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1 Introduction 

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

The objective of the present survey is to analyse consumer habits and preferences of European 
seabass and gilthead seabream consumption in the United Kingdom 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 British population. 

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

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

 

2 Background and literature 

In this section, the main factors influencing the consumption of European seabass and gilthead 
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; Mesías Díaz 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 
European seabass and gilthead seabream products. The little empirical evidence found in 
literature (Mauracher et al., 2013) has suggested the inclusion in the corresponding domain of 
a wide range of variables. Among these, the research takes into consideration the role of 
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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 European seabass 
and gilthead seabream. The corresponding domain groups five variables that refer to the specific 
attributes of the products, to the transparency of the information that accompanies the product, 
to the trust in the sources of information and to the importance of the origin of the product. The 
variables included in this domain complete the picture of the information aimed at detailing the 
consumption of European seabass and gilthead seabream. 

 

 

3 Methodology 
3.1 Structure of the consumer survey 
The objective of this survey is to analyse the consumer habits and preferences of European 
seabass and gilthead seabream consumption in the United Kingdom. To achieve this objective, 
data was collected through a consumer survey by questionnaire. 

The first version of the questionnaire was finalised at the end of November 2017 and checked 
through a pilot survey. It was subsequently used to survey the Italian consumer perceptions. 
Upon the request of Greek project partners it was enriched with two new questions in 
November 2018. The revised questionnaire was translated in English, further checked to verify 
everything was correct and used to carried out the British survey. 

An additional 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. 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. The domains involved in the research. 
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3.1.1 Study design  

The survey was carried out in the United Kingdom, in July and August 2020. The number of the 
recruited respondents was 3016. 

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

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

 

3.1.2 Recruitment 

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

 

Table 1. Quotas of population 

Gender   
 Male  48.6% 
 Female  51.4% 
Age   
 18-25 13.8% 
 26-35 17.0% 
 36-45 18.2% 
 46-55 17.3% 
 56-65 14.8% 
 +65 18.9% 
Geographic location   

 East Anglia 9.3% 
 East Midlands 7.3% 
 London 12.9% 
 North East 4.2% 
 North West 11.3% 
 Northern Ireland 2.6% 
 Scotland 7.9% 
 South East 13.7% 
 South West 8.6% 
 Wales 4.9% 
 West Midlands 8.8% 
 Yorkshire & Humberside 8.4% 
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3.1.3 Exclusion criteria  
People below 18 years of age and people exceeding quotas were excluded from the survey.  

 

3.1.4 Sample size 
The final sample size was 3016 interviewees, including 1510 fish consumers and 1506 non-
consumers of fish and fish products (Table 2). The sample composition by gender, age and 
geographical region is depicted in Table 3, Table 4 and Table 5, respectively. 

 

Table 2. Sample size of the survey 

Fish consumption frequency percentage 
yes 1510 50.07% 
no 1506 49.93% 
Total 3016 100.0% 

 

Table 3. Sample composition by gender 
 

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

Gender 
     

Male 48.6% 729 753 +24 49.9% 
Female 51.4% 771 757 -14 50.1% 
Total 100% 1500 1510 +10 100% 

 

Table 4 - Sample composition by age 
 

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

Age 
     

18-25 13.8% 207 103 -104 6.9% 
26-35 17.0% 254 229 -25 15.3% 
36-45 18.2% 273 299 26 19.9% 
46-55 17.3% 260 287 28 19.1% 
56-65 14.8% 222 262 40 17.5% 
+65 18.9% 284 319 35 21.3% 
Total 100% 1500 1510 +10 100% 

 

Table 5. Sample composition by geographical region 

Region % by 
Quota 

Total 
Needed 

Total Received 
to Date 

Remaining Current 
Split (%) 

East Anglia 9.3% 140 131 -9 8.7% 
East Midlands 7.3% 109 100 -9 6.7% 
London 12.9% 194 231 38 15.4% 
North East 4.2% 63 66 3 4.4% 
North West 11.3% 169 184 15 12.3% 
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Northern Ireland 2.6% 39 25 -14 1.7% 
Scotland 7.9% 119 125 6 8.3% 
South East 13.7% 206 226 20 15.1% 
South West 8.6% 129 119 -9 7.9% 
Wales 4.9% 74 67 -7 4.4% 
West Midlands 8.8% 133 116 -16 7.7% 
Yorkshire & Humberside 8.4% 126 109 -17 7.3% 
Total 100% 1500 1510 +10 100% 

 

3.1.5 Statistics software 
As with all precedent surveys, statistical analysis was performed with SPSS Version 26 and SPAD 
version 5.0. 

 

3.2 Methodology tools 
A cluster analysis was performed in order to explore British consumers’ behaviour towards 
European seabass and gilthead seabream products and to identify segments based on the 
perception of the respondents regarding European seabass and gilthead 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;  

• Section 2: Consumer habits and consumption patterns regarding European seabass and 
gilthead seabream products;  

• Section 3: Consumer preferences of European seabass and gilthead seabream products; 

• Section 4: Consumer attitudes towards European seabass and gilthead seabream. 

Subsequently, the dimensions obtained through the MCA-CA are used as active variables in a 
further cluster analysis1. 

 

4 Questionnaire Results 
4.1 Key Findings 
Analysis of consumer habits and consumption patterns of British consumers allowed to identify 
the following results:   

- 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 European seabass and gilthead seabream consumption, 
81.5% of the respondents consume European seabass and gilthead seabream at least 

 
1 For more details on the method used, please refer to Deliverable 5.8 
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once a month at home; of these, 30.5% consume European seabass and gilthead 
seabream products at least once a week.  

- The favorite type of European seabass and gilthead seabream 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 European 
seabass and gilthead seabream products is considered as low; the majority of the 
respondents have never consumed these two types of products (both 94.1%). 

- More than half of the sample (61.8%) eat fish and seafood away from home at least 
once a month, while more than one third of the respondents (39.9%) order gilthead 
seabream or European seabass products out of home at least once a month.  

- The percentage of European seabass and gilthead seabream of the total purchases of 
fish and seafood products is considered high; 31.6% of the sample estimate the share 
of European seabass and gilthead seabream as 20-30% in their total purchases, and an 
additional 11.9% 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 European seabass and gilthead seabream products. Cod is at the top of 
British consumer preferences, followed by salmon, haddock and plaice.  

- Over half of British respondents buy fresh whole European seabass and gilthead 
seabream packaged (54.6%) and usually 2-3 fish species are bought per purchase 
(58.8%). European seabass and gilthead seabream are typically prepared at home as 
grilled. Consumers show a higher preference for European seabass (91.1%) compared 
with gilthead seabream.  

- When making a purchasing decision, taste (69.7%) is the most important aspect 
affecting the choice of European seabass and gilthead seabream followed by quality 
(64.7%). The three attributes that guide respondents in their choice of place for 
purchase of European seabass and gilthead seabream are quality, freshness and price. 
The favourite places for the purchase are supermarket or multiple retailers.   

Consumer preferences of European seabass and gilthead seabream products 

- Wild European seabass and gilthead seabream are preferred by 45.6% of the 
respondents, and only 7.6% of the interviewees prefer farmed European seabass and 
gilthead seabream, while the rest of the respondents state no preference regarding 
production method. 

- A high percentage of the sample (82.2%) express enthusiasm about trying new 
European seabass and gilthead seabream products and a high percentage of the 
respondents (83.3%) prefer tasting new products at home.   

- Personal experience (58.8%) and internet (41.7%) represent the most preferred 
information sources for the respondents. Store or fishmonger employee (37.7%) and 
family and friends (30.6%) were stated as other important sources of information about 
the benefits of fish and seafood consumption, including European seabass and gilthead 
seabream products.  
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- 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 products origin of the product (58.5%), wild or 
farmed (52.8%), product name and species name (48.9%) and nutritional information 
(42.5%). When the respondents buy European seabass and gilthead seabream 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.  

- Image of European seabass and gilthead seabream products includes many features. 
As stated by the respondents, price, healthy attributes of the product, and image of 
high quality and tasty product are the most important elements that positively affect 
the image of the species.  

Consumer attitude regarding European seabass and gilthead seabream products 

- The most influential factors affecting the choice of European seabass and gilthead 
seabream are taste, date of capture or harvest, nutritional value and premium attributes 
of European seabass and gilthead seabream.  

- More than a quarter of the respondents think that information accompanying 
European seabass and gilthead seabream products is clear and easy to understand; 
however, more than half of the sample believes that information accompanying 
purchases of European seabass and gilthead seabream is understandable only to some 
extent. A high percentage of the respondents (79.2%) tend to trust the information 
provided by the seller.  

- 28.2% of the respondents showed their preference for the products from the EU. 

 

The cluster analysis highlights the presence within the British population of different consumer 
profiles (8 clusters). The factors that characterize most of these groups are summarized below: 

Cluster 1: "Premium consumers" (23.84%): fresh fillet of European seabass and gilthead 
seabream is the preferred purchase form of a high percentage of the individuals (85.28%). In 
this cluster, we can also find the highest percentage among all clusters of people that prefer to 
buy European seabass and gilthead seabream as unpackaged (65%). Almost half of this group 
can be defined as consumers attentive to taste (47.78%) since the main aspect influencing the 
purchase of European seabass and gilthead seabream is to like the taste (80.28%). The national 
or local product is the preferred origin of European seabass and gilthead seabream for more 
than half of this cluster (56.94%), which is the highest value among all the clusters. For what 
concerns household income, more than half of them (61.11%) declare to be above the national 
average, which is also the highest value among all 8 clusters.  

Cluster 2: "Occasional Consumers" (15.76%): has a high percentage of families (40.34%), that is 
also confirmed by the presence of people between 36 and 55 years of age (54.62%) and of 
people with children over 7 years of age living at home with them (70.17%). People in this cluster 
are occasional consumers of European seabass and gilthead seabream; in fact they eat these 
two fish species at least once a month (87.82%) when they are at home and also when they are 
outside of home (55.04%).  
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Cluster 3: "Senior Consumers" (10.53%): is constituted by people living alone (100%). More than 
half of the cases are over 56 years old (54.71%), and contain the highest percentage of people 
that are older than 65 years old (33.96%). The majority of the people in this cluster are working 
(61.64%). Despite that, this cluster gathers the highest percentage of people with a household 
income below the national average (20.30%). 

Cluster 4: "Convenience-Oriented Consumers" (16.62%): has the highest percentage among all 
clusters of people that prefer to buy European seabass and gilthead seabream as packaged 
(78.09%). People in this cluster have the highest percentage of eating fish and seafood once a 
week when at home (44.62%), while they eat those products several times a year (48.21%). In 
this cluster, we can also find the highest percentage of people that choose supermarkets or 
multiple retailers as their preferred place to purchase European seabass and gilthead seabream 
(90.84%). This choice is led by two main factors, namely convenience of the store (60.56%) and 
price (59.76%). More than half of the people in this cluster are over 56 years (51.8%), and they 
represent the highest percentage of people with a secondary degree education level (45.02%).  

Cluster 5: "Young Consumers" (9.1%): sees the presence of female students (40.15%) since 
there is a predominance of females (54.74%) and the highest value among all the clusters for 
people ranging between 18 and 25 years old (40.14%). The young age of the individuals in this 
cluster is aligned with the highest percentage among all the clusters of students (19.98%) and of 
unemployed (11.68%). People in this cluster have a clear preference to purchase European 
seabass and gilthead seabream as packaged (65.69%).  A high percentage of people in this 
cluster prefer to purchase European seabass and gilthead seabream at supermarkets or multiple 
retailers (80.29%) and the reason lies in quality (60.58%). The most important information to 
find on the European seabass and gilthead seabream labels is expiration date (85.66%), which 
reaches its highest value in this cluster.  

