
hat factors influence
seafood consumption?
Why do older people

eat more fish than young people,
and why is fish served at meal-
times more often in Iceland and
Spain than in Ge rmany and Ho l-
land? These are fundamental
questions which are of great sig-
nificance to industry, in part i c u-
l a r, because a company that
k n ows what makes a seafood
p roduct attra c t i ve or off-putting
for consumers can better cus-
t o m i ze his products and offer bet-
ter targeted information on the
f o o d’s benefits. From market and
consumer re s e a rch from the past
we know that it is mainly thre e
factors which influence the ac-
ceptance and choice of seafood
p ro d u c t s. Fi r s t l y, specific pro d u c t
f e a t u re s, such as appearance and
f l a vo u r, image, price and pro d u c t
f o rm. Se c o n d l y, the consumer’s
own personality, for example his
education level, social status, and
i n c o m e. And third l y, our enviro n-
ment influences whether, what
kind of, and how much seafood
we eat. When on holiday in It a l y
consumers sooner choose
seafood than in the company can-
teen where the menu is often mo-
n o t o n o u s.

Up to now, these three factors

h a ve mainly been considered sep-
a rately in market studies. The re-
s e a rch projects in Pillar 2 of
SEAFOODplus will tread unchart-
ed waters here: their start i n g
point is not the product, but the
consumer and his/her desire s, ex-
pectations and demands, and the
way these demands can be linked
to seafood products in a cro s s -
c u l t u rally valid way. This is a new,
i n t e r related, and complex ap-
p roach which will provide the
seafood industry with inform a-
tion to guide the production of
p roducts for a particular target. It
can be said that Pillar 2 is the first
step on the way to tailor- m a d e
p roducts that better meet the de-
s i res of the consumer.

Consumer study in
E u ropean countries

RTD Pillar 2 of the SEAFOODplus
p roject comprises four differe n t
p ro j e c t s, each of which is com-
plete in itself but also supple-
ments the others.  One of the pro-
jects is a cro s s - c u l t u ral consumer
study (baseline study) that will
take into account different con-
sumer groups across Eu ro p e. It
will offer information on the pre f-
e rences and expectations of Eu ro-
pean consumers as re g a rd s
seafood. Some of the results will
f o rm the basis of the three other
p rojects within this pillar. T h e re
will also be numerous links to
other RTD Pillars of SEAFOOD-

p l u s. Prior to their inve s t i g a t i o n s
the participating re s e a rchers suc-
ceeded in clearing away one
stumbling block at the kick-off
meeting at the beginning of Fe b-
ru a ry. This obstacle had to do
with the term `seafood´, which
has a ve ry wide range of mean-
i n g s. Consumers in the differe n t
individual regions of Eu rope in-
t e r p ret the term ve ry differently –
fish is often seen as something
completely different from shell-
fish or cru s t a c e a n s. And to some
c o n s u m e r s, the term seafood di-
rectly translated does not mean
anything at all. In the interests of
exact, comparable results the re-
s e a rchers agreed that during the
first 18 months of the studies they
will concentrate solely on fish and
only later decide how other
seafood products can be includ-
e d .

The projects in Pillar 2 will be co-
o rdinated by Dr Ka ren Bru n s ø
f rom the MAPP Ce n t re at the
A a rhus School of Bu s i n e s s. One of
her tasks will be to make sure that
the consumer study is carried out
a c c o rding to uniform standards in
the individual Eu ropean re g i o n s
and that the deadlines are ad-
h e red to. This is important be-
cause other inve s t i g a t i o n s
planned in the context of
SEAFOODplus are based on the
results of these surve y s. The other
t h ree projects in Pillar 2 will also
extend and deepen the results of
the baseline study. For example,
they will clarify questions about
what food quality actually is in the
case of seafood, what influences
this food quality, what features a
new product must have for it to
be accepted by the consumer, and
which product information the
consumer really needs. Does the
consumer actually read and un-
derstand the information and in-
s t ructions written on the label?
What can be done to improve
communication between the
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What influences
seafood consumption?
Seafood consumption varies greatly across Europe. Annual per capita consumption ranges
from 8 to 60 kg and there is a downward trend in some countries. We can only make
assumptions as to why seafood is rated more highly in one country and less in another. We
lack an exact overview and we lack exact comparable data. In the context of the project
Seafoodplus, European researchers now want to find out what influences seafood
consumption and how this may be increased.
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seafood industry and the con-
sumer and make it more effec-
t i ve? 

Project 2.1 Consumer surv e y
Why does one person like seafood
and another not? Which factors
influence the consumer when
choosing food products in genera l
and seafood in particular? In this
p roject the re s e a rchers will be
looking for motives and barri e r s
that influence seafood consump-
tion. At the centre of the pro j e c t
a re consumer surveys that will be
c a r ried out in seve ral Eu ro p e a n
c o u n t ri e s. They will not only re-
veal common interests and differ-
ences in Eu ropean consumer be-
haviour but will also document
the consumers’ desires and ex-
pectations of seafood pro d u c t s.
The focus will be on connections
b e t ween seafood consumption
and lifestyle, health value of the
p ro d u c t s, and the question as to
h ow seafood influences the con-
s u m e r’s well-being. The study will
be carried out in two main blocks.
An initial survey will take place
d u ring the first 18 months (wave
one), a second is expected to take
place in the third year (wave two).
In the results of the survey in
w a ve one, seafood consumers will
be divided into cro s s - c u l t u ra l
g ro u p s, so-called consumer seg-
m e n t s, according to their pre f e r-
ences and chara c t e ri s t i c s. The in-
dividual segments will differ not
only with re g a rd to their pri o ri t i e s
in relation to seafood but also in
i n f o rmation needs re g a rding the
p ro d u c t s. This differentiation is a
fundamental pre requisite for be-
ing able to better adapt seafood
p roducts to consumer re q u i re-
m e n t s.

