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‘. Context and purpose of thstudy

Under the new common organisation of the markets (CMO) in fishery and aquaculture products (FAPS),
consumers play a pivotal roleohonly they should be enabled to make informed choices, but a more

G a dza G I0R y 14 @4y Balisat@bg gursued.Inthe samevein,the EuropearMaritime andFisheriessund
(EMFF) also envisages among its priorities to foster marketing and procesgipgyteng 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 produtiarketed.

Onthe other hand,targetedpoliciesneeda preliminary understandingof the sectorin whichthey 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 aleEldvl States

have a tradition of monitoring the market f6APS.

Based on these needs, and in order to support the appropriate implementation of the Common Fisheries
Policy (CFP) and the CMO, the European Commig$di MARE launched a study aimed at sying and
analysing EU consumer attitudes and habits regarding FAPs. This Study was launched within the European
Market Observatory for Fisheries and Aquaculture products (EUM®®&R,. eumofa.ey, and has been
integratedwith findingsof the Eurobarometesurveyon EUconsumethabitsregardingFAPsunin June2016

in all EU Member States. More details on methodology adopted are repbetea.

”. Methodological steps of th8tudy

2.1 Overallmethodology

The main purpse 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 gtitive data on consumption trends in all EU
Member States.

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

A Taskl-dal LAY YR Fylfteara 27F S Ethaihasibgen baged dpami S a
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 saes.

- Collection of market data (type and presentation of products paseh, distribution channels,
aStrazylrtAatexr Xuo GKNRdAK RS&a]1] NBaASIENOK 06AyOf c
market data on major consumepuntries).

Findings of this Task are reported in Annex 1. Furthermore, all data have been reportedicatetkbd

fact sheets for all EU Member states.

A 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 scalretailers) and fishmongers. Out of a total of 67 interviews planned, 62 interviews
have been carried out, 53 with largeOl £ S NBGIF Af SNB o[ { w0 FYR
associations. Five LSR refused to be interviewed in different countries.

Findirgs of this Task have been reported in a specific report (Annex 2) analysing all feedbacks
received from interviews.
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A Task 3 Consumer survey Mapping of national campaignsyhich included:

0 aninventoryof allnationalcampaignsimedat promotingFAPsgarriedout at MemberState
or EUlevel;

0 an analysis of the results of the Eurobarometer survey for atiodbtries

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 fishand aquaculture, (ii) what influences
consumption, (iii) reasons for buying or eating FAPs, or not, (iv) consumer preference from different
FaLSOia 6vAftR @& FIENNYSREI YINARYS @a FTNBaKgl GSNE
labels) accomanying 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
G{ LISOA L £ 9 dzNRCOAFANESWR(G S NORn phj dzi Odzf G dzNB  LINRB RdzOG & € .
A Task 4 Analysis of results; 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 Bo@arometer 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-atgiobal levels
and mainly focuses on thenfilings of the previous tasks, the second part summarises the main
information and findings at Member State level, through fact sheets, attached to this document.

Thefinal output of thistaskisto provideoverallconclusion®n FAPsonsumersn the EUand 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
thoroughunderstandingf the EUconsumerprofile(s)andof the marketadaptationto his/her (their)

needs.

2.2 Problems encountered adunits

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 analysemonitor 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 vatuerer
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 foranalysing and comparing consumption patterns across countries.

Otherlimits emergedin the implementationof Task2 (i.e.interviewsto retailers).Oneof the mostsignificant
limits wasthe difficulty to schedulemeetingswith retailers,dueto availabilty of staffin chargeof purchases
or willingnesgo shareinformation. Furthermore , someretailersdid not answerall questionsbecauseof the
O 2 Y LJI cgndidentialitypolicy.Forthis reasonthe levelof representativenesss not the samefor allissues
and for allcountries.

Another limit encountered in Task 2 was the coverage of the full product scope (fresh, frozen, smoked,
OFYyyYSRZ LINBLI NBRX0 & [{w dzadzftfte KIFIZS RAFTFSNBYI
categories. We thus targetedh¢ 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).



2.3 ldentification of Europeasubregions
.FaSR 2y LINBQGA2dza aGdzZRASA FyR SalLISOAlLfte 2y (KS
I lj dzi Odzf ( dzZNB  LINMdBiehdzealiedbéenh idéhilfietiSit E&) dedel based on common consumption
features.Thesesubregionsare presentedin the followingtable and map. Thisdivisionhasbeenusedfor the
purpose of carrying out the individual tasks under $iedy.

Tablelc9! aSYOSNI {(F GSagegandNBl { R26y o0& &dz

Western EU Northern EU Central EU EasternEU \ 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 (§ 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 sulbegions
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<1 Reviewof literature on consumethabitsand of nationalcampaigns

3.1 Literaturereviewanddataavailability

The analysis of existing information revealed that in 25 EU Member States there are analyses of consumer
habits. Only in Cypis, Malta and Slovakia no study of relevance has been found. In general, however, there
isawidedifferenceacrosscountrieswhenit comesto researchof consumerhabits. Thesadifferencesnclude

the extent to which studies on consumer habits are carried at all, the scope of the studies, the
methodology used and the timing of tis¢udies.

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 dif§ 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 otherrkeds 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 fiphyevs.

In the maping 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 $ognicl findings:

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

- Consumewseof information (mandatoryor other) andinterest in potential information placed
on labels studies found that there is a high use of-label information and consumers are
interestedin information. Consumersre mostfamiliarwith expirydate, price,speciemnameand
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. Crosantry differences in both use and interest in
information areobserved.

- Imageandperceptionsrelated to farmed vswild fish and effect on consumption studiesfound
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 farmefish.

- Reasons and barriers to eating fisthe main reasons for eating fish are health and taste, while
the main barriers are price percaph, smell when cooking fish and the fact that fish does not
deliverthe samelevelof satietyasmeat. SignificantdifferencesacrossMember Statesare found
with respect to preparation skills and the use of quatings.

1Cues are pieces of infoation such as colour, smell, brand or price used to build quality expectations, and may be divided into
intrinsic and extrinsic cues.



The analysis on literature has been structured by-sedion. The main results are reported in the table
below. Detailedesults 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

il

Internal supply is important and influences/affec
consumer habits due to traditional dal/regionafisheries
YR @vaikbilig.

Consumptiorof FAPsslow, largelyrelatedto localspecies
as carp. The interest in local and traditional products
diminishingg especially among the youngeonsumers.

Priceisanimportantfactorfor purchase manyconsumers
considerFAPssnot affordable.However consumptionof
fresh products and convenience productsigeasing.

Growing imports from other regions increases tl
availability of FAPs, which in turn seems to increi
consumption oFAR.

There is an increasing focus on health benefitesulting
from fishconsumption.

Western EU countries

il

These countries have a significant own supply both fr
fisheries and from aquaculturend consumption of FAP
is an important part of their culinatyaditions.

Fish consumption is relatively high and consumption
products from aquaculture is trendingpwards.

Consumption is valueriented (pricesensitive).

Purchase in traditional fish ankets or specialized fisl
shops are down, while buying at supandhypermarkets
is increasinglgommon.

Higher availability of fresh fish, convenience products ¢
sushi changes consumption habits from more traditio
meals, especially among the youmgensumers

Expenses per capita are increasing, but consumption
capita is down itUK.

There is an increasing focus on health benefits i
sustainability.

Communication with consumers through societworks
isincreasing.

Southern EU countries

1

1

There is a large diversity within these countries regard
fishconsumptiong.g.Croatiahasafishconsumptionlevel
well bebw EU average, while Portugal is vablbve.

All countries have an important sedtipply ofFAPs.

9 Price seems to be an important consumptiniver.

Central EU countries

1

Central EU countries form a landlocked region with qt
low consumption of FAPs, albeit increasing. Loc
produced carp is an important spesieespecially in
Hungary and in the Czech Republic and consumptic
influenced bytradition.

Availability of saltwater fish depends on imports fro
other regions.Growingimport increaseghe availabilityof
FAPs and changes consumer habits, althougditicaal
habits arestrong.

Consumption and purchase is valogented (price
sensitive).

Urbanizatiorincreaseslemandfor convenienceroducts.