Cluster 6: "Sustainability-Oriented Consumers" (10.39%): is almost totally composed of 
consumers focused on attributes of products (98.09%). This is clearly demonstrated by the 
percentages of this cluster regarding the factors that influence the purchase, the image and the 
choice of European seabass and gilthead seabream that are the highest among all the clusters. 
In this cluster, we can also find the highest percentage of people that are always reading the 
label of packaged fish and seafood products (57.96%). In accordance with this, we can find a 
large amount of information observed on packaged fish and seafood products in this cluster, as 
best before date or use by date (91.72%), origin of the product (89.81%) and whether the 
product is wild or farmed (87.90%). In this cluster, we can also find the highest choice for fresh 
fillet (90.45%) as the preferred product form of European seabass and gilthead seabream 
purchase.  

Cluster 7: "Active Consumers" (8.47%): gathers a high percentage of people that can be defined 
as urban workers (71.88%). This group has the highest value among all for the people ranging 
between 26 and 45 years old (70.31%) and also for school children (53.91%) and children 
younger than 7 years old (42.97%) living in the household. This cluster has relatively high 
percentages of people with a household income that is about (47.66%) and above the national 
average (42.19%). People in this cluster can be defined as intensive consumers (85.94%), since 
they have a  very high percentage (97.66%) of people that are eating fish and seafood at home 
in general at least once a week, with a very high value for the consumes that happen 2 to 3 times 
a week (71.09%). The preferred places where to buy European seabass and gilthead seabream 
products are fishmonger or specialist store (64.06%).  
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Cluster 8: "Families Oriented at Product Origin" (5.29%): people in this cluster can be defined 
as regular consumers as they have the highest frequency of consumption of fish and seafood at 
home in general at least once a week (100%). When it comes to the fish and seafood 
consumption that happens outside home, people in this cluster have high values both for the 
consumption at least once e week (67.50%) and at least once a month (87.50%). The most 
important aspects during the choice of European seabass and gilthead seabream are country of 
origin (55%), nutritional value (47.50%). In this cluster, we can find the highest percentage of 
people reporting products from the EU as their preference in terms of origin of European 
seabass and gilthead seabream (45%). This cluster also has the highest percentage of people 
that consider information accompanying European seabass and gilthead seabream products as 
"definitely" easy and clear to understand (46.25%) while a high percentage of people trust the 
information provided by the seller (82.50%). 

 

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

One of the objectives of the survey was to understand the reasons for not consuming fish 
products, in particular, European seabass and gilthead seabream. In order to achieve these 
results, the first question of the questionnaire asks interviewees if they purchase and consume 
European seabass and gilthead seabream. The people who selected "no" were asked for their 
reasons. There were 1506 respondents who answered “no” to this question. The details of 
their demographic characteristics are presented in Tables 6-14. The majority of non-consumers 
are females (54.1%, Table 6). The relative majority of non-consumers are between 26 and 35 
years old (19.3%, Table 7). Table 8 shows that 13.9% of the non-consumers live in South East, 
13.5% live in London, while the lowest share of non-consumers lives in Wales (4.2%) and 
Northern Ireland (2.6%). More than a third of non-consumers (34.3%) have a university degree 
(Table 9). 37.6% of the respondents lives in households consisting of 2 people, while 21.2% live 
alone (Table 10). More than half of non-consumers (53.2%) do not have children in their 
households (Table 11). 61.5% of non-consumers are employed (Table 12), while 5.1% are 
students (Table 13). 27.2% of non-consumers’ household income is below the national average 
(24,275 per year), while 41.4% is approximately the national average (Table 14).  

 

Table 6. Non-consumers by gender 

Gender 
  Frequency Percentage 

Male 692  45.9 
Female 814  54.1 

Total 1506 100.0 
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Table 7. Non-consumers by age 

Age group 
  Frequency Percentage 

18-25 229 15.2  
26-35 290 19.3  
36-45 275 18.3  
46-55 266 17.7  
56-65 210 13.9  

65+ 236 15.7 

Total 1506 100.0 
 

 

Table 8. Non-consumers by macro regions 

Region 
 Frequency Percentage 
East Anglia 
East Midlands 
London 
North East 
North West 
Northern Ireland 
Scotland 
South East 
South West 
Wales 
West Midlands 
Yorkshire & Humberside  
Total 

113 
117 
203 

73 
155 

39 
116 
210 
131 

64 
149 
136 

1506 

7.5 
7.8 

13.5 
4.8 

10.3 
2.6 
7.7 

13.9 
8.7 
4.2 
9.9 
9.0 

100.0 
 

 

Table 9. Non-consumers by education 

Educational level 
  Frequency Percentage 
Primary 25 

757 
516 
208 

1506 

1.7 
50.3 
34.3 
13.8 

100.0 

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

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

  Frequency Percentage 
1                  320  21.2  
2 566  37.6  
3 263 17.5  
4 259 17.2  
5 80 5.3  

Other 18 1.2  
Total 1506 100.0 

 

 

Table 11. Non-consumers by presence of children 

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

  Frequency Percentage 
Yes, small children (younger than 7 years old) 207 17.5 
Yes, school children 295 24.9 
Yes, students or grown up children 173 14.6 
No 631 53.2 

 

 

Table 12. Non-consumers by occupation 

Occupation  
Frequency Percentage 

Working  926 61.5  
Unemployed  241 16.0  
Student  77 5.1  
Pensioner  262 17.4  
Total          1506 100.0 

 

 

Table 13. Non-consumers by profession 

What is your profession?  
Frequency Percentage 

High skilled professional 292 
257 
283 

2 
92 

580 
1506 

19.4 
17.1 
18.8 

0.1 
6.1 

38.5 
100.0 

Public services 
Business - private sector 
Farmer 
Other  
Missing 
Total 
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Table 14. Non-consumers by household income 

Category of your household income? (national average: about 24275€/year)  
 

Frequency Percentage 
Below the national average 409 27.2  
Approx. the national average 623 41.4  
Above the national average 474 31.5  
Total 1506 100.0 

 

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

• The first reason is the economic factor, since “too expensive” was the most important factor 
for 34.2% of British non-consumers of European seabass and gilthead seabream among the 
reasons for not consuming those species.  

• The next most important reason for not choosing European seabass and gilthead seabream 
products is the sensory attributes, namely not liking the smell or taste of fish (24.8%).  

• Lastly, “too many bones” and “difficult to prepare” were the next important considerations 
for not consuming European seabass and gilthead seabream for almost one fifth of such 
consumers (21.8% and 17.6%, respectively). 

Other obstacles to the consumption of European seabass and gilthead seabream included 
Vegetarian lifestyle and concerns about animal welfare (respectively 8.3% and 4.7%). Food 
safety concerns (4%) and fish allergies (3.8%) represent a small share of non-consumers.   

Respondents who answered that European seabass and gilthead 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 European seabass and gilthead seabream 
consumption (Table 18). Moreover, people who indicated “too expensive” as a limiting factor, 
belong to groups with a household income similar to the national average (Table 19). 

 

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

Reasons for not purchasing and consuming European seabass and gilthead seabream 
 

Frequency Percentage multiple choice 
Do not like the smell or taste 363 

501 
319 
258 

53 
69 

121 
55 
58 

208 

24.8 
34.2 
21.8 
17.6 

3.6 
4.7 
8.3 
3.8 
4.0 

14.2 

Too expensive 
Too many bones 
Difficult to prepare 
Environmental concerns 
Fish welfare concerns 
Vegetarian   
Allergic to fish in general 
Food safety concern 
Other  
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Table 16. Non-consumers’ gender * Difficult to prepare 

Gender * Difficult to prepare 

  Difficult to prepare  Total 
Not 

selected 
Difficult to prepare 

Gender 
Male 540 136 676 
Female 668 122 790 

Total 1208 258 1466 
missing   40 

 

 

Table 17. Non-consumers’ age * Difficult to prepare 

Age group * Difficult to prepare  
  Difficult to prepare - Total 

Not selected Difficult to 
prepare 

Age 
group 

18-25 181 43 224 
26-35 211 70 281 
36-45 221 49 270 
46-55 221 39 260 
56-65 183 23 206 
+65 191 34 225 

Total 1208 258 1466 
missing   40 

 

 

Table 18. Small children * Too many bones 

Yes, small children (younger than 7 years old) - * Too many bones -  
  Too many bones  Total 

Not 
selected 

Too many 
bones 

Yes, small children 
(younger than 7 years old)  

Not selected 745 209 954 
Yes, small children 
(younger than 7 years old) 

141 58 199 

Total 886 267 1153 
missing   353 

 

 

 

 

 



D.5.13-Consumer Perception in United Kingdom 
  

17 
 

Table 19. Household income * Too expensive 

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

Not selected Too expensive 
What is the category 
of your household 
income?  

Below the 
national average 

329 75 404 

About the 
national average 

466 142 608 

Above the 
national average 

352 102 454 

Total 1147 319 1466 
missing   40 

 

 

4.3 “Consumers” – respondents who consume European seabass and 
gilthead seabream  

4.3.1 Social and demographic characteristics of respondents  

The social and demographic characteristics of the sample of the British respondents who do eat 
fish and seafood  are summarized in Table 20. 

  

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

Frequency Percentage % 

Gender   
Male 753 49.9 

Female 757 50.1 
Age group 

  

18-25 104 6.9 
26-35 231 15.3 
36-45 301 19.9 
46-55 289 19.1 
56-65 264 17.5 

+65 321 21.3 
Residential Areal 

  

Urban 1050 69.5 
Rural 460 30.5 

Area 
East Anglia 132 8.7 

East Midlands 101 6.7 
London 233 15.4 

North East 66 4.4 
North West 185 12.3 

Northern Ireland 25 1.7 
Scotland 126 8.3 
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South East 228 15.1 
South West 120 7.9 

Wales 67 4.4 
West Midlands 117 7.7 

Yorkshire & Humberside  110 7.3 
Total 1510 100.0 

 Educational level 
  

Primary 6 0.4 
Secondary 568 37.6 

University degree 645 42.7 
Post-graduate degree/studies 291 19.3 

Household size  
  

1 
2 
3 
4 
5 

Other  
Total 

231 
671 
282 
233 

67 
26 

1510 

15.3 
44.4 
18.7 
15.4 

4.4 
1.7 

100 
   
Children living in household 

  

Yes, small children (younger than 
7 years old) 

205 16 

Yes, school children 297 23.2 
Yes, students or grown up 

children 
197 15.4 

No 705 55.1 
Occupation 

  

Working  995 65.9 
Unemployed 123 8.1 

Student 34 2.3 
Pensioner 358 23.7 

Profession 
  

High skilled professional 383 38.5 
Public services 198 19.9 

Business-private sector 350 35.2 
Other 64 6.4 

Household income     
Below the national average 222 14.7 
About the national average 553 36.6 
Above the national average 735 48.7 
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4.3.2 Consumer habits and consumption patterns regarding European seabass and 
gilthead seabream products  

 

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

The data collected show that the majority of the British respondents (89.3%), who consume fish 
and seafood, consume fish and seafood products at home at least once a week. Exactly 33.2% 
of the respondents serve fish and seafood products at home once a week, just over half of the 
sample (53.5%) consume fish and seafood two to three times per week. Just 8.8% of the sample 
consume fish and seafood two to three times a month at home, and 1.5% consume it once a 
month  (Table 21).  

More than three quarters of the respondents (81.5%) consume European seabass and gilthead 
seabream at home at least once a month. Just under a third of the sample (30.5%) consume 
European seabass and gilthead seabream at home at least once a week and less than a third of 
the sample (27.5%) consume European seabass and gilthead seabream two to three times a 
month (Table 22). 

The presence of small children (younger than 7 years old) in the household does not shift the 
consumption of seafood and European seabass and gilthead seabream products away from 
home; on the opposite, it seems to be a push factor to improve the consumption of European 
seabass and gilthead 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 
 

Frequency Percentage Cumulative 
percentage 

Everyday 39 2.6 2.6 
2 to 3 times a week 808 53.5 56.1 
Once a week 502 33.2 89.3 
2 to 3 times a month 133 8.8 98.1 
Once a month 23 1.5 99.7 
Several times a year 5 0.3 100.0     

Total 1510 100 
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Table 22. How often do you eat European seabass and gilthead seabream at home? 

