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1 Context and purpose of the Study  

Under the new common organisation of the markets (CMO) in fishery and aquaculture products (FAPs), 
consumers play a pivotal role: not only they should be enabled to make informed choices, but a more 
άǎǳǎǘŀƛƴŀōƭŜ ŎƻƴǎǳƳǇǘƛƻƴέ is also to be pursued. In the same vein, the European Maritime and Fisheries Fund 
(EMFF) also envisages among its priorities to foster marketing and processing, supporting and funding 
initiatives aimed at improving the conditions for the placing of fishery and aquaculture products (FAPs) on 
the market and at promoting the overall quality of the products marketed. 

On the other hand, targeted policies need a preliminary understanding of the sector in which they are called 
to operate, and specifically as regards the preferences and purchasing behaviour of consumers in the EU. 
Information available across different countries is scattered and fragmented, and not all EU Member States 
have a tradition of monitoring the market for FAPs. 

Based on these needs, and in order to support the appropriate implementation of the Common Fisheries 
Policy (CFP) and the CMO, the European Commission ς DG MARE launched a study aimed at surveying and 
analysing EU consumer attitudes and habits regarding FAPs. This Study was launched within the European 
Market Observatory for Fisheries and Aquaculture products (EUMOFA, www.eumofa.eu), and has been 
integrated with findings of the Eurobarometer survey on EU consumer habits regarding FAPs run in June 2016 
in all EU Member States. More details on methodology adopted are reported below. 

 
 

2 Methodological steps of the Study  
 

 

2.1 Overall methodology  

The main purpose of this study was to survey and analyse the two components of the FAP market, namely 
the supply, represented in this specific instance by retailers, and the demand, represented by consumers, 
and corroborate the analysis with further qualitative and quantitative data on consumption trends in all EU 
Member States. 

Bearing in mind this overarching purpose, the study has been structured into four Tasks: 

Ā Task 1 - άaŀǇǇƛƴƎ ŀƴŘ ŀƴŀƭȅǎƛǎ ƻŦ ŜȄƛǎǘƛƴƎ ǎǘǳŘƛŜǎ ƻƴ ŎƻƴǎǳƳŜǊ Ƙŀōƛǘǎέ, that has been based upon 
the following activities: 
- Review of studies compiled in the 2008 survey to check whether authors/institutions listed at 

that time have continued to produce analyses and studies on the same topics. 
- Collection of market data (type and presentation of products purchased, distribution channels, 
ǎŜŀǎƻƴŀƭƛǘȅΣ Χύ ǘƘǊƻǳƎƘ ŘŜǎƪ ǊŜǎŜŀǊŎƘ όƛƴŎƭǳŘƛƴƎ 9¦ahC! ƭƛōǊŀǊȅ ŀƭǊŜŀŘȅΣ ǿƘƛŎƘ ŀƭǊŜŀŘȅ Ƙŀǎ 
market data on major consumer countries). 

Findings of this Task are reported in Annex 1. Furthermore, all data have been reported in dedicated 
fact sheets for all EU Member states. 

Ā Task 2 - Retailer survey, aimed at evaluating the evolution of the offer and its adaptation to 
consumer needs and expectations by surveying information through a set of interviews to retailers 
(i.e. Large scale retailers) and fishmongers. Out of a total of 67 interviews planned, 62 interviews 
have been carried out, 53 with large-ǎŎŀƭŜ ǊŜǘŀƛƭŜǊǎ ό[{wύ ŀƴŘ ф ǿƛǘƘ ƴŀǘƛƻƴŀƭ ŦƛǎƘƳƻƴƎŜǊǎΩ 
associations. Five LSR refused to be interviewed in different countries. 

Findings of this Task have been reported in a specific report (Annex 2) analysing all feedbacks 
received from interviews. 

http://www.eumofa.eu/
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Ā Task 3 - Consumer survey - Mapping of national campaigns, which included: 

o an inventory of all national campaigns aimed at promoting FAPs, carried out at Member State 
or EU level; 

o an analysis of the results of the Eurobarometer survey for all EU countries. 

Specifically as regards the second point, it should be recalled here that the European Commission 
entrusted Eurobarometer to carry out an opinion poll on a sample of consumers in all EU countries, 
in order to survey (i) consumer habits regarding fishery and aquaculture, (ii) what influences 
consumption, (iii) reasons for buying or eating FAPs, or not, (iv) consumer preference from different 
ŀǎǇŜŎǘǎ όǿƛƭŘ Ǿǎ ŦŀǊƳŜŘΣ ƳŀǊƛƴŜ Ǿǎ ŦǊŜǎƘǿŀǘŜǊΣ ŜǘŎΦύΣ ŀƴŘ όǾύ ŎƻƴǎǳƳŜǊǎΩ ƻǇƛƴƛƻƴ ƻƴ ƛƴŦƻǊƳŀǘƛƻƴ όƛΦŜΦ 
labels) accompanying FAPs. The Eurobarometer survey was carried out on 27.818 EU citizens from 
different social and demographic categories and results of the analysis have been reported in the 
ά{ǇŜŎƛŀƭ 9ǳǊƻōŀǊƻƳŜǘŜǊ прл ς CƛǎƘŜǊȅ ŀƴŘ ŀǉǳŀŎǳƭǘǳǊŜ ǇǊƻŘǳŎǘǎέΣ WǳƴŜ нлмсΦ 

Ā Task 4 - Analysis of results ς recommendations, whose purpose is to gather and further elaborate 
information, analysis and conclusions obtained in the previous tasks. More specifically, this report 
examines in depth the information originating from the Eurobarometer survey, comparing and 
combining these findings with those originated from the previous Tasks 1, 2 and 3. The report 
consists of two parts: the first part analyses a general framework, at EU and at sub-regional levels 
and mainly focuses on the findings of the previous tasks, the second part summarises the main 
information and findings at Member State level, through fact sheets, attached to this document. 

The final output of this task is to provide overall conclusions on FAPs consumers in the EU and define 
to what extent consumer attitudes are reflected in their purchasing choices and to what degree the 
EU market is responsive to consumer expectations. On this basis, this study should contribute to a 
thorough understanding of the EU consumer profile(s) and of the market adaptation to his/her (their) 
needs. 

 

 

2.2 Problems encountered and limits  

In carrying out the activities envisaged for each task, several limits and problems emerged. In general, it is 
worth recalling that not all Member States analyse or monitor their fishery and aquaculture sector in the 
same manner, and especially consumption. Indeed information across EU countries is not homogeneously 
available and obviously the sector is better monitored where the supply chain has a greater value or where 
consumption is more relevant. 

On the other hand, the EUMOFA is contributing to overcome this limit, creating a wide basis of data and 
information on the fishery and aquaculture sector, and also on consumption, providing therefore a useful 
basis for analysing and comparing consumption patterns across countries. 

Other limits emerged in the implementation of Task 2 (i.e. interviews to retailers). One of the most significant 
limits was the difficulty to schedule meetings with retailers, due to availability of staff in charge of purchases 
or willingness to share information. Furthermore, some retailers did not answer all questions because of the 
ŎƻƳǇŀƴȅΩǎ confidentiality policy. For this reason, the level of representativeness is not the same for all issues 
and for all countries. 

Another limit encountered in Task 2 was the coverage of the full product scope (fresh, frozen, smoked, 
ŎŀƴƴŜŘΣ ǇǊŜǇŀǊŜŘΧύ ŀǎ [{w ǳǎǳŀƭƭȅ ƘŀǾŜ ŘƛŦŦŜǊŜƴǘ ǇǳǊŎƘŀǎŜ ŘŜǇŀǊǘƳŜƴǘǎ ŦƻǊ ǘƘŜǎŜ ŘƛŦŦŜǊŜƴǘ ǇǊƻŘǳŎǘ 
categories. We thus targeted the persons in charge of fresh product purchases, who seemed most likely to 
have a specific understanding of fish, while frozen fish and canned fish often depend on wider departments 
including all kinds of products (e.g. meat, fruit and vegetables). 
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2.3 Identification of European sub-regions  

.ŀǎŜŘ ƻƴ ǇǊŜǾƛƻǳǎ ǎǘǳŘƛŜǎ ŀƴŘ ŜǎǇŜŎƛŀƭƭȅ ƻƴ ǘƘŜ нллу ǎǘǳŘȅ άLƳŀƎŜ ǎǳǊǾŜȅ ƻƴ ǘƘŜ ǇŜǊŎŜǇǘƛƻƴ ƻŦ ŦƛǎƘŜǊȅ ŀƴŘ 
ŀǉǳŀŎǳƭǘǳǊŜ ǇǊƻŘǳŎǘǎέΣ ŦƛǾŜ ǎǳō-regions have been identified at EU level based on common consumption 
features. These sub-regions are presented in the following table and map. This division has been used for the 
purpose of carrying out the individual tasks under the study. 

Table 1 ς 9¦ aŜƳōŜǊ {ǘŀǘŜǎΩ ōǊŜŀƪŘƻǿƴ ōȅ ǎǳō-regions 
 

Western EU Northern EU Central EU Eastern EU Southern EU 

Ireland (IE) Denmark (DK) Austria (AT) Lithuania (LT) Portugal (PT) 
United Kingdom (UK) Sweden (SE) Czech Republic (CZ) Latvia (LV) Spain (ES) 

Netherlands (NL) Finland (FI) Slovakia (SK) Estonia (EE) France (FR) 

Belgium (BE)  Slovenia (SI) Romania (RO) Italy (IT) 

Luxemburg (LU) Hungary (HU) Bulgaria (BG) Croatia (HR) 

Germany (DE)  Poland (PL) Greece (EL) 

 Cyprus (CY) 

Malta (MT) 
 

Figure 1 - Map of the European sub-regions 
 

Western Europe 
Northern Europe 
Eastern Europe 

Central Europe 
Southern Europe 
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3 Review of literature on consumer habits and of national campaigns  
 
 

3.1 Literature review and data availability  

The analysis of existing information revealed that in 25 EU Member States there are analyses of consumer 
habits. Only in Cyprus, Malta and Slovakia no study of relevance has been found. In general, however, there 
is a wide difference across countries when it comes to research of consumer habits. These differences include 
the extent to which studies on consumer habits are carried out at all, the scope of the studies, the 
methodology used and the timing of the studies. 

In general, the regularity of studies is low, while market data and statistics, when available, are provided on 
a more regular basis. 

As the consumption of FAPs differs significantly between Member States, the focus on consumer habits 
regarding FAPs also varies: for some Member States, production (fisheries and/or aquaculture) and 
consumption issues are important, while for others both are not or little important. 

It is interesting to note that in some important markets for FAPs, which also have an important internal 
production (both from fisheries and aquaculture), a higher availability of studies on consumer habits has 
been found, e.g. in the UK, compared to other markets where internal production and consumption is  low, 
e.g. as in Hungary. Furthermore, in several Member States analyses are made, but they are not publicly 
available, e.g. reports from Seafish (UK) which are available only to UK fish levy payers. 

In the mapping of existing studies of consumer habits, approximately 175 existing studies have been 
analysed. Among these, 10 studies covered more than 1 Member State, and 1 covered the whole EU. 

In general, the studies of consumer habits covered the following topics and findings: 

- Effect of health risk vs. benefit perception of seafood consumption, and information related to 
this: in general, studies found that consumption is less affected by risk-benefit perceptions than 
by traditions and habits. 

- Consumer use of information (mandatory or other) and interest in potential information placed 
on labels: studies found that there is a high use of on-label information and consumers are 
interested in information. Consumers are most familiar with expiry date, price, species name and 
weight and they feel able to derive clear quality expectations from the information the labels 
convey. Consumers display the strongest interest in additional information, such as safety 
guarantee and quality marks for seafood. Cross-country differences in both use and interest in 
information are observed. 

- Image and perceptions related to farmed vs wild fish and effect on consumption: studies found 
that consumers have in general a very positive image of fish products, especially with respect to 
health benefits. Fish origin seems to be of limited importance; however, wild fish is preferred 
when compared with farmed fish. 

- Reasons and barriers to eating fish: the main reasons for eating fish are health and taste, while 
the main barriers are price perception, smell when cooking fish and the fact that fish does not 
deliver the same level of satiety as meat. Significant differences across Member States are found 
with respect to preparation skills and the use of quality cues1. 

 
 
 

 
1 Cues are pieces of information such as colour, smell, brand or price used to build quality expectations, and may be divided into 
intrinsic and extrinsic cues. 
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The analysis on literature has been structured by sub-region. The main results are reported in the table 
below. Detailed results are presented in the following chapters, matching results of all tasks and providing a 
holistic analysis of consumer habits in the EU. 

 
 

Eastern EU countries 

¶ Internal supply is important and influences/affects 
consumer habits due to traditional local/regional fisheries 
ŀƴŘ C!tǎΩ availability. 

¶ Consumption of FAPs is low, largely related to local species 
as carp. The interest in local and traditional products is 
diminishing ς especially among the younger consumers. 

 Price is an important factor for purchase, many consumers 
consider FAPs as not affordable. However, consumption of 
fresh products and convenience products is increasing. 

 Growing imports from other regions increases the 
availability of FAPs, which in turn seems to increase 
consumption of FAPs. 

 There is an increasing focus on health benefits    resulting 
  from fish consumption.  

Central EU countries 

¶ Central EU countries form a landlocked region with quite 
low consumption of FAPs, albeit increasing. Locally 
produced carp is an important species, especially in 
Hungary and in the Czech Republic and consumption is 
influenced by tradition. 

¶ Availability of saltwater fish depends on imports from 
other regions. Growing import increases the availability of 
FAPs and changes consumer habits, although traditional 
habits are strong. 

¶ Consumption and purchase is value-oriented (price 
sensitive). 