Northern EU countries

=

Fishconsumption is highly dependent amports.
Consumption is relatively low, well below Blérage.
FAPs are generally considered expengioglucts.
Consumers are increasingly aware of sustainalsktyes.
There is an increasing interest in FAPs due ighdr

availqbility, fres:hv fish consumption spepifically h
AYONBI &SR A vyavdilbiity. £ £ St {2




3.2 Review of national campaigns and mfamaings

Whether carried out by public authority or by paie 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 Statesrevealeddifferencesn the scope humber,andnature of the campaignsin general,

however, their objective is tincrease the consumption of fishery and aquaculture produdig raising
O2yadzYSNI I g NBySaa 2F (KS [tS\BhR du@ardie KSI f O Kk y dzi N& G

Themain findingsregarding the national campaigns include the following:

- A total of 685 promotional campaigns and projédis promote consumption of fishery and
aquaculture productsandto improve the image of these productaere 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. Syn had by far the most campaigns as well as the largest scope of activities. Spain
wasresponsiblgor the majority of the campaignsun both in the SouthernEUsub-regionandacross
the EU. Its EFF operational programme in 20073 focused on improvinidpe competitiveness and
productivity of the fishing industrygromoting fishery and aquaculture productandsecuring their
positiveimage.

- CNIyOSs t2NIlidzalf 3z I yR L (strehgth@uing thd ifiaye oDlbcHl fidheryd v a
products highlighing underutilised regional speciess a potential driver of their regional and
national economicevelopment.

- Eastern and Central EU countries with large aquaculture industries carried out many promaotional
campaignsith broadscopesPoland Romaniaand Bulgariafocusedtheir campaignon improving
the image of fishery and aquaculture products, highlighting farmed domestiecies

- The overall objective for all Member States wadncrease consumption of fishery productnd
raise public awareness ahe benefits of fishery and aquaculture products in the human diét
severalcountriesacrosshe EU the primarygoalof the campaignsvasto increasethe demandand
consumption of fishery and aquaculture products caught/farmed in a sustainable wayrtgkinto
consideration environmental aspectslraining and educational programmes were developed
raise consumer awareness of quality, sustainability and safety aspects of fishery and aquaculture
products.

Detailed results are reported within the reporhatching results of all Tasks and providing a holistic analysis
of consumerhabitsin the EU.Anin-depthanalysif promotionalcampaignandmarkettrend hasbeenalso
developed in the box in&.1.

2The total numier of promotional campaigns also includes promotional projects due to the specific campaign encoding system in Spaic@nd Fran
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EUROPEAN MARKET OBSERVATORY FOR FISHERIES/ARULTURE PRODUETS

EU CONSUMER HABITS REGARDING FISHERY AND AQUACULTURE PRADWREFDRT

Percapita consumption and expenditutiends

In this chapter the development of per capita consumption (in live weightvadgmt) and the per capita
purchase of fishery and aquaculture products are analysed for the-2008 period. The chapter also
examines the consumption / expenditure ratio.

4.1 Percapita consumptiotrends

Theevolutionof per capitaconsumptionof fisheryproducts(in kg live weightequivalent)hasbeenanalysed
based on data extrapolated from Eurostat and, for aquaculture, FAO, elaborated BYMOFA.

The results show that the average per capita consumption in the EU is around 25,8 kg (on average betwee
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, EA8 and sukregions (live weight equivalent)

Kgl/per capita
40,00
35,00 ’——._.\0——_'—"\.—0——‘
30,00
25,00 U’—‘W
20,00 S ® — - ® -
15,00
————— T —————
1000 o ——t——t—— *—0- o——0
5,00
0,00
2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
=Om=EU 28 =—&—=Easern (*) ==®=\WWestern
Northern ==@==Southern ==@=Central
Index 2005=100
115,00
110,00
105,00
100,00
95,00
90,00
85,00
80,00
2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
=OmmEU 2¢ ==@==Eastern (*==@=\\estern
Northern ==@=Southern === Central

(*) 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.



The EU average is summing up very divergent contexts arslegtion behaviours surveyed at Member
State and at suibegional levels. The suiegions even present remarkable differences with the EU average,
in a range between +37% (Southern EU) #6856 (Central EU) for the entire period analysed.

Table 3- Differences in % between SUNBE IA 2y & Q LISNJ OF LIAAGE O2yadzyLliazy I yR

Average
2005 2014 20052014

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 yearsh20@ beataused.

Looking at historical series, it is possible to note that divergences from the EU average have been
progressivef reduced, with an overall tendency to come closer to the EU average, except for Northern EU
countries.Thiscouldbe dueto differentvaluesofthe & ! v yAdHrafjeGrowthw |- {§, &Hichshowspositive

results for Northern and Eastern EU countries and negaesults for the others, including for the EU as a
whole.

Annual Average Growth Rate of per capita consumption for the period 22034

AAGR %
EU -1,0%
South -0,5%
North 0,14%
Western | -0,5%
Eastern 0,8%
Central -0,5%

4.2 Consumption trends andational promotionatampaigns

Comparingper capitaconsumptionin eachEUMember Statewith nationalcampaignassurveyedn Task3,
some considerations are worth mentioning. The table below summarises the averageaptr
consumptionat the beginning(2005)and at the end (2014)of the period analysedtogetherwith the Annual
Average Growth Rat@o).

Furthermore the table showsthe Member Stateswhere promotionalcampaigndiadamongtheir objectives
the increase in consumptioof:

- FAPs imgeneral;
- FAPs with locabrigin.

3The annual average growth rate, abbreviated as AAGR, shows an average value for the annual rate of change over anperiod of ti
(typicallyseveralyears)allowingfor the compoundeffect of growth. Theaveragegrowth rate is calailated by determiningthe W S I &
& lj dzI regRessiariine of bestfit usingthe naturallog (LN)of the time series dataThegrowth rate isthe slope in%of that line.



Per- capita consumption in 2005 and 2014 (kg, live weight equivalent) and AA&Rden 2014 and 2005, matched
with objectives of the national campaigns aimed at increasing consumption, by Member State

Objectivesof Campaigns
2009 2014 % AAG Increasing FAP: Increasirjg
consumption consumption
(in general) | (local products)
Estonia 17,4 181 -0,01] Y
2 Latvia 27,2 25,5 -0,40 Y
c Lithuania 43,9 44,7 -0,01]
ﬁ Bulgaria (*) 4,8 6,0 1,91 Y
Romania (*) 5.3 6,3 0,57, Y
Poland 11,3 13,0 1,96 Y
Austria 13,2 13,4 0,06
@ |Czech Republic 9,5 7,5 2,30 Y
T |Hungary 45 4,6 -0,10 Y
&  [Slovenia 9.9 10,8 0,00
Slovakia 7,7 7,8 0,78 Y
United Kingdom 25,2 24,9 -0,80 Y
Il Ireland 23,2 23,0 -0,40 Y
; Netherlands 21,9 22,6 0,71 Y
B Germany 14,3 13,3 1,10
2 Belgium 24,2 24,9 -0,10 Y
Luxembourg 28,6 33,1 0,41
E 3 Sweden 31,2 33,2 0,12 Y
‘g p Denmark 24,3 22,1 0,20 Y
z Finland 23,1 23,9 0,50 Y
France 35,2 34,4 -0,20] Y
Greece 22,5 17,3 -4,50]
@  |Portugal 57,8 55,3 -0,40 Y
5 Spain 46,4 46,2 -0,60 Y
g Croatia 8,0 18,4 9,42 Y
& Italy 29,9 28,9 -0,70]
Cyprus 23,6 25,0 0,23 Y
Malta 30,6] 32,0 0,19 Y

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

Asregardsthe averageper-capitaconsumptionpesidesabsolutevaluesregisteredby eachMember State,a
very limited growth can be observed in all EU countries, excepted in a cowgzeasf.

1 Greece{4,5%), whose decrease is linked to the economic and finacriséd the country has
undergone;

1 Croatia (+9,2%), whose positive trend is probably linked to the economic development of the latest
years following the breakdown of Yugoslavia and ite&ddssion.

An average growth of 0,8% was observe@astern EUAMmg Baltic countries, Poland was the only one
reportingamarkedincreasingper capitaconsumption(almost+2%)while stableconsumptiorwasobserved

in Estoniaand Lithuania,and Latviareported a 0,4%decline.With the exceptionof Lithuaniaall 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 lg&Reral.

As regard<Central EUper capita consumption aeeased on average by 0,5%. This was mainly due to the
decrease observed in Czech Repub;30o) 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.



In Western EUcountries, per capita consumption declined on average by 0,5%. The United Kingdom and
Germany, two of the tofp Member States ifterms 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 implemehted i
Netherlands, while in the UK and Ireland the focus was specifically on increasing consumption of local FAPSs.

