at least once at week for 63% of the people, and away from home which is at least once at week
for 31% of the people. The consumption of seabass and seabream are slightly lower, which correspond
to at least once a week for 30% when they are consumed at home and at least once a week for 28%
when they are consumed outside the home. The preferred form of purchase of seabass and seabream
is fresh and whole product, preferring the unpackaged one. The factors that influence their purchase of
seabass and seabream are quality (45%) flavor (43%), and the preferred places for the purchase are
fishmongers and supermarkets. The reason for this purchase lies in quality (48%) and freshness (46%) of
the products that can be found in these places. The preferred source for acquiring information on the
benefits and consumption of fish products appears to be the internet (39%) which is in line with the age
of this cluster. Most of the people in this group say they frequently read labels of packaged fish products,
and on these, the information they pay most attention to is whether it is a wild or farmed product and
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date of capture or harvest. When they buy seabass and seabream without packaging, the information
they miss is date of capture or harvest and country of origin, in fact consumers in this group prefer
products from the EU (72%). The date of capture or harvest is also one of the factors that could positively
influence the image of seabass and seabream, together with healthy attributes of the product, indication
of sustainability or environmental compatibility of the production processes and price. The most
important aspects of the product when choosing seabass and seabream are taste, welfare of farmed fish
and environmental or organic certification. The most important information to be found on the seabass
and seabream label is the certification scheme and whether the product is wild or farmed.

CLUSTER 3: CONSUMERS FOCUSED ON HEALTH AND WELLNESS
Cluster size: 105; 6.8%

This group consists of a high percentage of men (60%) and mostly young people, with an age between
18 and 35 years (60%) and the degree as the most frequent educational qualification (41%). 80% of the
sample is a worker and 71% of people say they have an average medium low salary. In this cluster there
are the highest frequencies of consumption of fish products, seabass and seabream both for what
concerns the consumption that takes place at home and those that take place outside the home. Most
people prefer to buy packaged seabass and seabream, and the preferred form of purchase is fresh fillet.
Among the factors that could positively influence the image of seabass and seabream, consumers in this
group include premium attributes (66%). Quality and freshness are also, together with flavor, health and
wellness among the elements that mainly affect the purchase of seabass and seabream, and therefore
help to outline the figure of the consumer. The preferred places for purchase are fishmonger, market
and restaurants. This is in line with 80% of consumers who trust the information provided by the seller.
Among the reasons that drive consumers to choose these places are freshness, quality and taste. In this
cluster there is a large number of people who prefer seabass (80%) to seabream (20%), as well as the
preference for wild seabass and seabream (63%). 88% of people would be willing to try new seabass and
seabream products and would prefer to do so at home or in places such as restaurants, bars and
canteens. The information on the labels of fish products is read with high frequency, and among these,
those to which more attention is paid are date of capture or harvest, name of the product and name of
the species, while for seabass and seabream this information is origin and whether the fish is wild or
farmed. In the case of purchasing seabass and seabream without packaging, consumers feel the lack of
information such as the date of capture or harvest, and the country of origin.