¶ Urbanization increases demand for convenience products. 

Western EU countries 

¶ These countries have a significant own supply both from 
fisheries and from aquaculture, and consumption of FAPs 
is an important part of their culinary traditions. 

¶ Fish consumption is relatively high and consumption of 
products from aquaculture is trending upwards. 

¶ Consumption is value-oriented (price sensitive). 

¶ Purchase in traditional fish markets or specialized fish 
shops are down, while buying at super- and hypermarkets 
is increasingly common. 

¶ Higher availability of fresh fish, convenience products and 
sushi changes consumption habits from more traditional 
meals, especially among the younger consumers 

¶ Expenses per capita are increasing, but consumption per 
capita is down in UK. 

¶ There is an increasing focus on health benefits and 
sustainability. 

¶ Communication with consumers through social  networks 
  is increasing.  

Northern EU countries 

 Fish consumption is highly dependent on imports. 

 Consumption is relatively low, well below EU average. 

 FAPs are generally considered expensive products. 

 Consumers are increasingly aware of sustainability issues. 

¶ There is an increasing interest in FAPs due to higher 
availability, fresh fish consumption specifically has 
ƛƴŎǊŜŀǎŜŘ ƛƴ ǇŀǊŀƭƭŜƭ ǘƻ C!tǎΩ availability. 

Southern EU countries 

¶ There is a large diversity within these countries regarding 
fish consumption, e.g. Croatia has a fish consumption level 
well below EU average, while Portugal is well above. 

¶ All countries have an important self-supply of FAPs. 

  ¶ Price seems to be an important consumption driver.  
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3.2 Review of national campaigns and main findings  

Whether carried out by public authority or by private operators or organisations, campaigns are a well- 
developed and widespread instrument to promote fishery and aquaculture products. 

 

The survey and the analysis of promotional campaigns of fishery and aquaculture products carried out in 
different Member States revealed differences in the scope, number, and nature of the campaigns. In general, 
however, their objective is to increase the consumption of fishery and aquaculture products by raising 
ŎƻƴǎǳƳŜǊ ŀǿŀǊŜƴŜǎǎ ƻŦ ǘƘŜ ǇǊƻŘǳŎǘǎΩ ƘŜŀƭǘƘκƴǳǘǊƛǘƛƻƴŀƭ ōŜƴŜŦƛts in the human diet. 

 
The main findings regarding the national campaigns include the following: 

 

- A total of 685 promotional campaigns and projects2 to promote consumption of fishery and 
aquaculture products and to improve the image of these products were carried out between 2007 
and 2015 in 26 EU Member States. No relevant campaigns were carried out in 2 EU Member States 
(Austria and Luxembourg). 

 

- Southern European countries organised the largest number of promotional campaigns, and the 
broadest ones. Spain had by far the most campaigns as well as the largest scope of activities. Spain 
was responsible for the majority of the campaigns run both in the Southern EU sub-region and across 
the EU. Its EFF operational programme in 2007-2013 focused on improving the competitiveness and 
productivity of the fishing industry, promoting fishery and aquaculture products and securing their 
positive image. 

 
- CǊŀƴŎŜΣ tƻǊǘǳƎŀƭΣ ŀƴŘ LǘŀƭȅΩǎ Ƴŀƴȅ ŎŀƳǇŀƛƎƴǎ ŦƻŎǳǎŜŘ ƻƴ strengthening the image of local fishery 

products, highlighting underutilised regional species as a potential driver of their regional and 
national economic development. 

 
- Eastern and Central EU countries with large aquaculture industries carried out many promotional 

campaigns with broad scopes. Poland, Romania, and Bulgaria focused their campaigns on improving 
the image of fishery and aquaculture products, highlighting farmed domestic species. 

 
- The overall objective for all Member States was to increase consumption of fishery products and 

raise public awareness of the benefits of fishery and aquaculture products in the human diet. In 
several countries across the EU, the primary goal of the campaigns was to increase the demand and 
consumption of fishery and aquaculture products caught/farmed in a sustainable way taking into 
consideration environmental aspects. Training and educational programmes were developed to 
raise consumer awareness of quality, sustainability and safety aspects of fishery and aquaculture 
products. 

Detailed results are reported within the report, matching results of all Tasks and providing a holistic analysis 
of consumer habits in the EU. An in-depth analysis of promotional campaigns and market trend has been also 
developed in the box in § 4.1. 

 
 
 
 
 

 
 

2 The total number of promotional campaigns also includes promotional projects due to the specific campaign encoding system in Spain and France. 



EUROPEAN MARKET OBSERVATORY FOR FISHERIES AND AQUACULTURE PRODUCTS  - 

EU CONSUMER HABITS REGARDING FISHERY AND AQUACULTURE PRODUCTS  - FINAL REPORT 

7 

 

 

 

4 Per capita consumption and expenditure trends  

In this chapter the development of per capita consumption (in live weight equivalent) and the per capita 
purchase of fishery and aquaculture products are analysed for the 2005-2014 period. The chapter also 
examines the consumption / expenditure ratio. 

 

4.1 Per capita consumption trends  

The evolution of per capita consumption of fishery products (in kg live weight equivalent) has been analysed 
based on data extrapolated from Eurostat and, for aquaculture, FAO, elaborated by the EUMOFA. 

The results show that the average per capita consumption in the EU is around 25,8 kg (on average between 
2005 and 2014), with a negative trend registered between 2007 and 2012 and a recovery recorded in 2013 
and 2014. 

 
Table 2 - Consumption of fish, seafood per capita, EU-28 and sub-regions (live weight equivalent) 

Kg/per capita 

 

 
Index 2005=100 

 
(*) NB: for BG and RO 2005 and 2006 data are missing. In order to complete the aggregate Eastern EU, for these 

two years, 2007 data have been used. 
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The EU average is summing up very divergent contexts and consumption behaviours surveyed at Member 
State and at sub-regional levels. The sub-regions even present remarkable differences with the EU average, 
in a range between +37% (Southern EU) and -66% (Central EU) for the entire period analysed. 

 
Table 3 - Differences in % between Sub-ǊŜƎƛƻƴǎΩ ǇŜǊ ŎŀǇƛǘŀ ŎƻƴǎǳƳǇǘƛƻƴ ŀƴŘ ǘƘŜ 9¦ ŀǾŜǊŀƎŜ 

 

 
2005 2014 

Average 
2005-2014 

Eastern (*) -56,0% -52,3% -52,6% 

Western -24,8% -24,0% -23,4% 

Northern 4,1% 8,7% 7,0% 

Southern 38,0% 38,0% 37,4% 

Central -66,6% -67,4% -65,9% 

(*)NB: for BG and RO 2005 and 2006 data are missing. In order to complete the aggregate Eastern EU, for these two years, 2007 data have been used. 
 
 

Looking at historical series, it is possible to note that divergences from the EU average have been 
progressively reduced, with an overall tendency to come closer to the EU average, except for Northern EU 
countries. This could be due to different values of the ά!ƴƴǳŀƭ Average Growth wŀǘŜέ3, which shows positive 
results for Northern and Eastern EU countries and negative results for the others, including for the EU as a 
whole. 

 
 

Annual Average Growth Rate of per capita consumption for the period 2005-2014 

 AAGR % 

EU -1,0% 

South -0,5% 

North 0,14% 

Western -0,5% 

Eastern 0,8% 

Central -0,5% 

 

 

4.2 Consumption trends and national promotional campaigns  

Comparing per capita consumption in each EU Member State with national campaigns as surveyed in Task 3, 
some considerations are worth mentioning. The table below summarises the average per-capita 
consumption at the beginning (2005) and at the end (2014) of the period analysed, together with the Annual 
Average Growth Rate (%). 

Furthermore, the table shows the Member States where promotional campaigns had among their objectives 
the increase in consumption of: 

- FAPs in general; 
- FAPs with local origin. 

 
 

3 The annual average growth rate, abbreviated as AAGR, shows an average value for the annual rate of change over a period of time 
(typically several years) allowing for the compound effect of growth. The average growth rate is calculated by determining the ΨƭŜŀǎǘ 
ǎǉǳŀǊŜǎΩ regression line of best fit using the natural log (LN) of the time series data. The growth rate is the slope in % of that line. 
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Per- capita consumption in 2005 and 2014 (kg, live weight equivalent) and AAGR between 2014 and 2005, matched 
with objectives of the national campaigns aimed at increasing consumption, by Member State 

as regards Bulgaria and Romania, 2005 and 2006 data are missing. For these two years, 2007 consumption data have been 
used. 

 

 
As regards the average per-capita consumption, besides absolute values registered by each Member State, a 
very limited growth can be observed in all EU countries, excepted in a couple of cases: 

¶ Greece (-4,5%), whose decrease is linked to the economic and financial crisis the country has 
undergone; 

¶ Croatia (+9,2%), whose positive trend is probably linked to the economic development of the latest 
years following the breakdown of Yugoslavia and its EU accession. 

An average growth of 0,8% was observed in Eastern EU. Among Baltic countries, Poland was the only one 
reporting a marked increasing per capita consumption (almost +2%) while stable consumption was observed 
in Estonia and Lithuania, and Latvia reported a 0,4% decline. With the exception of Lithuania, all countries of 
this area implemented campaigns aimed at increasing FAPs consumption. While Poland encouraged the 
specific consumption of local FAPs, the other countries opted to promote consumption of FAPs in general. 

As regards Central EU, per capita consumption decreased on average by 0,5%. This was mainly due to the 
decrease observed in Czech Republic (-2,3%) while the other four countries of this area reported slight 
variations. In the three countries where national campaigns on FAPs consumption were implemented 
(namely the Czech Republic, Hungary and Slovakia), these had the specific objective to promote local 
products. 

  
 

2005 

 
 

2014 

 
 

%  AAGR 

 

Ea
st

er
n
 E

U
 

Estonia 17,4 18,1 -0,01 

Latvia 27,2 25,5 -0,40 

Lithuania 43,9 44,7 -0,01 

Bulgaria (*) 4,8 6,0 1,91 

Romania (*) 5,3 6,3 0,57 

Poland 11,3 13,0 1,96 

 

C
en

tr
al

 E
U

 Austria 13,2 13,4 0,06 

Czech Republic 9,5 7,5 -2,30 

Hungary 4,5 4,6 -0,10 

Slovenia 9,9 10,8 0,00 

Slovakia 7,7 7,8 0,78 

 

W
es

te
rn

 E
U

 United Kingdom 25,2 24,9 -0,80 

Ireland 23,2 23,0 -0,40 

Netherlands 21,9 22,6 0,71 

Germany 14,3 13,3 1,10 

Belgium 24,2 24,9 -0,10 

Luxembourg 28,6 33,1 0,41 

 N
o
rt

h
er

 

n
 E

U
 Sweden 31,2 33,2 0,12 

Denmark 24,3 22,1 0,20 

Finland 23,1 23,9 0,50 

 

So
u
th

er
n
 E

U
 

France 35,2 34,4 -0,20 

Greece 22,5 17,3 -4,50 

Portugal 57,8 55,3 -0,40 

Spain 46,4 46,2 -0,60 

Croatia 8,0 18,4 9,42 

Italy 29,9 28,9 -0,70 

Cyprus 23,6 25,0 0,23 

Malta 30,6 32,0 0,19 

 

Objectives of Campaigns 

Increasing FAPs 

consumption 

(in general) 

Increasing 

consumption 

(local products) 
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Y  

  
Y  
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In Western EU countries, per capita consumption declined on average by 0,5%. The United Kingdom and 
Germany, two of the top-5 Member States in terms of consumption, are part of this group. These two 
countries reported opposite variations, with consumption declining by 0,8% in the UK and rising by 1,1% in 
Germany. National campaigns aimed at promoting FAPs consumption in general were implemented in the 
Netherlands, while in the UK and Ireland the focus was specifically on increasing consumption of local FAPs. 

The three countries of the Northern EU sub-region reported an average growth of 0,14% in per capita 
consumption. The most significant increase (+0,5%) was observed in Finland. In all countries, national 
campaigns promoting consumption of FAPs in general were implemented. 

Per capita consumption in Southern EU declined on average by 0,5%. As explained above, the two major 
variations were recorded in Greece (-4,5%) and Croatia (+9,2%). This sub region includes France, Italy and 
Spain, three of the top-5 Member States in terms of consumption. In these countries, a decline in their per 
capita consumption was observed, notably by 0,7% in Italy, by 0,6% in Spain and by 0,2% in France. National 
campaigns on FAPs consumption implemented in this area covered FAPs in general in Cyprus and Malta they 
regarded FAPs in general, , while they specifically encouraged consumption of local products in France, 
Portugal, Spain and Croatia. 

 
 

/ƻƴǎǳƳǇǘƛƻƴ ǘǊŜƴŘǎ ŦǊƻƳ ǘƘŜ [ŀǊƎŜ {ŎŀƭŜ wŜǘŀƛƭŜǊǎΩ ǇŜǊǎǇŜŎǘƛǾŜ 

The results of the survey carried out at the Points of sale (POS) seem to be in contrast with the findings 
of the statistical analysis. In fact, while consumption trends in all EU countries are declining or marginally 
increasing, large-scale Retailers (LSR) declared a positive market development for FAPs during the 2010- 
2015 period: compared with total food sales, the market share of FAPs increased or remained stable for 
all LSR. 

­ Stable market share: this concerns one third of LSR, notably in Central, Eastern and Southern 
Europe. 

­ Moderate increase (less than 20% over the 2010-2014 period, or less than 5% a year on 
average) for 45% of the LSR, this concerns all Northern LSR. 

­ Strong increase (more than 20% over the 2010-2014 period, or more than 5% a year on 
average) for 22% of LSR, mainly in Western Europe. This situation does not concern any of the 
LSR in Northern and Central Europe. 