The three countries of thélorthern EUsubregion reported an average growth of 0,14% in per capita
consumption. The most significant increaé+0,5%) was observed in Finland. In all countries, national
campaigns promoting consumption of FAPs in general were implemented.

Per capita consumption iSouthern ElUdeclined on average by 0,5%. As explained above, the two major
variations were recordeth Greece 4,5%) and Croatia (+9,2%). This sub region includes France, Italy and
Spain, three of the tof» Member States in terms of consumption. In these countries, a decline in their per
capitaconsumptiorwasobserved, notablyy 0,7%in Italy, by 0,6%in Spainandby 0,2% inFrance National
campaign®n FAPgonsumptionmplementedin this areacoveredFAPSn generalin Cyprusand Malta they
regarded FAPs in general, , while they specifically encouraged consumption of local products in France,
Portugal, Spain an@roatia.

[ 2yadzYlLJiAzy GNBYR& FTNRY GKS [FINBS {OFtS wSidl At SNE

The results of the survey carried out at the Points of sale (POS) seem to be in contrast with the fin
of the statistical analysisin fact, while consumption trels in all EU countries are declining or margin
increasing, largscale Retailers (LSR) declared a positive market development for FAPs during th
2015 period: compared with total food sales, the market share of FAPs increased or remainedost
all LSR.

Stable market sharethis concerns one third of LSR, notably in Central, Eastern and So
Europe.

Moderate increase(less than 20% over the 202014 period, or less than 5% a year
average) for 45% of the LSR, this concerns all Northern LSR.

Srong increase(more than 20% over the 2012014 period, or more than 5% a year
averageJ¥or 22%of LSRmainlyin WesternEurope Thissituationdoesnot concernanyof the
LSR in Northern and CentEalrope.

These findings lead to state that saleg-&{Ps in absolute terms have increased in the majority of cag
either strongly or slightly, in particular pyeacked fish.

| 26 SASNE AYF2NXIGA2Yy NBIFNRAY3I GKS th{ &adzND
combination of the statisticf Ay F2NXI GA2Y YR (KS adaNBSe LI
market share over traditional retailers. Interviews with independent fishmongers confirm the favou
trend for LSRs, and this for two main reasons: on the one hand, the red&tion A Y RS LIS y R
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 emergedinNask in
detail:

Austria: fish purchasing frequency in supermarkets has increased over the last year2(P@)2while
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purchasing frequency in specialised retail shops remained stable.
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Netherlands the maindistribution channelisrepresentedby supermarketswith agrowingtrend in terms
of coverageln 2013,the supermarketsegmentcovered85%of the market,while in 2006it waslessthan
70%.

to 40%(value).Market shareof other large-scaleretailersremainedstableat 37% while fishmongersaw
their share slightly reduced (from 11%16%).

takes into account hard discount and small supermarkets. These retail channels are also sho
increasing trend: they accounted for 75,6% of the sales in 2008. Fishmongers account for 12% of
in 2014 (15,4% in 2008).

and other stores belonging to one of the few retail groups that operate in the country.

France largescale retailers are dominant, including for fresh fish. They have a smaidet share for

also account for a small segment in home delivery (14%).

Portugat in 2012, large scale retail became the most dominant sale eidwith 45,6% in value), main
due to the 2010 legislation that allowed such stores to have more flexible opening hours.

Spain Largescaleretailerscovermore thantwo thirds of the markets(67,3%in volume);the marketshare

Theresultsin generalconfirmthat [ { ve&@leQposition improvedin all EUcountriesdespitethe economic
crisis. It could be argued that a wider availability of farmed and cheaper prdiludtSRs compared

fishmongers, who prefer to sell wild anchore expensive products, has also contributed to

improvement of the market shares of LSR in all EU countries, on top of the increasing presence
stands aPOs.

Germanyy 60S06SSYy Hnmm FYR HaAmMoX RAaAO02dzyiSNBRQ akKl NB

Belgium FAPs are mainly sold by large retailers with 43,2% of the sales. This share reaches 7i&4% if o

wing an
the sale

Finland almost all fiskry products, including processed, are sold through supermarkets, hypermarkets

frozen fish (50% in value) due to the strong position of retailers specialized in frozen products (31%) and

y

of specialised shops hasdeased 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
NEIAAGSNBR a ¢Sttt Fa F LI NrttStft RSONBIaS 2F GKS
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4.3 Percapita expenditure trend and comparison witie percapita
consumption trend

For the 200582014 period, the real expenditure per inhabitant, expressed in #RRBsalso been analysed.
The methodology for calculating the indicator is summarised in the following box.

Themethodologyusedfor calculatinghe Reakexpenditureperinhabitantin PPPsncludeshe followingthree points:

1- @t SNJ Ol LA G NiBhad beef Ealcifaye® forieaaiNyedr from 2005 to 2014 by multiplyied
gL tdzS 2F GKS 9! SELSYRAGINBE Ay NBIFf GSNya 7
09! Hy T mn nBurbstat; & 2 dzZND S

2- Value of expendire in real terms in EURA (G K & 0SSy OF £ OdzZ I GSR o8&
AYKFEOAGEY(GE O0AY 9! wX &a2dNOS PdedlEnriudl vafiation 248 of @k
of fish and seafood prices (source Eurostat). Real edipge t = Nominal expenditure t*(18@6price var
t/t-1)/100;

3 awSlf SELISYRAGdINES -itdadNbesn yaclilaiedl Bylmyiliiplyingythe EU28 exgenditur
NEFf GSN¥a Ay 9'w gAGK (GKS a@2fdzYSthyfRAOSa 2

Thetrend of the real expenditureper inhabitantin PPPgaswell asthe per-capitaconsumptiontrendsin kg)

has been calculated for all Member States. The results are presented in the country sheets attached to this

report. Whileit ispossibleto determinethisindicatorfor the whole BJ, it is not possibleto calculateit based
on subregionalaggregates.

LY GKS 3INILK 0Sft263x (GKS S@2tdziazy 2F A
NBIf SELSYRAGAINE ottt avé ownnplfwmnno F2N (K

Figure 2- Pea capita consumption (Kg live weight) and per capita real expenditure (PPPs) trends (Index 2005 =100)
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5Purchasing Power Parities

12



We canobservethat the per capitaconsumptiortrend in kgis slightlynegative(AAGR=-0,1%) while the per
capita real expenditure in PPPs trend is basically flat (AA@RD84%). These trends highlight a progressive
widening of the gap between the twodicators.

Ingeneral thisbehavioursupposesanincreaseof the averageunit value of consumption throughachange
in consumption towards products with higher prices and presumably of higher qualitya nutshell: less
guantity of products with low quality/price ratio, more quantity of products with higher quality/matie).

However, in this context as well, théJEaverage 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. Thd¢dde summarises the
results of the analysis per Member State grouped insagions.

Table 4- Change of the average unit value of consumption for Member States in the period ZWiz!

Increase Reduction ‘ No change
Estonia
Latva
Eastern EU countries Lithuania Poland
Bulgaria
Romania
Austria
Central EU countries Hungary Czech Republic Slovenia
Slovakia
Ireland United Kingdom
Western EU countries Germany Netherlands
Luxembourg Belgium
Sweden
Northern EU countries Denmark
Finland
France
Greece
Soutrern EU countries Italy Spam_ Portugal
Croatia
Cyprus
Malta

Beyond the trends observed during the 262814 period regarding the repositioning of consumption
towards products with higher or lower quality, it is useful to carry out the garison in a static situation.

With reference to 2013, the following chart highlights the positioning of Member States anckgidns,
considering the indices valuggr capita consumptio(Kg live weight equivalent) amer capita household
expendituren PPPst KS Ay RAOSa KI @S 06SSy OFf Odzg I-NSRA D2 ANDNBD It
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 suipegions (2013, EL8=100)

300,C
PTA

250,C
— ESA
A
a
a
S 200¢
1
s LU
s
S ITA AS U
g
o 1500
2
£
c
g8
x
(3]
o 100,C
5

*

Q LT
o
T

50,0

0,0
0,0 50,0 100,C 150,C 200,C 250,C 300,0
Consumption p.c (100=24.7 k

On the basis of the graph above, it is possible to formulatdaiewing observations:

a- SouthernEUcountriesand Northern EUcountriesrank abovethe EUaveragefor the two variables
(more expenditures and more quantitjowever:

9 The first sukbregion (Southern EU) is above the bisector of the chart. Therefore, tiexin
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, thiéqmisg of the
subregion hides considerable differences among the Member States that compose it. In
fact, Italy, Spain, Greece and Portugal share the average positioning, while France, Malta,
Cyprusand Croatiaare belowthe bisector(lower averageunit values§. In addition, Croatia
has a level of expenditure and consumption lower than the&tlage.

