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  AUSTRIA  
 

Consumption and expenditure  

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014) 

 

Per capita nominal expenditure (2014) 
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1 Regular consumers are those who eat fishery and aquaculture products at least once a month 
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Socio-professional category Household composition 

Self- employed 76% 

Managers 56% 
81% 1 

71% 

Other white collars 71% 
61% 

Manual workers 49% 
2 

75% 
72% 

House persons 48% 
73% 3 

60% 

75% 

Un-employed 70% 

46% 

Retired 
67% 

76% 
4+ 

72% 

Students 39% 
67% 

Austria EU 

54% 

48% 

60% 

66% 

Age classes 

15-24 
44% 

67% 

25-39 
55% 

70% 

40-54 
53% 

75% 

55 + 
65% 

77% 

Austria 
13,4 
kg/per capita 

 

EU 
25,5 
kg/per capita 

Regular consumers1 by socio-demographic group 

Austria 
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EU 
-0,04% 

Austria 
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EU 
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Consumer habits  

Regular consumers vs non-consumers & 
Regular purchasers vs non-purchasers Preference about types of products 
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Types of FAPs: frequently vs never purchased (% of buyers by 
MS and difference between % MS and % EU average) Main consumption/ purchasing factors 
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34% 

39% 

Austria 24% 13%  

Wild fish Farmed fish 

63% 

No preference 

EU 8% 58% 

Austria 15% 18% 

Marine fish 

EU 

67% 

Freshwater fish No preference 

7%  54% 

51% 

Austria 77%  

EU 
68% 

62% 
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Pre-packed 
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9% 

77% 
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Purchasing factors and use of information  
 

Price, price/quality 
ratio Appearance 

Origin 
(regional/national)     Brand or quality labels 

 

 

Public institutions Clarity  of information 
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by seller 
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Taste, smell or High prices Health No habit of Environmental   Vegetarian or 

appearance concerns buying fish concerns vegan 
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Fresh, frozen, smoked, dried products Tinned or prepared products Voluntary information for all FAPs 

Product name 
and species 

name 
100% 

80% 

60% 

40% 

20% 

0% 

Species 
contained 

80% 

60% 

40% 

20% 

0% 

Date of catch or 
production 

80% 

60% 
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Fishing gear used  Austria EU 

Origin of 
processed 

product 

Processing plant 

location 

Fishing gear 
used 

Wild or farmed 
product 
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Wild or farmed 
product 

Whether 
previously frozen 

Area of catch or 
production 

Information on 

the     

fisherman/fish 
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Port in which the 
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landed 

Country of the 
ship that caught 

the product 

Environmental 

information 

Social 
information 

Ethical 
information 
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12% 

5% 
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  BELGIUM  
 

Consumption and expenditure  

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014) 

 

0 

 
 
 
 

Per capita nominal expenditure (2014) 
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2 Regular consumers are those who eat fishery and aquaculture products at least once a month 
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Socio-professional category 

Self- employed 

Household composition 
78% 

76% 

Managers 
86% 

81% 1 
73% 

71% 

Other white collars 
74% 

71% 

2 
81% 

Manual workers 82% 75% 
72% 

House persons 
70% 

73% 3 
79% 

75% 

Un-employed 
72% 

70% 

80% 

Retired 
81% 

76% 
4+ 

72% 

Students 
68% 
67% 

Belgium EU 

Age classes 

15-24 
69% 

67% 

25-39 
73% 

70% 

40-54 
84% 

75% 

55 + 
81% 

77% 

Belgium 
мнф ϵ 

EU 
млн ϵ 

Regular consumers2 by socio-demographic group 

Belgium 
24,8 
kg/per capita 

 

EU 
25,5 
kg/per capita 

EU 
-0,04% 

Belgium 
-0,75% 

y = 100,7e-0,001x 
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Belgium EU 
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dried 

 

Main products consumed 
Marine Freshwater 
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Types of FAPs: frequently vs never purchased (% of buyers by 
MS and difference between % MS and % EU average) Main consumption/ purchasing factors 
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Belgium 23% 9%  