CLUSTER 4: MEDITERRANEAN-STYLE CONSUMERS
Cluster size: 75; 4.9%

In this cluster, the most represented age group is between 36 and 55 years old. Most people have a
university degree, claim to have an occupation (80%) and to have a salary above the national average
(45%). 87% of people say they consume fish products at home once a week, while 44% declare it for the
consumption of seabass and seabream. 76% of people say they consume fish products outside the home
at least once a week, while for seabass and seabream this percentage drops to 63%. Among the factors
that influence the purchase of seabass and seabream are sustainability of the products (76%), country
of origin / geographical area of origin, flavor, quality, appearance and freshness. In fact, fresh fillet is the
preferred form of purchase for seabass and seabream. Among the elements that could positively
influence the image of seabass and seabream, these consumers indicate the connection with a
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Mediterranean food style (85%), country of production (85%), indication of sustainability (84%) and
healthy product attributes (82%). The most important aspects in the choice of seabass and seabream
are country of origin (77%), date of capture or harvest (89%), environmental or organic certification
(87%) and taste (85%). 92% of consumers in this group believe that the information accompanying the
product is easy and clear to understand or at least in part and that the information to which they pay
more attention on the packaging of fish products is the name of the product or species (85%), if the
product is wild or farmed (88%), information about the fisherman or fish farm (80%), date of catch or
harvest (85%), ingredients (88%), origin of the product (84%) and the certification scheme (81%). The
most important information to find on the seabass and seabream labels is the origin (81%), if the product
is wild or farmed (83%). If they buy seabass and seabream without packaging, they miss some
information such as country of origin (55%) and date of capture or harvest (57%). Most of the people
belonging to this group prefer products that come from countries like Italy, France, Greece and Spain.
This fact is also confirmed by the amount of people who prefer a product from the EU (73%).

CLUSTER 5: OCCASIONAL CONSUMERS FOCUSED ON PRICE
Cluster size: 169; 11%

In this cluster, the most represented age group is between 46 and 65. Most families are made up of 2
members and more than half of them do not have children living in the household. 55% claim to be
employed, with most people working in the private sector, and 28% claim to be retired. 85% of people
in this group eat fish at home once a month, while 37% eat seabass and seabream at home once a week.
Consumption of fish products that take place outside the home is half, in fact 40% of people eat there
at least once a month. Similarly, 18% of people eat seabass and seabream at least once a month when
they are not at home. Most people believe that their experience is the main source of information about
the benefits and consumption of fish products. This cluster has a high frequency of people who read the
labels of packaged fish products only occasionally (41%). In fact, when buying seabass and seabream
without packaging, most people do not miss any information. The only factor that could positively
influence the image of seabass and seabream products is price (53%), this one is among the most
important factors in the choice. The most common reason behind the purchase of seabass and seabream
is quality, and fresh fillet is the preferred form of purchase for the two fish. The preferred place for the
purchase of seabass and seabream is fishmonger for more than half of the people, with quality and
freshness as main reasons. Most people in this group trust the information provided by the seller and
the most important information to be found on the seabass and seabream label is the expiry date (50%).

CLUSTER 6: PERCEPTIVE CONSUMERS
Cluster size: 315; 20.5%

In this cluster the most represented age group is between 26 and 35 years old, with the male and female
gender represented in similar proportions and with a degree as the most common level of education.
35% of people live in a family of 3 and 70% have children within their household. Most of the people in
this group say they are employed with an income around the national average. Domestic consumption
of fish products occurs at least once a week for 77% of the population, while that of seabass and
seabream occurs at least once a month for 75% of the people. As for consumption outside the home,
32% of people eat fish products at least once a week and 16% eat seabass and seabream at least once a
week. These consumers share the attention they pay to the attribute of quality, in fact it plays a key role

44



D.5.12-Consumer Perception in Germany @ FISH

in their purchasing dynamics. The preferred form to buy seabass and seabream is fresh fillet, a process
guided by factors such as quality (61%) and flavor (62%). Quality is also the main reason for buying
seabass and seabream in a fishmonger. Consumers in this group have a strong preference for seabass
preferring mostly wild fish. The high-quality image and taste are positively influencing the image that
consumers have of seabass and seabream. Taste is also an important attribute when choosing these
products. For these consumers, the information that accompanies seabass and seabream purchases is
easy and clear to understand (37%) and easy and clear to understand in part (60%). These consumers
prefer to obtain information regarding the benefits and consumption of fish products via the internet
(51%) and family and friends (48%) and their experience and habits (48%). These people read the labels
of packaged fish products very frequently and, among all the information present, the one that is given
the most attention is the distinction whether the product is wild or farmed. For seabass and seabream,
the most important information to find on the label is the origin and date of capture and harvest. The
latter also appears to be the information that consumers miss the most when seabass and seabream are
purchased without packaging. Despite this high attention to all the information that can be found on the
label, 80% of people say they trust the information provided by the seller. A high percentage of people
would be willing to try new seabass and seabream products (85%) and would prefer to do it at home
(58%).