These findings lead to state that sales of FAPs in absolute terms have increased in the majority of cases, 

either strongly or slightly, in particular pre-packed fish. 
 

IƻǿŜǾŜǊΣ ƛƴŦƻǊƳŀǘƛƻƴ ǊŜƎŀǊŘƛƴƎ ǘƘŜ th{ ǎǳǊǾŜȅ ǊŜŦŜǊǎ ǘƻ [{wΩǎ ǎŀƭŜǎΣ ŀƴŘ ƴƻǘ ǘƻ ǘƘŜ ŜƴǘƛǊŜ ƳŀǊƪŜǘΦ ¢ƘŜ 

combination of the statisticŀƭ ƛƴŦƻǊƳŀǘƛƻƴ ŀƴŘ ǘƘŜ ǎǳǊǾŜȅ Ǉǳǘǎ ƛƴǘƻ ŜǾƛŘŜƴŎŜ ǘƘŜ ƛƴŎǊŜŀǎŜ ƛƴ ǘƘŜ [{wǎΩ 

market share over traditional retailers. Interviews with independent fishmongers confirm the favourable 

trend for LSRs, and this for two main reasons: on the one hand, the reduction ƻŦ ƛƴŘŜǇŜƴŘŜƴǘ ǊŜǘŀƛƭŜǊǎΩ 

sales and, on the other hand, the reduction of independent retailer number (due to closure). 
 
 
 

Consumption trends from national studies 

National studies that analysed this issue also confirmed this phenomenon, as emerged in Task 1. More in 
detail: 

Austria: fish purchasing frequency in supermarkets has increased over the last years (2002-2010), while 
purchasing frequency in specialised retail shops remained stable. 
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Netherlands: the main distribution channel is represented by supermarkets, with a growing trend in terms 
of coverage. In 2013, the supermarket segment covered 85% of the market, while in 2006 it was less than 
70%. 

GermanyΥ ōŜǘǿŜŜƴ нлмм ŀƴŘ нлмоΣ ŘƛǎŎƻǳƴǘŜǊǎΩ ǎƘŀǊŜ ƻŦ ŦƛǎƘ ǇǊƻŘǳŎǘǎ ǎŀƭŜǎ ǎƭƛƎƘǘƭȅ ƛƴŎǊŜŀǎŜŘΣ ŦǊƻƳ оф҈ 
to 40% (value). Market share of other large-scale retailers remained stable at 37%, while fishmongers saw 
their share slightly reduced (from 11% to 10%). 

Belgium: FAPs are mainly sold by large retailers with 43,2% of the sales. This share reaches 77,4% if one 
takes into account hard discount and small supermarkets. These retail channels are also showing an 
increasing trend: they accounted for 75,6% of the sales in 2008. Fishmongers account for 12% of the sale 
in 2014 (15,4% in 2008). 

Finland: almost all fishery products, including processed, are sold through supermarkets, hypermarkets 
and other stores belonging to one of the few retail groups that operate in the country. 

France: large-scale retailers are dominant, including for fresh fish. They have a smaller market share for 
frozen fish (50% in value) due to the strong position of retailers specialized in frozen products (31%) and 
also account for a small segment in home delivery (14%). 

Portugal: in 2012, large scale retail became the most dominant sale channel (with 45,6% in value), mainly 
due to the 2010 legislation that allowed such stores to have more flexible opening hours. 

Spain: Large scale retailers cover more than two thirds of the markets (67,3% in volume); the market share 
of specialised shops has decreased between 2010 and 2014 while the market share of supermarkets 
increased. 

Italy: the increasing importance of selling fish and seafood processed products through LSR has been 
ǊŜƎƛǎǘŜǊŜŘ ŀǎ ǿŜƭƭ ŀǎ ŀ ǇŀǊŀƭƭŜƭ ŘŜŎǊŜŀǎŜ ƻŦ ǘƘŜ ŦƛǎƘƳƻƴƎŜǊǎΩ ƳŀǊƪŜǘ ǎƘŀǊŜ. 

 

 

The results in general confirm that [{wǎΩ sales position improved in all EU countries despite the economic 

crisis. It could be argued that a wider availability of farmed and cheaper products4 in LSRs compared to 

fishmongers, who prefer to sell wild and more expensive products, has also contributed to the 

improvement of the market shares of LSR in all EU countries, on top of the increasing presence of fresh 

stands at POs. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
4 {ƻǳǊŎŜΥ {ǘŀƪŜƘƻƭŘŜǊǎΩ ǎǳǊǾŜȅΣ ¢ŀǎƪ н ƻŦ ǘƘŜ ǇǊŜǎŜƴǘ {ǘǳŘȅΦ 
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For the 2005-2014 period, the real expenditure per inhabitant, expressed in PPPs5 has also been analysed. 
The methodology for calculating the indicator is summarised in the following box. 

 

 
 

The trend of the real expenditure per inhabitant in PPPs (as well as the per-capita consumption trends in kg) 
has been calculated for all Member States. The results are presented in the country sheets attached to this 
report. While it is possible to determine this indicator for the whole EU, it is not possible to calculate it based 
on sub-regional aggregates. 

Lƴ ǘƘŜ ƎǊŀǇƘ ōŜƭƻǿΣ ǘƘŜ ŜǾƻƭǳǘƛƻƴ ƻŦ ǘƘŜ ƛƴŘŜȄŜǎ άǇŜǊ ŎŀǇƛǘŀ ŎƻƴǎǳƳǇǘƛƻƴ όYƎΣ ƭƛǾŜ ǿŜƛƎƘǘύέ ŀƴŘ άǇŜǊ ŎŀǇƛǘŀ 
ǊŜŀƭ ŜȄǇŜƴŘƛǘǳǊŜ όtttǎύέ όнллрҐмллύ ŦƻǊ ǘƘŜ 9¦ ŀǊŜ ŎƻƳǇŀǊŜŘΦ 

 
Figure 2 - Per capita consumption (Kg live weight) and per capita real expenditure (PPPs) trends (Index 2005 =100) 

 
 
 
 

5 Purchasing Power Parities 

4.3 Per-capita expenditure trend and comparison with the per-capita 
consumption trend 

The methodology used for calculating the Real expenditure per inhabitant in PPPs includes the following three points: 

1- άtŜǊ ŎŀǇƛǘŀ ǊŜŀƭ ŜȄǇŜƴŘƛǘǳǊŜέ - it has been calculated for each year from 2005 to 2014 by multiplying the 

ǾŀƭǳŜ ƻŦ ǘƘŜ 9¦ ŜȄǇŜƴŘƛǘǳǊŜ ƛƴ ǊŜŀƭ ǘŜǊƳǎ ŦƻǊ ǘƘŜ άǾƻƭǳƳŜ ƛƴŘƛŎŜǎ ƻŦ ǊŜŀƭ ŜȄǇŜƴŘƛǘǳǊŜ ǇŜǊ ŎŀǇƛǘŀ ƛƴ ttt 

ό9¦нуҐмллύέΣ ǎƻǳǊŎŜ Eurostat; 

2- Value of expenditure in real terms in EUR - ƛǘ Ƙŀǎ ōŜŜƴ ŎŀƭŎǳƭŀǘŜŘ ōȅ ŘŜŦƭŀǘƛƴƎ άbƻƳƛƴŀƭ ŜȄǇŜƴŘƛǘǳǊŜ ǇŜǊ 
ƛƴƘŀōƛǘŀƴǘέ όƛƴ 9¦wΣ ǎƻǳǊŎŜ 9ǳǊƻǎǘŀǘύ ƻŦ ȅŜŀǊ ǘ ŦƻǊ ǘƘŜ ŘƛŦŦŜǊŜƴŎŜ όмлл-price annual variation t/t-1) of index 
of fish and seafood prices (source Eurostat). Real expenditure t = Nominal expenditure t*(100-%price var 
t/t -1)/100 ; 

3- άwŜŀƭ ŜȄǇŜƴŘƛǘǳǊŜ ǇŜǊ ƛƴƘŀōƛǘŀƴǘ ƛƴ tttǎά - it has been calculated by multiplying the EU28 expenditure in 

ǊŜŀƭ ǘŜǊƳǎ ƛƴ 9¦w ǿƛǘƘ ǘƘŜ άǾƻƭǳƳŜ ƛƴŘƛŎŜǎ ƻŦ ǊŜŀƭ ŜȄǇŜƴŘƛǘǳǊŜ ǇŜǊ ŎŀǇƛǘŀ όŦƻǊ ŦƛǎƘύ ƛƴ tttέ 
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We can observe that the per capita consumption trend in kg is slightly negative (AAGR = -0,1%), while the per 
capita real expenditure in PPPs trend is basically flat (AAGR = -0,004%). These trends highlight a progressive 
widening of the gap between the two indicators. 

In general, this behaviour supposes an increase of the average unit value of consumption, through a change 
in consumption towards products with higher prices and presumably of higher quality (in a nutshell: less 
quantity of products with low quality/price ratio, more quantity of products with higher quality/price ratio). 

However, in this context as well, the EU average hides different situations: for some Member States, this 
increase in value was actually witnessed, while other countries repositioned towards less qualitative 
products. In some other cases, there was no significant repositioning at all. The table below summarises the 
results of the analysis per Member State grouped in sub-regions. 

 
Table 4 - Change of the average unit value of consumption for Member States in the period 2005-2014 

 

 Increase Reduction No change 

 
 
Eastern EU countries 

Estonia 
Latvia 
Lithuania 
Bulgaria 
Romania 

  
 
Poland 

 
Central EU countries 

Austria 
Hungary 
Slovakia 

 
Czech Republic 

 
Slovenia 

 
Western EU countries 

Ireland 
Germany 
Luxembourg 

 United Kingdom 
Netherlands 
Belgium 

 
Northern EU countries 

Sweden 
Denmark 
Finland 

  

 

 
Southern EU countries 

 

 
Italy 

France 
Greece 
Spain 
Croatia 
Cyprus 
Malta 

 

 
Portugal 

Beyond the trends observed during the 2005-2014 period regarding the repositioning of consumption 
towards products with higher or lower quality, it is useful to carry out the comparison in a static situation. 

With reference to 2013, the following chart highlights the positioning of Member States and sub-regions, 
considering the indices values per capita consumption (Kg live weight equivalent) and per capita household 
expenditure in PPPs. ¢ƘŜ ƛƴŘƛŎŜǎ ƘŀǾŜ ōŜŜƴ ŎŀƭŎǳƭŀǘŜŘ ŎƻǊǊŜƭŀǘƛƴƎ aŜƳōŜǊ {ǘŀǘŜǎΩ ŀƴŘ ǎǳō-ǊŜƎƛƻƴǎΩ ǾŀƭǳŜǎ 
with the EU28=100. 
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Figure 3 - Per capita consumption (Kg live weight) and per capita household expenditure (PPP) index: 

Member states and sub-regions (2013, EU28 =100) 
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On the basis of the graph above, it is possible to formulate the following observations: 

a- Southern EU countries and Northern EU countries rank above the EU average for the two variables 
(more expenditures and more quantity). However: 

¶ The first sub-region (Southern EU) is above the bisector of the chart. Therefore, the index 
of expenditure is higher than the index of quality. This leads to believe that in these 
countries there is a consumption of products with higher average unit value (a higher level 
of price and quality) compared with the EU average. Nonetheless, the positioning of the 
sub-region hides considerable differences among the Member States that compose it. In 
fact, Italy, Spain, Greece and Portugal share the average positioning, while France, Malta, 
Cyprus and Croatia are below the bisector (lower average unit values)6. In addition, Croatia 
has a level of expenditure and consumption lower than the EU average. 

¶ The second sub-region (Northern EU) is almost positioned over the bisector of the chart 
(the expenditure index is equal to the quantity index). This leads to believe that, on average, 
consumed products have the same price/quality levels as the EU average. The positioning 
of the three countries composing the sub-region is rather homogeneous: they are more or 
less aligned along the bisector. 

 
 

 

6 However, Greece and Malta register a positioning a bit abnormal: Greece for expenditure and consumption respectively higher and 
lower than the EU average; Malta is exactly the opposite. 
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b- Western EU countries, Eastern EU countries and Central EU countries are below the EU average for 

both variables. However: 

¶ The Western EU and Eastern EU sub-regions are below the bisector. Therefore, the 
expenditure index is lower than the quantity index. This leads to believe that there is a 
consumption of products with lower average unit value (lower levels of price and quality) 
compared to the EU average. 

As regards the Eastern EU region, the Member States that compose it show different 
positioning: Romania and Estonia are above the bisector while the others are below it, more 
or less strongly. All Member States are within the same quarter, with the exception of Latvia 
and Lithuania, which show an abnormal positioning. 

Also for the Western EU sub-region, the positioning of Member States is defined as follows: 
the United Kingdom, Ireland, Germany and the Netherlands are all positioned below the EU 
average and below the bisector (with the exception of Germany). Belgium and Luxembourg 
are significantly above the bisector, registering higher values (Luxembourg) than the EU 
average or close to it (Belgium). 

¶ The Central-EU sub-region is almost on the bisector of the chart (the expenditure index is 
equal to the quantity index). Therefore, this means that in these countries the consumption 
of products with price/quality levels is aligned with the EU average. The Member States 
that compose it are all within the same quarter and slightly above (Austria, Slovakia) or 
below (Slovenia, Czech Republic, Hungary) the bisector. 

