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1 Introduction

This work analysed the consumer perceptions of the European Sea Bass (Dicentrarchus labrax)
& Gilthead Sea Bream (Sparus aurata) products (BB products) in Italy, Spain, Greece, France,
Germany, the UK and the USA. This to support the best possible actions for market development
of BB products from the Marine Mediterranean fish farming (MMFF) industry in the seven
countries. The key assets were to understand consumer patterns of consumption, product
perception, purchasing habits and preferences regarding seabass and seabream products.

2 Country Profiles
2.1 Italy

Italian consumers are characterized as being great consumers of fish and seafood products with
81.3% consuming them at home. The share of BB products in the total household consumption
of Italians is estimated as 20-30% for nearly 40% of respondents. With a high consumption rate,
of 1 to 3 times a week (78.2%), 55% of consumers include BB products at least 1 time in meals
per week. Italian consumers have a clear preference for Sea Bream, with 59% of respondents
indicating a preference for Sea Bream over Sea Bass. 10% of Italian respondents consume BB
products exclusively, while 90% of respondents consume a big variety of fish and seafood
species. 60% of surveryed Italian consumers select 2-3 different species per purchase. Salmon
tops the preference of Italian consumers, followed by cod, swordfish, tuna, trout, sole,
anchovies, mackerel and octopus.

Wild BB products are preferred by the relative majority Italian respondents (40%), while nearly
one third part of the respondents (28.9%) prefer farmed BB products, and the remaining third
part of the respondents (28%) has no preference regarding production method.

Italian consumers prefer whole fresh (88% of respondents consumed it at least once in the past
month) BB products, followed by fresh fillet (85.2% of the respondents consumed it at least
once in the past month). Italians typically buy fresh-whole BB products, as well as fresh-gutted,
and fresh and frozen fillets. Most Italian consumers are enthusiastic about trying new BB
products, and eight out of ten respondents indicated their willingness to try new BB products,
such as, improved fresh products, snacks, ready meals, smoked fillets and other. Tasting of new
products is mostly preferred at home by the majority of the respondents. BB products are
typically baked or grilled when prepared at home. Italians eagerly consume fish and seafood
outside of homes with the majority of the respondents (74%) doing so at least once a month.
BB products appear to be popular items on the menus — two thirds of the respondents consume
those species outside home at least once a month. About 25% of the respondents include BB
products in meals at least once a week.

The image of BB products comprises many features. As stated by the respondents, country of
origin is the most important element that positively affects the image of the species, followed
by the date of catch or harvest, price and healthy attributes of the products. Over half of the
Italian respondents stated preference for national/local origin, over a third of the respondents
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showed their preference for the products from the EU, and less than one out of ten respondents
indicated their preference for products outside of the EU. When making a purchasing decision,
quality is the most important aspect affecting the choice of Italian consumers, followed by
freshness and price/quality ratio.

The internet was stated as the most important source of information about the benefits of fish
and seafood consumption, including BB products, for four out of ten respondents. Consumers
also rely on their own experiences and habits, as well as advice from store or fishmonger
employees. Seven out of ten respondents tend to trust in information provided by seller. One
third of the respondents are of the opinion that information accompanying BB products is clear
and easy to understand, however the other two thirds of the respondents believe that the
information accompanying purchases of BB products is only partially understandable.

Nearly all Italian consumers read labels of packaged fish and seafood products, and almost half
of the respondents reported that they always do it. Origin of the product is by far the most
important information that they pay attention to, followed by the expiry date and the method
of production. When the respondents buy BB products without packaging, the country of origin
of the species is the most important information that they consider, followed by the date of
catch or harvest and the certification scheme. In deciding places to purchase BB products,
consumers favour fish mongers and specialist stores with an emphasis on premium attributes.