Wild fish Farmed fish 

EU 34% 8% 

68% 

No preference 

58% 

Belgium 

 
EU 

30% 

Marine fish 

39% 

4% 66% 

Freshwater fish No preference 

7%  54% 

54% 

Belgium 72%  

EU 
68% 

62% 

Loose 

Pre-packed 

12% 
Fish farm, fisherman 

9% 

Grocery store, 
super / hyper market 

79% 

74% 

Fishmonger or specialist shop 
40% 

40% 
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32% 

25% 

Belgium EU 

10% 
7% 

11%10 % 

0% 1% 
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Purchasing factors and use of information  
 

Price, price/quality 
ratio Appearance 

Origin 
(regional/national)      Brand or quality labels 

 

 

Public institutions Clarity of information 
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Trust in information provided 
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law 
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Fresh, frozen, smoked, dried products Tinned or prepared products Voluntary information for all FAPs 

Product name 

and species 

name 
100% 

80% 

60% 

40% 

20% 

0% 

Species 
contained 

80% 

60% 

40% 

20% 

0% 

Date of catch or 
production 

80% 

60% 

40% 

20% 

0% 

Fishing gear used  Belgium EU 

Origin of 

processed 
product 

Processing plant 

location 

Fishing gear 

used 

Wild or farmed 

product 

άǳǎŜ ōȅέ ƻǊ άōŜǎǘ 

ōŜŦƻǊŜέ date 

Wild or farmed 

product 

Whether 

previously frozen 

Area of catch or 

production 

Information on 

the     

fisherman/fish 

farmer 

Port in which the 

product was 

landed 

Country of the 

ship that caught 

the product 

Environmental 
information 

Social 
information 

Ethical 
information 
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Information sources Consumer attitude to information on labels 
 



  BULGARIA  
 

 

Consumption and expenditure  

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014) 

 

Per capita nominal expenditure (2014) 
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3 Regular consumers are those who eat fishery and aquaculture products at least once a month 
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Socio-professional category Household composition 

Self- employed 76% 

Managers 53% 
81% 1 

71% 

Other white collars 
67% 

71% 
60% 

Manual workers 
68% 

72% 

2 
75% 

House persons 
65% 

73% 3 
66% 

75% 

Un-employed 70% 

64% 

Retired 51% 4+ 
76% 72% 

Students 
65% 
67% 

Bulgaria EU 

55% 

65% 

72% 

Age classes 

15-24 
40% 

67% 

25-39 
60% 

70% 

40-54 
64% 

75% 

55 + 
51% 

77% 

Bulgaria 

5,9 
kg/per capita 

 

EU 

25,5 
kg/per capita 

Regular consumers3 by socio-demographic group 

Bulgaria 
10,70% 

   

EU 

-0,04% 

Bulgaria 
мт ϵ 

EU 
млн ϵ 

y = 101,26e0,0191x 



Bulgaria 

EU 

Bulgaria 

EU 

Bulgaria 

EU 

Bulgaria 24% 5% 71%  
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7% 54% 
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 69% 
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EU 
68% 

62% 

Loose 

Pre-packed 
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23% 

9% 

65% 

74% 

55% 

40% 

29% 

25% 

Fish farm, fisherman 

Grocery store, 
super / hyper market 

Fishmonger or specialist shop 

Market 

Bulgaria EU 

Bulgaria 
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Purchasing factors and use of information  
 

Price, price/quality 
ratio Appearance 

Origin 
(regional/national)      Brand or quality labels 
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Fresh, frozen, smoked, dried   products Tinned  or  prepared products Voluntary information for  all FAPs 

Product name 
and species 

name 
100% 

80% 

60% 

40% 

20% 

0% 

Species 
contained 

70% 
60% 
50% 
40% 
30% 
20% 
10% 
0% 

Date of catch or 
production 

100% 

50% 
 
 

0% 
 
 
 
 
 
 