1 The second sutegion (Northern EU) is almost positioned over the bisector of the chart
(the expenditureindexis equalto the quantityindex).Thisleadsto believethat, onaverage,
consumed products have the same price/quality levels as the EU average. The positioning
of the three countries composing the subgion is rather homogeneous: they are more or
less aligned along thaisector.

6However, Grece 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- WesternEUcountries,EasternEUcountriesand CentralEUcountriesare belowthe EUaverageor
both variablesHowever:

1 The Western EU and Eastern EU -sedions 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 averagait value (lower levels of price and quality)
compared to the Eldverage.

As regards the Eastern EU region, the Member States that compose it show different
positioning:RomaniaandEstoniaare abovethe bisectorwhile the othersarebelowit, more

or lessstrongly. AllMember Statesarewithin the samequarter,with the exceptionof Latvia

and Lithuania, which show an abnornpalsitioning.

Alsofor the WesternEUsub-region,the positioningof Member Statesis definedasfollows:

the UnitedKingdom|reland, Germanyandthe Netherlandsare all positionedbelowthe EU
averageandbelowthe bisector(with the exceptionof Germany)Belgiumand Luxembourg

are significantly above the bisector, registering higher values (Luxembourg) than the EU
average or closto it (Belgium).

1 The CentraEU sukregion is almost on the bisector of the chart (the expenditure index is
equalto the quantityindex).Therefore this meansthat in thesecountriesthe consumption
of products with price/quality levels is aligned withet EU average. The Member States
that compose it are all within the same quarter and slightly above (Austria, Slovakia) or
below (Slovenia, Czech Republic, Hungarybikector.

Results
¢l af
follows:

of the analysis above substantially confirm the analysis carried out in each Meatbam8er
M ONB@GASS 2F aidzRASE 2y CltaQ O2yadzyLl

I Most Member States positioned below the bisector mainly consume freshwater 4
farmed fish (salmon, carp, pangasius) wild marine fsh with lower average unit valug
(mackerel, cod, hake, Alaspgallock);

I Most Member States above the bisector consume mainly marine fish, often geabass
seabream, shrimp, squid, octopus), but also cod, hakesalmdon.
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4.4 Percapita expenditure and AnnuAlverageGrowthRate
The following chd shows the distribution of Member States according to two variables:

- QLN OFLIAGlI K2dz&aSK2t R NBIft SELSYRAGIINGE Ay Hn.
and
- GKS 4! SN 3S ! yydzkf DNRoGK whk (8®4. 6! ! wD0O 2F SEL

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

Figure 4t SNJ OF LAAGI K2dzZaSK2f R NBIf SELISYRAGdNGoOse wHnnpod |y
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Thecharthighlightsaninverseratio betweenthe abovevariables Therefore fwo opposedgroupsare clearly
recognisable:

- the first group consist of countries of Eastern and Central EU that accessed the EU more recently. In
this group,the lowestper capitaexpendiure in 2005recordeda morerapiddevelopmenti.e.higher
AAGRY.

- the secondgroupincludesmostof the SouthernEUcountriesand Belgium.Thisgroup,whichshows
the highest per capita expenditure in 2005, recorded very weak or negative graieth

Thee 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.

"However, the pecapita expenditure trend in Romania suggested a problem of reliability for 2005 ane?2008
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CKAa OKIFLIISNI Ay@SaidadalrdSa 02y adzyemidnptiokfrequangyand NS 3 I N
preferencesfor the differert 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 guagpked) 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 fromthe &MNJ ¢ 41 &% FyR Ay LJ NI A Odzt I N
survey).

5.1 Regular consumeigsnon-consumers

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

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

- The Member State positioning and the grouping in-sedpions;
- The positioning of members of different age groups and different sp@éessional conditiorfs

The two parameters of the chart represent:

- The regular consumers of FAR®mmely the percetage of the entire sample consuming FAPs at least
once a month. Therefore, occasional consumers who consume FAP rarely are excluded;
- The nonrrconsumers namely the percentage of the entire sample not consuming FAPs at all.

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

8These two parameters have beanalysed 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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EUROPEAN MARKET OBSERVATORY FOR FISHERIES/ARULTURE PRODUETS

EU CONSUMER HABITS REGARDING FISHERY AND AQUACULTURE PRADWREFDRT

Figure 5 Regular consumers versus n@onsumers
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(*) SE = Seémployed; M = Manager; OWC = Other white collar; MW = Manual worker; HP = House person; U = Unemployed; R=
Retired; S = Student
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Asregardsthe positioningof Member Statesand subregions the charthighlightsthat someMember States

of the Northernand Southernsub-regionsshowthe highestpercentageof regularconsumergit ismaximum

in Spain). In this group there are also Member States showing a per capita consumption lower than the EU
averaggfor example:EstoniaDenmark Finlandand Greece)Onthe other side,there isagroupof Member

States, together with the Central EU stdgion, with the highest percentage of n@monsumers and the
lowest of regular consumers (it is maximum in Hungary). This groupists also of Member States
expressing a higher per capita consumption compared to the EU averagéa(g)g.

Basedon the resultsof the positioning,Member Stateshavebeendividedinto four groups.Groupingcriteria
are not based on the geographid¢atation but on combinations of different ranges (defined hypothetically)
of percentages of regular consumers arwh-consumers.

Regardlessf the consumptioreveland/or the per capitaexpenditure thesegroupscouldrepresentspecific
targets, to whichit could be possible to address polaigtions.

Tables5ca SYOSNI {GF(Sa LRaAGA2yAY3T | O02NRAY3I G2 GKS-Okg/2 dpdSNEES (03!

RC >80% 60% < RC < 80% 60% < RC < 80% RC <60%
N < 10% N <10% N >10% N > 10%
Span Cyprus United Kingdom Bulgaria
Sweden Lithuania Portugal Czech Republic
Denmark France Malta Slovakia
Estonia Greece Poland Austria
Finland Latvia Slovenia Hungary
Netherland Luxembourg Croatia
Belgium Germany
Italy
Romania
Ireland

In some Member States of the Eastern, Western, Central and Northemeglitns, some promotiong
campaigns (analysed in depth in Ta8kv@ere carried out that aimed at improving the image of fish
and aquaculire products and also at improving the FAP penetration rate (i.e. increase of re
O2yadzYSNEQ LISNOSydl3asSoo
Only some countries in the Southern EU -sebion (Italy, Spain, Portugal, and France) did not
campaigns directed at improving the image sheries and aquaculture products, presumably beca
consumers in those countries already have a positive image of fish products.

As regards the pgtioning of the two soci@emography parameters, the chart (EU average data) shows that:

N

9 FYLI ATya OFNNASR 2dzi Ay . dzf IFNAFIX 9adG2yAlX 5SYyYFEN]lZX FYyR D
informing consumers about the healtkenefits and high value of fishery and aquaculture products and reducing prejudices against
the products (such as negative perceptions related to aquaculture products).
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Theconsumption 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 roansumers). On the cordry, all age groups up to 45 years

are located in the fourth quarter (with higher percentage of remmsumers and lower frequency of
regular consumers). Young people 2% years) are the age group with the highest percentage of
non-consumers.

Young peple (1524 years) are mainly composed of students, while managers and retired people
show the highest frequency and lowest percentage of-sonsumers. Therefore, it is evident the
correlation between age, social position and higher consumption;

In geneal, the upper classe{Managers, selemployed)consume FAPs more often than other
classes with lower economic availabilitigstudents, unemployment, manual workers).

Therefore, theadulthood and higher economic availabilitieonnected with the professnal condition,
represent the two variables that mostiyaximize the consumption frequencyOn the contrary, thggoung
age and lower economic availabilitiesconnected with the professional condition, represent the two
variables thamostly maximized thenon-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 MembeSBtate on classes 1% 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 a@gmamdtaly;

In all Member States, the percentage of regular consumers in the clagd$ is3ower than the

national average of regular consumers, except in Hungary, Slovaki@eanthny.

The analysis of literature carried out in Task 1 shows that consumption acrossleguigraphic groups
has been analysed gnin 13 Member states.