2.2 Spain

Spanish consumers are characterized as being eager consumers of fish and seafood products at
home. In particular, 98.1% of the respondents consume fish and seafood products at home at
least once a month, but of these, 86.3% consume fish and seafood products at least once a
week. One third of the respondents consume BB products once a week and another third of the
respondents include BB products in meals at home at least 2 or 3 times per month. The
percentage of BB products of the total purchases of fish products is very high, with 39.4% of the
survey participants identified that 3-5 purchases of fish products include BB products.
Consumers don’t show a marked preference between Sea Bass and Sea Bream (relatively 49%
and 51%). A small percentage of the respondents (5.9%), consume BB products exclusively,
while most of the respondents (94.1%) consume a variety of fish and seafood species. Six out of
ten consumers identified that they typically buy 2-3 fish species per purchase. Hake is the
primary preference of Spanish consumers, followed by salmon, tuna, cod, pilchard, megrim,
swordfish, anchovies, sole, monkfish and rainbow trout.

Spanish consumers prefer fresh BB products, both whole and fillet. More than half of the
respondents consumed fresh BB products at least 2 or 3 times in the past month, followed by
frozen fillets (54.4% of the respondents consumed it at least once in the past month). The
percentage of those who in the last month consumed a product ready to cook or eat is lower
(respectively 40.7% and 43.9%). Spanish respondents frequently buy fresh BB products. Most
Spanish consumers are enthusiastic about trying new BB products — eight out of ten
respondents indicated their willingness to try new BB products such as improved fresh products,
snacks, ready meals, smoked fillets and other. Tasting of new products is mostly preferred at
home by the majority of the respondents. BB products are typically baked or grilled at home.
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Just under half of the respondents (48.7%) consume fish and seafood outside of home 2 or 3
times a month. Of these times, at least once the meal includes BB products.

Wild BB products are preferred by the large majority of Spanish respondents (54.6%), and only
one out of ten interviewees preferred farmed BB products, while more than one third part of
the respondents (35%) declare no preference regarding production method.

The image of BB products comprises many features. As stated by the respondents, price and
healthy attributes are the most important elements that positively affect the image of the
species, followed by the date of catch or harvest and country of production. When making a
purchasing decision, quality is the most important aspect affecting the choice of Spanish
consumers, followed by taste and price/quality ratio. The most influential factors affecting the
purchase of these species is the taste, followed by the date of catch or harvest, indication of
country of origin, and nutritional value. The next most important aspects include premium
attributes of the product. Over half of the Spanish respondents stated preference for
national/local origin, over a third of the respondents showed their preference for the products
from the EU, and less than four out of ten respondents indicated their preference for products
outside of the EU.

For four out of ten respondents, personal experience, followed by the internet, is the most
widespread information source on the benefits of fish and seafood consumption. Consumers
also rely on their family and friend’s advice, as well as advice from store or fishmonger
employees. Eight out of ten respondents tend to trust in information provided by the seller.
Spanish consumers primarily purchase BB products from fishmongers and specialist stores or
places with an emphasis on health attributes.

Nearly all Spanish consumers read labels of packaged fish and seafood products, almost one
third of the respondents reported that they always do it. Best before date is by far the most
important information that they pay attention to, followed by the origin of the product and the
method of production. When the product does not have packaging, the date of catch or harvest
is the most important information that they consider, followed by the origin and method of
production. A quarter of the respondents are of the opinion that information accompanying BB
products is clear and easy to understand, however the other three quarter of the sample believe
that the information accompanying purchases of BB products are only partially understandable.

2.3 Greece

Greeks are characterized as being frequent consumers of fish and seafood products at home. In
particular, 96.5% of the survey sample consumes fish products at home at least once a month;
of these, 74.3% consume fish and seafood products at least once a week. Regarding frequency
of BB product consumption, 85.9% of the respondents consume BB products at least once a
month at home; of these, 32.2% consume BB products at least once a week. 38.8% of the
sample estimated that 20-30% of their total purchases of fish and sea food products is BB
products and 18.7% of the sample estimated it was 50%, which is considered high. 79.7% of
participants preferred Sea Bream to Sea Bass. While a small percentage of the respondents
(2.7%) consume BB products exclusively, the majority of the sample (97.3%) consume a big
variety of fish and seafood species. 61% of consumers usually buy 2-3 fish species per purchase.
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European anchovy tops the preference of Greek consumers, followed by sardine, cod, salmon,
shrimp, red porgy, sole, mullet and red mullet.