Fishing gear used  
Bulgaria EU 

Origin of 

processed 

product 

Processing plant 
location 

Fishing gear 

used 

Wild or farmed 

product 

άǳǎŜ ōȅέ ƻǊ άōŜǎǘ 
ōŜŦƻǊŜέ date 

Wild or farmed 
product 

Whether 

previously frozen 

Area of catch or 

production 

Information on 

the     

fisherman/fish 

farmer 

Port in which the 

product was 
landed 

Country of the 

ship that caught 

the product 

Environmental 
information 

Social 

information 

Ethical 

information 
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  CROATIA  
 

Consumption and expenditure  

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014) 
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Per capita consumption (kg) and per capita real expenditure (PPPs) trends (Index 2005 =100) 
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4 Regular consumers are those who eat fishery and aquaculture products at least once a month 
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Socio-professional category 

Self- employed 

Household composition 

78% 
76% 

Managers 
82% 

81% 1 
62% 

71% 

Other white collars 76% 
71% 

2 
Manual workers 60% 

72% 

75% 
72% 

House persons 43% 
73% 3 

70% 

75% 

Un-employed 
70% 

Retired 71% 
76% 

4+ 
67% 

72% 

Students 66% 
67% 

Croatia EU 

59% 

Age classes 

15-24 
63% 

67% 

25-39 
65% 

70% 

40-54 
67% 

75% 

55 + 
72% 

77% 

Croatia 
пт ϵ 

EU 
млн ϵ 

Regular consumers4 by socio-demographic group 

Croatia 

18,4 
kg/per capita 

 
EU 

25,5 
kg/per capita 

EU 
-0,04% 

Croatia 
-0,30% 

y = 95,405e0,0942x 
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Regular purchasers vs non-purchasers Preference about types of products 
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MS and difference between % MS and % EU average) 
Main consumption/ purchasing factors 

50% 

40% 

30% 

20% 

 

 
33% 

 

18% 

 
 
 
 

 
15% 

11% 

 
40% 

 
 
 

12% 

 
 
 
 

20% 

 
 
 
 

20% 

 
 
 
 
 
 

Fish as source of wellness 

and health 

 
 
 
 
 
 

Hedonism Convenience and ease of 

preparation 

 
 
 
 
 
 

Propensity to try new 

products 

10% 

0% 

7% 7% 

1% 2% 

 
-1% 

-10% 

-20% 
-7%-5%-5% -7% 

 

-10% 
 

 
High prices Retail diversification      Frequency of promotional   Product's sustainability 

Often ɲόa{-EU) Never ɲόa{-EU) 

Fresh Frozen Smoked Tinned Breaded 

events 
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Breaded  

35% 

30% 

25% 

20% 

15% 

10% 

5% 

0% 

Frozen  

Preserved, 
processed, 

canned 

Smoked, Salted, 
dried 

Croatia   37% 9%  

Wild fish Farmed fish 

EU 34% 8% 

54% 

No preference 

58% 

Croatia 50% 14%  36% 

Marine fish Freshwater fish No preference 

EU 39% 7% 54% 

Croatia 
  69%  
  66%  

EU 
68% 

62% 

Loose 

Pre-packed 

18% 
Fish farm, fisherman 

9% 

Grocery store, 
super / hyper market 

63% 

74% 

51% 
Fishmonger or specialist shop 

40% 

Market 
30% 

25% 

Croatia EU 

PERSONAL 

FACTORS 

EXTERNAL 

FACTORS 
Croatia EU 
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Purchasing factors and use of information  
 

Price, price/quality 

ratio Appearance 

Origin 

(regional/national)   Brand or quality labels 

 

 
Public institutions Clarity  of information 

 

NGOs 

 
 
 
 
 

 
Croatia      EU 

Internet 

Friends and family 

Television, books and 
magazines 

Store employee or fishmonger 

Croatia EU 

 

Trust in information provided by 
seller 

 
 

 
Trust in information required by 

law 

 
 

 
 
 
 
 
 
 
 
 

 
Croatia EU 

 
 
 
 

Taste, smell or High prices Health No habit of   Environmental   Vegetarian or 

appearance concerns buying fish concerns vegan 
 

Consumer interest in information on labels 
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Fresh,  frozen, smoked, dried  products Tinned  or  prepared products Voluntary information for all  FAPs 