Thesed 1 dzZRA S& O NRI Rf & 02y T A NMithioySew@xdap@os| IINERcl iSein &rdy
that consumption (and/or consumption frequency):
1.

is highest in groups of people with higher education and higher incoaad sandard of living
(Latvia, Poland, Czech republic, Swe&main)

Anexceptionis Croatia for whichthere is no relationshipbetweensocialstatus,educationalevel
and frequency of fish consumption. Partly, also Greece should be considered as amoexdep
whichthe cluster with lower income purchases fish at a higher frequen2ytifdes per week, Vv
1-2 times per month for the group with highecome.

Furthermore, in some countries consumption frequencies and the penetration rate are chal
FINJ Ayadl yOSs Ay cdnders/ale 8xpPetctedidSchaoimie congDiFiptiain habits
to factors such as increasing focus on health and healthy diets encouraged by gove
initiatives, in particular households with children as these consumersssieelhave a significan
f SPSt 2F RA&LRAlIOES AyO2YSE
is highest for elder people and lowest for younger peop(€oland, Slovenia, Netherlang
Belgium, Finland;rance)
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The critical positioning of young people (students) is tetessed, due to the large distance with the EU
average.

The criticality of the young segment is confirmed in the results of the survey onhsialees, which
highlightsthat, for someretailers,the developmentof the consumptionfor youngestpopulation isa key
challenge in the longerm.

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

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

5.2 Relationship betweer consunption frequency and per-capite
consumption

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) guahtitg 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 pmpita consumptioincrea®s;

- Therelationshipisnota f A YiSgeredal Whenthe percentageof regularconsumersncreasesthe
average pescapita consumption increases more thairoportionally.

10The objectives were to teach young people about the nutritioredue 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 expesting events, competitions, excursions to fisheries companies,

and other activities.
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Figure 6 Relationship between consumption frequency and peapita consumption
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Preferences are analysed under different perspectives:

1. Preferences about the product. In particular, preferences aboutpeservation states(i.e. fresh
fish,frozenproducts,etc.); preferencesaboutthe production method (wild vsfarmedproducts)and
preferences aboumarine vsfreshwaterorigin.

Preferences about theJNE RdzO (G & Q Y I AdlgosekdNBpacked)i | G A 2 YV &
3. HabitsabouttheC! t 4 Q LJ (POS)a 2F al €S

n

5.3.1 Preferences about theroduct

The present analysis based on the combination of the percentages of purchasers reporting to buy FAPs
often/ never?.

It is worth highlighting that the analysis has some limits, notably:
- Theneverconcept has aweRSTFAY SR AGRAYSyairzyé o yofiedSNkepyiS|l v a
non-dimensional and can vary depending on the person interviewed.
- ¢CKS ydzvaitnkld ¥aaSNBR RSLISYyRa 2y (GKS GeL)Saate2 F LIN
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 isner than the number of consumers.
2hyfe C!taQ LIMzZNDKIFIaSNBR FFNB FylfeasSRI a2 GKS It GSNYyleiA@Sa a2
analysis.
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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 fdresh products, which have a very low percentage
(less than 15%) among nguurchasers. 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 had, for smoked and breaded products, the percentage on nparchasers is higher
than that of regular purchaserg-or breaded products, the percentage of Raurchasers is around
30%, while it is 10% for regular purchasers. As a consequence, the purchdsaof@sehold
consumption) of smoked and breaded fishery and aquaculture products is occasional, as it is not
GAGKAY -EK&SEAGEAE2RFT 9! OAGAT Syao
Based on averages at EU level, for each type of product we elaborated the following charts showing:

V The postioning of Member States (Member States) and sabions, in terms of difference with
respect to the EU28 averages (EU28 average = 0 fovbatbles)

V The positioning of people interviewed based on their class of age andpadassional category in
terms of difference with respect to the EU28 averages (EU28 average = O fgabalies)

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

- eachMember Statehasa different percentageof regularpurchasergthe highestbeingin Spainthe
lowest inHungary)

- each Member State has a different structure in terms of class of age and-odassional
categories.
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Figure 8 Regular purchasers vs ngpurchasers, by product type (differences with the EU average)
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At Member State and sutegional levels, theesulting data leads to the following conclusions:

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

With few exceptions, the positioning of each Member State belonging to the sameegidn can be

very different, as theegular purchases and/or the absence of purchases of the different product
types are based on the consumer habits @fsingle Member Stat¢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 egards the single product types:

For fresh products, some of the Southern EU countries are positioned imthjed2l NI SNJ 6 & 2 F
abovethe EUaverageandd y' S @ $eélidbvit) AThisis particularlytrue for SpainGreece Cyprusand
t 2NIdza3tf 3 gKSNE (GKS daZFIEKKNIKCING K2 NE (KE 92 NB o6
categoryis 10%lowerthanthe EUaverage Onthe other hand,GermanyandAustriaare the Member
Statesshowingthe highestdifferencescomparedto the EUaverageasd 2 T (pBafiasersaare more
than 20% lowet Y R Gy S@SNE LIJzNOKF a SNBA I NBavera@eNB G KIFy wmp]

For frozen products, Sweden has the highest frequency of regular purchasers (more than 20%) and
the lowestof non-purchaserglessthan 6%).Theoppositeis reported for someEasternEUcountries
(Estonia, Latvia) and Central EU countries (Sloveniglamghry).

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 ofpunehasers (for DK, more

than 25%andlessthan 10% respectively)Onthe other hand,in someCentralEUcountries(Hungary

FYR {f20SYyAl 0 GKS ayS@SNE OFGS3a2NR Aa Y2NB i
purchasers are about 10Bdwer.

For tinned products, Member States belonging to the same-regibn show very diffemt
LRAAGA2YAY3Id C2NJ SEFYLX ST alfidl IyR {LIAY &K25s
GKS t26Saild 2F aySOSNE ¢A0GK NBaLISOG G2 GKS 9!
respectively)Greecehasa positioningbelow 15%within the & 2 ¥ &adegoryandabovel5%for the

Gy SOSNE OF §S32 NkavetageY LI NER (2 GKS 9!

For breaded products, the UK has an abnormal positioning compared to other Member States, with

' LISNDSyYyGF3aS 2F a2F0Syé¢ 6KAOK A& Y2NB GKIFy wmp:
below 15%. This could be partly explained by the popularifisbfand chips in the country. Greece,
Slovenia, Lithuania and Spain have oppgsitioning.

If we look at sociedemographiacategoriesthe differenceshetweeneachclassandthe EUaverageare quite
limited (x 6%), with the exception of fresh andehdedproducts.

Neverthelessthe combinedanalysiof preferencedor the different producttypesshowsthat youngpeople

(and students) purchase few fresh products, as they prefer frozen and processed products (smoked/ dried
and breaded products). On treher hand, adults and old people prefer fresh fish and limit the purchase of
processegroducts.

Asregardssocioprofessionatategoriespesideghe combinationsyoung/studentandold/retired, managers
and selfemployedare positionedin the 2" quarters of the charts6 & 2 Fisiabovéthe EUaverageand
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GYSOSNE A& o0St2¢ AG0d ¢KAA A& GNHZS F2NI Lfyvyzad Fff
GKAOK akKz2g | LRaAdAzy 2F YIylFr3aSNA +to020S GKS 9! | @
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.

Basedn the resultsabove there arespecificd (i I N&F &ihkBinationsOften/Neverwhichcanbeidentified
for eachproducttype. Thisislinkedto ageclassesindsocioprofessionatategorieswhicharein turn related
to sociceconomic and cultural classes (e.g. young studsmid retired; manual workers andnemployed
vsmanagers and selémployed).

hyteé F¥S¢ ylLaAz2ylf adGddzRASa oc¢lai mo GFO1fSR [iKS
categories, and only in absolute terms and not in terms of purchase frequency.

Most of these confirmedhe 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 fishr@sased.
The popularity of frozen fish has not increased.

- lIreland: 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 2@), with readyto-cook frozen products being the main driver behind this
trend.

- Belgium Fresh fish is preferred. Almost all segments increased, at the exception offisbzen

- Sweden consumers are positive towards fresh fish, although they perceiviectit@gory to be
less available than other figiresentations.

- France Fresh products dominate thmarket.

- Croatia 91% of consumers prefer fresh to froZeh.

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

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

- Slovenia Frozen fish took has become more common than fresh mainly due to the modern
lifestyleandthe relativelyeasyaccessibilityf frozenfish,astheseproductsareavailablein almost
everystore.

- Finland Preserved (canned) FARsreased.