Frequency of eating European seabass and gilthead seabream at home 

  Frequency Percentage Cumulative 
percentage  

Everyday 11 0.7 0.7 
2 to 3 times a week 91 6 6.8 
Once a week 358 23.7 30.5 
2 to 3 times a month 415 27.5 57.9 
Once a month 356 23.6 81.5 
Several times a year 275 18.2 99.7 
Never/almost never 4 0.3 100.0 
Total 1510 100.0 

 

 

 

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

Frequency of eating European seabass and gilthead seabream at home* Yes, small children 
(younger than 7 years old) 
  No small children Presence of young 

children  
Total 

Everyday 6 1 7 
2 to 3 times a week 51 29 80 
Once a week 236 69 305 
2 to 3 times a month 304 55 359 
Once a month 275 27 302 
Several times a year 200 23 223 
Never/almost never 2 1 3 
Total 1074 205 1279 

 

 

4.3.2.2 Type of European seabass and Gilthead seabream consumed 
4.3.2.2.1 Whole fresh  
The major share of the respondents (39.7%) reported that they did not consume whole fresh 
European seabass and gilthead seabream during the month prior to the survey. Almost a third 
of the respondents (29.5%) do that once a month. Less than a fifth of the sample (14%) 
consumed those species two to three times a month, and around 40% of the respondents 
(39.7%) has never consumed those products (Table 24). 

 

4.3.2.2.2 Frozen whole  
Over half of the respondents (63.3%) stated that they did not consume whole frozen European 
seabass and gilthead seabream in the last month. The number of respondents who consumed 
frozen whole European seabass and gilthead seabream at least once in the month prior to the 
survey is of 31.7% (Table 25). 
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Table 24. How often did you eat European seabass and gilthead seabream in the following 
forms during the last month? Fresh whole 

Consumption of fresh whole European seabass and gilthead seabream  
 

Frequency Percentage Cumulative 
percentage 

Once a week or more 169 11.2 11.2 
2-3 times a month 212 14.0 25.2 
Once a month 446 29.5 54.8 
Never 600 39.7 94.5 
I don't know 83 5.5 100.0 
Total 1510 100.0   

 

 

Table 25. How often did you eat European seabass and gilthead seabream in the following 
forms during the last month? Frozen whole 

Consumption of frozen whole European seabass and gilthead seabream  
 

Frequency Percentage Cumulative 
percentage 

Once a time or more 83 5.5 5.5 
2-3 times a month 162 10.7 16.2 
Once a month 233 15.4 31.7 
Never 956 63.3 95.0 
I don't know 76 5.1 100.0 
Total 1510 100.0   

 

 

4.3.2.2.3 Fresh fillet 
The share of the respondents who did not consume fresh fillets of European seabass and 
gilthead seabream are similar to the majority of the respondents who had consumed fresh 
whole European seabass and gilthead seabream during the last month. Even with a share higher 
for 2-3 times a month and once a month. Only 14.4% of respondents did not consume fresh 
European seabass and gilthead seabream fillets in the previous month (Table 26). 

 

4.3.2.2.4 Frozen fillet 
Compared with fresh fillets, consumption of frozen European seabass and gilthead seabream 
fillet is less frequent. In fact, 45.7% consumed it once or more times per month. Whereas 23% 
of the respondents consumed frozen European seabass and gilthead seabream fillets at least 
two to three times a month, half of the respondents (50.3%) 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. 
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Table 26. How often did you eat European seabass and gilthead seabream in the following 
forms during the last month? Fresh fillet 

Consumption of fresh European seabass and gilthead seabream fillet  
 

Frequency Percentage Cumulative 
percentage 

Once a week or more 258 17.1 17.1 
2-3 times a month 379 25.1 42.2 
Once a month 595 39.4 81.6 
Never 218 14.4 96.0 
I don't know 60 4.0 100.0 
Total 1510 100.0   

 
 

Table 27. How often did you eat European seabass and gilthead seabream in the following 
forms during the last month? Frozen fillet 

Consumption of frozen European seabass and gilthead seabream fillet 

 
Frequency Percentage Cumulative 

percentage 
Once a week or more 110 7.3 7.3 
2-3 times a month 238 15.8 23.0 
Once a month 342 22.6 45.7 
Never 760 50.3 96.0 
I don't know 60 4.0 100.0 
Total 1510 100.0   

 

 

4.3.2.2.5 Products ready-to-cook and ready-to-eat  
Over half of the respondents state that they did not eat ready-to-cook (60.8%) and ready-to-eat 
(65.2%) European seabass and gilthead seabream products in the month prior to the survey. The 
percentages of those who consumed ready-to-cook and ready-to-eat European seabass and 
gilthead seabream products in the month prior to the survey were similar (Table 28 and Table 
29). There is almost no difference between those who have consumed these types of products 
two to three times per month (9.9% and 9.5% ), and one or more times per week (7.2% and 
5.8%).  

 

4.3.2.3 Consumption of fish and seafood products when eating out 
Compared with household consumption, a lower share of British fish and seafood consumers 
prefers to eat fish and seafood outside of home (Table 30). Less than one fourth of the 
respondents (22.1%) stated that they consume fish and seafood products away from home once 
a month and less than one fourth of the sample (22.1%) consumes fish and seafood outside of 
home more frequently, at least once a week.  
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When eating out, less than a half of the respondents (39.9%) choose European seabass and 
gilthead seabream at least once a month (Table 31). 13.8% of the respondents never or almost 
never order European seabass and gilthead seabream when eating out, while almost half of 
them (46.2%) does it several times a year.  

 

Table 28. How often did you eat European seabass and gilthead seabream in the following 
forms during the last month? Ready to cook meals 

Consumption of ready-to-cook European seabass and gilthead seabream meals  
 

Frequency Percentage Cumulative 
percentage 

Once a week or more 109 7.2 7.2 
2-3 times a month 149 9.9 17.1 
Once a month 245 16.2 33.3 
Never 918 60.8 94.1 
I don't know 89 5.9 100.0 
Total 1510 100.0   

 

 

Table 29. How often did you eat European seabass and gilthead seabream in the following 
forms during the last month? Ready to eat meals 

Consumption of ready-to-eat European seabass and gilthead seabream meals 
 

Frequency Percentage Cumulative 
percentage 

Once a week or more 88 5.8 5.8 
2-3 times a month 143 9.5 15.3 
Once a month 205 13.6 28.9 
Never 985 65.2 94.1 
I don't know 89 5.9 100.0 
Total 1510 100.0   

 

 

Table 30. How often do you eat fish and seafood in general out of home? 

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

percentage  
Everyday 17 1.1 1.1 
2 to 3 times a week 135 8.9 10.1 
Once a week 181 12 22.1 
2 to 3 times a month 267 17.7 39.7 
Once a month 333 22.1 61.8 
Several times a year 478 31.7 93.4 
Never/almost never 99 6.6 100.0 
Total 1510  100.0 
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Table 31. How often do you eat European seabass and gilthead seabream away from home 
(restaurants, canteens, bars, etc.)? 

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

Frequency Percentage Cumulative 
percentage 

Everyday 9 0.6 0.6 
2 to 3 times a week 66 4.4 5.0 
Once a week 116 7.7 12.6 
2 to 3 times a month 155 10.3 22.9 
Once a month 257 17.0 39.9 
Several times a year 698 46.2 86.2 
Never/almost never 209 13.8 100.0 
Total 1510 100.0   

 

 

4.3.2.4  Composition of consumption of fish products  
Consumption of European seabass and gilthead seabream represents approximately 20-30% of 
the total fish and seafood consumption for 31.6% of the respondents. Similarly, for 31.7% of the 
respondents consumption of these species is about 10-20% of the total, while for 11.9% of the 
respondents consumption of European seabass and gilthead seabream products makes up half 
of the total fish and seafood consumption (Table 32). 

Almost a third of the respondents (32.2%) prefer buying European seabass and gilthead 
seabream in whole fresh form (Table 33). 44.4% of the respondents are used to buying fresh 
European seabass and gilthead seabream as gutted. Three fourths of the respondents (76.7%) 
prefer to buy European seabass and gilthead seabream as fresh fillets, and over one third of the 
respondents buy frozen fillets (32.7%). A low percentage of consumers prefer buying European 
seabass and gilthead seabream as ready-to-cook and ready-to eat meals (17.3% and 9.9% 
respectively). The majority of the respondents typically buy from two to three whole fish per 
purchase when buying whole European seabass and gilthead seabream (Table 34). This figure 
corresponds with the average household size, since more than half of the respondents’ 
household (58.8%) consists of 2 or 3 people (Table 20). Most of the respondents (54.6%) prefer 
buying packaged European seabass and gilthead seabream products and just under half of them 
(45.4%) prefer buying those products as unpackaged  (Table 35).  

The reasons behind the choice of unpackaged products of European seabass and gilthead 
seabream can be traced back to three 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 practicality and food safety (Table 36).  

The main factors influencing the consumer decision regarding seabass and seabream purchases 
include taste (69.7%) and quality (64.7%). Tradition was mentioned as the factor affecting the 
purchasing decision of seabass and seabream by the least number of the respondents (6.6%) 
(Figure 2).   
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Table 32. How would you estimate the share of European seabass and gilthead seabream 
consumption in your total consumption of fish and seafood? 

How would you estimate the share of European seabass and gilthead seabream 
consumption in your total consumption of fish and seafood?  

Frequency Percentage Cumulative 
percentage 

Less than 10% 309 20.5 20.5 
10-20% 478 31.7 52.1 
20-30% 477 31.6 83.7 
Around 50% 180 11.9 95.6 
50 - 60% 44 2.9 98.5 
Over 60% 22 1.4 100.0 
Total 1510 100.0   

         

Table 33. When you buy European seabass and gilthead seabream, in what form do you prefer 
buy them? 

Typical product forms of European seabass and gilthead seabream products for purchases  
Frequency Percentage of population 

Fresh, whole 486 32.2 
Fresh, gutted 671 44.4 
Fresh fillet 1158 76.7 
Frozen Fillet 494 32.7 
Ready to cook meals 261 17.3 
Ready to eat meals 150 9.9 
Other 3 0.2 

 

Table 34. If European seabass and gilthead 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 

1 132 27.2 27.2 
2 - 3 286 58.8 86.0 
3 - 4 54 11.1 97.1 
more than 4 14 2.9 100.0 
Total 486 100.0   

 

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

Preferred manner of purchasing fish 
 

Frequency Percentage Cumulative 
percentage 

packaged 825 54.6 54.6 
unpackaged 685 45.4 100.0 
Total 1510 100.0   
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Table 36. Why do you prefer this way of buying fish products? 

Factors that determine the purchase of packaged and unpackaged products 

  Frequency Percentage 
unpackaged 685  100.0 

freshness 349 50.9 
place of purchase 165 24.1 
ecological choice 108 15.8 
they don’t know  37 5.4 

taste 26 3.8 
packaged 825  100.0 

practicality  370 44.8 
food safety   162  19.6 

product quality 65 7.9 
label information 19 2.3 

price 96 11.6 
they don't know 19 2.3 

other 55 6.8 
missing 39 4.7 

 

4.3.2.5 Seafood purchase places  
The majority of British consumers prefer to buy European seabass and gilthead seabream 
products through supermarket or multiple retailers (75.8%), followed by fishmonger or specialist 
store (52.5%) and restaurants (30%). Open air markets are also popular places where consumers 
buy European seabass and gilthead seabream (14%), whereas catering services are rarely used 
(2.3%) (Figure 3). 