Product name 
and species 

name 
100% 

80% 

60% 

40% 

20% 

0% 

Species 
contained 

80% 

60% 

40% 

20% 

0% 

Date of catch or 
production 

80% 

60% 

40% 

20% 

0% 

Fishing gear used  Croatia EU 

Origin of 

processed 

product 

Processing plant 

location 

Fishing gear 
used 

Wild or farmed 
product 

άǳǎŜ ōȅέ ƻǊ άōŜǎǘ 

ōŜŦƻǊŜέ date 

Wild or farmed 

product 

Whether 
previously frozen 

Area of catch or 
production 

Information on 

the     

fisherman/fish 

farmer 

Port in which the 
product was 

landed 

Country of the 

ship that caught 

the product 

Environmental 

information 

Social 
information 

Ethical 
information 

4% 

4% 

 
2% 

18% 

24% 

47% 

28% 

 
28% 

29% 

48% 

52% 

5% 

61% 
 

69% 

62% 
 

71% 

70% 
 

81% 

M
a

in
 N

O
N 

co
ns

u
m

p
ti
o

n
/ 

N
O

N 
p

u
rc

ha
s
in

g 
fa

ct
o
rs

 
F

ac
to

rs
 in

fl
u

e
n
ci

n
g 

co
ns

u
m

e
r d

e
m

a
n

d 
a

n
d
 

p
u
rc

ha
si

n
g 

b
e

h
a
v
io

u
r 

6
0

%
 

6
6

%
 

5
5

%
 

5
5

%
 

2
0

%
 

1
3

%
 

4
7

%
 

4
%

 
5

8
%

 

1
2

%
 

4
1

%
 

4
6

%
 

1
6

%
 

4
2

%
 

0
%

 

6
%

 

1
6

%
 

2
%

 
2

4
%

 

1
4

%
 

Information sources Consumer attitude to information on labels 
 



  CYPRUS  
 

 

Consumption and expenditure  

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014) 
 
 
 

0 

 
 
 
 
 

Per capita nominal expenditure (2014) 

 

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

140,0 
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100,0 

80,0 

60,0 

 

p.c. consumption p.c. expenditure 

  Espo. (p.c. consumption) 

 

 

 
 
 

5 Regular consumers are those who eat fishery and aquaculture products at least once a month 
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Socio-professional category 

Self- employed 

Household composition 
89% 

Managers 90% 
1 

78% 

71% 

Other white collars 79% 

85% 

Manual workers 84% 2 
75% 

72% 

House persons 82% 

3 
76% 

75% 

Un-employed 80% 

86% 

Retired 
82% 

76% 
4+ 

72% 

Students 81% 
67% 

Cyprus    EU 

 

71% 

 

70% 

 

76% 

 

81% 

 

73% 

Age classes 

15-24 
77% 

67% 

88% 
25-39 

70% 

40-54 
84% 

75% 

55 + 
82% 

77% 

Cyprus 
млл ϵ 

EU 
млн ϵ 

Regular consumers5 by socio-demographic group 

Cyprus 

25,0 
kg/per capita 

 
EU 

25,5 
kg/per capita 

EU 
-0,04% 

Cyprus 
-4,30% 

y = 102,43e0,0023x
 



Bulgaria 

EU 

Bulgaria 

EU 

Bulgaria 

EU 

34%   34% 36%   37% 

21% 

13% 14% 16% 

6% 
9% 10% 

5% 8% 
3% 

7% 
1% 

Consumer habits  
 
 
 
 

N 

 
 
 
 
 

 

 
 

 
Cyprus EU 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Types of FAPs: frequently vs never purchased (% of buyers by 
MS and difference between % MS and % EU average) Main consumption/ purchasing factors 

60% 

50% 

40% 

30% 

20% 

10% 

0% 

   55%   
 
 
 
 
 
 

Fish as source of 

wellness and health 

 
 
 
 
 
 
 

Hedonism Convenience and 

ease of preparation 

 
 
 
 
 
 
 

Propensity to try new 

products 
 

Cyprus EU 

-10% 

-20% 

 

-6% 
 

-9% 
-4% 

Often ɲόa{-EU) Never ɲόa{-EU) 

Fresh Frozen Smoked Tinned Breaded 

 
 