 
 

Results of the analysis above substantially confirm the analysis carried out in each Member State under 

¢ŀǎƪ м όǊŜǾƛŜǿ ƻŦ ǎǘǳŘƛŜǎ ƻƴ C!tǎΩ ŎƻƴǎǳƳǇǘƛƻƴ ŀƴŘ ƳŀǊƪŜǘ ŘŀǘŀύΦ ¢ƘŜǎŜ ǊŜǎǳƭǘǎ ŎƻǳƭŘ ōŜ ǎǳƳƳŀǊƛǎŜŘ ŀǎ 

follows: 

¶ Most Member States positioned below the bisector mainly consume freshwater and 
farmed fish (salmon, carp, pangasius) or wild marine fish with lower average unit value 
(mackerel, cod, hake, Alaska pollock); 

¶ Most Member States above the bisector consume mainly marine fish, often wild (seabass, 
seabream, shrimp, squid, octopus), but also cod, hake and salmon. 
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4.4 Per capita expenditure and Annual Average Growth Rate  

The following chart shows the distribution of Member States according to two variables: 

- άǇŜǊ ŎŀǇƛǘŀ ƘƻǳǎŜƘƻƭŘ ǊŜŀƭ ŜȄǇŜƴŘƛǘǳǊŜέ ƛƴ нллр όǎǘŀǊǘ ƻŦ ǘƘŜ ǊŜŦŜǊŜƴŎŜ ǇŜǊƛƻŘύ ŜȄǇǊŜǎǎŜŘ ƛƴ 9¦wΣ 
and 

- ǘƘŜ ά!ǾŜǊŀƎŜ !ƴƴǳŀƭ DǊƻǿǘƘ wŀǘŜέ ό!!wDύ ƻŦ ŜȄǇŜƴŘƛǘǳǊŜ ōŜǘǿŜŜƴ нллр -2014. 

The purpose is to analyse the differences in the evolution of expenditure for purchasing fishery and 
aquaculture products. 

 
Figure 4 - tŜǊ ŎŀǇƛǘŀ ƘƻǳǎŜƘƻƭŘ ǊŜŀƭ ŜȄǇŜƴŘƛǘǳǊŜ όϵ нллрύ ŀƴ !!Dw ό҈ύΥ aŜƳōŜǊ {ǘŀǘŜǎ ŀƴŘ ǎǳō-regions 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
The chart highlights an inverse ratio between the above variables. Therefore, two opposed groups are clearly 
recognisable: 

- the first group consist of countries of Eastern and Central EU that accessed the EU more recently. In 
this group, the lowest per capita expenditure in 2005 recorded a more rapid development (i.e. higher 
AAGR).7 

- the second group includes most of the Southern EU countries and Belgium. This group, which shows 
the highest per capita expenditure in 2005, recorded very weak or negative growth rates. 

There is actually a third group, which includes most of the other countries, regardless of their geographical 
location, presenting a per capita expenditure in 2005 slightly below the EU average and a limited evolution 
in consumption. 

 
 
 
 
 

 

7 However, the per capita expenditure trend in Romania suggested a problem of reliability for 2005 and 2008-2009. 
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5 YƴƻǿƛƴƎ ŎƻƴǎǳƳŜǊǎΩ habits  

¢Ƙƛǎ ŎƘŀǇǘŜǊ ƛƴǾŜǎǘƛƎŀǘŜǎ ŎƻƴǎǳƳŜǊǎΩ Ƙŀōƛǘǎ ǊŜƎŀǊŘƛƴƎ C!tǎΣ ōƻǘƘ ƛƴ ǘŜǊƳǎ ƻŦ consumption frequency and 
preferences for the different aspects of products, namely type of products, characteristics of products 
according to the origin (marine or freshwater) and the type of production (wild or farmed). 

In addition, the chapter examines the preferences in terms of presentation (loose or pre-packed) and the 
habits in terms of where purchases of fishery and aquaculture products mainly occur. 

The numerical information (percentages) originates from data elaborated from the Eurobarometer survey. 
Findings are compared with information from the othŜǊ ¢ŀǎƪǎΣ ŀƴŘ ƛƴ ǇŀǊǘƛŎǳƭŀǊ ŦǊƻƳ ¢ŀǎƪ н ό{ǘŀƪŜƘƻƭŘŜǊǎΩ 
survey). 

 

 

5.1 Regular consumers Vs non-consumers  

The first issue regards the consumption frequency of the entire population (over the age of 15), regardless 
of their level of consumption. 

Below, two charts have been elaborated, which analyse the following aspects: 

­  The Member State positioning and the grouping in sub-regions; 

­ The positioning of members of different age groups and different socio-professional conditions8 

The two parameters of the chart represent: 

­ The regular consumers of FAPs: namely the percentage of the entire sample consuming FAPs at least 
once a month. Therefore, occasional consumers who consume FAP rarely are excluded; 

­  The non-consumers: namely the percentage of the entire sample not consuming FAPs at all. 

In the positioning charts below, four quarters have been identified, and they are defined through the 
intersection of respective percentages of regular consumers and non-consumers for the entire EU sample 
(72% and 13% respectively). 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

8 These two parameters have been analysed because they resulted to be the most significant compared to the others of the 
Eurobarometer survey. In particular, the division of sample for gender does not show (at EU average) substantial differences. 
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Figure 5 - Regular consumers versus non consumers 
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(*) SE = Self-employed; M = Manager; OWC = Other white collar; MW = Manual worker; HP = House person; U = Unemployed; R= 
Retired; S = Student 
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As regards the positioning of Member States and sub-regions, the chart highlights that some Member States 
of the Northern and Southern sub-regions show the highest percentage of regular consumers (it is maximum 
in Spain). In this group there are also Member States showing a per capita consumption lower than the EU 
average (for example: Estonia, Denmark, Finland and Greece). On the other side, there is a group of Member 
States, together with the Central EU sub-region, with the highest percentage of non-consumers and the 
lowest of regular consumers (it is maximum in Hungary). This group consists also of Member States 
expressing a higher per capita consumption compared to the EU average (e.g. Italy). 

Based on the results of the positioning, Member States have been divided into four groups. Grouping criteria 
are not based on the geographical location but on combinations of different ranges (defined hypothetically) 
of percentages of regular consumers and non-consumers. 

Regardless of the consumption level and/or the per capita expenditure, these groups could represent specific 
targets, to which it could be possible to address policy actions. 

 
 

Table 5 ς aŜƳōŜǊ {ǘŀǘŜǎ ǇƻǎƛǘƛƻƴƛƴƎ ŀŎŎƻǊŘƛƴƎ ǘƻ ǘƘŜ ǘǿƻ ǇŀǊŀƳŜǘŜǊǎΥ ά҈ wŜƎǳƭŀǊ ŎƻƴǎǳƳŜǊǎέ όw/ύ ŀƴŘ ά҈ bƻƴ-ŎƻƴǎǳƳŜǊǎέ όbύ 
 

RC >80% 
N < 10% 

60% < RC < 80% 
N <10% 

60% < RC < 80% 

N >10% 

RC < 60% 

N > 10% 

Spain 

Sweden 

Denmark 

Estonia 

Finland 

Netherland 

Cyprus 

Lithuania 

France 

Greece 

Latvia 

Luxembourg 

Belgium 

United Kingdom 

Portugal 

Malta 

Poland 

Slovenia 

Croatia 

Germany 

Italy 

Romania 

Ireland 

Bulgaria 

Czech Republic 

Slovakia 

Austria 

Hungary 

 

 

 

As regards the positioning of the two socio-demography parameters, the chart (EU average data) shows that: 
 

 

9 /ŀƳǇŀƛƎƴǎ ŎŀǊǊƛŜŘ ƻǳǘ ƛƴ .ǳƭƎŀǊƛŀΣ 9ǎǘƻƴƛŀΣ 5ŜƴƳŀǊƪΣ ŀƴŘ DŜǊƳŀƴȅ ŘƛǊŜŎǘƭȅ ǘŀǊƎŜǘŜŘ ǘƘŜ ƛƳǇǊƻǾŜƳŜƴǘ ƻŦ ǘƘŜ ǇǊƻŘǳŎǘǎΩ ƛƳŀƎŜ ōȅ 
informing consumers about the health benefits and high value of fishery and aquaculture products and reducing prejudices against 
the products (such as negative perceptions related to aquaculture products). 

In some Member States of the Eastern, Western, Central and Northern sub-regions, some promotional 
campaigns (analysed in depth in Task 39) were carried out that aimed at improving the image of fishery 
and aquaculture products and also at improving the FAP penetration rate (i.e. increase of regular 
ŎƻƴǎǳƳŜǊǎΩ ǇŜǊŎŜƴǘŀƎŜύΦ 

Only some countries in the Southern EU sub-region (Italy, Spain, Portugal, and France) did not have 
campaigns directed at improving the image of fisheries and aquaculture products, presumably because 
consumers in those countries already have a positive image of fish products. 
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­ The consumption frequency is positively correlated with age (i.e. the older, the higher frequency): 
all age groups above 44 years are located in the second quarter (higher frequency of regular 
consumers and lower percentage of non-consumers). On the contrary, all age groups up to 45 years 
are located in the fourth quarter (with higher percentage of non-consumers and lower frequency of 
regular consumers). Young people (15-24 years) are the age group with the highest percentage of 
non-consumers. 

­ Young people (15-24 years) are mainly composed of students, while managers and retired people 
show the highest frequency and lowest percentage of non-consumers. Therefore, it is evident the 
correlation between age, social position and higher consumption; 

­ In general, the upper classes (Managers, self-employed) consume FAPs more often than other 
classes with lower economic availabilities (students, unemployment, manual workers). 

 
Therefore, the adulthood and higher economic availabilities, connected with the professional condition, 
represent the two variables that mostly maximize the consumption frequency. On the contrary, the young 
age and lower economic availabilities, connected with the professional condition, represent the two 
variables that mostly maximized the non-consumption. 

It has to be highlighted that the difference surveyed at EU level between youngest and eldest in terms of 
consumption frequency has also been identified at Member State level. In fact, the Eurobarometer analysis 
carried out for each Member State on classes 15-24 years old for young people and over 55 years old for 
elder shows that: 

 
¶ In all Member States, the percentage of regular consumers > 55 years is higher than the national 

average of regular consumers, excluding Hungary, Slovenia, Germany and Italy; 

¶ In all Member States, the percentage of regular consumers in the class 15-24 is lower than the 

national average of regular consumers, except in Hungary, Slovakia and Germany. 
 

The analysis of literature carried out in Task 1 shows that consumption across socio-demographic groups 
has been analysed only in 13 Member states. 

These ǎǘǳŘƛŜǎ ōǊƻŀŘƭȅ ŎƻƴŦƛǊƳ ǘƘŜ 9ǳǊƻōŀǊƻƳŜǘŜǊΩǎ ǊŜǎǳƭǘǎ, with only few exceptions. In fact, it emerges 
that consumption (and/or consumption frequency): 

1. is highest in groups of people with higher education and higher income (and standard of living) 
(Latvia, Poland, Czech republic, Sweden, Spain) 

 
An exception is Croatia, for which there is no relationship between social status, educational level 
and frequency of fish consumption. Partly, also Greece should be considered as an exception, for 
which the cluster with lower income purchases fish at a higher frequency (1-2 times per week, vs 
1-2 times per month for the group with higher income. 

Furthermore, in some countries consumption frequencies and the penetration rate are changing. 
FoǊ ƛƴǎǘŀƴŎŜΣ ƛƴ ǘƘŜ /ȊŜŎƘ wŜǇǳōƭƛŎΣ άconsumers are expected to change consumption habits due 
to factors such as increasing focus on health and healthy diets encouraged by government 
initiatives, in particular households with children as these consumers seems to have a significant 
ƭŜǾŜƭ ƻŦ ŘƛǎǇƻǎŀōƭŜ ƛƴŎƻƳŜέ 

2. is highest for elder people and lowest for younger people (Poland, Slovenia, Netherlands, 
Belgium, Finland, France) 
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The critical positioning of young people (students) is to be stressed, due to the large distance with the EU 
average. 

 

 

 

The purpose of this section is to verify the possible existence of a relationship between consumption 
frequency (percentage of regular consumers, who consume FAPs at least once a month) and the quantity of 
FAPs consumed (kg per capita, in live weight equivalent). 

The following chart shows that: 

- This relationship exists and is positive: in general, when the percentage of regular consumers 
increases, also the average per-capita consumption increases; 

- The relationship is not άƭƛƴŜŀǊέΥ in general, when the percentage of regular consumers increases, the 
average per-capita consumption increases more than proportionally. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

10 The objectives were to teach young people about the nutritional value of fish products, how to recognise different fish species, 
and the differences between marine and farmed fish. Various specialised projects were presented in kindergartens, schools, 
universities, which included presentations by nutritional experts, tasting events, competitions, excursions to fisheries companies, 
and other activities. 

The criticality of the young segment is confirmed in the results of the survey on stakeholders, which 
highlights that, for some retailers, the development of the consumption for youngest population is a key 
challenge in the long term. 

The perception of this criticality induced the majority of Member States to undertake campaigns and 
promotional activities aimed at educating young people and increasing the awareness of fishery products 
among younger and children. 

These campaigns, which often saw the involvement of kindergartens, schools, universities, were carried 
out in Poland, Romania, Latvia, Bulgaria, Germany, Hungary, Denmark, Sweden, France, Greece, 
Portugal, Spain, Italy, Cyprus and Malta. In some instances, campaigns underlined the linkages between 
consumption of fish and health (Task 3)10. 

5.2  Relationship between 
consumption 

consumption frequency and per-capita 
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Figure 6 - Relationship between consumption frequency and per-capita consumption 
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5.3 /ƻƴǎǳƳŜǊǎΩ ǇǊŜŦŜǊŜƴŎŜǎ ŀōƻǳǘ FAPs  

¢ƘŜ ǎŜŎƻƴŘ ƛǎǎǳŜ ƛƴǾŜǎǘƛƎŀǘŜŘ ǊŜƭŀǘŜǎ ǘƻ ŎƻƴǎǳƳŜǊǎΩ ǇǊŜŦŜǊŜƴŎŜǎ ǊŜƎŀǊŘƛƴƎ FAPs. We analysed purchasers of 
FAPs11. 