CLUSTER 7: SUSTAINABILITY DRIVEN CONSUMERS
Cluster size: 596; 38.7%

The group is well balanced as regards the gender of the respondents, in fact the percentages of men and
women are equivalent. The most frequent qualification is the degree (42.6%), this is reflected in job
positions, in fact 68.5% of the sample declares to be employed in the private sector (42.2%) or in jobs
that require highly qualified figures (35%). These jobs allow to have in 45% of cases an income above
the national average. Most families (55%) are made up of 2 people and 60% do not have children within
the family unit. These data agree with the 27% who claim to be retired and with the most represented
age groups, which are between 46 and 55 years old (31.5%) and between 56 and 65 years old (21.8%).
About half of the cluster eats seabass and seabream several times a year both at home and out. 60% of
the sample prefers to buy unpackaged seabass and seabream, in fact the fresh fillet stands out among
the preferred forms (52%). According to their preferences, the preferred place to buy seabass and
seabream is fishmonger (72%), chosen for the possibility of buying fresh products (70.3%). 41% of the
people belonging to this cluster always read the labels and among the information to which they pay
more attention on the packaging of fish products stands out "wild or farmed" (76%) and origin of the
product (63.6%), which could indicate a certain propensity towards environmental issues. 88% of the
group believe that the information accompanying seabass and seabream purchases is, at least in part,
easy and clear to understand. The most important information to be found on the seabass and seabream
label is "wild or farmed" (61%) and origin (56%). Among the factors that positively influence the image
of seabass and seabream, consumers report indication of sustainability or environmental compatibility
of production processes (56%). This indication is strongly characterizing of the group and it is confirmed
by the fact that most of these consumers (57%) consider environmental certification as one of the most
important aspects in the choice of seabass and seabream.
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Brief comparison between respondents

“NOTE: Since the French survey, screen outs have increased significantly. Germany had a very low
response rate (18%), in fact to reach the usual 1500 consumers of sea bass and sea bream we had to
submit over 8600 questionnaires, while for example for Italy 1800 were enough. This leads us to say with
absolute certainty that the universes are difficult to compare. In fact, while for the Mediterranean
countries we can say that the interviewees were the representation of the entire population of the
country, for the Germans this is not true. So, it is normal to find ambiguity in the results, for instance
what happened for the consumption frequencies. For example: for an Italian, eating sea bass and sea
bream is normal, but we have few individuals who eat it every day. For Germans it was more complex to
identify them (only 1 out of 5), but among thefm we have more people who eat these species every day,
probably because for them it is considered as the FIRST choice when buying fish products. In any case,
this report we will make the comparison as we did in previous investigation”.

The German respondents presents some differences compared with the others. The major differences
are noted regarding the gender, the age, the residential area, the household size and income, the level
of education and the occupation. There is instead similarity with regards to the presence of children in
the family (Table 46).

German respondents have the highest consumption of fish products at home if we consider options as
everyday, 2 to 3 times a month, once a month and several times a year (Table 47). For the consumption
of seabass and seabream products at home, German percentage is the highest for frequencies as
everyday, several times a year and never/almost never, but also the lowest for frequencies as once a
week and 2 to 3 times a month (Table 48). For the frequency of eating fish fish products out of home,
German values are the highest if we consider the everyday frequency, but the lowest if we consider the
once a month frequency (Table 49). For what concerns the frequency of eating seabass and seabream
out of home, German respondents are in lines with those of the other countries (Table 50).