The favourite type of product is fresh, both whole and gutted, with a clear preference for the
whole fresh. More than half of respondents consumed the whole fresh product at least two or
three times in the past month (56.2%), followed by frozen whole (46.7% of the respondents
consumed it at least once per month). Consumption of ready-to-cook or ready-to-eat products
is considered as low as the majority of the respondents have never consumed those products
(71.4% and 66.1% respectively). 82.7% of Greek respondents frequently buy fresh, whole,
unpacked BB products. BB products are typically prepared at home as grilled and baked. Over
two thirds (58%) of Greek consumers express their enthusiasm about trying new BB products.
More than half of the sample prefer tasting new products at home, but substantial parts of the
sample also show interest in tasting new BB products on other occasions. In particular,
restaurants, bars and other food service channels were chosen by 39.4% of the sample, sales
points by 37.5% and promotional events by 30.7% of the respondents. Just under one third of
the sample (28.7%) consumes fish and seafood away from home at least two to three times a
month. Of these, 14.4% of the respondents order BB products out of home at least two to three
times per month, while 34% of the sample do it at least once a month.

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

The image of BB products comprises many features. As stated by the respondents, date of catch
or harvest, price, country of origin and healthy attributes of the products are the most
important elements that positively affect the image of the species. When making a purchasing
decision, freshness is the most important aspect affecting the choice of Greek consumers,
followed by quality and the price/quality ratio. The most influential factor affecting the choice
of BB products is the date of catch or harvest, followed by the indication of country of origin and
premium attributes such as freshness and quality. The next most important aspects include the
taste and nutritional value of the products.

Personal experience (49.8%) represents the most important source of information about the
benefits of fish and seafood consumption for Greek people followed by the internet (44.3%) and
information from family and friends (43.9%). A quarter of the respondents are of the opinion
that information accompanying BB products is clear and easy to understand; however, over
half of the sample believes that the information accompanying purchases of BB products is only
understandable to some extent. Six out of ten respondents tend to trust in information provided
by seller. Greek consumers emphasize freshness, quality, and the price/quality ratio in their
choice of place of purchase of BB products, and Greek consumers particularly prefer open-air
markets.

Nearly all Greek consumers read labels of packaged fish and seafood products, almost half of
the respondents reported that they always do it. Best before date is by far the most important
information that they pay attention to, followed by the method of production, date of catch or
harvest and origin. When the respondents buy BB products without packaging, the date of catch
or harvest is the most important information that they consider, followed by the country of
origin. Regarding the country of origin, the indication "origin Greece" is considered as highly
important for 64.3% of the respondents. 78.1% of the Greek respondents stated preference for
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national/local origin of BB products, one out of ten respondents showed their preference for
the products from the EU.

2.4 France

French are characterized as frequent consumers of fish and seafood products at home. In
particular, 96.2% of the sample consumed fish products at home at least once a month; of these,
75.4% consumed fish and seafood products at least once a week. Regarding frequency of BB
product consumption, 67.0% of the respondents consumed BB products at least once a month
at home; of these, 23.6% consumed BB products at least once a week. The percentage of BB
products on the total purchases of fish and seafood products is considered as high; 31.7% of the
sample estimate the share of BB products as 20-30% in their total purchases, and additional
11.8% of the respondents estimate it as 50%. 56.4% of respondents prefer Sea Bream to Sea
Bass. All of the respondents in the sample consume a variety of fish and seafood species. 55.7%
of consumers buy 2-3 species per purchase. Cod tops the preference of French consumers,
followed by, salmon, pilchard, sole, trout, tuna, mackerel, bottarga and shrimp.