High prices Retail diversification Frequency of 

promotional events 

 

 

Product's 

sustainability 
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Cyprus 47% 5% 48%  

Wild fish 

EU 

Farmed fish 

8% 

No preference 

58% 

Cyprus 

Marine fish 

EU 

63% 

Freshwater fish 

7% 

1% 36% 

No preference 

54% 

Cyprus 
  76%  
  53%  

EU 
68% 

62% 

Loose 

Pre-packed 

34% 

39% 

20% 

9% 

63% 

74% 

54% 

40% 

8% 

25% 

Fish farm, fisherman 

Grocery store, 
super /  hyper market 

Fishmonger or specialist shop 

Market 

Cyprus     EU 

PERSONAL 
FACTORS 

EXTERNAL 
FACTORS 
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Regular consumers vs non-consumers & 
Regular purchasers vs non-purchasers 

Regular consumers  
100% 

80% 

60% 

on-purchasers 
40% 

Non-consume 
20% 

0% 

 
 
 
 
 
 

 
rs  
 

Brea 

 

Preference about types of products 

 
Fresh  

60% 
 

50% 
 

40% 
 

30% 

ded 20% Frozen  
10% 

 

0% 

Regular purchasers 
Regular consumers 

out-of-home 
  

   
Cyprus EU 

 
Preserved, 

Smoked, Salted, 
processed,  

dried
 

canned 
   

 

 
Preference about 

 



 
 

Purchasing factors and use of information  
 

Price, price/quality 
ratio Appearance 

Origin 
(regional/national)      Brand or quality labels 

 
 
 

Public institutions Clarity  of information 
 

NGOs 

 

Internet 
 
 

Friends and family 

Trust in information provided by 
seller 

 

 

 
Croatia      EU 

Television, books and 
magazines 

 
Store employee or fishmonger 

 

Cyprus EU 

 

 
Trust in information required by 

law 

 
 
 
 
 
 

Cyprus EU 

 
 
 
 
 
 

 
Taste, smell or High prices Health No habit  of Environmental    Vegetarian or 

appearance concerns buying fish concerns vegan 
 

Consumer interest in information on labels 
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Fresh, frozen, smoked, dried products Tinned or prepared products Voluntary information for all FAPs 

Product name 
and species 

name 
100% 

80% 

60% 

40% 

20% 

0% 

Species 
contained 

80% 

60% 

40% 

20% 

0% 

Date of catch or 
production 

100% 

50% 
 
 

0% 
 
 
 
 
 

Fishing gear used  Cyprus EU 

Origin of 
processed 
product 

Processing plant 
location 

Fishing gear 
used 

Wild or farmed 
product 

άǳǎŜ ōȅέ ƻǊ άōŜǎǘ 
ōŜŦƻǊŜέ ŘŀǘŜ 

Wild or farmed 
product 

Whether 

previously frozen 

Area of catch or 

production 

Information on 
the     

fisherman/fish 
farmer 

Port in which the 
product was 

landed 

Country of the 
ship that caught 

the product 

Environmental 

information 

Social 
information 

Ethical 
information 

5% 

24% 

31% 

20% 

55% 

52% 

1% 

4% 

 
3% 

18% 

28% 
 

 
29% 

76% 

 
69% 

63% 

 
71% 

82% 

 
81% 
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Information sources Consumer attitude to information on labels 
 



  CZECH REPUBLIC  
 

Consumption and expenditure  

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014) 

 

Per capita nominal expenditure (2014) 
 

0 

 
 
 
 

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

120,0 

110,0 

100,0 
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p.c. consumption p.c. expenditure 

  Expon. (p.c. consumption) 

 

 

 
 
 
 
 
 

 
 

6 Regular consumers are those who eat fishery and aquaculture products at least once a month 
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Socio-professional category Household composition 

Self- employed 76% 

Managers 58% 
81% 1 

71% 

Other white collars 71% 
58% 

Manual workers 47% 
2 

75% 
72% 

House persons 59% 
73% 3 

51% 

75% 

Un-employed 70% 

53% 

Retired 62% 4+ 
76% 72% 

Students 67% 

Czech Republic EU 

53% 

51% 

47% 

61% 

62% 

Age classes 

15-24 
47% 

67% 

25-39 
51% 

70% 

40-54 
56% 

75% 

55 + 
61% 

77% 

Czech Republic 

7,5 
kg/per capita 

 