Table 46. Social and demographic characteristics of respondents (sample)

Italy Spain Greece France Germany
% % % % %
Gender

Male 48.9 49.1 49.0 49.5 53.2
Female 51.1 50.9 51.0 50.5 46.8

Age group
18-25 15 17.7 15.2 15.7 114
26-35 31.7 29.8 22.6 19.9 19.9
36-45 26.8 27.9 25.0 235 20.6
46-55 16 16.3 20.8 21.8 22.8
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56-65 8.2 5.9 16.5 19.2 14.9
65+ 2.2 2.4 0 104

Residential Areal
Urban 84 88.4 90.6 65.1 68.1
Rural 16 11.6 9.4 34.9 31.9

Educational level
Primary 2.6 1.0 14 33 11.2
Secondary 49.2 18.2 33.1 48.1 32
University degree 37.9 48.6 49.2 40.5 42.6
Post-graduate 10.2 32.1 16.2 8 14.2

degree/studies
Household size

1 5.5 5.8 5.3 154 17.6
2 16.6 23.5 22.3 26.7 36.7
3 28.3 29.0 28.4 23.3 19.4
4 35.8 324 30.9 22.1 15.7
5 11.7 7.1 10.6 8.8 4.7
6 1.2 1.5 2.0 2.1 2.1
7 0.7 0.3 0.5 0.3 0.7
8 0.1 0.4 0.1 0
more than 8 0.2 0.2 1.1 3.1
Children living in household
Yes, small children (younger 29.0 24.6 16.1 21.8 15.9
than 7 years old)
Yes, school children 24.1 22.0 13.9 20 17
Yes, students or grown up 24.6 26.0 22.8 28.2 16.8
children
No 43.1 43.3 41.9 31 40.1
Occupation
Working 72 77.2 67.5 68.3 70.5
Unemployed 12.5 7.7 16.0 15.2 7.3
Student 11.9 10.8 9.0 7.5 53
Pensioner 3.6 4.4 7.4 9 16.9
Profession
High skilled professional 19.1 24.7 11.0 12.3 24
Public services 14.7 22.0 14.5 16.1 16.6
Business-private sector 37.5 45.2 40.9 39.2 294
Farmer 0.7 0.7 11 0.7 0.5
Not worker 28 31.7 29.5
Household income
Below the national average 20.8 11.3 334 29.5 21.7
About the national average 59.2 68.6 46.8 45.1 42.7
Above the national average 20.0 20.1 19.8 25.4 35.6
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Frequency of eating fish and seafood in general, at home

Italy
%
Everyday 3.1
2 to 3 times a week 42.0
Once a week 36.2
2 to 3 times a month 12.0
Once a month 4.5
Several times a year 2.2
Never/almost never 0.1
Total 100.0

Spain
%

2.5

55.5
28.4

9.5

2.3

1.9

0.1
100.0

(=

Table 47. How often are fish products eaten (fish, molluscs and crustaceans) at home?

Greece
%

0.4

23.9

50.0

17.3

4.9

2.9

0.6

100.0

Table 48. How often do you eat seabass and seabream at home?

Frequency of eating seabass and seabream at home

Italy
%
Everyday 1.7
2 to 3 times a week 18.5
Once a week 34.2
2 to 3 times a month 25.3
Once a month 12.9
Several times a year 7.3
Never/almost never 0.2
Total 100.0

Spain
%

0.7

13.7
335
30.7
14.1

7.2

0.1
100.0

Greece
%

4.2
28.1
30.7
22.9
13.1

1.0

100.0

Table 49. How often do you eat fish and seafood in general out of home?