The favourite type of product is fresh, both whole and gutted, with a clear preference for the
whole fresh. More than half of respondents consumed it at least once in the past month (67.4%).
Consumption of ready-to-cook or ready-to-eat BB products is considered low; a majority of the
respondents have never consumed those products (both 58.4%). 64% of French respondents
buy fresh, whole, unpacked BB products. BB products are typically grilled and baked at home.
Almost three fourths (74.2%) of French consumers express their enthusiasm about trying new
BB products. More than half of the sample (58%) prefer tasting new products at home, but
substantial parts of the sample also show interest to taste new BB products on other occasions.
In particular, restaurants, bars and other food service channels were chosen by 43% of the
sample, sales points by 30% and promotional events by 30% of the respondents. Almost half of
the sample (45.2%) consumed fish and seafood away from home at least 2-3 times a month.
26.7% of the respondent’s ordered BB products out of home at least two to three times a month,
while 45.2% of the sample did it at least once a month.

Wild BB products are preferred by the majority of French respondents (57.8%), and only 13% of
interviewees preferred farmed BB products, while the rest of the respondents stated no
preference regarding production method.

The image of BB products comprises many features. As stated by the respondents, price,
country of origin, date of catch or harvest and healthy attributes of the products are the most
important elements that positively affect the image of the species. When making a purchasing
decision, quality is the most important aspect affecting the choice of French consumers,
followed by taste and freshness. The most influential factors affecting the choice of BB products
is origin and taste, followed by the indication of date of catch and premium attributes. Over half
of the French respondents (53.5%) stated preference for national/local origin of BB products,
one quarter of respondents showed their preference for the products from the EU.

Personal experience and information from the store employee (by 44%), followed by family
and friends (36%) represent the most widespread sources for French people about the benefits
of fish and seafood consumption including for BB products. The 80% of the respondents are of
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the opinion that information accompanying BB products is clear and easy to understand;
however, over three quarters of the sample believe that the information accompanying
purchases of BB products is only understandable to some extent. Eight out of ten respondents
tend to trust information provided by seller. Quality, taste, and freshness guide French
consumers in their choice of place of purchase for BB products and they prefer fishmonger and
specialist stores.

Nearly all French consumers read labels of packaged fish and seafood products, almost half of
the respondents (42%) reported that they always do it. Method of production is by far the most
important information that they pay attention to, followed by the name of product, origin and
best before date. When the respondents buy BB products without packaging, the date of catch
or harvest is the most important information that they consider, followed by the country of
origin and method. Regarding the country of origin, the indication "origin France" is considered
to be highly important for 51% of the respondents.

2.5 Germany

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 BB products in Germany (only 1
out of 5 consumers). 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.

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 BB product consumption, 63.4% of the respondents
consume BB products at least once a month at home; of these, 24.2% consume BB products at
least once a week. Consumers show a higher preference of Sea Bass (75.4%) compared to Sea
Bream. The percentage of BB products of the total purchases of fish and seafood products is
considered as high; 31.8% of the fish consumer sample estimate the share of BB products as 20-
30% in their total purchases, and an additional 13.3% of the respondents estimate it as 50%.
All the respondents of the sample consume a great variety of fish and seafood species in addition
to BB products. 59.8% of consumers buy 2-3 different fish species per purchase. Salmon tops
the preference of German consumers followed by rainbow trout, cod, and flounder.

The favourite type of BB 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 in the past month
(64.9%). Consumption of ready-to-cook or ready-to-eat BB products is considered as low; the
majority of the respondents have never consumed those products (56.1% and 59.1%). 51.9% of
German respondents who eat fish and seafood buy fresh, whole, unpacked BB products. BB
products are typically fried when prepared at home. The majority (77.1%) of German consumers
of fish and seafood express their enthusiasm about trying new BB products. More than half of
the sample (55%) prefers tasting new products at home, but a substantial share of the sample
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also shows interest in tasting new BB 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. 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 BB products out of the home at least two to three
times a month, while less than a half (44.4%) of the sample does it at least once a month.

