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Background
• Project 2.1 CONSUMER SURVEY - Explaining attitudes, 

preferences and eating habits across consumer 
segments in Europe

• Partners:
• MAPP Centre, Aarhus School of Business (Karen 

Brunsø. Lisbeth Fruensgaard Jeppesen)
• Norwegian Institute of Fisheries and 

Aquaculture, (Svein Ottar Olsen)
• University of Ghent (Wim Verbeke, Zuzanne

Pieniak)

• Qualitative study carried out in spring 2004

• Quantitative study will by conducted in November 2004



4 October 2004  - © SEAFOODplus
Lisbeth Fruensgaard Jeppesen  MAPP Centre

Wim Verbeke, University of Ghent         

Qualitative study - objectives
1. To identify motives and barriers for fish consumption 
among consumers

2. To identify factors determining consumers’ choice 
between fish as a meal and other kinds of food

3. To identify attitudes and preferences towards different 
kinds of fish

4. To explore consumers’ knowledge about handling, 
storing, preparation and cooking of fish

5. To explore consumers’ quality perception of fish and the 
indicators that consumers use for quality evaluation

6. To explore consumers’ perception of traceability, 
labelling and information in relation to fish
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Qualitative study - methodology

Focus groups in 
Belgium (Ghent) 

Spain (Bilbao and Madrid)

Three groups in each country - two light user groups and 
one heavy user group

Recruitment of participants and moderation of the group 
discussions were carried out by a professional and 
experienced market research agency

All group discussions were videotaped and assisted by a 
researcher from SEAFOODplus
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Motives for fish consumption

Healthy food (low fat/cholesterol, digestive,
doctors recommend it)

Good taste

The drivers of consumption are universal and 
do not change through the different segments
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BARRIERS TO FISH 
CONSUMPTION

BARRIERS TO FISH 
CONSUMPTION

PRICE - FISH IS A VERY EXPENSIVE PRODUCTPRICE - FISH IS A VERY EXPENSIVE PRODUCT

STRONG SMELLS (DEPENDING ON SPECIES)STRONG SMELLS (DEPENDING ON SPECIES)

DOESN´T FILL UP SO MUCHDOESN´T FILL UP SO MUCH

MOST CHILDREN DON´T LIKE ITMOST CHILDREN DON´T LIKE IT
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Quality perception
Spain

Ideal notion of fish quality: “Spanish, fresh, wild, cheaper fish”

Quality indicators
• Be bright-eyed
• Have pink gills
• Look fresh
• Smell good
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Quality perception
Belgium

No ideal notion - quality equals freshness 

Quality indicators
• Do not really know which indicators they should use
• Before purchase: rotation in the shop (used as indicator for freshness)
• After purchase: smell of fish when cooking it
• Price (only light users)
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Differences/similarities between the 
countries

Similarities
• Motives
• Most barriers

Differences 
• Quality indicators
• Some barriers

• Time (Spain, light users)
• Bones (Belgium)



4 October 2004  - © SEAFOODplus
Lisbeth Fruensgaard Jeppesen  MAPP Centre

Wim Verbeke, University of Ghent         

Consumers’ need for information and 
traceability

• Project: 2.3 SEA - INFOCOM - joint data collection with 2.1

• Focus groups in Belgium and Spain

• Focus on:

– Consumer awareness and use of seafood information

– Interest in seafood labelling and traceability

– Perceived need for additional seafood information
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Information awareness and label use
”There is little information, but that is no immediate problem”

• Focus on directly interpretable cues on-label, like:

– Expiry date as indication of freshness and shelf life

– Price, not directly linked with quality

– Recommendations for preparation or cooking (esp. light 
users)

• Belgium specifically:

– Nutrient and contaminant content; ”origin” for heavy 
users

• Spain specifically:

– ”National” fish
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Traceability
• Concept of traceability:

– not known, though understood in Spain

– known and understood in Belgium (experience from meat 
cases)

– low perceived need (esp. SP), hesitant to believe (esp. BE)

• Quality control:

– is taken for granted and believed in

– is considered a public policy issue, and not a task for the 
consumer

”Fish swim around all over the ocean, how to track or trace this?”

” It can be trustworthy for farmed fish.”
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Need for additional information
”Can it be trusted if information is provided?”

”We better not know too many details.”

”If I want good information, I know I have to search myself.”

Limitations facing the provision of information:
– time constraint: ”Processing information is time 

consuming”

– limited room on-pack and on-label: ”There is so much 
already”

– limited cognitive capacity of consumers

Need for well-designed, targeted, quality information
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Future research

• Pan-European consumer survey, in collaboration with project 2.1

• Topics on information and traceability:

– Media usage for information about seafood

– Perceived trustworthiness of information sources about 
seafood

– Use of information cues on seafood labels

– Associations with and benefit beliefs from traceability
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A better life with seafood…

www.seafoodplus.org
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