%

France

2.3
35.1
38.0
15.4

5.4

3.2

0.6

100.0

France
%

1.1

6.8

15.7
21.0
22.4
29.7

3.3
100.0

FISH

Germany

%

26.2
40.7
17.7

6.5

0.8
100.0

Germany

%

2.3
6.6
15.3
17.5
21.6
31.9
4.7
100.0

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

Everyday

2 to 3 times a week
Once a week

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

Italy
%

1.9

16.9
17.5
19.4
18.8
19.9

5.5
100.0

Spain
%

0.7

8.8

16.2
23.1
213
23.6

6.4
100.0

Greece
%

0.4

34

9.1

15.9

22.1
36.0

13.2
100.0

France
%

24

11.2
14.8
16.9
17.5
29.7

7.5
100.0

Germany
%
2.9
9.9
15.5
16.1
17
29.9
8.7
100.0
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Table 50. 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.)

Italy Spain Greece France Germany
% % % % %
Everyday 1.9 0.6 0.3 1.2 1.7
2 to 3 times a week 9.2 4.8 1.6 5.3 6.8
Once a week 14.1 10.4 4.1 9.4 8.5
2 to 3 times a month 16.1 14.6 8.4 10.8 11.3
Once a month 18.0 20.2 19.6 17.4 16.2
Several times a year 26.1 33.2 37.8 37.1 35.7
Never/almost never 14.6 16.1 28.2 18.8 19.9
Total 100.0 100.0 100.0 100.0 100.0
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Figure 16. Factors daffecting the purchase of seabass and seabream

On the choice of the place of purchase there are no substantial differences between the German and
the others. To highlight only the gap in favour of Germany for restaurants, online, other catering services
(Figure 17).
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Figure 18. Reasons for purchase of seabass and seabream from preferred places
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Figure 19. Do you buy other fish species?
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Figure 21.21.

The propensity of the German population to try new products is very similar to the other countries
(Table 51). The percentages of those indicating the different places where they can make these tastings
are slightly different. The German population seems more inclined to try these products at restaurants,
bar, canteen, while they have the lowest value for tasting at home (Figure 22).
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Figure 19. Do you buy other fish species?
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Figure 20. If you choose other species, except seabass and seabream, what species do you purchase?
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Figure 21. Preference regarding production method of seabass and seabream

Table 51. Are you willing to try new seabass and seabream products (for example improved fresh
products, snacks, ready meals, smoked fillet, etc.)?
Willingness to try new products
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Italy Spain Greece France Germany
% % % % %
Yes 83 83.7 66.9 74.2 77.1
No 4 3.2 12.6 10.2 9.8
Do not know 13 13.1 20.5 15.6 13.1
Total 100.0 100.0 100.0 100.0 100.0
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Figure 22. If you are willing to try new seabass and seabream products, you would prefer
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Figure 233).

Respondents' interest in information on the label sees different trends between the populations. The
percentage of German people who pay attention to the brand and to the information on the fisherman
or fish farm should be emphasized. German population seems to pay less attention than other countries
for information as the origin of the product and the best before date/use by date (Figure 24).
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% of respondents
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Figure 25.).

For all groups of respondents, the least important factor to find on seabass and seabream labels is the
indication of certification schemes. Germany give most importance to the origin and the date of catch
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Figure 27.27).
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Figure 24. Information observed on packed fish and seafood products
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ANNEXI

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

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.
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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.]

ANNEX I

Ethische Anforderungen in Frankreich

(= FISH

Projekt: "Verbraucherorientierte Produktion: Integration innovativer Ansitze fiir eine
wettbewerbsfihige und nachhaltige Leistung entlang der Wertschopfungskette der Aquakultur im
Mittelmeerraum".

Finanziert von: Dieses Projekt wurde durch das Forschungs- und Innovationsprogramm Horizont 2020
der Europaischen Union unter der Forderungsnummer 727610 finanziert.

Geleitet von: Universitat Thessalien, Katerina Moutou, kmoutou@bio.uth.gr

Ziel des Projekts ist es die Wettbewerbsfahigkeit des Aquakultursektors im Mittelmeerraum zu
erhohen, indem die biologischen, technischen und betrieblichen Schwachen angegangen werden, die
die Stagnation der Meeresfischproduktion im letzten Jahrzehnt verdeutlichen, wobei die soziale und

Online-Einverstandniserklarung zur Teilnahme an der Umfrage

Sie sind eingeladen, an einer Forschungsumfrage mit dem Titel "Wahrnehmung von
Fischereiprodukten durch die Verbraucher" teilzunehmen.

