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Seafood consumption in Europe

« Seafood is perceived as healthy and
nutritional across Europe

« Seafood consumption is decreasing in
several countries

 Many consumers have difficulties when
preparing seafood because they are not
familiar with seafood

 Freshness and healthiness are important
quality aspects
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Overall objectives of pillar 2

 Understand and explain consumer
perception and behaviour in relation to
seafood

 To be able to develop and communicate
seafood products targeted towards
consumer needs

 Which will improve EU citizens health
and well-being, since consumer needs
and expectations are met
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Four projects

Seafood consumption: Explaining attitudes,
preferences and eating habits across consumer
segments in Europe (Baseline study)

Improved seafood sensory quality for the
consumer

Seafood information and communication:
assessment of consumer’s needs for seafood
information and development of effective seafood
communication

Consumer evaluation and willingness to buy
convenience and tailor-made seafood products
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Seafood consumption

 Partners:

— Aarhus School of Business (PL), University of Gent,
Norwegian Institute for Fisheries and Aquaculture

* Major tasks:

— Develop theoretical framework covering
several levels of analysis

— Investigate motives and barriers for seafood
consumption

— Conduct cross-cultural valid surveys
— Analyse preferences, attitudes, lifestyles
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Seafood sensory quality

 Partners:

— University College Cork (PL), Icelandic Fisheries
Laboratories, Netherlands Institutes of Fisheries
Research, Danish Institute for Fisheries Research

* Major tasks:

— Determine seafood eating quality preferences
— Develop seafood sensory quality models

— Apply seafood quality models to improve

seafood quality and increase consumer
seafood intake
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Seafood information and

communication
 Partners:

— University of Gent (PL), Norwegian Institute for
Fisheries and Aquaculture, Aarhus School of Business

* Major tasks:

— Define the role and impact of information and
communication

— Analyse consumer interest in seafood
traceability

— Analyse the role and impact of information and
communication about health, safety and ethical
issues on consumers perception of seafood
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Consumer evaluation and

willingness to buy
* Partners:

— Norwegian Institute for Fisheries and Aquaculture (PL),

Netherlands Institutes for Fisheries Research, University of
Coruna

 Major tasks:

— Establish platform for designing and measuring

consumer evaluation and preferential behaviour to
seafood products

— Analyse how consumers evaluate production issues
(e.g. sustainability, wild versus farmed), and targeted
product attributes (e.g. convenience, health benefits)
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Overview of PILLAR 2

Baseline study

Preferences, attitudes and
lifestyle

Communication and information Tailor-made seafood products

Health, safety, ethical information, ,
traceability Evaluation of new products

Seafood sensory quality

Linking experts and consumers
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