- Portugat consumption of frozen products and reathtcook meals has increased, not only
because of the economic crisfsesh/chilled fish are generally more expensive), but also because
lifestyles havehanged.

As regards preferences under a sedemographic point of view, only a study in Latvia tackled the igsue,
from which it is possible to deduce (in line with Eurobaater findings) that households with higher
incomepreferfreshandsmokedfish; householdswvith lowerincometend to buy curedfish. Fishsticksare
also popular among Latvigtoungsters.

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

Fresh and convenient products show positmarket trends while frozen seafood faces more difficulties.
Loose and prepacked fresh products both register increases (particularlypareked products).
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The fresh fish counter is an asset for the points of sale (POS) to attract consumers. However, this
important costs (space, logistics, staff) that not all POS can bear.

5.3.2 Preferences about wild vs farmed FAPs and marine vs frestiudger

In this paragraph, we analysed the preferences of purchasers about two features of the products:
V the production method (wildv'sfarmedproducts);
V marinevsfreshwaterorigin.

The results of the analysis carried out with specific focus t@tieduction 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.
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EU CONSUMER HABITS REGARDING FISHERY AND AQUACULTURE PRADWREFDRT

Figure 9 Preferences about production method

By Member Stateand Subregion

By age class and soeofessionakategory

Farmel products

20%
18% HU
16% PL
14% RU
AT
12% CEU
10% SR L S
BE
- cz ”E“'\EE"IET' 5HR
DE i LV LU FT NT
6% & SEL &
BG P B es o
4% NEU
EL
2%
EE DK
0%
10% 20% 30% 40% 50% 60%

Wild products

70%

Farmel products

11%

10% [ ®2e
9% A 1004
HP
8% o Y AE%S M. g N 65"'4
2534 MW Owc E R ® Age

7% P SaalPY ASPcat.

556:
6% > ®
5%

20% 23% 25%28% 30% 33% 35% 38% 40% 43%

Wild products

80%

70%

60%

50%

40%

30%

20%

10%

0%

Percentagexpressingreference

W N X
%mmoo

DE

[T TR T TS
fYodiEsEES2

=) R
225 z%<+xd

=
o

Q
['4

O HEg:

2284

m]
0

60%

50%

40%

30%

20%

10%

0%

Percentage expressing preference

15 25 35 45 55 65 75+ SE M OWCMW HP U R S

24 34 44 54 64 74

(*) SE =Seltemployed; M = Manager; OWC = Other white collar; MW = Manual worker; HP = House person; U = Unemployed; R= Retiredt, S = Stude

30



The first aspect emerging from the analysis is tfeat purchasers expressed a preferencenly for 5
Member Stats (all belonging to the SouHBU area) and in one subgion (South) the 50% threshold was
exceededOnthe other hand,for the CzeclRepublicSlovakiaandBulgariathe peakwasat 30%.Similarly jif

we look at socialemographic categories, no categorycerds the 50% threshold, and young (student) are
few points above30%.

Amongpurchasergxpressingpreferencewild fishis significantlypreferred (around34%at EUlevel,while
farmedproductsareat 8%).If we look at thisfrom ageographicaperspecive, mostof SouthernEUcountries

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 pralucts, although they still prefer wilgtoducts.

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 wiliah fish.
terms of socieprofessional 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 Merber 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 i$ clear
(Lithuania, Portugal, Spain, Croatia and Gregd®@n the other hand, studs 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 tfieh they buy has been farmed or caught.

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 safetality and nutritional features.

A study carried out ifPortugalhighlights that, despite the increasing importance of frozen fish prodrcts

Furthermore astudyin Greecedentifiedtwo consumergyroups the first onewith lower educationalevel
and income (low potential aquaculture consumers), the second one with higher educational level and
higher incomeghigh potential aguaculture consumer), in contrast with general findings at EU level pf the

Eurobarometesurvey.

Consumers preferences, more orientated towards wild fish, are not the same of. UBeed, the
NB (0 | sufveysidwShat the majority of LSR54%)purchasemore farmedthan wild FAPsin particular
in Central, Eastern and Northern UDn the other hand, there is a balanced supply between fishery and
aquaculture products for 21% of the Western LSR. Fishery products are dominant for RS% afly, i
particular in Southern EU LSR, where they dominate in 44%Rf

—

¢CKS AYLRNIFYOS 2F I ljdzZ Odzf G dzZNB LINPRdzOG & Aa f.pfy]SR
Indeed, aquaculture production allows regular supplies yeag withstable prices, while the availability
of wild seafood depends on stock evolutions, seasonal phenomena and climatic events.

13The largest share for aquaculture product is 85% (for Northern LSR), in relation with the importance of salmon in this area.
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Therefore,the share of farmed products increased between 2010 and 2015 for most retailers (5
while the ratio wild / farmed products remained stabléor 44% of them

Furthermore, it should be considered that theOQ i dzt f O2y adzYSNEQ 06SKI @
preferencesis piloted by LSRehoices(consumersuy whatis offered)'. In addition,a dzLJLJEontiBuityC]
and stability are crucial for R (but not for consumers)Therefored dzLJLJt A SaQ O2 vy i
have no impact on the total consumptionfeAPs.

As regards the shoterm evolution expected, the ratio fishery/aquaculture should be stable for 50
the LSPbetween2015and2020.Anincreaseof farmedproductsis expectedn 67%of the LSRn Western,
Central and Southern regions, and in 30% of the LSR in Northern and Eastern regions. On the ot}
the ratio is expected to remain stable for 44% of the LSR compared withghfvia years. None of th
retailers expects an increase of the share of wifobucts.

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 preferee in 10 Member States, but only in one area (the South area) and only by two classes
of age (the elder ones).

14 Nonethelesswhile supplyand sellingpoliciesthat favourfarmedproductsare declaredby LSRthey are not necessarilyenvisaged
by traditional retailers (fishmongers, specialist shops). Indeed, for them it could be more convenient to choose tlighwild
segment, in order to reduce the competition witsR.
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Figure 10 Preferences about product origin

By Member Stateand Subregion

By age class and soeofessionakategory
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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, CzguiblRe 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 detemine these preferences.

- If we look at soci@lemographic 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 eage for freshwater products.

The combined analysis of preferences results alppatduction method(wild vs aquaculture) ancharine vs
freshwater originshows that:

- Thosenot expressingpreferencesabout production method do not expresspreferencesabout wild
vs freshwater origin either Basically, for this type of buyers$iese aspects do not drive their
purchases of FARP©ther factors (e.g. price) play a more importeoie.

- Those preferring marine fish also prefer wild fisithis suggests that tié5 A & F aYSydl f
between these 2 categories for the subjects interviewed.

Onlyin three Member Statesnationalstudiesin Taskl comparedmarinevsfreshwaterfish consumption,
even if not in a homogeneouwsay.

Preferencegor marinefishare strongin Sloveniabut morethanwhat surveyedoy Eurobaromete(77,9%
of adults preferred marine fiswhile the 22,1% preferred freshwatiésh).

On the other hand, freshwater fish are preferred in Austria (the consumption of freshwater speci
increased more than the average) and in Finland (salmonids dominate consumption). In both
Eurobaroméer data are confirmed.
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The resulting data allows making the following conclusions:

- The preference fopre-packed productgrevails in landlockedor with short coastlines) Central EU
countries, as well as in the UK and Belgium.
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- The preference foloose productsprevails in Southern countriesas well as imther countries with
long coastlines(Ireland, Poland, Finland, Romania and some Eastern EU countries).

- The preference for prpacked vs loose products lisked to the proximity of the sealndeed, as
highlighted in the next chapter, in countries with a long coastline therenames fishmongers or

specialist shop (selling mostly loose products).

The preferences show very different values for different sal@mographic classes:

- Young people (and students) prefer pygacked 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 produidisse

categories are generally more conservative and less open to innovations.

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

States (Task 1).

results, while it is less consistent for Ireland.

LI O1 SR F 284G 2F O2yadzYSNAR adGAff LINBFTFSNI (2
9dzNB Ol NPYSGHSNDAa NBadzZ Gao

Thesurvey of retailers confirms the Eurobarometer findingsost LSR sell fresh fish, mostly-pecked
Therefore LJdzNJ K hahitSdegeszion suchsupplytype, especiallyin those Member Stateswith alarge

chapter).

Results of LSR interviews showstienger growth of the prepacked products market with respect to
loose productqalbeit also increasing) during 202015.

