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AUSTRIA

Consumption ancexpenditure
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!Regular consumers are those who eat fishery and aquaculture products at least once a month



Consumerabits

Regular consumers vs naonsumers &
Regular purchasersnon-purchasers Preference about types products
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Purchasing factors and use iofformation

Factors influencing consumerdemandand

purchasingbehaviour

Main NONconsumption/
NONpurchasingfactors

Origin
(regional/national)

Price, price/quality

ratio Appearance Brand or quality labels
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Product nam¢
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Whether Area of catclor
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Fishing gear use

Information sources
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Internet
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BELGIUM

Consumption ancexpenditure

Per capitaconsumption(2014) Real per capita expenditure growth rg20052014)
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2Regular consumers are those who eat fishery and aquaculture products at least once a month



Consumerabits

Non-purchasers

Production
method
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habitat

Presentation
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Regular purchasersnon-purchasers
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Purchasing factors and use iofformation

Price, price/quality Origin Information sources Consumer attitude to information on labels

ratio Appearance (regional/national)  Brand or quality labels
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BULGARIA

Consumption ancexpenditure

Per capitaconsumption(2014) Real per capita expenditure growth rg20052014)
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3Regular consumers are those who eat fishery and aquaculture products at least once a month



Consumeiabits

Production
method

Foecies
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Presentation

Regular consumers vs naonsumers &
Regular purchasersnon-purchasers
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Purchasing factors and use iofformation

Price, price/quality Origin Information sources Consumer attitude to information on labels

ratio Appearance (regional/national)  Brand or quality labels
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CROATIA

Consumption ancexpenditure
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4Regular consumers are those who eat fishery and aquaculture products at least once a month

12



Consumerabits

Production
method
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habitat

Presentation
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Purchasing factors and use iofformation

Price, price/quality Origin Information sources Consumer attitude to information on labels

ratio Appearance (regional/national) Brand or quality labels

Public institutions % Clarity of information
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Fresh, frozen, smoked, dried produc Tinned or prepared produci Voluntary information for all FAP:
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CYPRUS

Consumption ancexpenditure
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5Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumeiabits

Regular consumers vs noonsumers &
Regular purchasers vs npurchasers Preference about types of products
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Purchasing factors and use iofformation

Factors influencingconsumerdemandand

purchasingbehaviour

Main NONconsumption/
NONpurchasingfactors

Price, price/quality

ratio

55%
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Taste, smell or Highprices

Origin

Appearance (regional/national)  Brand or quality labels
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%
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Health
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No habit of Environmental Vegetarian or
buying fish concerns vegan
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Product name
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Fishing gear used

Information sources
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Processing plar
location
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Consumer attitude to information on labels

ity o st TR
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Trust in information provided by_

Trust in information requiretly
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law
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Country of the
ship that caugl
the product

Ethical
information

17



CZECREPUBLIC

Consumption ancexpenditure
Per capitaconsumption(2014) Real per capita expenditure growth rg20052014)
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5Regular consumers are those who eat fishery and aquaculture products at least once a month
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Consumeiabits

Regular consumers vs naonsumers &
Regular purchasersnon-purchasers
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'g%RepublI( W Marine fish  ® Freshwater fist ™ No preference

< EU 39% 7% 54%
§ Czect Mmmzzosmmmmmms
8 Republic T
% 68%

" Prepacked

x EL 62% &

Place of sale

Types of FAPs: frequently vs never purchased (% of buyers by

MS and difference between % MS an&™average)

40% % 37%
(]

30%
17%
120
10%06 |70 7%

26%
169
10
10% I 6% I
1%
w B ] I__ Inlln .