Ziel der Befragung ist es, die Meinungen und Praferenzen der Verbraucher zu Fischereiprodukten und
ihre Kaufentscheidungen zu analysieren. Dies wird dem Sektor helfen, neue Produkte zu entwickeln,
die den Bediirfnissen und Erwartungen der Verbraucher entsprechen.

i Ilhre Teilnahme dauert etwa 15 Minuten und wird online von lhrem Computer aus
durchgefihrt.

ii. Es sind keine Risiken im Zusammenhang mit dieser Umfrage bekannt.
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iii. Die Teilnahme an diesem Interview ist freiwillig.
iv. Wenn Sie es wiinschen, konnen Sie jederzeit von der Befragung zuriicktreten.

V. Ihre Antworten werden streng vertraulich behandelt und die digitalen Daten werden in
sicheren Computerdateien gespeichert.

Vi. Jeder Bericht (iber diese Forschung, der der Offentlichkeit zuginglich gemacht wird, enthélt
keinen Hinweis auf lhren Namen oder andere individuelle Informationen, die Sie identifizieren
koénnten.

Bitte zogern Sie nicht, eine Kopie dieser Einwilligungsseite fiir Ihre Unterlagen aufzubewahren.
Weitere Informationen erhalten Sie bei Professor Felice Adinolfi von der Universitat Bologna unter
felice.adinolfi@unibo.it.

Mit Ihrer Zustimmung zur Teilnahme an der Umfrage erklaren Sie, dass Sie mindestens 18 Jahre alt
sind.

ANNEX Il

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) VYes
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
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b)
c)
d)

f)
g)

h)

5. How often did you eat seabass and seabream in the following forms during the last month?

2 to 3 times a week
Once a week

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

Frequency of eating seabass and seabream at home (single option)

Everyday

2 to 3 times a week
Once a week

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

5.1 Fresh whole

a) Once a week or more

b) 2-3 times a month
c¢) Once a month

d) Never

e) Ido not know

5.2 Frozen whole

a) Once a week or more

b) 2-3 times a month
c) Once a month

d) Never

e) 1 do not know

5.3 Fresh fillet

b) 2-3 times a month

Once a month

d) Never
e) |do not know

5.4 Frozen fillet

a)

b) 2-3times a month

Once a week or more

Once a week or more

FISH
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6.

c¢) Once a month
d) Never
e) ldo not know

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

c¢) Once amonth

d) Never

e) ldo not know

5.6 Ready to eat meals
a) Once aweek or more
b) 2-3 times a month

c) Once amonth

d) Never

e) ldo not know

Frequency of eating fish and seafood in general outside of home (restaurants, canteens, bars,

etc.) (single option)

a) Everyday

b) 2to 3 timesaweek
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) 2to3timesamonth
)  Once a month

m) Several times a year
n) Never/almost never

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

FISH
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10.

11.

12.

a) Lessthan 10%
b) 10-20%

c) 20-30%

d) Around 50%
e) 50-60%

f) Over 60%

Typical product forms of seabass and seabream products for purchases (multiple choice)
a) Fresh, whole

b) Fresh, gutted

c) Fresh fillet

d) Frozen fillet

e) Ready to cook meals

f) Ready to eat meals

g) Others (please specify)

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

a) 1

b) 2-3

c) 3-4

d) Morethan4

Factors affecting the purchase of seabass and seabream (multiple choice)
a) Freshness/catching or harvesting date

b) Quality

c) Price/quality ratio

d) Like the taste

e) Easy to prepare

f) Healthy and wellness

g) Tradition

h) Pleasure

i)  Products sustainability

j)  Fish welfare

k) Nutritional value

I) Promotional events

m) Appearance

n) Country of origin/geographical area of origin
o) Known producer

p) Local producer

g) Others (please specify)