Premium attributes guide the choice of the place for purchase of European seabass and gilthead 
seabream products; in particular quality (66%) and freshness (61.3%). Price also plays an 
important role (53%), but is the third factor considered after quality and freshness. Good 
availability of product forms is the least important reason for British respondents in their choice 
of preferred purchasing places (Figure 4).   

 

4.3.2.6  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 3 are mentioned at least 500 times 
(Figure 5). Cod was the most cited, with 851 citations, followed by salmon (818) and haddock 
(554). European seabass appears to be most preferred species compared with gilthead 
seabream, according to the choice of the respondents (Table 38). There is a significant difference 
between consumers who prefer European seabass (91.1%) compared with gilthead seabream 
(8.9%).  
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Figure 2. Factors affecting the purchase of seabass and seabream 

 

 

 

 

 

 

 

 

 

 

 

 

 

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

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5. If you choose other species, except seabass and seabream, what species do you 
purchase (please specify several species)? 
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Table 37. Do you buy other species besides European seabass and gilthead seabream? 

Do you buy other species?  
Frequency Percentage Cumulative 

percentage 
Yes 1510 100.0 100.0 
No 0 0 100.0 
Total 1510 100.0   

 

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

Preference of species 
  Frequency Percentage Cumulative 

percentage  
European seabass 1376 91.1 91.1 
Gilthead seabream 134 8.9 100.0 
Total 1510 100.0   

 

 

4.3.3 Consumer preferences of European seabass and gilthead seabream products  
Just under the half of the sample (45.6%) prefer wild European seabass and gilthead seabream, 
while just 7.6% of the respondents prefer farmed European seabass and gilthead seabream 
(Table 39). 

 

4.3.3.1 Favourite type of preparation  
The majority of the respondents (60.1%) indicated "Grilled" as their preferred type of 
preparation for European seabass and gilthead seabream products (Figure 6). Baking of 
European seabass and gilthead seabream is the next most popular way of preparation reported 
by 58.9% of the respondents.  

82.2% of the respondents show a high willingness to try new European seabass and gilthead 
seabream products (Table 40). In particular, people in the age groups 36-45 years and 46-55 
years (22.1%, 20.2% respectively) are most likely to try new European seabass and gilthead 
seabream products (Table 41). In general, more than three quarters of the respondents (83.3%) 
would prefer to taste new European seabass and gilthead seabream products at home (Figure 
7).  

 

4.3.3.1.1 Information 
The respondents’ own personal experience and habits (58.8%) and internet (41.7%) are the most 
frequently cited preferred sources of information regarding the benefits brought by the 
consumption of fish and seafood (Figure 8). Just less than one third of the British respondents 
who eat fish and seafood regards family and friends (30.6%) as preferred sources of information 
about fish and seafood products. Paid advertising is last source of information considered by 
5.7% of British consumers. The majority of the interviewees read the label of packaged fish and 
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seafood products always or frequently (73.6%), a third of them (35.6%) always reads labels. Only 
a small part of the respondents (7.5%) stated that they read labels occasionally (Table 42). 
Expiration date is the main information to which the respondents (74.4%) pay attention on 
packaged products (Figure 9), followed by origin of the product (58.5%) and if the fish is wild or 
farmed (52.8%). The factor to which the respondents pay less attention is information regarding 
the fisherman or the fish farm (20%).  

When the respondents buy European seabass and gilthead seabream without packaging, the 
date of capture or harvest (52.1%) and the country of origin of the species (45.8%) are the most 
important information missing for them (Figure 10). The most influential factors positively 
affecting the image of European seabass and gilthead seabream products (Figure 11),  are price 
(61.3%), healthy attributes of the product (45.2%) and image of high quality and tasty product 
(43.9%). Date of catch and harvest (37.7%) and positive links to the Mediterranean eating style 
(37.2%) are other important influential factor for the image of the products. A relatively minor 
effect is associated with social media (6.5%) and paid media (4.8%) and premium attributes 
(0.5%). 

 

 

Table 39. Preferences regarding production method of European seabass and gilthead 
seabream 

 

 

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

Are you willing to try new European seabass and gilthead seabream products (for example 
improved fresh products, snacks, ready meals, smoked fillet, etc.)? 
  Frequency Percentage Cumulative percentage  

Yes 1241 82.2 82.2 
No 69 4.6 86.8 
Don't know 200 13.2 100.0 
Total 1510 100.0   

 

 

What is your preference regarding production methods? 

  Frequency Percentage Cumulative 
percentage  

Wild European seabass and gilthead seabream 689 45.6 45.6 
Farmed European seabass and gilthead 
seabream 

115 7.6 53.2 

No preference 706 46.8 100.0 
Total 1510 100.0   
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Table 41. Are you willing to try new European seabass and gilthead seabream products (for 
example improved fresh products, snacks, readymade meals, smoked fillet, etc.)? * Age group 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

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

Frequency of reading of the label of packaged fish and seafood products 

 
Frequency Percentage Cumulative 

percentage 
Always 538 35.6 35.6 
Frequently 574 38.0 73.6 
Sometimes 285 18.9 92.5 
Occasionally 113 7.5 100.0 
Total 1510 100.0   

 

 

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

Yes 
97 209 274 251 211 

 
199  

7.8% 16.8% 22.1% 20.2% 17% 
 

16% 
% in Age group 

93.3% 90.5% 91% 86.8% 79.9% 
 

62% 

 

 

 

 

 

 

 

 

 

 

 

 

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

 



D.5.13-Consumer Perception in United Kingdom 
  

32 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

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

 

 

 

 

 

 

 

 

 

 

 

 

Figure 8. Sources of information on the benefits and consumption of fish products (fish, 
molluscs and crustaceans). 
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Figure 9.  Information to which the population pays more attention on packaged products. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 10. Information that is missed in products without packaging. 
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4.3.4 Consumer attitudes regarding European seabass and gilthead seabream 
Taste (74%) is the main factor that have impact on the purchase of those species (Figure 12), 
followed by date of catch or harvest (42.1%), nutritional valure (39.4%) and premium attributes 
(37.5%). More than a quarter of the sample considers that information appearing on European 
seabass and gilthead seabream packaged products is clear and easy to understand. However, 
more than half of the respondents consider that information is comprehensible to some extent 
(Table 43). When examining information on the label of European seabass and gilthead 
seabream products (Figure 13) the majority of consumers look for expiration date (70.5%) and 
if the product is wild or farmed (54%). Purchases of these species are characterised by a high 
trust in the sellers (79.2%). However, 16% of the respondents answered that they didn’t know 
whether to trust sellers or not (Table 44). As last information, it is possible to highlight that 28.2% 
of the respondents claim that they prefer EU origin, while national or local product is preferred 
by 40.8% of the British respondents (Table 45).  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 11. Factors that could positively influence the image of European seabass and 
gilthead seabream 
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Table 43. Do you think that information appearing on European seabass and gilthead 
seabream packaged products is clear and easy to understand? 

Do you think information, accompanying European seabass and gilthead seabream 
packaged products you buy, is easy and clear to understand?  

Frequency Percentage Cumulative 
percentage 

Yes, definitely 388 25.7 25.7 
Yes, to some extent 850 56.3 82.0 
No, not really 146 9.7 91.7 
No, not at all 12 0.8 92.5 
I do not know 114 7.5 100.0 
Total 1510 100.0   

 

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

Do you trust in information provided by seller? 
 

Frequency Percentage Cumulative percentage 

Yes 1196 79.2 79.2 
No 73 4.8 84.0 
I don't know 241 16.0 100.0 
Total 1510 100   

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 12. The most important aspects of the product when choosing European seabass 
and gilthead seabream. 
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Table 45. What is your preference as regards to the origin of European seabass and gilthead 
seabream? 

 

 

  

What is your preference in terms of origin of European seabass and gilthead seabream? 

  Frequency Percentage Cumulative 
percentage  

Products from the EU 426 28.2 28.2 
Products from outside of the EU 
National/local product 

78 
616 

5.2 
40.8 

33.4 
74.2 

No preference 390 25.8 100.0 
Total 1510 100.0  

 

 

 

 

 

 

 

 

 

 

 

 

Figure 13. Information that is important to find on the label of European seabass and 
gilthead seabream packaged products. 
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5 MCA-CA results 

In this paragraph we will present the results obtained through the MCA-CA analysis2 (Figure 14). 

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

1. Working Couples With No Children 
2. Retired Couples 
3. Female Students   
4. Mature Family 
5. Urban Workers 
6. Living Alone 

 

Working Couples With No Children is composed of individuals that live in a household of 2 
people (87.33%) and they don't have children living in the household (99.77%). Despite only 34% 
of the people in this cluster range between 56 and 65 years old, these are 57% of the total. The 
majority of them (74.21%) are working.  

Retired Couples is composed of people that are older than 65 years (98.56%) and they are no 
longer working (91.87%). People in this cluster generally live in a household composed of 2 
individuals (98.56%) and they don't have children living with them (98.56%).  

Female Students  is a cluster mostly made up of females (73.81%) that have an average age of 
between 18 and 25 years old (95.24%). Furthermore, this cluster is composed of 40.48% of 
students, which are 100% of the total.  

Mature Family, this cluster is composed of a high amount of people (95.51%) that have students 
or grown up children living with them in the household, and these are also 86.29% of the total 
sample.  

Urban Workers are characterized by the fact that they are almost all workers (90.76%) and that 
they generally live in an urban residential area (76.36%). They answer that they have small 
children (younger than 7 years old) living in their household (52.17%) but also school children 
(68.48%).  

Living Alone is a cluster that consists of people living in a household composed of only one 
person (100%), and they are 99.13% of the total sample.  

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

1. Sporadic Consumers 
2. Freshness Oriented Consumers  
3. Quality-Driven Consumers  
4. Large-Scale Retail Consumers 
5. Practical Consumers 

 
2 For methodological details, please consult Deliverable 5.8 
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6. Regular Consumers 
7. Intensive Consumers 

Sporadic Consumers is composed of people that eat once a month ready to cook meals (62.13%) 
and ready to eat meals (62.13%). The preferred place to purchase European seabass and 
gilthead seabream is fishmonger or specialist store (62.98%), and the reason for the choice of 
this place lies in quality (73.19%).  

Freshness Oriented Consumers is a cluster made up of people that prefer to purchase European 
seabass and gilthead seabream in fishmonger or specialist store (76.14%) and the reason behind 
this choice lies in freshness (84.21%) and quality (76.14%). When buying European seabass and 
gilthead seabream, the typical product form for purchase is fresh whole product (89.47%). 
Unpackaged is the preferred form (81.75%) when compared with packaged.  

Quality-Driven Consumers are characterized by the fact that for almost all people the typical 
product form of European seabass and gilthead seabream products for purchases is fresh fillet 
(95.94%). A similar trend can be found on the reasons that lead respondents of this cluster to 
purchase European seabass and gilthead seabream from their favorite places, as freshness 
(74.62%) and quality (77.16%) are the main factors.  

Large-Scale Retail Consumers is a cluster that consists of people that prefer to purchase 
European seabass and gilthead seabream in places like supermarket or multiple retailers 
(93.45%) while their preferred form to purchase these two species is packaged (87.93%).  

Practical Consumers are those who, when asked if they preferred to buy European seabass and 
gilthead seabream in the form of the unpackaged or packaged product, answered the latter in 
67.01% of the cases. 

Regular Consumers is a cluster made up of people that, during the month before the survey, 
consumed European seabass and gilthead seabream once a week under different forms, as 
ready to cook meals (82.72%), ready to eat meals (81.48%) and fresh fillet (74.07%).  

Intensive Consumers is composed of people that eat fish and seafood 2 to 3 times a week when 
they are at home (76.56%). European seabass and gilthead seabream were consumed 2-3 times 
a month as ready to cook meals (59.38%) and ready to eat meals (67.97%) during the month 
before the survey.  