20%

1% B 1%;}

-10% 4% 5%
-209
20% 18%
-30%
Often n 6 agu) Never n 6 agu)
m Fresh mFrozen m Smoked m Tinned m Breaded

19%
Fish farm, fisherma -

Grocery store,
super / hyper marke

Fishmonger or specialist sh

Market

M CzechRepublic ® EU

Main consumption/ purchasin@ctors

PERSONAL
o FACTORS
>
9 s X L ¥ I
- 2 = s M =
™
Fish asourceof Hedonism Convenienceand  Propensity to try new

wellnessandhealth easeofpreparation products
EXTERNAL m Czech Republic
FACTORS mEU
<3
on A
Highprices Retaildiversification ~ Frequencyf Product's

promotional events  systainability
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Purchasing factors and use iofformation

Factorsinfluencing consumer demand and

purchasingbehaviour

Main NON consumption/
NON purchasingfactors

Price, price/quality Origin
ratio Appearance (regional/national)  Brand or quality labels
X S
o ]
[Te)

42%

B CzeclRepublic ® EU

.
24%

Store employee or fishmongerEas

o ;3 X
5 B3 s &3 $
1 — S © —
@
n
e}
Taste, smell or Highprices Health No habit of Environmental Vegetarian or

appearance concerns buying fish concerns vegan

Fresh, frozen, smoked, dried produci

Product name
and species

adzaS oé Wild or farmec
0ST2NB product
Whether Area of catch c

previously froze production

Fishing gear used

Information sources

Public institutions i

NGos B%
5%

—

24%

Friends and family TR

28%

Television, books and_

magazines 29%

52%

m CzechRepublic = EU

Consumer interest in information on labels
Tinned or prepared products

Species
contained

; Origin o
Processing plar
) processer
location
product

Fishing gea, Wild or farmec
used product

@ Denmarl ©EL

Environmenta
information

Consumer attitude to information on labels

Clarity of information

69%
Trust in information provided by_
seller 71%

Trust in information required by_

law 81%

m CzectRepublic m EU

Voluntary information for all FAP:

Date of catch o
production

- 100%
Inforrrtﬁ;lon &l » Port in which thi
fisherman/fist / \ Rl
50% landed
farmer ] \
Country of the

ship that caugk
the product

Ethical
information

Social
information
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DENMARK

Consumption ancexpenditure
Per capitaconsumption(2014)

XXy’
XY

Per capita nomlnal expendlture (2014)

Denmark

Be e de K
EU Ak . Ak . sy . _.a»';-.'?x )
. d)- Gl dl dl

Denmark

22,1
kg/per capita

25 5
kg/per capita

Real per capita expenditure growth rg0052014)

Denmark
2,65%

EU
-0,04%

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)

140,0
120,0
100,0
80,0 "y =93,8316000x
60,0
_’.L@% '19& '196\ '19& '19@71,59 '9’\’\, '190 '19,@ '19\’0‘

p.c.consumption

p.c.expenditure

----- Expon. (p.aconsumption)

Regular consumersy sociedemographic group

Age classe
Self employed

Managers

I o
1524 | o

67%
Other white collar:

2530 N -

70%

Manual worker

House person

w0ss I -

75% Un-employec

I e
0,
55 + 91%

% Students

B Denmarl

Socieprofessional categor

Household compositior
I o1

I o1 - EE
810/ ‘ :

71%

, I <o

75%

I 53
71%

I 34
729

I 100/
e ; I oo
75%
I 5

70%
o+ T s

I 58
o0 2%

I 85
67%

EL

"Regular consumers are those who eat fishery and aquaculture products at least once a month

21



Consumeiabits

Regular consumers vs noonsumers &
Regular purchasersnon-purchasers

Regular consumers

Non-consumers

Regulaconsumers
Regular purchasetrs——————————~

out-of-home

=-Denmark -e-EU

Preference about types gfoducts

Breaded Frozen

ez ° /Smoked, Salted,
processed¥— dried
canned

-e- Denmark -e- EU

Preference about

Denmark 41% 19 ses

ie)

o

% = Wild fish = Farmedfish = No preference
E EU 34% 8% 58%

Production

Denmark [ 400 T 1SS

= Marinefish = Freshwateifish = No preference

Foecies
habi

m

C

39%

68%
62%

7% 54%

m Loose

= Prepacked

EL

Presentation

Place of sale

Types of FAPs: frequently vs never purchased (% of buyers by

MS and difference between % MS an&E™Maverage)