The second survey (wave two) will
filter out trends in relation to what
consumers expect from seafood
p ro d u c t s. The results of this sec-
ond survey will thus go beyo n d
the conclusions drawn from the

first. T h e re will also be a possibili-
ty to question consumers on their
opinions concerning the first re-
sults of the SEAFOODplus pro-
j e c t s. Many of the other pro j e c t s
a re based on the results of the
consumer surveys so that these
will supply the theoretical fra m e-
w o rk for subsequent analyses.

Project 2.2 Seafood sense
This project deals with the deve l-
opment of consumer ori e n t e d
Seafood Se n s o ry Quality Mo d e l s,
and aims at supporting the indus-
t ry in its efforts to improve the
s e n s o ry quality of seafood pro d-
u c t s. It will be realised in thre e
w o rk stages. Block 1 will inve s t i-
gate consumer pre f e rences in re-
lation to food quality of the pro d-
u c t s. Which features do they par-
ticularly value in fish and which
less? With the help of a special
method called ‘p re f e rence map-
p i n g’ the pre f e rences of the con-
sumer will be isolated. Of part i c u-
lar value here is the fact that these
data are collected together with
other information on the con-
sumer gro u p s. Block 2 concern s
the development of Seafood Se n-
s o ry Quality Mo d e l s. The decisive
question here is how the quality
of a product changes in the
course of the value-adding chain
f rom the raw material to the con-
sumer and which are the cri t i c a l
factors during this pro c e s s. To this
p u r p o s e, key decision makers will
judge quality at each stage of pro-
duction right up to the end con-
sumer who is responsible for the
‘f i n a l’ decision. The evaluations in
which experienced trained panels
will also participate will be made
in a similar way to the we l l - k n ow n
Quality Index Method. Fi n a l l y, in
Block 3 the developed Se a f o o d
Quality Models will be applied
and implemented in pra c t i c e.
Small and middle-sized compa-
nies taking part in the project will
be able to use the findings in the
d e velopment of new pro d u c t s,

d u ring stora g e, distribution and
m a rketing. Not only the re-
s e a rchers hope that the models
will lead to a noticeable improve-
ment in quality and to higher
consumption. Block 3 can only
s t a rt after the first 18 months be-
cause the models are re q u i red as
a basis.

Project 2.3 S e a - In f o c o m
This project is about inform a t i o n
on seafood products and how
such information can be better
communicated. The problem is
f a m i l i a r: on the one hand, con-
sumers are inundated with a flood
of information. Tra c e a b i l i t y,
health benefits, consumer safety
or ethical problems such as ac-
ceptable husbandry, to name but
a few. On the other hand, the in-
f o rmation is often incomplete,
h a rd to access, sometimes mis-
leading, not standard i zed and, on
top of that, causes additional
costs to the pro d u c e r. And this
will be the focus area of the study,
for well thought-out inform a t i o n
makes sense and offers pro d u c e r s
the possibility of standing out
against competitors. The pro j e c t
will be realised by four detailed
i n vestigations for which special
methods will be developed duri n g
the first 18 months.

Block 1 will outline the theore t i c a l
f ra m e w o rk and specify questions
in connection with inform a t i o n
and communication. Although
this block is based on existing
models these must be deve l o p e d
f u rther in relation to  communi-
cation about seafood.
Block 2 deals with empirical stud-
ies into consumer interest in
t ra c e a b i l i t y, and  will examine
consumers perception of  tra c e-
ability data. Fi r s t l y, a descri p t i ve
s u rvey will be carried out which
will re veal what information is
n e c e s s a ry and how this inform a-
tion can be made more accessi-
b l e. In a second study the modi-

fied data will be tested on con-
sumers to see if they better meet
his need for information. Block 2
will extend over 2 18-month peri-
o d s.

Block 3 on empirical studies into
seafood health, safety and ethical
i n f o rmationwill test  what effect
d i f f e rent information content,
f o rmats and media may have on
the consumer. This block is close-
ly linked to RTD Pillar 1 and Pillar
3 (Risk perc e p t i o n ) .

Project 2.4 Consumer ev a l u a t e
This project will create a platform
with which data on consumer be-
haviour tow a rds seafood pro d u c t s
can be collected and eva l u a t e d .
For example, how important is it
to consumers whether a fish
comes from a sustainable fishery
or from a farm? Does acceptable
h u s b a n d ry have an influence on
buying behaviour? Or doesn’t it
matter at all as long as the final
p roduct has a high conve n i e n c e
g rade and is particularly healthy?
The re s e a rchers will find answe r s
to these and other questions via
consumer surve y s, tests in the
h o m e, at superm a rk e t s, and spe-
cific experi m e n t s.

In Block 1 a platform  for the sur-
veys and behaviour studies will be
d e veloped. Among other things, it
should serve to identify cri t i c a l
points which consumers find par-
ticularly disturbing or unpleasant.
In the subsequent Block 2 (Co n-
sumer pre f e rences and willing-
ness to buy convenience and tai-
l o r-made seafood products), for
which 30 months have been
planned, consumer behaviour
will be tested using real pro d u c t s.
This block, which is closely linked
to Pillars 4 and 5, will cover differ-
ent situations and geogra p h i c a l
re g i o n s. 

Re g u l a rly updated information can
be found at www. s e a f o o d p l u s . o r g .
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