O2yadzYSNBRQ SELISOGlIGA2ya | 62dzi FTNBakKySaa +yR

expectations of LSR, dmot of retail operators in general (LSR + traditional shops) and thus fail ta
into account the point of view of traditional shops.

5.3.4 Preferences about FAPs places of SHES)

In three out of four countries (Austria, Ireland and Germany), the preference feparked products is
clear and presents a growing trend. For Austria and Germany, this is consistent with Eurobarometer

In Poland, the situation is more complex, especially for frozen fish (Though most fob#en fish comes

It is expected that both segmentdll see increases in the future, especiallypacked as it can still mee

Preferences between prpacked and loose products is analysed by national studies only in four Member

number of supermarkets and hypermarkets. On the other hand, the loose fresh fish counters ar¢ more
common in Southern countries, also within LSRagdesee the chart on main places of sale in the next

t
02y &°

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

take

This paragraph concludes the research into consumer preferences reg&#aPs 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 aregians levels.
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Figure 12 Frequency of purchases by FAPSs place of sale
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These dta highlight two important aspects, which are strictly linked:

1. Structure of the distribution channels in the different srdgions Supermarkets and hypermarkets
are typical places in Northern countries for purchasing FAPs while markatstazemmon. Orthe
oppositeside,in Southerncountries,the lower resortto supermarketsand hypermarketgor buying
FAPs is compensated by higher purchases at fishmongers and spsiuiglist

2. Importance of the presence of the se@ihe availability and the length oRadzy G NA S&Q O2 |
determines the presence / absence of fishmongers or specialist shops and, as described in the box
above, the strategies &fSR.

Reasons driving preferences about POS where purchases take place can be derived fron
carried out in six Mmber States (Task 1). All studies show that the preference depends o
productsone wouldlike to purchasetype of product(fresh/ frozen/ processed)their presentation
(fillets / whole), production method (wild / farmedtc.

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

- Estonia consumers prefer to buy processed fish and frozen fish products in shops, whil
turn to alternative channels for fresh fish (e.g. directly from fishermdisbmongers);

- Romania Themostfrequent buyinglocationfor freshfishis specialisedishshopsandtraditional
markets, while superand hypermarkets are the most frequent buying locations for fro
products. Thesechoicesarerelatedto freshnessvhenit comesto buyingfreshfishat specialized
fish shops, while price is the reason for choosing traditional markets and-gugeermarkets
when buying both fresh and frozgmoducts.

- Poland fish fillets are mostly sold through supermarkets while over 50% of whole gutted 1
sold throudn traditionalretail.

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

- Italy: With 40% of the total, the most used distribution channel is the lsgEe retail, where
processed mducts register significant level of purchases (above all, frozen prodpotpared
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andpreservedroductsandsaltedandsmokedproducts) Fishmongerarechoserfor purchases
of molluscs and wild products; Largeale retailers are preferred for fasdproducts.

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

6 Main reasons for purchasing/not purchasing or consuming/no

consuming-APsandfactorsaffecting theironsumpton/purchase

Th[s chapter analy§es the,reasgojthling or af[ectingtl]e purchase ad consumption of FAPs,AanngAwith the
NEIFaz2ya RNALBMNOKI G0 AERFYAYIZAYZ YE 2F (K2A4S LISNE2Y A |

6.1 Main reasons for purchasing or consumiAPs

The main factors for purchasing or consuming FAPs can be groufeibas:
1. Personal factory LJIZNOKIF aSNEQk @@y ddzYSNBRQ NBI az2yazx
2. External factors factors not linked to individual aspects but impacting (in a positive or negative
way) the inclination tgurchase.

6.1.1 Main personafactors

These factors derive from the grougj of those items surveyed in the Eurobarometer survey that can be
associated due to their connection with the same underlying motivatidased on this:
- ¢ KS TWwdiessHddbealth O2 Y0 Ay Sat KIKES FANKS YKaSY fail K@ € T da ¢ KS¢
GeKSe FNB Slae (G2 RAISadGe
- ¢KS TI DR2WAEYEAY Sa (KSe AlSY¥4a8 #22RET a¢KSe | NB
200l AA2ya¢T G¢KIS®IfSE21 3I22R 2y (KS
- ¢ KS TCobvérgeNde and ease of preparation 02 Yo A Y S &¢ KISKES FANKS YSilva &a G 2
G¢KSe NB ljdzAa O1 (2 LINBLI NBé

O

15¢ KS 9dzNBoF NRYSUGSNI ljdzSaiAz2zy 61L&y aLy @2dzNJ 2LIAYA2Y Acular& | G | NX
LINE RdzO(iaK da!-d® o !'b{29w{0éd ¢KS SAIKG AdGSYya tArAadSR @y GKS
LISNDSy 38 Aa GKS adzy 2F LISNOSydlFr3asSa 2F SIFOK AdSVYidbe indeS NBF 2 N,
than 100%.

Items Factors % factors
They are healthy

- Wellness and -
They contain little fat health 1 032

They are easy to digest

They taste good

They look good on the table Hedonism Iy o6:: RE:

They are products for special occasions

They are quick to prepare Convenience

They are easy to prepare and ease

O |@ - | ® Q|o o |o

ry 62 3 &]
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The chart belovy shows the positioning of Member States andreglons with respect to these 3 AfactorsA. o
Thed dzd 0 dinte@si@nrepresentshe percentageof consumersnentioningtheitemsofa / 2 y dSghél Sy OS

S | &°SThe thee factors are also displayed by sediemographic cladsvel.

Figure 13 Main personal factors driving purchase and consumption of FAPs
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At EU levelWellness and healtlmesults to be the main factor (123%): therefore, timein motivation for
purchasingFAPSds the positive link between consumingfish and health. Thefactor Hedonisnrankssecond
(68%), whileConvenience and eagethe least important, as is mentioned by 32% of consumerdy.
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MemberStatesandsub-regionshaveahighlydifferentiatedpositioningwith respecto theseaverageesults.

In particular,the purchaseand consumptionrmotivationsfor CentralEUcountriesrely in the factor Wellness
and health, while the factor Hedonismis more important forEastern EU countrieand Northern EU
countries Among them, Sweden is the mosénsitive to this factor; Denmark and Finland give more
importance to both factorswellness and healtand hedonism with respect to the EU average. Finland is
also the Member State giving more relevance to the third facBmmvenience arehse.

The otler subregions 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 healtts more relevant) and Greece (where batreliness and healtand Hedonisnmare more
important than the EU average).

Romania, Ireland, Estonia and, above all, Finland give more importance to the third @oterefience and
easq, while it is marginal in all Southern EU countries, especiallygru€gnd Spain.

Finally if we comparetheseresultswith the chartshowingthe preferencesabout FAPgroductionmethods
(wild/farmed), it emerges than those who give more importance to fhetors Wellness and healttand
Hedonismprefer wild fish.

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

- old and retired people give more relevance to the fadtéeliness and healthess importance is
given by young people and students;

- adults inthe age group 264, managers and sedimployed givemore relevance to the factor
Hedonismless importance is given by old people and unemployed;

- old people in the age group 5%, retired and unemployed tend to give more relevance to the factor
Convenience and eassightly minor importance igiven by managers, sedimployed and students.

As a conclusion, with respect to the EU average:

- Elderly people are more sensitive to health aspeeatsd therefore for them consumption of FAPs is
linked to the positive effects on their personal wed#ing;

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

Some studies carried out in adfe a SYOSNJ { GFGSa o¢tkail mo FNB
findings: the most important reasons for fish consumption are linked to the health and nutritional i
(Romania, Czech Republic, Ireland, Portugal, France, Spain, Croatia).

Other factos (linked to hedonism, good taste, pleasure, togetherness) are less mentioned (Fran
Croatia).

Ly fAYS SAGK 9dzNPOoFNBYSGSNI NBadzAf 6ax GKS a2 S
national promotional campaigns in Latvia, RomanidaRay Slovakia, Germany, Croatia, Spain, Italy
Malta (Task 3). In these Member States, promotional initiatives aimed at strengthening the percep
nutritional aspects and awareness of benefits of products across the population (encompassin
regular consumer and neconsumers). In some cases, this issue has been (also) focused on the
Ge2dzy3a LIS2LI S¢ o

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

hyS 2F (GKS LISNAR2YFf FI 002 N&R Q@XyfaidzYADlyA 2ayY LA 50 GLISR2ALGE S
experience new products, which is shown by 60% of consumers (buyers) in the EU.