Wild BB products are preferred by 46.8% of German respondents, and only 25.1% of
interviewees prefer farmed BB products, while the rest of the respondents stated no preference
regarding production method.

The image of BB products 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. 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 most
influential factors affecting the choice of the BB products are taste, date of capture or harvest,
environmental or organic certification and country of origin. 72.6% of the German
respondents showed their preference for the products from the EU.

Personal experience (47%) and information provided by store employees (43%) represent the
most preferred information sources about the benefits of fish and seafood consumption for
German consumers. Internet (41%) and family and friends (36%) were stated as other important
sources of information. More than a quarter of the respondents are of the opinion that
information accompanying BB 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. Fishmongers are the favourite places for the purchase of BB products. The
three attributes that guide this type of German consumers in their choice of place for purchase
of BB products are quality, freshness, and taste.

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 consumers pay attention to, followed by the
product’s 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 BB
products without packaging, the date of catch or harvest (37.7%) is the information element
that they miss the most, followed by the country of origin of the species (33.4%).

2.6 The United Kingdom

British respondents consume fish and seafood products at home on a regular basis. In
particular, 99.7% of the respondents eat fish and seafood products at home at least once a
month; of these, 89.3% consume fish and seafood products at least once a week. Regarding the
frequency of BB product consumption, 81.5% of the respondents consume BB products at least
once a month at home; of these, 30.5% BB products at least once a week. The percentage of
BB products of the total purchases of fish and seafood products is considered high; 31.6% of the
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sample estimate the share of BB products as 20-30% in their total purchases, and an additional
11.9% of the respondents estimate it as 50%. Consumers show a higher preference for Sea Bass
(91.1%) over Sea Bream. All the respondents of the sample consume a great variety of fish and
seafood species in addition to BB products. 58.8% of respondents usually buy 2-3 different fish
species per purchase. Cod is at the top species of British consumer preferences, followed by
salmon, haddock, and plaice.

The favourite type of BB product is fresh fillet (76.7%) and there is a slight preference for the
fresh gutted compared with the fresh whole. A high percentage of respondents consumed fresh
fillet at least once a month in the past month (81.6%). Consumption of ready-to-cook or ready-
to-eat BB products is considered as low; the majority of the respondents have never consumed
these two types of products (both 94.1%). Over half (54.6%) of British respondents buy fresh,
whole, packaged BB products. BB products are typically prepared at home as grilled. A high
percentage of the sample (82.2%) expressed enthusiasm about trying new BB products and a
high percentage of the respondents (83.3%) prefer tasting new products at home. More than
half of the sample (61.8%) eats fish and seafood away from home at least once a month, while
more than one third of the respondents (39.9%) order BB products out of home at least once a
month.

Wild BB products are preferred by 45.6% of the respondents, and only 7.6% of the interviewees
prefer farmed BB products. The rest of the respondents state no preference regarding
production method. 28.2% of the respondents showed their preference for the products from
the EU.

The image of BB products includes many features. As stated by the respondents, price, healthy
attributes of the product, and image of a high quality and tasty product are the most important
elements that positively affect the image of the species. When making a purchasing decision,
taste (69.7%) is the most important aspect affecting the choice of BB products followed by
quality (64.7%). The most influential factors affecting the choice of BB products are taste, date
of capture or harvest, nutritional value, and premium attributes.