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

1. Healthy Consumers 
2. Consumers Focused on Attributes of Products 
3. Consumers Influenced by Social Media 
4. Consumers Led by Taste 
5. Consumers Focused on Quality-Price Ratio 

 

Healthy Consumers is a cluster in which healthy attributes of the product are among the factors 
affecting the image of European seabass and gilthead seabream products (85.48%). Among the 
most important product aspects during the choice of European seabass and gilthead seabream 
products, there are nutritional value (76.90%) and taste (89.11%). People in this cluster reported 
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several factors affecting the purchase of European seabass and gilthead seabream, as "like the 
taste" (91.42%), quality (82.18%), health and wellness (75.91%). A high percentage of 
respondents (88.78%) are willing to try new European seabass and gilthead seabream products.  

Consumers Focused On Attributes Of Products are those who reported three main factors 
influencing their image of European seabass and gilthead seabream products: indication of 
sustainability or environmentally friendly production farming (76.26%), country of production 
(74.75%) and image of high quality and tasty products (73.23%). Similarly, among the factors 
affecting the purchase of European seabass and gilthead seabream we can find quality (86.36%), 
like the taste (80.30%), health and wellness (79.80%), products sustainability (77.78%) and 
country of origin/geographical area of origin (64.14%). The most important product aspects 
during the choice of European seabass and gilthead seabream products are country of origin 
(73.23%), welfare of farmed fish (78.79%) and environmental or organic certification (72.22%). 
These respondents have a high willingness to try new European seabass and gilthead seabream 
products (89.39%), and a high percentage would prefer to do it at home (79.29%). For what 
concerns the preparation of European seabass and gilthead seabream at home, people in this 
cluster prefer these fishes as baked (76.77%).  

Consumers Influenced By Social Media is a cluster in which the main factor affecting the image 
of European seabass and gilthead seabream products are social media for 16.23% of the cluster, 
equal to 51.02% of the total sample. 20.45% of the respondents prefer farmed European seabass 
and gilthead seabream as production method, which is a considerably high percentage of 
individuals of the whole sample (54.78%). The preference in terms of origin of European seabass 
and gilthead seabream is products from outside the nation (19.48%) which are 76.92% of the 
total sample. Furthermore, 88.31% are willing to try new European seabass and gilthead 
seabream products.  

Consumers Led By Taste is composed of people that identify several factors affecting their 
purchase of European seabass and gilthead seabream as like the taste (83.28%) and quality 
(79.52%). During the choice of European seabass and gilthead seabream products, taste is 
reported to be the most important product aspect from 80.20% of the cluster. European seabass 
is considered the most preferred species from almost the totality of this cluster (95.22%).  

Consumers Focused On Quality-Price Ratio are characterized by the fact that they have two 
main factors influencing two different phases. The creation process of the image of European 
seabass and gilthead seabream products is mainly influenced by price  (73%), while the choice 
process of European seabass and gilthead seabream is mainly influenced by taste (82.84%).  

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

1. Consumers Searching for Basic Information 
2. Trustful Consumers 
3. Looking for Easier Information 
4. Consumers Dissatisfied about Information 
5. Modern and Well Informed Consumers 
6. Self-Assured Consumers 
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Consumers Searching for Basic Information are those who reported “best before date/use by 
date” as the most common information observed on packaged fish and seafood products 
(91.56%). Similarly, expiration date is the most important information to be found on the 
product label accompanying European seabass and gilthead seabream products (92.58%). For 
what concerns information accompanying European seabass and gilthead seabream products, 
these are considered to be easy and clear to understand “to some extent” (73.66%), while 
information provided by the seller is trusted by 84.91% of the respondents of this cluster.  

Trustful Consumers is a cluster composed of people that have the highest value for trust in the 
information provided by the seller, which is 93.54%.  

Looking for Easier Information is a cluster in which people do not have a positive relationship 
with information concerning products. As a matter of fact, information accompanying European 
seabass and gilthead seabream products is not easy and clear to understand (“No, not really”) 
for a high percentage of respondents (72%). Similarly, information provided by the seller is not 
trusted by 48% of the cluster, which is 84.93% of the total sample.   

Consumers Dissatisfied about Information are people who, when they buy European seabass 
and gilthead seabream unpackaged, they don't miss any information such as catch date, origin 
of the product and production method, but other information. These people are 59.51% of this 
cluster and 75.37% of the total sample. People in this cluster, when asked about their frequency 
of reading the label of packaged fish and seafood products answered "occasionally" on 44.12% 
of the cases, which are 66.37% of the total sample. 

Modern and Well Informed Consumers is a cluster in which people report two main information 
that can be observed on packaged fish and seafood products: if it is wild or farmed (72.66%) and 
origin of the product (70.31%). For what concerns the most important information to be found 
on the product label accompanying European seabass and gilthead seabream products, date of 
catch or harvest (70.31%), expiration date (82.03%) and certification schemes (71.09%) are the 
most commonly reported options. In the opposite situation, when buying European seabass and 
gilthead seabream unpackaged, the information that is missed from non-branded European 
seabass and gilthead seabream products are date of catch or harvest (72.66%) and certification 
schemes (71.09%). The most preferred source for obtaining information about the benefits and 
consumption of fish and seafood are internet (71.09%), institutions (48.44%), paid advertising 
(42.97% which are 63.95% of the total) and doctors (49.22% which are 50% of the total).  

Self-Assured Consumers is a cluster made up of people having "personal experience and habits" 
as the most preferred source for obtaining information about the benefits and consumption of 
fish and seafood (73.87%). For people in this cluster, the most commonly observed information 
on packaged fish and seafood products are product name and species name (76.88%), wild or 
farmed (83.67%), best before date/use by date (93.97%) and origin of the product (89.20%), 
certification scheme/logo (66.58%) and environmental information (61.31%). When asked for 
the most important information to find on the product label accompanying European seabass 
and gilthead seabream products, people in this cluster report origin of European seabass and 
gilthead seabream products (81.41%), expiration date (84.42%) and whether it is wild or farmed 
product (88.44%). Information provided by the seller is trusted by 85.18% of the respondents in 
this cluster. 
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CLUSTER 1: PREMIUM CONSUMERS 

Cluster size: 360; 23.84%  

This cluster is mostly composed of those we can define as premium consumers. Fresh fillet of 
European seabass and gilthead seabream is the preferred purchase form of a high percentage 
of the individuals (85.28%). Quality (77.78%) and freshness (76.39%) are the aspects that push 
the consumers of this cluster to choose fishmonger or specialist store (64.17%) as their favorite 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 14. Sample segmentation for each of the selected domains: multilple correspondence 
analysis – cluster analysis algorithm. 
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place to buy European seabass and gilthead seabream. In this cluster, we can also find the 
highest percentage among all clusters of people that prefer to buy European seabass and 
gilthead seabream as unpackaged (65%) when compared with packaged. People in this cluster 
consume European seabass and gilthead seabream several times a year when they are outside 
home (61.11%) but once a month (30.28%) when at home. Similarly, fish and seafood are 
consumed several times a year (41.94%) when outside home, in places like restaurants, 
canteens, or bars. In addition, almost half of this group can be defined as consumers attentive 
to taste (47.78%). This is demonstrated by the fact that the main aspect influencing the purchase 
of European seabass and gilthead seabream is like the taste (80.28%), followed by quality 
(72.22%) and easy to prepare (50%). Similarly, image of high quality and tasty product (50.56%) 
is the main factor in influencing the image of European seabass and gilthead seabream products 
and it is followed by date of catch or harvest (46.94%) and healthy attributes of the product 
(46.67%). During the choice of European seabass and gilthead seabream, attributes as taste 
(78.33%) and premium attributes (freshness and quality, 50.83%) are considered to be the most 
important ones. European seabass is the favorite fish species in this cluster, with a high 
percentage of respondents (90.28%) preferring it compared with gilthead seabream. 
Respondents in this cluster prefer to buy wild European seabass and gilthead seabream (52.50%)  
and the majority of them prefer to prepare these fishes as baked (58.89%) when they are at 
home. People in this cluster are willing to try new European seabass and gilthead seabream 
products (78.06%) and they would like to try these at home (64.72%). The national or local 
product is the preferred origin of European seabass and gilthead seabream for more than half 
of this cluster (56.94%), which is the highest value among all the clusters. In this cluster, the 
most preferred sources for obtaining information about the benefits and consumption of fish 
and seafood are personal experience and habits (64.44%). Information observed on packaged 
fish and seafood products are best before date or use by date (77.50%) highlighting their 
attention to the freshness of the product. Similarly, the information that people in this cluster 
miss the most when European seabass and gilthead seabream are purchased without packaging 
is date of catch or harvest (56.11%), and the most important information to find on the European 
seabass and gilthead seabream labels is expiration date (69.44%). The majority of the people in 
this cluster consider information accompanying European seabass and gilthead seabream 
products they buy are easy and clear to understand to some extent (57.78%), and a high 
percentage of them trust information provided by the seller (83.61%). This cluster see the 
prevalence of men (58.89%) compared with women, and they are predominantly over 56 years 
old (53.34%). A high number of people in this cluster completed university studies (43.89%). 
More than half of the people declare that is currently employed (59.17%), generally in the 
private sector (26%). For what concerns household income, more than half of them (61.11%) 
declare to be over the national average one, which is also the highest value among all 8 clusters. 
Regarding the composition of the household, a very high percentage of individuals in this cluster 
declare that they do not have any children living with them in the household (82%). 

 

CLUSTER 2: OCCASIONAL CONSUMERS  

Cluster size: 238; 15.76% 

This group has a high percentage of families (40.34%), that is confirmed by the percentage of 
people between 36 and 55 years of age (54.62%) and by the percentage of people with children 
over 7 years of age living at home with them (70.17%). A high percentage of them have a 
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university degree (40.34%), are employed (83.19%) and work as highly skilled professionals 
(33.19%) or in the private corporate sector (28.99%). Exactly half of the individuals of this cluster 
claim to earn an amount that is higher than the national average household income (50.42%), 
while the other half gain an amount of money that is similar or lower than the national average. 
People in this cluster are occasional consumers of European seabass and gilthead seabream, in 
fact they eat these two fish species at least once a month (87.82%) when they are at home and 
also when they are outside of home (55.04%). They also consume fish and seafood in general at 
least once a month (76.47%) when they are outside of home, in places like restaurants, canteens, 
or bars. Their preferred places to purchase European seabass and gilthead seabream is 
fishmonger or specialist store (52.10%) and the reasons for this choice lie behind quality 
(65.55%), freshness (58.40%) and price (51.68%). This cluster sees the prevalence of people that 
are preferring European seabass (88.66%). The majority of the people in this cluster prefers to 
prepare European seabass and gilthead seabream as grilled (63.03%) when they are at home. A 
high percentage of respondents (86.55%) is willing to try new European seabass and gilthead 
seabream products, as improved fresh products, and they would like to taste these when they 
are at home (69.33%). Among the factors affecting the purchase of European seabass and 
gilthead seabream, we can find like the taste (65.13%) and quality (61.34%). Information 
observed on packaged fish and seafood products are best before date or use by date (62.18%) 
and origin of the product (52.10%). The information that people in this cluster miss when 
European seabass and gilthead seabream are purchased without packaging is date of catch or 
harvest (52.10%). The majority of the people in this cluster consider information accompanying 
European seabass and gilthead seabream products they buy are easy and clear to understand 
to some extent (55.46%). The most important information to find on the European seabass and 
gilthead seabream label is expiration date (62.18%).  