EU 

25,5 
kg/per capita 

Regular consumers6 by socio-demographic group 

Czech 
Republic 

1,81% 

   

EU 

-0,04% 

Czech Republic 
нт ϵ 

EU 
млн ϵ 

y = 113,33e-0,023x 



Italy 

EU 

t    Italy 
a t 

EU 

Italy666 

EU 

Czech 19% 9%  

Republic 

EU 

Wild fish Farmed fish No preference 

Czech 
Republic 

EU 

      19%  20%  

Marine fish Freshwater fish 

7% 

No preference 

Czech   44%  

Republic 70% 
 

68% 
EU 

Loose 

Pre-packed 
62% 

8% 

72% 

34% 58% 

61% 

39% 54% 

19% 

9% 

88% 

74% 

39% 

40% 

 6% 

25% 

Fish farm, fisherman 

Grocery store, 
super / hyper market 

Fishmonger or specialist shop 

Market 

Czech Republic EU 

EXTERNAL 
FACTORS 

Consumer habits  

Regular consumers vs non-consumers & 
Regular purchasers vs non-purchasers Preference about types of products 

Regular consumers  
 
 
 
 

Non-purchasers  

80% 

 
60% 

 
40% 

 
20% 

 
0% 

 
 
 
 

Non-consumers 

 
 
 
 

 
Breaded  

Fresh  
35% 

30% 

25% 

20% 

15% 

10% 

5% 

0% 

 
 
 
 

 
Frozen  

 
 

Regular purchasers  

 

Czech Republic EU 

 
Czech Republic EU 

 

 

Main products consumed 
Marine Freshwater 

bream carp 

 trout 

 pike 

 
Preference about 

 
 
 
 
 
 
 
 
 
 
 
 
 

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

MS and difference between % MS and % EU average) Main consumption/ purchasing factors 
40%    37%  

32% 

30% 
 

20% 
 

10% 
 

0% 

26% 
 

16% 
11% 

6% 

 
 

12% 
 

1% 

 
 

17% 

10%8%       7%
 

 
 
 

 
7%  Fish as source of 

wellness and health 

 
 
 
 

Hedonism  Convenience and 

ease of preparation 

 
 
 
 

Propensity to try new 

products 

Czech Republic 
-1% -4% 

-    
-1%-3% EU 

-10% 4% -5% 
 

-20% 
 

-30% 

 
-18% 

 
Often ɲόa{-EU) Never ɲόa{-EU) 

Fresh Frozen Smoked Tinned Breaded 

 

  
High prices Retail diversification Frequency of 

promotional events 

 
 
 
 

 
Product's 

sustainability 
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PERSONAL 
FACTORS 

Preserved, 
processed, 

canned 

Smoked, Salted, 
dried 

Regular consumers 

out-of-home 
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Purchasing factors and use of information  
 

Price, price/quality 
ratio Appearance 

Origin 
(regional/national)     Brand or quality labels 

 
 
 

Public institutions Clarity  of information 

 

NGOs 

 
 
 
 

 
Czech Republic EU 

Internet 
 
 

Friends and family 

Trust in information provided by 
seller 

 

Television, books and 
magazines 

 
Store employee or fishmonger 

 

Trust in information required by 
law 

 

Czech Republic EU Czech Republic EU 

 
 
 
 

Taste, smell or High prices Health No habit  of Environmental   Vegetarian or 

appearance concerns buying fish concerns vegan 
 

Consumer interest in information on labels 
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Fresh, frozen, smoked, dried products Tinned or prepared products Voluntary information for all FAPs 

Product name 
and species 

name 
100% 

80% 

60% 

40% 

20% 

0% 

Species 
contained 

80% 

60% 

40% 

20% 

0% 

Date of catch or 
production 

100% 

50% 
 
 

0% 
 
 
 
 
 