Preferred places to purchase seabass and seabream (multiple choice)
a) Supermarket or multiple retailers
b) Open air market
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c) Fishmonger/specialist store
d) Directly from fish farm

e) Restaurants

f) Other catering services

g) Online

h) Other (please specify)

13. Reasons for purchase of seabass and seabream from preferred places (multiple choice)
a) Freshness
b) Quality
c) Taste
d) Good availability of fish species
e) Good availability of product forms, including ready to cook/ready to eat products
f) Convenience of the store
g) Price
h) Other (please specify)

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

15. If you choose other species, except seabass and seabream, what species do you purchase (please
specify several species)?

Part 2: Consumer preferences for seabass and seabream products

16. What is your preference regarding production methods (single choice)?
a) Wild seabass and seabream
b) Farmed seabass and seabream
c) No preference

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

a) Grilled
b) Baked
c) Fried

d) Other (please specify)
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18. Are you willing to try new seabass and seabream products (for example improved fresh
products, snacks, ready meals, smoked fillet, etc.)?
a) Yes
b) No
c¢) Do not know

19. If you are willing to try new seabass and seabream products, you would prefer: (multiple choice)
a) Tasting at home
b) Tasting at sales points
c) Tasting at a promotional event
d) Tasting at restaurant, bar, canteen or other food service channels

20. Most preferred sources for obtaining information about the benefits and consumption of fish
and seafood: (multiple choice)
a) TV shows, radio, newspaper
b) Internet
c) Store or fishmonger employee
d) Family and friends
e) Doctors
f)  Your own experience and habits
g) Paid advertising
h) Institutions

14) Importance and impact of packaging and other information on labels of packed fish and
seafood products:

a) Frequency of reading of the label of packed fish and seafood products (single choice)

- Always

- Frequently

- Sometimes

- Occasionally

b) Information observed on packed fish and seafood products (multiple choice)
- Product name and species name

- Brand

- Wild or farmed

- Information on the fisherman/fish farm

- Best before date/use by date

- Date of catch or harvest

- Nutritional information

- Information on ingredients (including additives)
- Origin of the product

- Certification scheme/logo

- Environmental information
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c) If you buy seabass and seabream unpacked, which information do you miss from non-branded

seabass and seabream products?

- Country of origin

- Date of catch or harvest
- Certification scheme

- Brand

- Method of production

- Other (please specify)

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

22.

products? (multiple choice)

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

Do you think information, accompanying seabass and seabream products you buy, is easy and

Premium attributes of seabass and seabream (freshness and quality)
Country of origin

Date of catch or harvest

Welfare of farmed fish

Environmental certification or organic

Nutritional value

Taste

Variety of product forms

Other (specify)

clear to understand? (single option)

a) Yes, definitely

FISH
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b) Yes, to some extent
c) No, not really

d) No, not at all

e) ldo not know

23. Do you trust in information provided by seller (single option)?
a) Yes
b) No
c) Ildo not know

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
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4. Place of residence: region, city, etc. (please specify)

5. Educational level
a) Primary
b) Secondary
c) University degree,
d) Post-graduate degree/studies

6. Household size (number of persons living in the same household)
a) 1
b) 2
c 3
d) 4
e) 5
f) Other (please specify)

7. Do you have children living in your household?
a) Yes, small children (younger than 7 years old)
b) Yes, school children
c) VYes, students or grown up children
d) No

8. Occupation
a) Working
b) Unemployed
c) Student
d) Pensioner

9. What is your profession?
a) High skilled professional
b) Public services
c) Business — private sector
d) Farmer
e) Other (please specify)

10. What is the category of your household income?
a) Below the national average
b) About the national average
c) Above the national average

FISH
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