 

CLUSTER 3: SENIOR CONSUMERS  

Cluster size: 159; 10.53% 

This cluster is constituted by people living alone (100%), which in more than half of the cases 
are over 56 years old (54.71%) in particular with the highest percentage of people that are older 
than 65 years old (33.96%). Concerning educational level, high percentage values can be found 
for people who have a secondary degree education (38.99%) and for the people that have a 
university degree (37.11%), but the value that distinguishes this group from the others comes 
from post-graduate degrees that see the second-highest value in this group (24%). The majority 
of the people in this cluster are working (61.64%), mostly in the private sector (29.93%). Despite 
these two values, this cluster is the one that owns the highest percentage of people that have a 
household income that is below the national average (20.30%). People in this cluster eat fish 
and seafood at least once a week (98.94%) when they are at home. More than half of them 
(57.23%) eat European seabass and gilthead seabream several times a year when they are 
outside of home. Their preferred places to purchase European seabass and gilthead seabream 
is supermarkets or multiple retailers (80.50%) and the reasons for this choice lie behind 
freshness (64.78%), quality (62.89%) and price (54.72%). A high percentage of people in this 
cluster (89.31%) prefer European seabass compared with gilthead seabream, while for the 
production method more than half of them state to have no preference (52.83%). Baked is the 
preferred way to prepare these two fish species (61.64%). A high percentage of the respondents 
in this cluster are willing to try new European seabass and gilthead seabream products (83.65%) 
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and they would like to try these at home (66.67%). Four main factors are affecting the purchase 
of European seabass and gilthead seabream in this cluster, namely like the taste (71.70%), 
quality (63.52%), health and wellness (52.83%) and easy to prepare (50.94%). The most 
important aspect during the choice of European seabass and gilthead seabream products is the 
taste (79.25%). The most preferred sources for obtaining information about the benefits and 
consumption of fish and seafood are personal experience and habits (69.81%). The information 
to which they pay more attention on the packaging of fish products is best before date or use 
by date (88.05%), origin of the product (71.07%) and whether the fish is wild or farmed (62.26%). 
The most important information to find on the European seabass and gilthead seabream labels 
is expiration date (72.96%), whether the fish is wild or farmed (61.01%). 

 

 

CLUSTER 4: CONVENIENCE-ORIENTED CONSUMERS  

Cluster size: 251; 16.62% 

This cluster is mainly formed by practical consumers, in fact here we can find the highest 
percentage among all clusters of people that prefer to buy European seabass and gilthead 
seabream as packaged (78.09%) when compared with unpackaged. Furthermore, people in this 
cluster have the highest percentage of eating fish and seafood once a week when at home 
(44.62%), while they eat those products several times a year (48.21%). European seabass and 
gilthead seabream are eaten several times a year when at home (33.07%) while are eaten 
several times a year (55.38%) and never or almost never (33.07%) when outside of home. In this 
cluster, we can also find the highest percentage of people that choose supermarkets or multiple 
retailers as their preferred place to purchase European seabass and gilthead seabream (90.84%). 
This choice is led by two main factors, namely convenience of the store (60.56%) and price 
(59.76%). This cluster also includes a high percentage of people focused on quality-price ratio 
(78.49%). This is also confirmed by the fact that price/quality ratio (50.20%) is the main aspect 
influencing the purchase of European seabass and gilthead seabream. Similarly, the only factor 
that is affecting the image of European seabass and gilthead seabream products is price 
(70.52%), while taste is the most important aspect during the choice of European seabass and 
gilthead seabream (82.47%). European seabass is the most preferred species in this cluster, 
reaching a very high percentage (93.23%). Regardless of this high interest for one species, 
respondents in this cluster show no preference for the production method, with the highest 
value among all the clusters (77.29%). Despite more than half of the cluster is willing to try new 
European seabass and gilthead seabream products (71.31%) especially at home (62.95%). In this 
cluster we have consumers who do not have a positive experience in obtaining information 
about foods, being therefore dissatisfied consumers. As a matter of fact, in this cluster, the most 
preferred source for obtaining information about the benefits and consumption of fish and 
seafood is personal experience and habits (59.76%). This cluster also has the highest 
percentages of people that are reading the label of packaged fish and seafood products 
sometimes (31.87%) and occasionally (19.52%). Best before date or use by date is the main 
information observed on packaged fish and seafood products, and it reaches a very high 
percentage of respondents (82.87%). The main information considered important to be found 
on the product label accompanying European seabass and gilthead seabream products is 
expiration date (85.66%). More than half of the people in this cluster are over 56 years (51.8%), 
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and they own the highest percentage of people with a secondary degree education level 
(45.02%). The majority of the people in this cluster do not have children living with them in the 
household (62.55%) which is in line with their age. Almost half of the people in this cluster 
declare to have a household income that is above the national average (49.40%).  

 

CLUSTER 5: YOUNG CONSUMERS 

Cluster size: 137; 9.1 %  

This cluster sees the presence of female students (40.15%) since there is a predominance of 
females (54.74%) and the highest value among all the clusters for people ranging between 18 
and 25 years old (40.14%). The average age of this cluster is in line with the fact that more than 
half of them (64.23%) declare that they don't have any children living with them in the same 
household. Furthermore, the young age of the individuals in this cluster is aligned with the 
highest percentage among all the clusters of students (19.98%) and of unemployed (11.68%) 
while the percentage of employed is the lowest among all the clusters (46.72%). High 
percentages are reached for both secondary (43.07%) and university degree (41.61%), with a 
considerably high value of people that have a household income that is similar to the national 
average (43.07%). People in this cluster can also be defined as practical consumers since we can 
note a clear preference to purchase European seabass and gilthead seabream as packaged 
(65.69%). Individuals in this cluster eat European seabass and gilthead seabream 2 to 3 times a 
month when at home (32.12%), while they eat these two fishes several times a year (49.64%) 
when they are not at home. A high percentage of people in this cluster prefer to purchase 
European seabass and gilthead seabream at supermarkets or multiple retailers (80.29%) and the 
reason lies in quality (60.58%). In this cluster we can find the highest percentage of people that 
prefer European seabass (95.62%). More than half of the sample has no preference for what 
concerns the production method of European seabass and gilthead seabream (54.74%) and the 
preferred way to prepare these two fish species is grilled (57.66%). A high percentage of people 
in this cluster are willing to try new European seabass and gilthead seabream products (79.56%) 
and more than half of them would like to do it when at home (65.69%). The only factor that is 
affecting the purchase of European seabass and gilthead seabream in this cluster is like the taste 
(68.61%). The information to which they pay more attention on the packaging of fish products 
is best before date or use by date (73.72%). In this cluster, we can also find the highest 
percentage among all the clusters of people that declare to understand the information 
accompanying European seabass and gilthead seabream products (62.77%), which could be in 
line with the high interest of young people for the product characteristics. The most important 
information to find on the European seabass and gilthead seabream labels is expiration date 
(85.66%), which reaches its highest value in this cluster.  

 

CLUSTER 6: SUSTAINABILITY-ORIENTED CONSUMERS  

Cluster size: 157; 10.39%  

This cluster is almost totally composed of consumers focused on attributes of products (98.09%) 
with quality (86.82%), like the taste (79.62%), health and wellness (78.98%), products 
sustainability (76.43%), appearance (68.15%), fish welfare (67.52%), freshness/catching or 
harvesting date (66.88%) and country of origin or geographical area of origin (62.42%) declared 
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to the highest percentages among clusters . The factors affecting the image of European seabass 
and gilthead seabream also see here their highest values, namely indication of sustainability or 
environmentally friendly production farming (77.71%), image of high quality and tasty product 
(76.43%), country of production (73.89%), healthy attributes of the product (70.06%), date of 
catch or harvest (69.43%) and positive links to the Mediterranean eating style (63.69%). Even 
the most important aspects during the choice of European seabass and gilthead seabream see 
in this cluster their highest percentages, namely taste (83.44%), welfare of farmed fish (78.34%), 
environmental or organic certification (73.25%), date of catch or harvest (69.43%), premium 
attributes of European seabass and gilthead seabream (freshness and quality) (68.79%) and 
country of origin (68.15%) and nutritional value (54.78%). Furthermore, more than half of the 
people in this cluster prefer national or local products (54.78%). People in this cluster prefer 
European seabass (90.45%) and the majority of them prefer to buy wild European seabass and 
gilthead seabream (63.06%). A high percentage of people prefer to prepare European seabass 
and gilthead seabream as baked (73.89%) and are willing to try new European seabass and 
gilthead seabream products (87.26%) especially when at home (77.71%). In this cluster we can 
find a high percentage of self-assured consumers who have indicated personal experience and 
habits as their most preferred sources for obtaining information about the benefits and 
consumption of fish and seafood (79.62%). In this cluster, we can also find the highest 
percentage of people that are always reading the label of packaged fish and seafood products 
(57.96%). In accordance with this, we can find a large amount of information observed on 
packaged fish and seafood products in this cluster. These are best before date or use by date 
(91.72%), origin of the product (89.81%), if the product is wild or farmed (87.90%), 
environmental information (77.07%), product name and species name (75.80%), date of catch 
or harvest (66.24%), certification scheme or logo (65.61%), information on ingredients (including 
additives) (64.97%), nutritional information (60.51%). The information that people in this cluster 
miss when European seabass and gilthead seabream are purchased without packaging is date 
of catch or harvest (65.61%), country of origin (61.78%), certification scheme (55.41%) and 
method of production (54.14%). In this cluster, we can note a high percentage of people that 
consider information accompanying European seabass and gilthead seabream products that 
they buy, as easy and clear to understand to some extent (58.60%) and also a high percentage 
of people that trust information provided by the seller (82.17%). The most important 
information to find on the European seabass and gilthead seabream labels is whether the fish is 
wild or farmed (87.26%), origin of European seabass and gilthead seabream (85.35%), expiration 
date (83.44%), date of catch or harvest (71.34%) and certification schemes (67.52%). People in 
this cluster eat fish and seafood at home in general at least once a week (90.45%) while when 
they are outside they eat these fishes at least once a month (71.34%). They eat European 
seabass and gilthead seabream at least once a month when they are at home (85.35%) and at 
least once a month when they are outside home in places like restaurants, canteens, bars 
(49.04%). In this cluster, we can also find the highest value for fresh fillet (90.45%) as the 
preferred product form of European seabass and gilthead seabream purchase, even if fresh 
gutted reaches good values (59.87%), especially when compared to the other clusters. The 
preferred places for the purchase of European seabass and gilthead seabream are 
fishmonger/specialist store (78.98%) and supermarkets or multiple retailers (78.34%). The 
reasons that lie behind these choices are many, namely freshness (91.08%), quality (87.90%), 
taste (73.89%), good availability of fish species (62.42%), price (61.15%), convenience of the 
store (52.87%) and good availability of products forms, including ready to cook/ready to eat 
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products (43.95%). The highest percentage of females (61.15%) individuals can be found in this 
cluster, which are predominantly between 46 and 55 years old (23.57%) and do not have any 
children living with them in the same household (45.86%). This cluster also owns the second-
highest value of people with a university degree (46.50%) and they are generally working 
(68.79%) with a household income that is similar to the national average (45.22%).  