Fishing gear used  Denmark EU 

Origin of 
processed 
product 

Processing plant 

location 

Fishing gear 
used 

Wild or farmed 
product 

άǳǎŜ ōȅέ ƻǊ άōŜǎǘ 
ōŜŦƻǊŜέ ŘŀǘŜ 

Wild or farmed 
product 

Whether 
previously frozen 

Area of catch or 
production 

Information on 
the     

fisherman/fish 
farmer 

Port in which the 

product was 
landed 

Country of the 
ship that caught 

the product 

Environmental 

information 

Social 

information 

Ethical 

information 

4% 

4% 

 
1% 

32% 

24% 

42% 

28% 
 
29% 

29% 

50% 

52% 

5% 

70% 
 

69% 

73% 
 

71% 

81% 
 

81% 
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Information sources Consumer attitude to information on labels 
 



  DENMARK  
 

Consumption and expenditure  

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014) 

 

Per capita nominal expenditure (2014) 

 
0 

 
 

 

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

140,0 

120,0 

100,0 

80,0 

60,0 
 

p.c. consumption p.c. expenditure 

  Expon. (p.c. consumption) 

 

 

 
 
 
 
 
 
 
 
 

 

7 Regular consumers are those who eat fishery and aquaculture products at least once a month 
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Socio-professional category 

Self- employed 

Household composition 
91% 

Managers 91% 
1 

86% 

71% 

Other white collars 88% 

2 
89% 

Manual workers 84% 75% 
72% 

House persons 100% 

3 
90% 

75% 

Un-employed 82% 

85% 

Retired 88% 4+ 
76% 72% 

Students 85% 
67% 

Denmark EU 

 

71% 

 

70% 

 

76% 

 

81% 

 

73% 

Age classes 

15-24 
82% 

67% 

25-39 
84% 

70% 

40-54 
89% 

75% 

55 + 
91% 

77% 

Denmark 

22,1 
kg/per capita 

 

EU 

25,5 
kg/per capita 

Regular consumers7 by socio-demographic group 

Denmark 
2,65% 

   

EU 

-0,04% 

Denmark 
фм ϵ 

EU 
млн ϵ 

y = 93,831e-0,002x 



Italy 

EU 

 
t    Italy 
a t 

EU 

 

Italy666 

EU 

Denmark 

 
EU 

41% 1% 58% 

Wild fish Farmed fish No preference 

34%  8%  58% 

Denmark 44% 1% 55% 

Marine fish Freshwater fish No preference 

EU 39% 7% 54% 

Denmark
 64% 

 
  71%  

EU 
68% 

62% 

Loose 

Pre-packed 

% 

23% 

EXTERNAL 

FACTORS 

Consumer habits  

Regular consumers vs non-consumers & 
Regular purchasers vs non-purchasers Preference about types of products 

Regular consumers  
 
 
 

 
Non-purchasers  

100% 
 

80% 
 

60% 
 

40% 
 

20% 
 

0% 

 
 
 

 
Non-consumers 

 
 
 
 

 
Breaded  

Fresh  
45% 

40% 

35% 

30% 

25% 

20% 

15% 

10% 

5% 

0% 

 
 
 
 

 
Frozen  

 
 

Regular purchasers  
Regular consumers 

out-of-home 

 
Denmark EU 

 

 
Preserved, 
processed, 

canned 

 
 
 
 
 
 

Denmark EU 

 
 

Smoked, Salted, 

dried 

 
 

 

Preference about 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Types of FAPs: frequently vs never purchased (% of buyers by 
MS and difference between % MS and % EU average) Main consumption/ purchasing factors 

50% 
 

40% 
 

30% 
 

20% 

   45%  
40 

36% 
33% 

28% 
25% 

17% 
13% 

 
 
 
 
 
 

 
Fish as source of 

 
 
 
 
 
 

 
Hedonism Convenience and 

 
 
 
 
 
 

 
Propensity to try new 

10% 
 

0% 
 

-10% 

9% 

2% 
 

-2% 

 
 
 

-1% 

7%7% 
 

3%4% 
 

3% 
 

 
-5% 

wellness and health ease of preparation products 
 

Denmark EU 

 