Preferences are analysed under different perspectives: 
1. Preferences about the product. In particular, preferences about the preservation states (i.e. fresh 

fish, frozen products, etc.); preferences about the production method (wild vs farmed products) and 

preferences about marine vs freshwater origin. 

2. Preferences about the ǇǊƻŘǳŎǘǎΩ Ƴŀƛƴ ǇǊŜǎŜƴǘŀǘƛƻƴǎ (loose vs pre-packed). 

3. Habits about the C!tǎΩ ǇƭŀŎŜǎ ƻŦ ǎŀƭŜ (POS). 
 
 

5.3.1 Preferences about the product 

The present analysis is based on the combination of the percentages of purchasers reporting to buy FAPs 
often / never12. 

It is worth highlighting that the analysis has some limits, notably: 

­ The never concept has a well-ŘŜŦƛƴŜŘ άŘƛƳŜƴǎƛƻƴέ όƴŜǾŜǊ ƳŜŀƴǎ ȊŜǊƻύΣ ǿƘƛƭŜ ǘƘŜ often concept is 

non-dimensional and can vary depending on the person interviewed. 

­ ¢ƘŜ ƴǳƳōŜǊ ƻŦ άoftenέ ŀƴǎǿŜǊǎ ŘŜǇŜƴŘǎ ƻƴ ǘƘŜ ǘȅǇŜǎ ƻŦ ǇǊƻŘǳŎǘǎ ƛƴ ǘŜǊƳǎ ƻŦ ǇǊŜǎŜǊǾŀǘƛƻƴ ǎǘate: 

fresh products are purchased with more frequency than others, as their shelf life is shorter. 

Bearing in mind these limits, the following chart shows the different positioning of seafood products at EU 
level: 

 
 
 
 

11 Clearly the number of buyers is lower than the number of consumers. 
12 hƴƭȅ C!tǎΩ ǇǳǊŎƘŀǎŜǊǎ ŀǊŜ ŀƴŀƭȅǎŜŘΣ ǎƻ ǘƘŜ ŀƭǘŜǊƴŀǘƛǾŜǎ άƻŦǘŜƴ κ ƴŜǾŜǊέ Ƨǳǎǘ ǊŜŦŜǊ ǘƻ ǘƘŜ ǇǳǊŎƘŀǎŜ ƻŦ ǘƘƻǎŜ ǎǇŜŎƛŦƛŎ C!tǎ ǳƴŘer 

analysis. 
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Figure 7 - άwŜƎǳƭŀǊ ǇǳǊŎƘŀǎŜǊǎέ Ǿǎ άbƻƴ-ǇǳǊŎƘŀǎŜǊǎέΣ ōȅ ǇǊƻŘǳŎǘ ǘȅǇŜ ό҈ ƻƴ ǘƻtal purchasers, EU averages) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

The resulting data allows making the following conclusions: 

­ Tinned, frozen and fresh products have a higher percentage among regular purchasers compared 
with non-purchasers. This is particularly true for fresh products, which have a very low percentage 
(less than 15%) among non-purchasers. In any case, the percentage of purchasers buying often the 
different types of FAPs is quite low, as its peak value is only 35% (for fresh products). 

­ On the other hand, for smoked and breaded products, the percentage on non-purchasers is higher 
than that of regular purchasers. For breaded products, the percentage of non-purchasers is around 
30%, while it is 10% for regular purchasers. As a consequence, the purchase (and household 
consumption) of smoked and breaded fishery and aquaculture products is occasional, as it is not 
ǿƛǘƘƛƴ ǘƘŜ άŦƻƻŘ-Ƙŀōƛǘǎέ ƻŦ 9¦ ŎƛǘƛȊŜƴǎΦ 

Based on averages at EU level, for each type of product we elaborated the following charts showing: 

V The positioning of Member States (Member States) and sub-regions, in terms of difference with 
respect to the EU28 averages (EU28 average = 0 for both variables) 

V The positioning of people interviewed based on their class of age and socio-professional category in 
terms of difference with respect to the EU28 averages (EU28 average = 0 for both variables) 

While examining the charts below, it should be considered that: 

- each Member State has a different percentage of regular purchasers (the highest being in Spain, the 
lowest in Hungary) 

- each Member State has a different structure in terms of class of age and socio-professional 
categories. 
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Figure 8 - Regular purchasers vs non-purchasers, by product type (differences with the EU average) 

By Member State By age class and socio-professional category 
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(*) SE = Self-employed; M = Manager; OWC = Other white collar; MW = Manual worker; HP = House person; U = Unemployed; R= Retired; S = Student 
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At Member State and sub-regional levels, the resulting data leads to the following conclusions: 

­ In general, the divergence of each Member State from the EU average is significant, sometimes 
higher than 30% or 40% (e.g. fresh products regularly purchased in Spain; smoked products never 
purchased in Hungary, etc.). 

­ With few exceptions, the positioning of each Member State belonging to the same sub-region can be 
very different, as the regular purchases and/or the absence of purchases of the different product 
types are based on the consumer habits of a single Member State (e.g. sardine or canned tuna are 
purchased very often in Spain, while their purchases in Greece is very rare). Therefore, the 
aggregation in terms of geographical areas is not the best way to explain the phenomena under 
analysis. 

As regards the single product types: 

­ For fresh products, some of the Southern EU countries are positioned in the 2nd ǉǳŀǊǘŜǊ όάƻŦǘŜƴέ ƛǎ 
above the EU average and άƴŜǾŜǊέ ƛǎ below it). This is particularly true for Spain, Greece, Cyprus and 
tƻǊǘǳƎŀƭΣ ǿƘŜǊŜ ǘƘŜ άƻŦǘŜƴέ ŎŀǘŜƎƻǊȅ ƛǎ ƳƻǊŜ ǘƘŀƴ нл҈ ƘƛƎƘŜǊ ǘƘŀƴ ǘƘŜ 9¦ ŀǾŜǊŀƎŜ ŀƴŘ ǘƘŜ άƴŜǾŜǊέ 
category is 10% lower than the EU average. On the other hand, Germany and Austria are the Member 
States showing the highest differences compared to the EU average, as άƻŦǘŜƴέ purchasers are more 
than 20% lower ŀƴŘ άƴŜǾŜǊέ ǇǳǊŎƘŀǎŜǊǎ ŀǊŜ ƳƻǊŜ ǘƘŀƴ мр҈ ƘƛƎƘŜǊ ǘƘŀƴ ǘƘŜ 9¦ average. 

­ For frozen products, Sweden has the highest frequency of regular purchasers (more than 20%) and 
the lowest of non-purchasers (less than 6%). The opposite is reported for some Eastern EU countries 
(Estonia, Latvia) and Central EU countries (Slovenia and Hungary). 

­ For smoked/dried products, the United Kingdom and most of all Denmark are the Member States 
with the highest frequency of regular purchasers and the lowest of non-purchasers (for DK, more 
than 25% and less than 10%, respectively). On the other hand, in some Central EU countries (Hungary 
ŀƴŘ {ƭƻǾŜƴƛŀύΣ ǘƘŜ άƴŜǾŜǊέ ŎŀǘŜƎƻǊȅ ƛǎ ƳƻǊŜ ǘƘŀƴ ол҈ ƘƛƎƘŜǊ ǘƘŀƴ ǘƘŜ 9¦ ŀǾŜǊŀƎŜΣ ǿƘƛƭŜ ǊŜƎǳƭŀǊ 
purchasers are about 10% lower. 

­ For tinned products, Member States belonging to the same sub-region show very different 
ǇƻǎƛǘƛƻƴƛƴƎΦ CƻǊ ŜȄŀƳǇƭŜΣ aŀƭǘŀ ŀƴŘ {Ǉŀƛƴ ǎƘƻǿ ǘƘŜ ƘƛƎƘŜǎǘ ǇŜǊŎŜƴǘŀƎŜ ƻŦ ǘƘŜ άƻŦǘŜƴέ ŎŀǘŜƎƻǊȅ ŀƴŘ 
ǘƘŜ ƭƻǿŜǎǘ ƻŦ άƴŜǾŜǊέ ǿƛǘƘ ǊŜǎǇŜŎǘ ǘƻ ǘƘŜ 9¦ ŀǾŜǊŀƎŜ όŦƻǊ aŀƭǘŀΣ ƳƻǊŜ ǘƘŀƴ ол҈ ŀƴŘ мл҈Σ 
respectively); Greece has a positioning below 15% within the άƻŦǘŜƴέ category and above 15% for the 
άƴŜǾŜǊέ ŎŀǘŜƎƻǊȅ ŎƻƳǇŀǊŜŘ ǘƻ ǘƘŜ 9¦ average. 

­ For breaded products, the UK has an abnormal positioning compared to other Member States, with 
ŀ ǇŜǊŎŜƴǘŀƎŜ ƻŦ άƻŦǘŜƴέ ǿƘƛŎƘ ƛǎ ƳƻǊŜ ǘƘŀƴ мр҈ ŀōƻǾŜ ǘƘŜ 9¦ ŀǾŜǊŀƎŜ ŀƴŘ ŀ ǇŜǊŎŜƴǘŀƎŜ ƻŦ άƴŜǾŜǊέ 
below 15%. This could be partly explained by the popularity of fish and chips in the country. Greece, 
Slovenia, Lithuania and Spain have opposite positioning. 

 
 

If we look at socio-demographic categories, the differences between each class and the EU average are quite 
limited (± 6%), with the exception of fresh and breaded products. 

Nevertheless, the combined analysis of preferences for the different product types shows that young people 
(and students) purchase few fresh products, as they prefer frozen and processed products (smoked/ dried 
and breaded products). On the other hand, adults and old people prefer fresh fish and limit the purchase of 
processed products. 

As regards socio-professional categories, besides the combinations young/student and old/retired, managers 
and self-employed are positioned in the 2nd  quarters of the charts όάƻŦǘŜƴέ is above the EU average and 
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άƴŜǾŜǊέ ƛǎ ōŜƭƻǿ ƛǘύΦ ¢Ƙƛǎ ƛǎ ǘǊǳŜ ŦƻǊ ŀƭƳƻǎǘ ŀƭƭ ǘȅǇŜǎ ƻŦ ǇǊƻŘǳŎǘǎΣ ǿƛǘƘ ǘƘŜ ƻƴƭȅ ŜȄŎŜǇǘƛƻƴ ƻŦ ǘƛƴƴŜŘ ǇǊƻŘǳŎǘǎΣ 
ǿƘƛŎƘ ǎƘƻǿ ŀ Ǉƻǎƛǘƛƻƴ ƻŦ ƳŀƴŀƎŜǊǎ ŀōƻǾŜ ǘƘŜ 9¦ ŀǾŜǊŀƎŜ ŦƻǊ ōƻǘƘ άƻŦǘŜƴέ ŀƴŘ άƴŜǾŜǊέΦ 

Unemployed people prefer frozen and tinned products as they are cheaper, while they limit their purchases 
(or do not purchase at all) fresh and smoked products, which are generally more expensive. 

Based on the results above, there are specific άǘŀǊƎŜǘǎέ of combinations Often/Never which can be identified 
for each product type. This is linked to age classes and socio-professional categories, which are in turn related 
to socio-economic and cultural classes (e.g. young student vs old retired; manual workers and unemployed 
vs managers and self -employed). 

 
 

hƴƭȅ ŦŜǿ ƴŀǘƛƻƴŀƭ ǎǘǳŘƛŜǎ ό¢ŀǎƪ мύ ǘŀŎƪƭŜŘ ǘƘŜ ƛǎǎǳŜ ƻŦ ŎƻƴǎǳƳŜǊǎΩ ǇǊŜŦŜǊŜƴŎŜǎ ŦƻǊ ǘƘŜ ŘƛŦŦŜǊŜƴǘ ǇǊƻŘǳŎǘǎ 
categories, and only in absolute terms and not in terms of purchase frequency. 

Most of these confirmed the indications provided by Eurobarometer about an overall preference of 
consumers towards fresh fish, even if some changes are ongoing. More in detail: 

- Estonia: people still prefer fresh fish. The consumption of smoked and salted fish has   increased. 
The popularity of frozen fish has not increased. 

- Ireland: Studies of consumer habits show increasing interest for fresh consumption, while 
available market data figures show an opposite trend: increase for frozen products, decrease for 
fresh ones (2015 vs 2014), with ready-to-cook frozen products being the main driver behind this 
trend. 

- Belgium: Fresh fish is preferred. Almost all segments increased, at the exception of frozen fish. 
- Sweden: consumers are positive towards fresh fish, although they perceive that category to be 

less available than other fish presentations. 
- France: Fresh products dominate the market. 
- Croatia: 91% of consumers prefer fresh to frozen fish. 

In other countries the situation is more controversial. More in detail: 

- Poland: Over 45% of consumers prefer to buy fresh and frozen fish (frozen fish has been slightly 
decreasing) while the rest gives preference to processed products. 

- Slovenia: Frozen fish took has become more common than fresh mainly due to the modern 
lifestyle and the relatively easy accessibility of frozen fish, as these products are available in almost 
every store. 

- Finland: Preserved (canned) FAPs increased. 
- Portugal: consumption of frozen products and ready-to-cook meals has increased, not only 

because of the economic crisis (fresh/chilled fish are generally more expensive), but also because 
lifestyles have changed. 

As regards preferences under a socio-demographic point of view, only a study in Latvia tackled the issue, 
from which it is possible to deduce (in line with Eurobarometer findings) that households with higher 
income prefer fresh and smoked fish; households with lower income tend to buy cured fish. Fish sticks are 
also popular among Latvian youngsters. 