 

CLUSTER 7: ACTIVE CONSUMERS  

Cluster size: 128; 8.47%  

This cluster has a high percentage of people that can be defined as urban workers (71.88%). This 
group has the highest value among all for the people ranging between 26 and 45 years old 
(70.31%) and also for school children (53.91%) and children younger than 7 years old (42.97%) 
living in the household. This cluster includes people with a high level of education since both 
those with a university degree (50.78%) and those with a post-graduate degree (24.22%) have 
the highest relative values among all the clusters. Also, the percentage of those who are working 
in this cluster is the highest (89.94%) together with the percentage of individuals working as 
highly skilled professionals (46.09%). This cluster has relatively high percentages of people with 
a household income that is about (47.66%) and above the national average (42.19%). People in 
this cluster can definitely be defined as intensive consumers (85.94%), since they have a  very 
high percentage (97.66%) of people that are eating fish and seafood at home in general at least 
once a week, with a very high value for the consumes that happen 2 to 3 times a week (71.09%). 
Similarly, when it comes to the fish and seafood consumption outside home, people in this 
cluster have high values both for the consumption at least once e week (63.28%) and at least 
once a month (93.75%). This cluster has a very high percentage of people that are eating 
European seabass and gilthead seabream at home at least once a week (74.22%) and at least 
once a month (99.22%). When it comes to the consumption of these two species outside home, 
this cluster has high values both for consumption at least once a week (59.38%) and at least 
once a month (87.50%). When it comes to the choice of packaged or unpackaged European 
seabass and gilthead seabream, people in this cluster prefer the former (64.06%). The preferred 
product forms to purchase European seabass and gilthead seabream are fresh whole (68.75%) 
and fresh gutted (56.25%). The preferred places to buy European seabass and gilthead seabream 
products are fishmonger or specialist store (64.06%). The reasons that lead people in this cluster 
to purchase European seabass and gilthead seabream from preferred places are quality 
(65.63%), freshness (61.72%) and taste (60.16%). People in this cluster prefer European seabass 
(92.97%) compared with gilthead seabream. In this cluster, we can see the highest percentage 
of people preferring farmed European seabass and gilthead seabream (22.66%) even if the value 
of the wild one is still higher (59.38%). Grilled is the preferred way of preparation of European 
seabass and gilthead seabream (77.34%). Similarly, we can find here the highest percentage of 
people that would like to try the aforementioned products at home (75%). The main factor 
affecting the purchase of European seabass and gilthead seabream is quality (62.50%). The main 
information observed on packaged fish and seafood products is nutritional information 
(47.66%). When they buy European seabass and gilthead seabream without packaging, they 
miss date of catch or harvest as information (60.16%). The most important information to find 
on the European seabass and gilthead seabream labels is date of catch or harvest (54.69%).  
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CLUSTER 8: FAMILIES ORIENTED AT PRODUCT ORIGIN 

Cluster size: 80; 5.29%  

People in this cluster can be defined as regular consumers as they have the highest frequency 
of consumption of fish and seafood at home in general at least once a week (100%). When it 
comes to the fish and seafood consumption that happens outside home, people in this cluster 
have high values both for the consumption at least once a week (67.50%) and at least once a 
month (87.50%). The consumption of European seabass and gilthead seabream at home has 
very high values both for the consumption that happens at least once a week (95%) and the one 
that happens at least once a month (100%). When it comes to the consumption of these two 
species outside home, this cluster has high values both for consumption at least once a week 
(67.50%) and at least once a month (86.25%). This cluster shows a clear preference for the 
packaged form of European seabass and gilthead seabream (72.50%). The typical products form 
of European seabass and gilthead seabream are fresh gutted (66.25%), frozen fillet (65%), fresh 
whole (62.50%). The preferred places to buy European seabass and gilthead seabream are 
restaurants (51.25%). The reasons that lead individuals in this cluster to purchase European 
seabass and gilthead seabream in the preferred places are freshness (66.25%), quality (65%) and 
taste (62.5%). This cluster sees the predominance of people that prefer European seabass (90%) 
compared with gilthead seabream. The preferred ways of preparation of these two fish species 
are grilled (77.50%), baked (60%) and fried (52.50%). The percentage of people that are willing 
to try new European seabass and gilthead seabream products is very high (93.75%) as very high 
is the percentage of people that would like to taste these products when they are at home (80%) 
followed by sales point (52.50%). Quality (62.50%) and health and wellness (48.75%) are the two 
main factors affecting the purchase of European seabass and gilthead seabream products. The 
most important aspects during the choice of European seabass and gilthead seabream are 
country of origin (55%), nutritional value (47.50%). In this cluster, we can find the highest 
percentage of people reporting products from the EU as their preference in terms of origin of 
European seabass and gilthead seabream (45%). This cluster also has the highest percentage of 
people that consider information accompanying European seabass and gilthead seabream 
products that they buy, as "definitely" easy and clear to understand (46.25%) and also a high 
percentage of people that trust information provided by the seller (82.50%). The most important 
information to find on the European seabass and gilthead seabream labels is expiration date 
(65%). In this cluster, the most preferred sources for obtaining information about the benefits 
and consumption of fish and seafood are internet (60%) and family and friends (50%). For what 
concern the composition of the household, a high amount of them have school children living in 
the same household (45%) which could explain the high consumption of these products that are 
suitable especially for young children. This cluster is perfectly balanced between males and 
females (50% each) with a high percentage of people ranging between 26 and 45 years old 
(60%). People in this cluster have a high education level, due to the high percentages of 
university degrees (50%) and post-graduate degrees (23.75%). A very high percentage of people 
in this cluster are working (88.75%) as highly skilled professionals (45%) and their household 
income is around the national average (50%).   
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Figure 15. Cluster analysis based on multiple correspondence analysis. 
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6 Brief comparison between respondents 

The British respondents presents some differences compared with the others. The major 
differences regard 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). 

British respondents have a high consumption of fish products at home, especially if we consider 
2 to 3 times a week  (Table 47). For the consumption of European seabass and gilthead seabream 
products at home, the British percentage is very high for 2 to 3 times a month (27.5%) and is the 
highest for once a month (23.6%) (Table 48). For the frequency of eating fish products out of 
home, the values of the United Kingdom are the highest together with those of Greece when 
we consider the daily frequency (22.1%) (Table 49). For what concerns the frequency of eating 
European seabass and gilthead seabream out of home, British respondents have the highest 
percentage for the consumption that happens several times a year (46.2%) (Table 50). 

Analysing the data relating to the type of product purchased, concerning European seabass and 
gilthead seabream, it can be seen that the UK has the highest percentage of respondents for the 
consumption of fresh fillet (77%). The United Kingdom and Germany have similar values for fresh 
whole, fresh gutted and frozen fillet (Figure 16). 

Slight differences can be noted about the factors that influence the purchasing choices of sea 
bass and sea bream (Figure 17). In particular, we can see how the main factors are Quality and 
Like the taste. The country with the highest values for these two parameters is the UK (65% and 
70% respectively) followed by Greece (60% and 56% respectively). 

On the choice of the place of purchase Fishmonger or specialist store is the most common 
option, followed by supermarkets or multiple retailers (Figure 18), where UK has the highest 
value (76%).  

The reasons that drive the choice of the place where to make purchases of European seabass 
and gilthead seabream are prevalently the same, with some differences in percentages (Figure 
19). In particular, the UK gives more importance than other countries to convenience of the 
store and taste, while it is in line with the other countries for the other reasons.  

The population of France, Germany, and the UK purchase other fish species in addition to 
European seabass and gilthead seabream with a higher percentage when compared with other 
countries, as can be seen from the Figure 20.  

The British, German and French populations show some similarities in the choices of the other 
species besides the European seabass and gilthead seabream products (Figure 21). In fact, the 
three populations have the highest values for Rainbow trout, Atlantic Cod and Salmon.  The UK 
has the highest values for Salmon and Atlantic cod, however, its high value for Haddock stands 
out since it does not reach comparable levels in other countries.  

All populations show a clear preference for wild products as can be seen in Figure 22 and the UK 
has the highest percentage of respondents who state “no preference”.  

The UK has a high percentage of people that are willing to try new European seabass and 
gilthead seabream products (Table 51). The percentages of the different places where people 
would like to make these tastings are slightly different. The British population seems more 
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inclined than others to try these products at home, while they have the lowest value for tasting 
at promotional events (Figure 23).  

For what concern the most preferred sources for obtaining information about the benefits and 
consumption of fish and seafood UK has the highest percentage for “your own experience and 
habits” (59%, Figure 24).  

Respondents' interest in information on the label sees different trends between the populations 
(Figure 25). The percentage of British people who pay attention to the best before date or use 
by date should be emphasized (74%) together with Greece’s value (76%). British population 
seems to pay less attention than other countries for information as date of catch or harvest 
(30%) and information on the fisherman / fish farm (20%). 

The trends of the most important factors in driving the choices of buying European seabass and 
sea bream are similar (Figure 26), except for the higher value of the UK for Taste (74%) and the 
higher value of Greece for Date of catch or harvest (77%). British respondents are, together with 
Germans, those that pay more attention to the welfare of farmed fish.  

For all groups of respondents, the least important factor to find on European seabass and 
gilthead seabream labels is the indication of certification schemes (Figure 27). The percentages 
in the UK are similar to the others, except for expiration date, where they reach 71%, which is 
the second-highest value. For what concerns the origin of European seabass and gilthead 
seabream (Figure 28), the UK has the highest value for “No preference” when compared with 
other countries. 

 

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

  Italian 
Percentage  

Spanish 
Percentage  

Greek 
Percentage  

French 
Percentage  

German 
Percentage  

British 
Percentage  

Gender             
Male 48.9 49.1 49.0 49.5 53.2 49.9 

Female 51.1 50.9 51.0 50.5 46.8 50.1 
Age group             

18-25 15 17.7 15.2 15.7 11.4 6.9 
26-35 31.7 29.8 22.6 19.9 19.9 15.3 
36-45 26.8 27.9 25.0 23.5 20.6 19.9 
46-55 16 16.3 20.8 21.8 22.7 19.1 
56-65 8.2 5.9 16.5 19.2 14.9 17.5 

65+ 2.2 2.4   0 10.4 21.3 
Residential Areal     

 
      

Urban 84 88.4 90.6 65.1 68.1 69.5 
Rural 16 11.6 9.4 34.9 31.9 30.5 

Educational level             
Primary 2.6 1.0 1.4 3.3 11.2 0.4 

Secondary 49.2 18.2 33.1 48.1 32 37.6 
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University degree 37.9 48.6 49.2 40.5 42.6 42.7 
Post-graduate 

degree/studies 
10.2 32.1 16.2 8 14.2 19.3 

Household size      
 

      
1 5.5 5.8 5.3 15.4 17.6 15.3 
2 16.6 23.5 22.3 26.7 36.7 44.4 
3 28.3 29.0 28.4 23.3 19.4 18.7 
4 35.8 32.4 30.9 22.1 15.7 15.4 
5 11.7 7.1 10.6 8.8 4.7 4.4 
6 1.2 1.5 2.0 2.1 2.1 1.7 
7 0.7 0.3 0.5 0.3 0.7 0 
8 0.1 0.4 

 
0.1 0 0 

more than 8 0.2 0.2 
 

1.1 1.1 0 
Children living in household 
  

          

Yes, small children 
(younger than 7 

years old) 

29.0 24.6 16.1 21.8 15.9 13.6 

Yes, school children 24.1 22.0 13.9 20 17 19.7 
Yes, students or 

grown up children 
24.6 26.0 22.8 28.2 16.8 13.0 

No 43.1 43.3 41.9 31 40.1 46.7 
Occupation     

 
      

Working 72 77.2 67.5 68.3 70.5 65.9 
Unemployed 12.5 7.7 16.0 15.2 7.3 8.1 

Student 11.9 10.8 9.0 7.5 5.3 2.3 
Pensioner 3.6 4.4 7.4 9 16.9 23.7 
Profession 

      

High skilled 
professional 

19.1 24.7 11.0 12.3 24 25.4 

Public services 14.7 22.0 14.5 16.1 16.6 13.1 
Business-private 

sector 
37.5 45.2 40.9 39.2 29.4 23.2 

Farmer 0.7 0.7 1.1 0.7 0.5 4.2 
Not worker 28 

  
31.7  29.5  34.1 

 Household income     
 

      
Below the national 

average 
20.8 11.3 33.4 29.5 21.7 14.7 

About the national 
average 

59.2 68.6 46.8 45.1 42.7 36.6 

Above the national 
average 

20.0 20.1 19.8 25.4 35.6 48.7 

 

 

 



D.5.13-Consumer Perception in United Kingdom 
  

53 
 

 

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

Frequency of eating fish and seafood in general, at home 

  Italian 
Percentage 

Spanish 
Percentage 

Greek 
Percentage 

French 
Percentage 

German 
Percentage 

British 
Percentage 

Everyday 3.1 2.5 0.4 2.3 4.0 2.6 
2 to 3 times a 
week 

42.0 55.5 23.9 35.1 26.2 53.5 

Once a week 36.2 28.4 50.0 38.0 40.7 33.2 
2 to 3 times a 
month 

12.0 9.5 17.3 15.4 17.7 8.8 

Once a month 4.5 2.3 4.9 5.4 6.5 1.5 
Several times a 
year 

2.2 1.9 2.9 3.2 4 0.3 

Never/almost 
never 

0.1 0.1 0.6 0.6 0.8 0 

Total 100.0 100.0 100.0 100.0 100.0 100.0 

 

 

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

Frequency of eating European seabass and gilthead seabream at home 

 
Italian 

Percentage 
Spanish 

Percentage 
Greek 

Percentage 
French 

Percentage 
German 

Percentage 
British 

Percentage 

Everyday 1.7 0.7 0 1.1 2.3 0.7 
2 to 3 times a 
week 

18.5 13.7 4.2 6.8 6.6 6.0 

Once a week 34.2 33.5 28.1 15.7 15.3 23.7 
2 to 3 times a 
month 

25.3 30.7 30.7 21.0 17.5 27.5 

Once a month 12.9 14.1 22.9 22.4 21.6 23.6 
Several times a 
year 

7.3 7.2 13.1 29.7 31.9 18.2 

Never/almost 
never 

0.2 0.1 1.0 3.3 4.7 0.3 

Total 100.0 100.0 100.0 100.0 100.0 100.0 
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Table 49. 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.)? 