-20%   -13%  

Often ɲόa{-EU) Never ɲόa{-EU) 

Fresh Frozen Smoked Tinned Breaded 

 
 
 

High prices Retail diversification Frequency of 
promotional events 

 
 
 

Product's 

sustainability 
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11% 
Fish farm, fisherman 

9% 

Grocery store, 
super / hyper market 

83% 

74% 

54% 
Fishmonger or specialist shop 

40% 

15% 
Market 

25% 

 

Denmark EU 

PERSONAL 
FACTORS 
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Purchasing factors and use of information  
 

Price, price/quality 
ratio Appearance 

Origin 
(regional/national)     Brand or quality labels 

 
 

 
Public institutions 

 

NGOs 

 
 
 

 
Clarity  of information 

 
 
 
 
 
 
 
 

Denmark EU 

Internet 

Friends and family 

Television, books and 

magazines 

Store employee or fishmonger 

Denmark EU 

 

 
Trust in information provided 

by seller 
 
 

 
Trust in information required by 

law 

 

Denmark EU 

 
 
 
 
 

 
Taste, smell or 

 

 
High prices Health 

 

 
No habit  of 

 

 
Environmental   Vegetarian or 

appearance concerns buying fish concerns vegan 
 

Consumer interest in information on labels 
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Fresh, frozen, smoked, dried products Tinned or prepared products Voluntary information for all FAPs 

Product name 
and species 

name 
100% 

80% 

60% 

40% 

20% 

0% 

Species 
contained 

80% 

60% 

40% 

20% 

0% 

Date of catch or 
production 

100% 

50% 
 

0% 
 
 
 
 

 
Fishing gear used  Denmark EU 

Origin of 
processed 
product 

Processing plant 
location 

Fishing gear 
used 

Wild or farmed 
product 

άǳǎŜ ōȅέ ƻǊ άōŜǎǘ 
ōŜŦƻǊŜέ date 

Wild or farmed 
product 

Whether 
previously frozen 

Area of catch or 
production 

Information on 
the     

fisherman/fish 
farmer 

Port in which the 
product was 

landed 

Country of the 
ship that caught 

the product 

Environmental 
information 

Social 
information 

Ethical 
information 

4% 

4% 

5% 

3% 

41% 

24% 
 

34% 

28% 
 

38% 

29% 

49% 

52% 

80% 
 

69% 

75% 
 

71% 

87% 
 

81% 
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5
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5
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6
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0
%

 
5

8
%

 

1
2

%
 

1
2

%
 

3
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1
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4
2

%
 

1
2
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6
%

 

2
5

%
 

9
%

 
2

4
%

 

1
4

%
 

Information sources Consumer attitude to information on labels 
 



Socio-professional category Household composition 

Self- employed 
82% 

76% 

Managers 96% 
1 

83% 

71% 

Other white collars 89% 

87% 

Manual workers 85% 
2 

75% 
72% 

House persons 88% 

3 
87% 

75% 

Un-employed 
75% 

0% 

Retired 88% 4+ 
90% 

76% 72% 

Students 
71% 

67% 

Estonia EU 

73% 

 

7 

 

81% 

71% 

Age classes 

15-24 
72% 

67% 

25-39 
89% 

70% 

40-54 
86% 

75% 

55 + 
90% 

77% 

  ESTONIA  
 

Consumption and expenditure  

Per capita consumption (2014) Real per capita expenditure growth rate (2005-2014) 

 

Per capita nominal expenditure (2014) 

 
0 

 
 

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

160,0 

140,0 

120,0 

100,0 

80,0 

60,0 
 

p.c. onsumption p.c. expenditure 

  Expon. (p.c. onsumption) 

 

 
 
 

 

 
 

 
 

 
 

 
 
 
 
 
 
 
 

 
 

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

24 

Estonia 
18,1 
kg/per capita 

 

EU 

25,5 
kg/per capita 

Regular consumers8 by socio-demographic group 

Estonia 
6,46% 

   

EU 

-0,04% 

Estonia 
уу ϵ 

EU 
млн ϵ 

y =  100,56e-9E-04x 


























































































