¢KS adz2NwSeQa NBadzZ 6a akKz2g (GKFEG GKAAa Aa Y2NB aAdya
Central EU countries.

Figure 14- Inclination to experience new products

EU 28 and Sulegions

SEU WEU

EEU NEU

CEU

Age classes and socfrofessional categories

15-24
70% 25-34
60%
coo 3544
S 40% 4554
30%
20%
R 160 55-64
0%
U 65-74
HP 75+
SE
M

(*) SE = Sedmployed; M = Manager; OWC = Other white collar; MW =Wdhworker; HP = House person; U = Unemployed; R=
Retired; S = Student

Looking at socilemographic categories, old people (retired) and those with the lowest levels of education
show a lower inclination to experience new products. On the other hand, ypaogle (students) and the
highest professional classes (wealthiest people dining out) show a higher inclination to experience new

products.
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Therefore cultural aspectsmotivate curiosity and the inclination to experiencenew thingsin general also
dueto external solicits, especially from timedia Indeed, the results of the survey are coherent with those
of marketing specialist literature regarding consumption clugiiéfestylesy}’.

6.1.2 Main externafactors

In general, the main external factors gmincludes those deriving from third parties (mainly distributors of
FAPs) namel

- 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 represdes 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 wittlar a wi
productsassortment.Therefore the diversificationof the supply, independentlyfrom the pricelevelandin
connection with promotional strategiesyould encourage FAPs purchagand consumption). In fact, as
illustrated in the previous chapter, thendlination to experience new products is relevant for 60% of
purchasers. This inclination can be negatively affected by a low assortment of products adopte®G\sthe

Overall, 56% of purchasers indicate that they are willing to try new products whea #rerpromotional
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 showatt®Y 6 S NJ { G I (r&gioes) ahd sgc® & dzd
RSY23ANI LIKAO OFGSA2NASEAQ LIRaAAGAZ2YAYTY

17In literature about strategic marketing, potential consumers can be clustered on the basis of a series of factors mereide les
(sociedemographic, cutzNI f = 0 SKI @A2dzNI £ £ O2yadzYLiAz2y FyR FTNHZAGAZY 2F 02
instance, elder people, with a minor educational degree and more hostile to innovation belong to a cluster that expessdea lif
thatcan be definedd G G NI RAGA2Yy It O2yadzYSNEé® hy GKS 20KSNJ KFyRZ S|t
AY ' INRdA) s KSNB O2yadzYLIXiAz2y ONRGSNAREF NB aSY2GA2yL)ftiey GKS
purchase is basl 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 Thefactorsarerecalledby someEurobarometeiquestions askng the following questionto consumersa 5 yuagreeor disagree

with the following statements regarding fishery and aquaculture products? : a) You try new products when there is a pedmotion
event, for example at the supermarket; b) You would buy ¢meare fishery and aquaculture products if the choice and the points

of salewere morediversified;c) Youwould buy or eat more fisheryand aquacultureproductsif the pricewasnot sohigh.
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Figure 15 Main external factors encouraging the increaseleAPs purchase and consumption

EU 28 and Sulegions
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(*) SE = Sefmployed; M = Manager; OWC = Other white collar; MW = Manual worker; HP = House per&merdptoyed; R=
Retired; S = Student
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averages for all three factors and another group is positioned above them. More in detail:

The first group (third garter in the chart) includes Western and Northern gelgions, with the
Netherlandsand Germanybeingmore reluctantwith respectto the EUaveraggalongwith Sweden,

idAdS YIN] SRS

Luxembourg and Austria) to consume more FAPs. This means that in these countries/rlegi®ns

O2y adzYSNEQ KIFoAla
factors.
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- The second group (first quarter in the chart) includes the Eastern and Southemegiobs, with
Bulgaria, Latvia and all Southern countries, except France, being more sensitive to the three factors.
This means that, in these countries/regions, extefaators could have a strong impact on the level
of purchase/consumptiofi.

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 clogeet&U average.

LT ¢S 221 (0KS &deNS@EhiQdatedofes, dadmerges tha: & 2 OA 2
- 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-856 are themost 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 conduetéh 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 (CentrBlastern), the rage 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.

Therangeof productsmayalsobe significantlywiderin storeswith freshfishcountersthanin storeswhere
fresh fish is only soldre-packed.

Several elements can justify a range differentiation linked to location:

i distance to the sea: coastal storeshinterland stores (this is mostly theage of Southern Member
States).

 socioSO02y2YAO OKIF NI OGSNRAOwWedl Z Ay LI NI AOdzZ I NJ|O2y ad
9 density of population: densely populated or urban argasuralareas.
| experiencaandexpertiseof the staff:in the chainswherethe NS (i | golicyBshIRaveaminimalrange

common to all stores and an additional range left to the discretion of the local fish counter manager,
the rangeof productsiswiderinthosesupermarketsvherethe fishcounterismanagedy skilledstaff.

9 regional consumption spedifties: 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.

CNRBY (KS AYydSNIIA S S ihe Wdhiand theSIN@rdiratiad2of syipply @aF imgadt S ¢ =
consumption,depending on both the area and the strategy of the POS. However, it is more important to
KIS  LINPRdAzOGA | Aa2NIYSyd IRFLWGSR (2 02y adzrSNEQ

19However, the diversifidan 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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countries, retailers may have three different price ranges (possibly with different corresponding b
when it comes to prepacked fish): entry level (lowest prices), core level (core prices) and the tof
(high-priced/premium).

However, tle number of items in each category is not fixed and can change depending on nee
conditions. Price is not key to the retail strategy, which instead mainly concerns the adjustment
numberof itemsrather. Forexamplejn someSouthernMember Staeswe canobserveareductionof the
number of fresh products during the week and an increase during the weekend, since it can
economic disadvantage to sell too many fresh fish products with a low turnover. On the other
changes may occur in thRSTAYAGAZ2Y 2F LINAOS:ET FNBY AaFNBS

ddzLISNXYFNJ] SG YIFYyF3ISNE FOO2NRAY3I G2 GKS LINE RdZ
alF'YS LINRPRdAzOG I LILX ASR Ay I f &Aan@epB daylused fisr$armed
products, such as seabream, seabass and salmon. The price range for wild fish is less manageak
fluctuatingavailability.

In those countries where discount retailers play a pivotal role, supermarket chains ke am price
and operate as price matchers to the discount shops.

In a nutshell, we can state th#ttere is usually no specific rule regarding the number of items and pf
categories in particular in Southern EU countridhe main factor influencing the@umber of products
supplied and their price is their availability on the marketvhich can fluctuate a lot from one year
another and according to seasons.

Theissueof diversificationof productsin the POSasafactor aimedat increasinghe consumigion of FAPS
has been also tackled by national studies (Task 1). However, beyond diversification of produ
majority of studies makes references to the diversification of the service offered to clients. In this 1
the following points should bkept inmind:

9 Estoniain order to increase consumption, fish should be made more affordabla\aithble.

Romania consumers would like to have an additional service like gutting offered Ipettess.
Germany hard discounters started to sell frefish.

Denmark supermarkets offers doeto-door service for fresh fish, in addition to fresh fish counte
Fresh fish has become more easily accessible thanks to the development ofdetirezy activity by
online fish retailers and delivery of fish boxesitmseholds.

Francelnfront of alargerangeof products,consumergocuson speciesheyknowandwhichreassure
them. Secondlythe organisatiorof the shopmayencouragehe purchasein selfservicecomparedto

loosefish.

1
1
1

{2 GK
rands,

range

ds and
of the

be an
hand,
LINR O
oG Iy
B G A f
le, due to

ice

o

cts, the
egard,

2I'S.

45



6.2 Main nonconsumptiornfactors

Up to now, this report has analysed consumers of FAPs. In this chapter, the reasons behind the decision not
to eat/ buy FAP® areinvestigatedirying alsoto identify possiblewaysto enlargethe numberof consumers.

The charts below show the mainasons driving the decision of 13% of EU population not to consume FAPSs.
Results are reported by suiegion and by socidemographic group.

Figure 16 Main non consumption/ non purchasing factors
EU 28 and Sukegions

EU28
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(*) SE = Sefmployed; M = Manager; OWC = Other white collar; MW = Manual worker; HP = House person; U = Unemployed; R=
Retired; S = Student

AtEUandsublB3A 2y aQ f S$0Stasx Ad SYSNEHSE GKIGY

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

20The analysis is based on roonsumers / nospurchasers as surveyed by Eurobarometer. fdonsumers represerit3% of
respondents.
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