50% 450,
36% 40
0, 0
40% 5%
. 28%
30% e 5%
0,
20% 17/03%
9%
7%79
10% I % ’ 394% 3%
0% - _ ll mE -
2% -1% u
-10% -5%
20% -13%
Often n o aeY) Never n o aeY)
W Fresh ®mFrozen m Smoked ® Tinned ™ Breaded

11%
Fish farm, fisherman

Grocery store,
super / hyper marke

Fishmonger or specialist sh

Market

® Denmark m EU

Main consumption/ purchasin@gctors

PERSONAL

o FACTORS

=

B PR T
G ©

Fish as sourazf Hedonism

wellnessandhealth

Convenienceand Propensity to try new
easeof preparation products

EXTERNAL m Denmarkm EU
FACTORS
N o
© N B X
©
: I g I .
Highprices Retaildiversification Frequencyf Product's

promotional events  sustainability
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Purchasing factors and use iofformation

Price, price/quality
ratio

Origin
(regional/national)

m Denmark ® EU

H: B* ®

Appearance Brand or quality labels

55%
58%
42%

Factorsinfluencing consumer demand and
24%

purchasingbehaviour

Store employee ofishmonger

5
13%

0%
12%
14%

55%

Main NON consumption/
NON purchasingfactors

Health
concerns

Taste, smell or Highprices
appearance

No habit of Environmental Vegetarian or
buying fish concerns vegan

Fresh, frozen, smoked, dried produc

Product nam
and species

Wild orfarmed
product

Area of catclor
production

Whether
previouslyfrozen

Fishing gear used

Information sources

Public institution .%
ublic institutions e

NGOs .

5%
e aw
24%
. R
ends and family T
Television, books and [EEGEGEEANNE
magazines 29%

52%

B Denmark EU

Consumer interest in information on labels

Tinned or prepared product:

Species
containec

Processing plar Origin o
location

Fishing gea Wild orfarmed
used product

@ Denmark ©EU

Consumer attitude to information on labels

Clarity of information
69%

Trust in information provided _

by seller 71%

Trust in information required by _

law 81%

® Denmark m EU

Voluntary information for all FAP

Date of catch ¢
production

) 100%
InfOTTTtl:sO"OPort in whictthe
) ) product was

fisherman/fis| 500/ landed

farmer

Environmente Collli e g

information ship thatcaughr
the product
Social Ethical
information information
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ESTONIA

Consumption ancexpenditure

Per capitaconsumption(2014) Real per capita expenditure growth rg20052014)
Estonia 4 4 4
18,1 2 Estonie
Kg/per capita it b b ke

6,46%

Per capita nomlnal expenditure (2014)

Estonia

el . G HHH€HHE€H\E o

EU AN Ay Ay Ay N
M /T H ‘EQH HQH ‘EQH ‘EQH “ -0,04%

Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100)

160,0
140,0
120,0
y = 100,56e2504x
100,0 e e S =
80,0
60,0
H$ o Q& DD VIR
= & &S 99‘5“96‘/ ¥ P
P P Ve vov ’L Vv
p.c.onsumption p.c.expenditure
----- Expon. (p.consumption)
Regular consumefsdy sociedemographic group
Age classe Socioprofessional categon Household compositior
Self employe NEGCG_—_——=————
D Manager: EEE——— 1 _ 83%
15-24 p— B 1%
Otherwhitecollars ' EG_—_-——————————
25.39 I Manual worker: _72/ 85% 75%
70% L
House persor _73% 88% 5 - 87%
I 75%
40-54 oo Ul _703/;5%
90%
55 + 90%

I— 1%
Students 67%

H Estonia EL

7%

8Regular consumers are those who eat fishery and aquaculture products at least once a month
24























































































































































