 
 

The survey carried out with retailers highlighted that fresh, frozen and processed products are an 
important factor for the purchase of fishery and aquaculture products, as each of the presentations or 
retail methods constitutes a specific segment with specific market trends. 

Fresh and convenient products show positive market trends while frozen seafood faces more difficulties. 
Loose and pre-packed fresh products both register increases (particularly pre-packed products). 
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5.3.2 Preferences about wild vs farmed FAPs and marine vs freshwater FAPs 

In this paragraph, we analysed the preferences of purchasers about two features of the products: 

V the production method (wild vs farmed products); 

V marine vs freshwater origin. 

The results of the analysis carried out with specific focus to the production method are shown in the charts 
below, where Member States are positioned in comparison with the EU average. The percentages of 
purchasers expressing no preferences are also shown. 

The fresh fish counter is an asset for the points of sale (POS) to attract consumers. However, this implies 
important costs (space, logistics, staff) that not all POS can bear. 
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Figure 9 - Preferences about production method 

By Member State and Sub-region By age class and socio-professional category 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 
(*) SE = Self-employed; M = Manager; OWC = Other white collar; MW = Manual worker; HP = House person; U = Unemployed; R= Retired; S = Student 
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The first aspect emerging from the analysis is that few purchasers expressed a preference: only for 5 
Member States (all belonging to the South-EU area) and in one sub-region (South) the 50% threshold was 
exceeded. On the other hand, for the Czech Republic, Slovakia and Bulgaria the peak was at 30%. Similarly, if 
we look at socio-demographic categories, no category exceeds the 50% threshold, and young (student) are 
few points above 30%. 

Among purchasers expressing a preference, wild fish is significantly preferred (around 34% at EU level, while 
farmed products are at 8%). If we look at this from a geographical perspective, most of Southern EU countries 
prefer wild fish, along with all Northern EU countries. On the other hand, most of Central EU countries 
(landlocked) and some Eastern EU countries (Poland and Romania) express high percentages of preference 
for farmed products, although they still prefer wild products. 

The preferences show very different values for different age classes. Indeed, young people tend have a 
preference for farmed products that is higher than the EU average, while older people prefer wild fish. In 
terms of socio-professional categories, students (young) and other categories show a preference for farmed 
products similar to the EU average, while preference for wild fish varies between 32% and 39% with respect 
to the EU average. 

 
 

Only in eight Member States national studies (Task 1) compared the consumption of wild vs farmed fish, 
albeit not in a homogeneous way. For 5 Member States, the preference towards wild fish is clear 
(Lithuania, Portugal, Spain, Croatia and Greece). On the other hand, studies confirmed a higher habit 
towards farmed fish in the Netherlands (as a possible result of the replacement of wild catches with fish 
from aquaculture) and in Finland (farmed salmonids dominate consumption). 

In Romania, 72% of consumers do not know if the fish they buy has been farmed or caught. 

A study carried out in Portugal highlights that, despite the increasing importance of frozen fish products 
in the Portuguese diet, fresh/chilled fish products represent the main culinary choice, underlining a low 
interest for processed products. This preference is suggested by the perception of loss of the original and 
natural characteristics of the fish product: the longer distance between the fisherman and the consumer 
and the higher uncertainty in terms of safety, quality and nutritional features. 

Furthermore, a study in Greece identified two consumers groups, the first one with lower educational level 

and income (low potential aquaculture consumers), the second one with higher educational level and 

higher incomes (high potential aquaculture consumer), in contrast with general findings at EU level of the 

Eurobarometer survey. 
 

 

Consumers preferences, more orientated towards wild fish, are not the same of LSR. Indeed, the 

ǊŜǘŀƛƭŜǊǎΩ survey shows that the majority of LSR (54%) purchase more farmed than wild FAPs, in particular 

in Central, Eastern and Northern EU13. On the other hand, there is a balanced supply between fishery and 

aquaculture products for 21% of the Western LSR. Fishery products are dominant for 25% of LSR only, in 

particular in Southern EU LSR, where they dominate in 44% of LSR. 
 

¢ƘŜ ƛƳǇƻǊǘŀƴŎŜ ƻŦ ŀǉǳŀŎǳƭǘǳǊŜ ǇǊƻŘǳŎǘǎ ƛǎ ƭƛƴƪŜŘ ǘƻ ǊŜǘŀƛƭŜǊǎΩ ǊŜǉǳƛǊŜƳŜƴǘ ƻŦ ŀǾŀƛƭŀōƛƭƛǘȅ ƛƴ ǘƘŜ ǎǳǇǇƭȅ. 

Indeed, aquaculture production allows regular supplies year-long with stable prices, while the availability 

of wild seafood depends on stock evolutions, seasonal phenomena and climatic events. 
 
 
 

13 The largest share for aquaculture product is 85% (for Northern LSR), in relation with the importance of salmon in this area. 
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As regards the marine vs freshwater origin, the percentage of purchasers expressing a preference is more 
limited compared to aquaculture vs wild. In this case, more than 50% of purchasers interviewed have 
expressed a preference in 10 Member States, but only in one area (the South area) and only by two classes 
of age (the elder ones). 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

14 Nonetheless, while supply and selling policies that favour farmed products are declared by LSR, they are not necessarily envisaged 
by traditional retailers (fishmongers, specialist shops). Indeed, for them it could be more convenient to choose the wild fish 
segment, in order to reduce the competition with LSR. 

Therefore, the share of farmed products increased between 2010 and 2015 for most retailers (56%), 

while the ratio wild / farmed products remained stable for 44% of them. 

Furthermore, it should be considered that the ŀŎǘǳŀƭ ŎƻƴǎǳƳŜǊǎΩ ōŜƘŀǾƛƻǳǊΣ ōŜȅƻƴŘ ǘƘŜƛǊ ƛƴŘƛǾƛŘǳŀƭ 

preferences, is piloted by LSR choices (consumers buy what is offered)14. In addition, ǎǳǇǇƭƛŜǎΩ continuity 

and stability are crucial for LSR (but not for consumers). Therefore ǎǳǇǇƭƛŜǎΩ Ŏƻƴǘƛƴǳƛǘȅ ŀƴŘ ǎǘŀōƛƭƛǘȅ 

have no impact on the total consumption of FAPs. 

As regards the short-term evolution expected, the ratio fishery/aquaculture should be stable for 50% of 
the LSR between 2015 and 2020. An increase of farmed products is expected in 67% of the LSR in Western, 
Central and Southern regions, and in 30% of the LSR in Northern and Eastern regions. On the other hand, 
the ratio is expected to remain stable for 44% of the LSR compared with the last five years. None of the 
retailers expects an increase of the share of wild products. 
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Figure 10 - Preferences about product origin 

By Member State and Sub-region By age class and socio-professional category 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 
 

(*) SE = Self-employed; M = Manager; OWC = Other white collar; MW = Manual worker; HP = House person; U = Unemployed; R= Retired; S = Student 
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From the above it emerges that, for interviewees expressing preferences: 

­ all Southern EU countries prefer marine fish (preferences for freshwater products are lower than 
5%), while also in this case the majority of Central and Eastern EU countries prefer freshwater fish 
more than the EU average. In Romania, Slovakia, Czech Republic, Austria and mainly in Hungary 
freshwater fish are the favourite (in Hungary, at 37% against 13% for wild fish). The geographical 
aspect is also important in this case, as these countries are landlocked. Furthermore, established 
food habits may determine these preferences. 

­ If we look at socio-demographic classes, the differences with respect to the EU average are more 
limited and scattered. Again, young people (students) have different preferences, with a lower level 
of preference for marine fish, while they are at the average for freshwater products. 

 
 

The combined analysis of preferences results about production method (wild vs aquaculture) and marine vs 
freshwater origin shows that: 

­ Those not expressing preferences about production method do not express preferences about wild 
vs freshwater origin either. Basically, for this type of buyers, these aspects do not drive their 
purchases of FAPs. Other factors (e.g. price) play a more important role. 

­ Those preferring marine fish also prefer wild fish: this suggests that theǊŜ ƛǎ ŀ άƳŜƴǘŀƭέ ƭƛŀƛǎƻƴ 
between these 2 categories for the subjects interviewed. 

 

Only in three Member States national studies in Task 1 compared marine vs freshwater fish consumption, 
even if not in a homogeneous way. 

Preferences for marine fish are strong in Slovenia, but more than what surveyed by Eurobarometer (77,9% 
of adults preferred marine fish while the 22,1% preferred freshwater fish). 

On the other hand, freshwater fish are preferred in Austria (the consumption of freshwater species has 
increased more than the average) and in Finland (salmonids dominate consumption). In both cases, 
Eurobarometer data are confirmed. 
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5.3.3 tǊŜŦŜǊŜƴŎŜǎ ŀōƻǳǘ ǇǊƻŘǳŎǘǎΩ Ƴŀƛƴ presentations 

¢Ƙƛǎ ǇŀǊŀƎǊŀǇƘ Ƴŀƛƴƭȅ ŎƻƴŎŜǊƴǎ ǘƘŜ ǇǳǊŎƘŀǎŜǊǎΩ ǇǊŜŦŜǊŜƴŎŜǎ ōŜǘǿŜŜƴ ƭƻƻǎŜ ŀƴŘ ǇǊŜ-packed FAPs. 

 
Figure 11 - Preferences abouǘ ǇǊƻŘǳŎǘǎΩ Ƴŀƛƴ ǇǊŜǎŜƴǘŀǘƛƻƴǎ 

 
By Member State and Sub-region 
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By age class and socio-professional category 
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(*) SE = Self-employed; M = Manager; OWC = Other white collar; MW = Manual worker; HP = House person; U = Unemployed; R= 
Retired; S = Student 

 

 
The resulting data allows making the following conclusions: 

­ The preference for pre-packed products prevails in landlocked (or with short coastlines) Central EU 
countries, as well as in the UK and Belgium. 
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­ The preference for loose products prevails in Southern countries, as well as in other countries with 
long coastlines (Ireland, Poland, Finland, Romania and some Eastern EU countries). 

­ The preference for pre-packed vs loose products is linked to the proximity of the sea. Indeed, as 
highlighted in the next chapter, in countries with a long coastline there are more fishmongers or 
specialist shop (selling mostly loose products). 

The preferences show very different values for different socio-demographic classes: 

­ Young people (and students) prefer pre-packed products. This is linked to the inclination towards 
innovation and their preference for frozen products; 

­ Aged people (with a low education level), retired and house persons prefer loose products. These 
categories are generally more conservative and less open to innovations. 

Again, the preferences derive from the different lifestyles and cultural aspects. 
 
 

Preferences between pre-packed and loose products is analysed by national studies only in four Member 
States (Task 1). 

In three out of four countries (Austria, Ireland and Germany), the preference for pre-packed products is 
clear and presents a growing trend. For Austria and Germany, this is consistent with Eurobarometer 
results, while it is less consistent for Ireland. 

In Poland, the situation is more complex, especially for frozen fish (Though most of the frozen fish comes 
ǇŀŎƪŜŘΣ ŀ ƭƻǘ ƻŦ ŎƻƴǎǳƳŜǊǎ ǎǘƛƭƭ ǇǊŜŦŜǊ ǘƻ ōǳȅ άƭƻƻǎŜέ ŦƛǎƘ ōȅ ǿŜƛƎƘǘύΦ ¢Ƙƛǎ ǎŜŜƳǎ ǘƻ ōŜ ŎƻƴǎƛǎǘŜƴǘ ǿƛǘƘ 
9ǳǊƻōŀǊƻƳŜǘŜǊΩǎ ǊŜǎǳƭǘǎΦ 

 
 

The survey of retailers confirms the Eurobarometer findings: most LSR sell fresh fish, mostly pre-packed. 

Therefore, ǇǳǊŎƘŀǎŜǊǎΩ habits depend on such supply type, especially in those Member States with a large 

number of supermarkets and hypermarkets. On the other hand, the loose fresh fish counters are more 

common in Southern countries, also within LSR (please see the chart on main places of sale in the next 

chapter). 
 

 

Results of LSR interviews show a stronger growth of the pre-packed products market with respect to 

loose products (albeit also increasing) during 2010-2015. 
 

It is expected that both segments will see increases in the future, especially pre-packed as it can still meet 

ŎƻƴǎǳƳŜǊǎΩ ŜȄǇŜŎǘŀǘƛƻƴǎ ŀōƻǳǘ ŦǊŜǎƘƴŜǎǎ ŀƴŘ ŎƻƴǾŜƴƛŜƴŎŜΦ 
 

These conclusions should however be treated carefully, since they derive from the experience and 

expectations of LSR, and not of retail operators in general (LSR + traditional shops) and thus fail to take 

into account the point of view of traditional shops. 
 

 

5.3.4 Preferences about FAPs places of sales (POS) 

This paragraph concludes the research into consumer preferences regarding FAPs and analyses the habits 
concerning the place where purchasers actually buy their FAPs. 

The chart below shows the results of the Eurobarometer survey, at EU and sub-regions levels. 
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Figure 12 - Frequency of purchases by FAPSs place of sale 

These data highlight two important aspects, which are strictly linked: 

1. Structure of the distribution channels in the different sub-regions. Supermarkets and hypermarkets 
are typical places in Northern countries for purchasing FAPs while markets are not common. On the 
opposite side, in Southern countries, the lower resort to supermarkets and hypermarkets for buying 
FAPs is compensated by higher purchases at fishmongers and specialist shops. 