 
Italian 

Percentage 
Spanish 

Percentage 
Greek 

Percentage 
French 

Percentage 
German 

Percentage 
British 

Percentage 

Everyday 1.9 0.7 0.4 2.4 2.9 1.1 
2 to 3 times a week 16.9 8.8 3.4 11.2 9.9 8.9 
Once a week 17.5 16.2 9.1 14.8 15.5 12.0 
2 to 3 times a 
month 

19.4 23.1 15.9 16.9 16.1 17.7 

Once a month 18.8 21.3 22.1 17.5 17 22.1 
Several times a year 19.9 23.6 36.0 29.7 29.9 31.7 
Never/almost never 5.5 6.4 13.2 7.5 8.7 6.6 
Total 100.0 100.0 100.0 100 100 100 

 

 

 

Table 50. How often do you eat European seabass and gilthead seabream away from home 
(restaurants, canteens, bars, etc.)? 

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

 
Italian 

Percentage 
Spanish 

Percentage 
Greek 

Percentage 
French 

Percentage 
German 

Percentage 
British 

Percentage 

Everyday 1.9 0.6 0.3 1.2 1.7 0.6 
2 to 3 times a week 9.2 4.8 1.6 5.3 6.8 4.4 
Once a week 14.1 10.4 4.1 9.4 8.5 7.7 
2 to 3 times a 
month 

16.1 14.6 8.4 10.8 11.3 10.3 

Once a month 18.0 20.2 19.6 17.4 16.2 17.0 
Several times a 
year 

26.1 33.2 37.8 37.1 35.7 46.2 

Never/almost 
never 

14.6 16.1 28.2 18.8 19.9 13.8 

Total 100.0 100.0 100.0 100.0 100.0 100.0 
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Figure 16. Typical product forms of European seabass and gilthead seabream products for 
purchases. 

 

 

 

 

 

 

 

 

 

 

 

Figure 17. Factors affecting the purchase of European seabass and gilthead seabream. 
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Figure 18. Preferred places to purchase European seabass and gilthead seabream. 

 

 

 

 

 

 

 

 

 

 

 

Figure 19. Reasons for purchase of European seabass and gilthead seabream from 
preferred places. 
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Figure 20. Do you buy other fish species? 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 21. If you choose other species, except European seabass and gilthead seabream, what species do you 
purchase? 
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Table 51. Are you willing to try new European seabass and gilthead seabream products (for 
example improved fresh products, snacks, ready meals, smoked fillet, etc.)? 

Willingness to try new products 
 

Italian 
Percentage 

Spanish 
Percentage 

Greek 
Percentage 

French 
Percentage 

German 
Percentage 

British 
Percentage 

Yes 83 83.7 66.9 74.2 77.1 82.2 
No 4 3.2 12.6 10.2 9.8 4.6 
Do not know 13 13.1 20.5 15.6 13.1 13.2 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 22. Preference regarding production method of European seabass and gilthead 
seabream. 
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Figure 23. If you are willing to try new European seabass and gilthead seabream products, 
you would prefer.... 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 24. Most preferred sources for obtaining information about the benefits and 
consumption of fish and seafood. 
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Figure 25. Information observed on packaged fish and seafood products. 

 

 

 

 

 

 

 

 

 

 

 

Figure 26. What kind of product aspects are the most important when you choose European 
seabass and gilthead seabream products? 
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Figure 27. How important is it to find the following information on the product label 
accompanying European seabass and gilthead seabream products? 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 28. What is your preference in terms of origin of European seabass and gilthead 
seabream? 
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10 ANNEX I 

Ethical Requirements in English 

 

 

 
Online consent form for participation in the interview 

 
You are invited to take part in a research survey “Consumer perception about European seabass 
and gilthead seabream products”.  

The objective of the interview is to analyze consumers’ views and preferences towards European 
seabass and gilthead 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.   

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 

         
 

 

mailto:kmoutou@bio.uth.gr
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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.] 

 
 

11 ANNEX II 

Draft questionnaire in English 

 

Part 1: Consumer habits and consumption patterns regarding European seabass and gilthead 
seabream products  

 

1. Purchase and consumption of European seabass and gilthead seabream (single option) 
a) Yes 
b) No 

 

2. Reasons for not purchasing and consuming European seabass and gilthead seabream 
(multiple choice) 
a) Too expensive 
b) Too many bones 
c) Do not like the smell or taste 
d) Difficult to prepare 
e) Allergic to fish in general  
f) Vegetarian 
g) Food safety concerns  
h) Fish welfare concerns 
i) Environmental concerns  
j) Others (please specify) 

 

3. Frequency of eating fish and seafood at home in general (single option) 
a) Everyday  
b) 2 to 3 times a week 
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c) Once a week 
d) 2 to 3 times a month 
e) Once a month 
f) Several times a year 
g) Never/almost never 

 

4. Frequency of eating European seabass and gilthead seabream at home (single option) 
h) Everyday  
i) 2 to 3 times a week 
j) Once a week 
k) 2 to 3 times a month 
l) Once a month 
m) Several times a year 
n) Never/almost never 

 

5. How often did you eat European seabass and gilthead seabream in the following forms 
during the last month? 
5.1 Fresh whole  

a) Once a week or more  
b) 2-3 times a month  
c) Once a month 
d) Never 
e) I do not know  

 

5.2 Frozen whole  
a) Once a week or more  
b) 2-3 times a month  
c) Once a month 
d) Never 
e) I do not know  

 

5.3 Fresh fillet 
a) Once a week or more  
b) 2-3 times a month  
c) Once a month 
d) Never 
e) I do not know  

 

5.4 Frozen fillet  
a) Once a week or more  
b) 2-3 times a month  
c) Once a month 
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d) Never 
e) I do not know  

 

5.5 Ready to cook meals 
a) Once a week or more  
b) 2-3 times a month  
c) Once a month 
d) Never 
e) I do not know  

 

5.6 Ready to eat meals  
a) Once a week or more  
b) 2-3 times a month  
c) Once a month 
d) Never 
e) I do not know  

 

6. Frequency of eating fish and seafood in general outside of home (restaurants, canteens, 
bars, etc.) (single option) 
a) Everyday  
b) 2 to 3 times a week 
c) Once a week 
d) 2 to 3 times a month 
e) Once a month 
f) Several times a year 
g) Never/almost never 

 

7. Frequency of eating European seabass and gilthead seabream outside of home 
(restaurants, canteens, bars, etc.) (single option) 
h) Everyday  
i) 2 to 3 times a week 
j) Once a week 
k) 2 to 3 times a month 
l) Once a month 
m) Several times a year 
n) Never/almost never 

 

 

8. How would you estimate the share of European seabass and gilthead seabream 
consumption in your total consumption of fish and seafood (single option)?  
a) Less than 10% 
b) 10-20% 
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c) 20-30% 
d) Around 50% 
e) 50 - 60%  
f) Over 60%  

 

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

 
10. If European seabass and gilthead seabream are consumed whole, how many fish are 

bought/consumed in a typical meal per household (single option)  
a) 1  
b) 2 - 3  
c) 3 - 4  
d) More than 4 

 

11. Factors affecting the purchase of European seabass and gilthead seabream (multiple 
choice)  
a) Freshness/catching or harvesting date 
b) Quality 
c) Price/quality ratio 
d) Like the taste  
e) Easy to prepare 
f) Healthy and wellness 
g) Tradition  
h) Pleasure 
i) Products sustainability 
j) Fish welfare  
k) Nutritional value   
l) Promotional events 
m) Appearance 
n) Country of origin/geographical area of origin  
o) Known producer 
p) Local producer 
q) Others (please specify) 

 

12. Preferred places to purchase European seabass and gilthead 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 European seabass and gilthead 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) European seabass  
b) Gilthead seabream  

 

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

_____________________________________________________________________________ 

 

 

Part 2: Consumer preferences for European seabass and gilthead seabream products    

 
16. What is your preference regarding production methods (single choice)?  

a) Wild European seabass and gilthead seabream 
b) Farmed European seabass and gilthead seabream 
c) No preference  

 

17. Preferred ways of preparation of European seabass and gilthead seabream (multiple 
choice) 
 
a) Grilled 
b) Baked 
c) Fried 
d) Other (please specify) 



D.5.13-Consumer Perception in United Kingdom 
  

72 
 

  
18. Are you willing to try new European seabass and gilthead 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 European seabass and gilthead 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 packaged fish 
and seafood products:  

 

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

-  Always 
-  Frequently 
-  Sometimes 
- Occasionally 

 
b) Information observed on packaged 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  
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- Certification scheme/logo 
- Environmental information  

 

c) If you buy European seabass and gilthead seabream unpackaged, which information do 
you miss from non-branded European seabass and gilthead 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 European seabass and gilthead 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 European seabass and gilthead seabream  

 
21. What kind of product aspects are the most important when you choose European seabass 

and gilthead seabream products? (multiple choice) 
a) Premium attributes of European seabass and gilthead seabream (freshness and quality)  
b) Country of origin 
c) Date of catch or harvest  
d) Welfare of farmed fish  
e) Environmental certification or organic 
f) Nutritional value 
g) Taste   
h) Variety of product forms  
i) Other (specify) 
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22. Do you think information, accompanying European seabass and gilthead seabream 
products you buy, is easy and clear to understand? (single option) 

a) Yes, definitely 
b) Yes, to some extent  
c) No, not really 
d) No, not at all  
e) I do not know  

 

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

 

24. How important is it to find the following information on the product label accompanying 
European seabass and gilthead seabream products (multiple options) 
a) Origin of European seabass and gilthead 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 European seabass and gilthead seabream? 
(single option) 
a) Products from the EU  
b) Products from outside of the EU  
c) National/local product 
d) No preference  

 

 

Part 4: Consumer profiles 

 

1. Gender 
a) Male  
b) Female 

 
2. Age group 

a) 18-25  
b) 26-35  
c) 36-45 
d) 46-55  
e) 56-65 
f) 65+ 
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3. Residential Area 
a) Urban  
b) Rural  

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

 

 ----------------- 

 
 

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

 
6. Household size (number of persons living in the same household) 

a) 1 
b) 2 
c) 3 
d) 4 
e) 5 
f) Other (please specify) 

 

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

 

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

 
9. What is your profession? 

a) High skilled professional 
b) Public services 
c) Business – private sector 
d) Farmer 
e) Other (please specify) 
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10. What is the category of your household income?  
a) Below the national average  
b) About the national average  
c) Above the national average  
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