Personal experience (58.8%) and the internet (41.7%) represent the most preferred
information, sources about the benefits of fish and seafood consumption, including BB products,
for the respondents. Store or fishmonger employees (37.7%) and family and friends (30.6%)
were stated as other important sources of information. More than a quarter of the respondents
think that information accompanying BB products is clear and easy to understand; however,
more than half of the sample believes that information accompanying purchases of BB products
is understandable only to some extent. 79.2% of the respondents tend to trust the information
provided by the seller. The favourite places for the purchase of BB products are supermarket or
multiple retailers and the three attributes that guide respondents in their choice of place of
purchase for BB products are quality, freshness, and price.

Nearly all respondents in this sample read labels of packaged fish and seafood products and
over a third of them reported that they always do it. Best before date or use by date (74.4%) is
by far the most important information that they pay attention to, followed by the product’s
origin (58.5%), wild or farmed (52.8%), product name and species name (48.9%) and nutritional
information (42.5%). When respondents buy BB products without packaging, the date of
capture or harvest (52.1%) and the country of origin of the species (45.8%) are the elements that
they miss most.
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2.7 The United States of America

American respondents consume fish and seafood products at home on a regular basis. In
particular, 97.9% of the respondents eat fish and seafood products at home at least once a
month. 67.1% of the respondents consume BB products at least once a month at home. 24.5%
of the sample estimated the share of BB products as 20-30% in their total purchases, and an
additional 13.7% of the respondents estimated it as 50%. Consumers show a higher preference
for Sea Bass (94.1%) compared with Sea Bream (5.9%). All the respondents of the sample
consume a great variety of fish and seafood species in addition to BB products. 47.1% of
consumers usually buy 2-3 fish species per purchase. Salmon is at the top of American consumer
preferences, followed by cod, catfish, and shrimps.

The favourite type of BB products is fresh fillet (70.5%) and there is a slight preference for the
fresh gutted compared with the fresh whole. A high percentage of respondents consumed fresh
fillet at least once a month in the past month (75%). A high percentage of the sample (83.4%)
expressed enthusiasm about trying new BB products and a high percentage of the respondents
(72.8%) prefer tasting new products at home. Over half (51%) of American respondents buy
fresh, whole, packed BB products. BB products are typically grilled at home (72.4%). Three
quarters of the sample (74.6%) eat fish and seafood away from home at least once a month,
while half of the respondents (50.5%) order BB products out of home at least once a month.

Wild BB products are preferred by 56.2% of the respondents, whereas 12.2% of the
interviewees prefer farmed BB products. The rest of the respondents (31.6%) stated no
preference regarding production method.

The image of BB products includes many features. As stated by the respondents, price, date of
catch or harvest and healthy attributes of the product are the most important elements that
positively affect the image of the species. When making a purchasing decision, taste (72.7%) is
the most important aspect affecting the choice of BB products followed by date of catch or
harvest (58.3%). The most influential factors affecting the choice of BB products are taste, date
of capture or harvest, premium attributes, and nutritional value. 12.4% of the respondents
showed their preference for the products from the EU.

Personal experience (60.7%) and internet (49.5%) represent the most preferred information
sources about the benefits of fish and seafood consumption, including European seabass and
gilthead sea bream products. Family and friends (39.7%) and store or fishmonger employee
(34.3%) were stated as other important sources of information. More than a third of the
respondents think that information accompanying BB products is clear and easy to understand;
however, more than half of the sample believes that information accompanying purchases of
BB products is only understandable to some extent. A high percentage of the respondents
(78.3%) tend to trust the information provided by the seller. The primary preferred sellers are
supermarkets and multiple retailers, and the main three attributes that guide respondents in
their choice of place for purchase of BB products are quality, freshness, and taste.

Nearly all respondents in the sample read labels of packaged fish and seafood products at least
“sometimes” (95.3%) and almost half (49.8%) of them reported that they always do it. Best
before date or use by date (69%) is by far the most important information that they pay
attention to, followed by wild or farmed (65.7%) and origin of the product (62.9%). When the
respondents buy BB products without packaging, the date of capture or harvest (64.7%) and the
country of origin of the species (52%) are the elements that they miss most.
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