2. Importance of the presence of the sea. The availability and the length of cƻǳƴǘǊƛŜǎΩ ŎƻŀǎǘƭƛƴŜǎ 
determines the presence / absence of fishmongers or specialist shops and, as described in the box 
above, the strategies of LSR. 
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Reasons driving preferences about POS where purchases take place can be derived from studies 
carried out in six Member States (Task 1). All studies show that the preference depends on the 
products one would like to purchase: type of product (fresh /  frozen /  processed); their presentation 
(fillets / whole), production method (wild / farmed), etc. 

More in detail in the six Member States, it has been reported that: 

- Estonia: consumers prefer to buy processed fish and frozen fish products in shops, while they 
turn to alternative channels for fresh fish (e.g. directly from fishermen or fishmongers); 

- Romania: The most frequent buying location for fresh fish is specialised fish shops and traditional 
markets, while super- and hypermarkets are the most frequent buying locations for frozen 
products. These choices are related to freshness when it comes to buying fresh fish at specialized 
fish shops, while price is the reason for choosing traditional markets and super-/hypermarkets 
when buying both fresh and frozen products. 

- Poland: fish fillets are mostly sold through supermarkets while over 50% of whole gutted fish is 
sold through traditional retail. 

- Denmark: Fresh fish sales in supermarkets are increasing, while sales of canned, frozen and fish 
ready meals are decreasing. 

- Italy: With 40% of the total, the most used distribution channel is the large-scale retail, where 
processed products register significant level of purchases (above all, frozen products,  prepared 
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This chapter analyses the reasons driving or affecting the purchase and consumption of FAPs, along with the 
ǊŜŀǎƻƴǎ ŘǊƛǾƛƴƎ ǘƘŜ άƴƻƴ-ǇǳǊŎƘŀǎŜέ ŀƴŘ άƴƻƴ-ŎƻƴǎǳƳǇǘƛƻƴέ ƻŦ ǘƘƻǎŜ ǇŜǊǎƻƴǎ ǿƘƻ ƴŜǾŜǊ Ŝŀǘ ƻǊ ōǳȅ C!tǎΦ 

 

 

6.1 Main reasons for purchasing or consuming FAPs  

The main factors for purchasing or consuming FAPs can be grouped as follows: 
1. Personal factorsΥ ǇǳǊŎƘŀǎŜǊǎΩκŎƻƴǎǳƳŜǊǎΩ ǊŜŀǎƻƴǎΣ and 

2. External factors: factors not linked to individual aspects but impacting (in a positive or negative 

way) the inclination to purchase. 

6.1.1 Main personal factors 

These factors derive from the grouping of those items surveyed in the Eurobarometer survey that can be 

associated due to their connection with the same underlying motivation15. Based on this: 

­ ¢ƘŜ ŦŀŎǘƻǊ άWellness and healthέ ŎƻƳōƛƴŜǎ ǘƘŜ ƛǘŜƳǎΥ ά¢ƘŜȅ ŀǊŜ ƘŜŀƭǘƘȅέΤ ά¢ƘŜȅ Ŏƻƴǘŀƛƴ ƭƛǘǘƭŜ ŦŀǘέΤ 
ά¢ƘŜȅ ŀǊŜ Ŝŀǎȅ ǘƻ ŘƛƎŜǎǘέ 

­ ¢ƘŜ ŦŀŎǘƻǊ έIŜŘƻƴƛǎƳέ ŎƻƳōƛƴŜǎ ǘƘŜ ƛǘŜƳǎΥ ά¢ƘŜȅ ǘŀǎǘŜ ƎƻƻŘέΤ ά¢ƘŜȅ ŀǊŜ ǇǊƻŘǳŎǘǎ ŦƻǊ ǎǇŜŎƛŀƭ 
ƻŎŎŀǎƛƻƴǎέΤ ά¢ƘŜȅ ƭƻƻƪ ƎƻƻŘ ƻƴ ǘƘŜ ǘŀōƭŜέ 

­ ¢ƘŜ ŦŀŎǘƻǊ άConvenience and ease of preparationέ ŎƻƳōƛƴŜǎ ǘƘŜ ƛǘŜƳǎΥ ά¢ƘŜȅ ŀǊŜ Ŝŀǎȅ ǘƻ ǇǊŜǇŀǊŜέΤ 
ά¢ƘŜȅ ŀǊŜ ǉǳƛŎƪ ǘƻ ǇǊŜǇŀǊŜέ 

 
 
 
 
 

15 ¢ƘŜ 9ǳǊƻōŀǊƻƳŜǘŜǊ ǉǳŜǎǘƛƻƴ ǿŀǎΥ άLƴ ȅƻǳǊ ƻǇƛƴƛƻƴΣ ǿƘŀǘ ŀǊŜ ǘƘŜ Ƴŀƛƴ ǊŜŀǎƻƴǎ ŦƻǊ ōǳȅƛƴƎ ƻǊ ŜŀǘƛƴƎ ŦƛǎƘŜǊȅ ŀƴŘ ŀǉǳaculture 
ǇǊƻŘǳŎǘǎΚ όa!·Φ о !b{²9w{ύέΦ ¢ƘŜ ŜƛƎƘǘ ƛǘŜƳǎ ƭƛǎǘŜŘ ƛƴ ǘƘŜ ǉǳŜǎǘƛƻƴ ƘŀǾŜ ōŜŜƴ ƎǊƻǳǇŜŘ ƛƴ ǘƘŜ ŦŀŎǘƻǊǎΦ CƻǊ ŜŀŎƘ ŦŀŎǘƻǊΣ ǘƘŜ ǘƻtal 
ǇŜǊŎŜƴǘŀƎŜ ƛǎ ǘƘŜ ǎǳƳ ƻŦ ǇŜǊŎŜƴǘŀƎŜǎ ƻŦ ŜŀŎƘ ƛǘŜƳΣ ǘƘŜǊŜŦƻǊŜΣ ŀǎ ƛƴ ǘƘŜ ŎŀǎŜ άǿŜƭƭƴŜǎǎ ŀƴŘ ƘŜŀƭǘƘέΣ ǘƘŜ ǇŜǊŎŜƴǘŀƎŜ Ŏƻǳld be more 
than 100%. 

Items Factors % factors 

a They are healthy  
Wellness and 

health 

 
 

Ґʅό҈ŀҌ҈ōҌ҈Ŏύ b They contain little fat 

c They are easy to digest 

d They taste good  
 

Hedonism 

 
 

Ґʅό҈ŘҌ҈ŜҌ҈Ŧύ e They look good on the table 

f They are products  for special occasions 

g They are quick to prepare Convenience 

and ease 

 
Ґʅό҈ƎҌ҈Ƙύ 

h They are easy to prepare 

and preserved products and salted and smoked products). Fishmongers are chosen for purchases 
of molluscs and wild products; Large-scale retailers are preferred for farmed products. 

- Spain: There are large differences for the retail channels depending on the type of products sold: 
Sales in specialised shops are notably important for fresh hake, whiting and anchovy, fresh and 
frozen sole, frozen mussels and fresh crustaceans. Sales in supermarkets are notably important 
for frozen hake and anchovy, fresh salmon, cooked crustaceans, canned and smoked products.  

6 Main reasons for purchasing/not purchasing or consuming/not 
consuming FAPs, and factors affecting their consumption/purchase 
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The chart below shows the positioning of Member States and sub-regions with respect to these 3 factors. 
The ōǳōōƭŜǎΩ dimension represents the percentage of consumers mentioning the items of ά/ƻƴǾŜƴƛŜƴŎŜ and 
ŜŀǎŜέ16. The three factors are also displayed by socio-demographic class level. 

 
Figure 13 - Main personal factors driving purchase and consumption of FAPs 
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Age classes and socio-professional categories 
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At EU level, Wellness and health results to be the main factor (123%): therefore, the main motivation for 
purchasing FAPs is the positive link between consuming fish and health. The factor Hedonism ranks second 
(68%), while Convenience and ease is the least important, as it is mentioned by 32% of consumers only. 

 

16 {ƛƴŎŜ ǘƘŜ ŦŀŎǘƻǊǎ ŀǊŜ ǘƘŜ ǎǳƳ ƻŦ ǇŜǊŎŜƴǘŀƎŜǎ ǊŜŦŜǊǊƛƴƎ ǘƻ ƳƻǊŜ ƛǘŜƳǎΣ ǘƘŜ ŦŀŎǘƻǊǎΩ ŘƛƳŜƴǎƛƻƴ Ŏŀƴ ōŜ Ҕмлл҈Φ 
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Member States and sub-regions have a highly differentiated positioning with respect to these average results. 
In particular, the purchase and consumption motivations for Central EU countries rely in the factor Wellness 
and health, while the factor Hedonism is more important for Eastern EU countries and Northern EU 
countries. Among them, Sweden is the most sensitive to this factor; Denmark and Finland give more 
importance to both factors (wellness and health and hedonism) with respect to the EU average. Finland is 
also the Member State giving more relevance to the third factor (Convenience and ease). 

The other sub-regions report results closer to the EU average. However, some Member States have more 
marked positioning. They are, among Southern EU countries, Spain, Cyprus and Malta (where the factor 
Wellness and health is more relevant) and Greece (where both Wellness and health and Hedonism are more 
important than the EU average). 

Romania, Ireland, Estonia and, above all, Finland give more importance to the third factor (Convenience and 
ease), while it is marginal in all Southern EU countries, especially in Cyprus and Spain. 

Finally, if we compare these results with the chart showing the preferences about FAPs production methods 
(wild/farmed), it emerges than those who give more importance to the factors Wellness and health and 
Hedonism prefer wild fish. 

At socio-demographic category level, we can observe that: 

­ old and retired people give more relevance to the factor Wellness and health; less importance is 
given by young people and students; 

­  adults in the age  group 25-44,  managers and self-employed  give  more     relevance  to  the  factor 
Hedonism; less importance is given by old people and unemployed; 

­  old people in the age group 55-64, retired and unemployed tend to give more relevance to the factor 
Convenience and ease; slightly minor importance is given by managers, self-employed and students. 

As a conclusion, with respect to the EU average: 

­ Elderly people are more sensitive to health aspects and therefore for them consumption of FAPs is 
linked to the positive effects on their personal well-being; 

­ The highest socio-professional classes are more sensitive to elements satisfying hedonism, especially 
during special occasions. 

 

Some studies carried out in a feǿ aŜƳōŜǊ {ǘŀǘŜǎ ό¢ŀǎƪ мύ ŀǊŜ ǇŜǊŦŜŎǘƭȅ ƛƴ ƭƛƴŜ ǿƛǘƘ 9ǳǊƻōŀǊƻƳŜǘŜǊΩǎ 
findings: the most important reasons for fish consumption are linked to the health and nutritional issues 
(Romania, Czech Republic, Ireland, Portugal, France, Spain, Croatia). 

Other factors (linked to hedonism, good taste, pleasure, togetherness) are less mentioned (France and 
Croatia). 

Lƴ ƭƛƴŜ ǿƛǘƘ 9ǳǊƻōŀǊƻƳŜǘŜǊ ǊŜǎǳƭǘǎΣ ǘƘŜ ά²ŜƭƭƴŜǎǎ ŀƴŘ ƘŜŀƭǘƘέ ŦŀŎǘƻǊ Ƙŀǎ ōŜŜƴ ƻƴŜ ƻŦ ǘƘŜ ƻōƧŜŎǘƛǾŜǎ ƻŦ 
national promotional campaigns in Latvia, Romania, Poland, Slovakia, Germany, Croatia, Spain, Italy and 
Malta (Task 3). In these Member States, promotional initiatives aimed at strengthening the perception of 
nutritional aspects and awareness of benefits of products across the population (encompassing both 
regular consumer and non-consumers). In some cases, this issue has been (also) focused on the target 
άȅƻǳƴƎ ǇŜƻǇƭŜέΦ 

According to the survey carried with retailers, the increase of convenience/ready-to-eat products for 
consumers is a key driver for FAP consumption in all European areas. This seems partly in contrast with 
the very marginal interest of consumers towards this factor, as emerged from the Eurobarometer survey. 
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6.1.1.1     Willingness to experience new products  

hƴŜ ƻŦ ǘƘŜ ǇŜǊǎƻƴŀƭ ŦŀŎǘƻǊǎ ǘƘŀǘ Ŏŀƴ ƛƳǇŀŎǘ ŘƛǾŜǊǎƛŦƛŎŀǘƛƻƴ ƛƴ C!tǎΩ ŎƻƴǎǳƳǇǘƛƻƴ ƛǎ ǇŜƻǇƭŜΩǎ ǿƛƭƭƛƴƎƴŜǎǎ ǘƻ 
experience new products, which is shown by 60% of consumers (buyers) in the EU. 

¢ƘŜ ǎǳǊǾŜȅΩǎ ǊŜǎǳƭǘǎ ǎƘƻǿ ǘƘŀǘ ǘƘƛǎ ƛǎ ƳƻǊŜ ǎƛƎƴƛŦƛŎŀƴǘ ƛƴ bƻǊǘƘŜǊƴ ŀƴŘ {ƻǳǘƘŜǊƴ 9¦ ŎƻǳƴǘǊƛŜǎΣ ŀƴŘ ƭƻǿŜǊ ƛƴ 
Central EU countries. 

 
Figure 14 - Inclination to experience new products 
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(*) SE = Self-employed; M = Manager; OWC = Other white collar; MW = Manual worker; HP = House person; U = Unemployed; R= 
Retired; S = Student 

Looking at socio-demographic categories, old people (retired) and those with the lowest levels of education 
show a lower inclination to experience new products. On the other hand, young people (students) and the 
highest professional classes (wealthiest people dining out) show a higher inclination to experience new 
products. 
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Therefore, cultural aspects motivate curiosity and the inclination to experience new things in general, also 
due to external solicits, especially from the media. Indeed, the results of the survey are coherent with those 
of marketing specialist literature regarding consumption clusters (lifestyles)17. 

 
 
 

6.1.2 Main external factors 

In general, the main external factors group includes those deriving from third parties (mainly distributors of 
FAPs) namely18: 

­   Price levels; 

­  Products assortment (=diversification of the supply) of the POS; 

­  Promotional strategies adopted by the POS. 

At EU level, 68% of consumers would increase their FAPs consumption if their price level was lower. 
Therefore, price represents a factor slowing the FAPs consumption growth and, as a consequence, 
promotional strategies adopted by POS could encourage FAPs purchase (and consumption). 

Moreover, 51% of consumers would increase their FAPs consumption if they could choose within a wider 
products assortment. Therefore, the diversification of the supply, independently from the price level and in 
connection with promotional strategies, would encourage FAPs purchase (and consumption). In fact, as 
illustrated in the previous chapter, the inclination to experience new products is relevant for 60% of 
purchasers. This inclination can be negatively affected by a low assortment of products adopted by the POS. 

Overall, 56% of purchasers indicate that they are willing to try new products when there are promotional 
events. This openness can be exploited through promotional strategies that aim either at introducing new 
products or at making products already known by consumers more affordable. 

With respect to the EU averages, the charts below show the aŜƳōŜǊ {ǘŀǘŜǎΩ όŀƴŘ ǎǳō-regions) and socio- 
ŘŜƳƻƎǊŀǇƘƛŎ ŎŀǘŜƎƻǊƛŜǎΩ ǇƻǎƛǘƛƻƴƛƴƎΥ 

 
 
 
 
 
 
 
 
 
 
 
 
 

 

17 In literature about strategic marketing, potential consumers can be clustered on the basis of a series of factors more or less wide 
(socio-demographic, cultǳǊŀƭΣ ōŜƘŀǾƛƻǳǊŀƭΣ ŎƻƴǎǳƳǇǘƛƻƴ ŀƴŘ ŦǊǳƛǘƛƻƴ ƻŦ ŎƻƳƳǳƴƛŎŀǘƛƻƴ ƳŜŀƴǎύΣ ǿƘƛŎƘ ŘŜŦƛƴŜ ǘƘŜ άƭƛŦŜǎǘȅƭŜέΦ CƻǊ 
instance, elder people, with a minor educational degree and more hostile to innovation belong to a cluster that express a lifestyle 
that can be defined aǎ άǘǊŀŘƛǘƛƻƴŀƭ ŎƻƴǎǳƳŜǊǎέΦ hƴ ǘƘŜ ƻǘƘŜǊ ƘŀƴŘΣ ǿŜŀƭǘƘƛŜǎǘ ǇŜƻǇƭŜ ǿƛǘƘ ƘƛƎƘŜǊ ŜŘǳŎŀǘƛƻƴŀƭ ŘŜƎǊŜŜ ŀǊŜ ŎƭǳǎǘŜǊŜŘ 
ƛƴ ŀ ƎǊƻǳǇ ǿƘŜǊŜ ŎƻƴǎǳƳǇǘƛƻƴ ŎǊƛǘŜǊƛŀ ŀǊŜ άŜƳƻǘƛƻƴŀƭέΥ ǘƘŜ ƻǊƛŜƴǘŀǘƛƻƴ ƛǎ ǘƻǿŀǊŘǎ ŘƛǎǘƛƴŎǘƛƻƴ όƛƴ ǘƘŜ ǎŜƴǎŜ ƻŦ ǎƻǇƘƛǎǘƛŎŀǘƛƻƴ), the 
purchase is based on instinct, and there is a great attention towards new products. The behavioural orientation as regards food is 
moderate and attentive, but also innovating. (see  Sinottica Eurisko, 2004) 
18 The factors are recalled by some Eurobarometer questions, asking the following question to consumers: ά5ƻ you agree or disagree 
with the following statements regarding fishery and aquaculture products? : a) You try new products when there is a promotional 
event, for example at the supermarket; b) You would buy or eat more fishery and aquaculture products if the choice and the points 
of sale were more diversified; c) You would buy or eat more fishery and aquaculture products if the price was not so high. 
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Figure 15 - Main external factors encouraging the increase of FAPs purchase and consumption 
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(*) SE = Self-employed; M = Manager; OWC = Other white collar; MW = Manual worker; HP = House person; U = Unemployed; R= 
Retired; S = Student 

aŜƳōŜǊ {ǘŀǘŜǎΩ ŀƴŘ ǎǳō-ǊŜƎƛƻƴǎΩ ǇƻǎƛǘƛƻƴƛƴƎ ƛǎ ǉǳƛǘŜ ƳŀǊƪŜŘΣ ŀǎ ŀ ƎǊƻǳǇ ƻŦ ŎƻǳƴǘǊƛŜǎ ƛǎ ōŜƭƻǿ ǘƘŜ 9¦ 
averages for all three factors and another group is positioned above them. More in detail: 

­ The first group (third quarter in the chart) includes Western and Northern sub-regions, with the 
Netherlands and Germany being more reluctant with respect to the EU average (along with Sweden, 
Luxembourg and Austria) to consume more FAPs. This means that in these countries/regions, FAP 
ŎƻƴǎǳƳŜǊǎΩ Ƙŀōƛǘǎ ŀǊŜ ǉǳƛǘŜ ŎƻƴǎƻƭƛŘŀǘŜŘ ŀƴŘ ŀǊŜ ƭƛƪŜƭȅ ǘƻ ƻƴƭȅ ōŜ ǎƭƛƎƘǘƭȅ ƛƳǇŀŎǘŜŘ ōȅ ŜȄǘŜǊƴŀƭ 
factors. 
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­ The second group (first quarter in the chart) includes the Eastern and Southern sub-regions, with 
Bulgaria, Latvia and all Southern countries, except France, being more sensitive to the three factors. 
This means that, in these countries/regions, external factors could have a strong impact on the level 
of purchase/consumption19. 

Finally, it can be observed that a few countries (United Kingdom, Slovenia, France) are positioned in the 2° 
and 4° quarters of the chart. Nonetheless, they report values close to the EU average. 

LŦ ǿŜ ƭƻƻƪ ǘƘŜ ǎǳǊǾŜȅΩǎ ǊŜǎǳƭǘǎ ōȅ ǎƻŎƛƻ-demographic categories, it emerges that: 

­ Elder people (over 65), as well as retired and students, are the less sensitive to external factors. For 
these categories, these factors would have a marginal impact on their consumption of FAPs. 

­ On the other hand, people of the age group 35-44 are the most likely to increase consumption as a 
result of changes in external factors. Also unemployed are subject to consumption changes when 
price levels and promotional strategies change. 

 
 

When it comes to the diversification of supply, the survey conducted with retailers highlighted that the 
range of fresh fish varies between 15 (in some retailers of landlocked countries) to 300 references (and 
sometimes even more) in hypermarkets of Southern Member States. 

In landlocked countries (Central-Eastern), the range of fresh fish can include as many freshwater species 
as marine species. 

Within the same LSR, the number of species also varies according to the surface of the stores: the bigger 
the surface, the wider the range. 

The range of products may also be significantly wider in stores with fresh fish counters than in stores where 
fresh fish is only sold pre-packed. 

Several elements can justify a range differentiation linked to location: 

¶ distance to the sea: coastal stores vs hinterland stores (this is mostly the case of Southern Member 
States). 

¶ socio-ŜŎƻƴƻƳƛŎ ŎƘŀǊŀŎǘŜǊƛǎǘƛŎǎΣ ƛƴ ǇŀǊǘƛŎǳƭŀǊ ŎƻƴǎǳƳŜǊǎΩ wealth. 

¶ density of population: densely populated or urban areas vs rural areas. 

¶ experience and expertise of the staff: in the chains where the ǊŜǘŀƛƭŜǊΩǎ policy is to have a minimal range 
common to all stores and an additional range left to the discretion of the local fish counter manager, 
the range of products is wider in those supermarkets where the fish counter is managed by skilled staff. 

¶ regional consumption specificities: supermarket chains present in different regions of a country may 
have different fish sale patterns and therefore different ranges of products adapted to local 
specificities. 

 
 

CǊƻƳ ǘƘŜ ƛƴǘŜǊǾƛŜǿŜŘ ǊŜǘŀƛƭŜǊǎΩ Ǉƻƛƴǘ ƻŦ ǾƛŜǿΣ the width and the diversification of supply can impact 
consumption, depending on both the area and the strategy of the POS. However, it is more important to 
ƘŀǾŜ ŀ ǇǊƻŘǳŎǘǎ ŀǎǎƻǊǘƳŜƴǘ ŀŘŀǇǘŜŘ ǘƻ ŎƻƴǎǳƳŜǊǎΩ ƴŜŜŘǎ ǊŀǘƘŜǊ ǘƘŀƴ ŀ ƘƛƎƘ ŘƛǾŜǊǎƛŦƛŎŀǘƛƻƴΦ 

 
 
 
 

19 However, the diversification of the supply by the POS would surprisingly encourage the consumption growth in all those countries 
(Southern) where this diversification is already high. 
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!ǎ ǊŜƎŀǊŘǎ ǇǊƛŎŜ ǇƻƭƛŎƛŜǎ ŀŘƻǇǘŜŘ ōȅ ǘƘŜ th{Σ ǘƘŜǊŜ ƛǎ ƴƻ άŦƛȄŜŘ ǊǳƭŜέΦ bŜǾŜǊǘƘŜƭŜǎǎΣ ƛƴ ǎƻƳe Western 
countries, retailers may have three different price ranges (possibly with different corresponding brands, 
when it comes to prepacked fish): entry level (lowest prices), core level (core prices) and the top range 
(high-priced/premium). 

However, the number of items in each category is not fixed and can change depending on needs and 
conditions. Price is not key to the retail strategy, which instead mainly concerns the adjustment of the 
number of items rather. For example, in some Southern Member States we can observe a reduction of the 
number of fresh products during the week and an increase during the weekend, since it can be an 
economic disadvantage to sell too many fresh fish products with a low turnover. On the other hand, 
changes may occur in the ŘŜŦƛƴƛǘƛƻƴ ƻŦ ǇǊƛŎŜΣ ŦǊƻƳ άŦǊŜŜ ǇǊƛŎŜέ όǿƘƛŎƘ Ŏŀƴ ōŜ ŘŜŦƛƴŜŘ ōȅ ŜŀŎƘ ǎƛƴƎƭŜ 
ǎǳǇŜǊƳŀǊƪŜǘ ƳŀƴŀƎŜǊΣ ŀŎŎƻǊŘƛƴƎ ǘƻ ǘƘŜ ǇǊƻŘǳŎǘ ŀƴŘ ǘƘŜ ǊƛǾŀƭǊȅύ ǘƻ άǎǘŀōƭŜ ǇǊƛŎŜέ όǘƘŜ ǎŀƳŜ ǇǊƛŎŜ ŦƻǊ ǘƘŜ 
ǎŀƳŜ ǇǊƻŘǳŎǘ ŀǇǇƭƛŜŘ ƛƴ ŀƭƭ ǎǘƻǊŜǎ ƻŦ ǘƘŜ ǊŜǘŀƛƭŜǊύΦ ¢Ƙƛǎ άǎǘŀōƭŜ ǇǊƛŎŜέ Ŏoncept is mainly used for farmed 
products, such as seabream, seabass and salmon. The price range for wild fish is less manageable, due to 
fluctuating availability. 

In those countries where discount retailers play a pivotal role, supermarket chains keep an eye on price 
and operate as price matchers to the discount shops. 

In a nutshell, we can state that there is usually no specific rule regarding the number of items and price 
categories, in particular in Southern EU countries. The main factor influencing the number of products 
supplied and their price is their availability on the market, which can fluctuate a lot from one year to 
another and according to seasons. 

 
 

The issue of diversification of products in the POS as a factor aimed at increasing the consumption of FAPs 
has been also tackled by national studies (Task 1). However, beyond diversification of products, the 
majority of studies makes references to the diversification of the service offered to clients. In this regard, 
the following points should be kept in mind: 

¶ Estonia: in order to increase consumption, fish should be made more affordable and available. 

¶ Romania: consumers would like to have an additional service like gutting offered by the sellers. 

¶ Germany: hard discounters started to sell fresh fish. 
¶ Denmark: supermarkets offers door-to-door service for fresh fish, in addition to fresh fish counters. 

Fresh fish has become more easily accessible thanks to the development of home-delivery activity by 
online fish retailers and delivery of fish boxes to households. 

¶ France: In front of a large range of products, consumers focus on species they know and which reassure 
them. Secondly, the organisation of the shop may encourage the purchase in self-service compared to 
loose fish. 
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6.2 Main non-consumption factors  

Up to now, this report has analysed consumers of FAPs. In this chapter, the reasons behind the decision not 
to eat/ buy FAPs20 are investigated, trying also to identify possible ways to enlarge the number of consumers. 

The charts below show the main reasons driving the decision of 13% of EU population not to consume FAPs. 
Results are reported by sub-region and by socio-demographic group. 

Figure 16 - Main non consumption/ non purchasing factors 
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(*) SE = Self-employed; M = Manager; OWC = Other white collar; MW = Manual worker; HP = House person; U = Unemployed; R= 
Retired; S = Student 

 

 

At EU and sub-ǊŜƎƛƻƴǎΩ ƭŜǾŜƭǎΣ ƛǘ ŜƳŜǊƎŜǎ ǘƘŀǘΥ 

­ 14% of non-consumers of FAPs are not eating any animal product for ideological issues 
(veganism/vegetarianism). Most of them  (20%)  are  from Northern countries,  and their  minimum 

 

20 The analysis is based on non-consumers / non-purchasers as surveyed by Eurobarometer. Non-consumers represent 13% of 
respondents. 
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