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2024 global consumer insights from GlobeScan and MSC

AR

The Marine Stewardship Council
partnered with GlobeScan to
conduct the fifth wave of a
global research study into
consumer perceptions.

S8R

n=27,000 general public,
n= 20,308 seafood consumers
in 23 countries
January — March 2024

Healthy &
Sustainable
N\ Living

n=29,565 consumers
in 31 countries
July — August 2023




15 Markets covered: Austria,
Belgium, Denmark, Finland,
France, Germany, Italy,
Netherlands, Norway, Poland,
Spain, Sweden, Switzerland,
UK, and Portugal.
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n=14,518 general public,
n= 11,171 seafood consumers
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. % Context-setting
What is the context and trends?



Global context — worries about conflict, cost of Healthy &

living, climate change étlj_?\t,?r:gable
@ Top-of-mind global concerns are... People feel more personally affected by...

War/conflict

67%
Climate change 64%

Climate
64% change 76%

Water pollution

Perceived seriousness of global problems, “very serious” Extent personally affected by issues, “greatly”/"moderately” affected

|
6 Source: GlobeScan’s Healthy and Sustainable Living Survey 2023 31-country total n=29,293 nggﬁ 7;(-



Climate change remains the most pressing environmental issue despite a decline in
concern since 2022

|
Increase since 2022 (1)
Most concerning environmental issues, percentage choosing issue in top three, general population, 2020-2024 Decrease since 2022 (V)

Climate change is the most worrying issue in most markets. The exceptions

Climate change _ 53% are Norway (health of oceans), Austria (loss/destruction of forests), Japan

9 . . .
4* >3% (extreme weather events), and China (air pollution). 18-34-year-olds are more
40% i i
Extreme weather events _ 389" likely than others to worry about climate change.
37%
Loss/destruction of forests/woodland and 319, 40% M
rainforests* | 5o,
Pollution/waste damaging rivers and 38% WV . . .
streams _32‘1%3)/ Concern about oceans compared to other issues varies by market; it is the
Y most worrying issue in Norway, and second most worrying in Denmark, Spain,
Health of oceans / decline in fish 3§§/:M~ and Sweden. Meanwhile, in the Netherlands, Belgium, and Poland it is the
populations _ 34% seventh most concerning issue.
. . 32% b
37%
. . 29% W
Loss of animal species _ 31%
32%
L f wild / urb I 1185/0(}‘»
oss of wilderness / urban spraw
P 18% 2024
6% I w2022
None of these 7%
4% m 2020
Base: General population, global, n=27,134 Globe v/
7 Q1.2: Which, if any, of the potential environmental issues are you most worried about? Scana—

*In 2022 and 2020 the wording was “Loss/destruction of rainforests”



More worry about the oceans and increased pessimism
about future availability of seafood

43% A

| don’t think my

91% M

feel worried about

favourite seafood

will be available in
20 years' time
(36% in 2022)

the state of the
world’s oceans
(90% in 2022)

Perceptions of ocean health, “agree” Perceptions of fish availability, “describes opinion well”

8 Base: Seafood consumers, Europe, n=11,171 Géggﬁ 7}4



Optimism about the possibility of saving the oceans from irreparable damage

has decreased across the board L
* x %
Perceptions of fish availability over time, “agree,” top two (3+4 on a 4-point scale), seafood consumers, 2022 and 2024
| believe in 20 years’ time we will have saved the oceans from irreparable damage from humans*
W 2022 ®2024 Increase since 2022 (1)

Decrease since 2022 (\V)

63%
53% 53% 54%
50%
43% 42% 44% 43%
10, ’
w T

Base: Seafood consumers, global, n=20,308
Q105.2: To what extent do you agree or disagree with the following statements? - | believe in 20 years' time we will have saved the oceans from irreparable Globe v/
damage from humans. Scana™

Netherlands
Poland
Belgium
ltaly
Portugal
Germany
Sweden
Austria
Switzerland
Norway
Spain
Denmark
France
Finland



Ocean concerns have changed since 2022

Most concerning ocean issues; percentage choosing each issue in top three

Environmental issues w

W 2024 02022

64%
67%

Pollution of the oceans

Impact of climate JEZYS
change on oceans | 36%

.. 16%
Rising sea levels

=
H
X

10 Base: Seafood consumers, Europe, n=11,171

0 Accidental catch

Fishing practices &

W 2024 02022

48%

Overfishing
45%

|

lllegal/ prohibited JESA

fishing | 27%

23%
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~==" Choice Challenges
What are the trade-offs between
price, planet and diet?



Context: Dietary trends

Several studies show a rise in flexitarianism across Europe, led by Germany

+ Vegetarianism is increasing slowly in several developed economies around the world, such as Europe and
the United States. Source: World Economic Forum, 2022

* Germany and Italy had the largest proportion of people reporting reduced meat consumption in the past
year. Source: Good Food Institute Europe.

* Rise of flexitarians and evolving consumer tastes in The 2023 Global Consumer Trends report by ADM.
Source: Global Consumer Trends 2023

* Dietary lifestyles by country in 2023 (see chart below): While veganism is still at relatively low levels in
Europe (between 1% and 5%), over one in four consumers say they are flexitarian. Consumers in
Germany are leading this trend, with 40 percent identifying as flexitarian. Source: Smart-Protein-European-
Consumer-Survey 2023 (pan-European survey funded by the EU’s Smart Protein project)

ol Dietary lifestyle by country (%)

*x *

* X m Omnivore - | frequently eat meat
* ok Total [ 27 4 5

(such as beef, pork, chicken, turkey,
fish and/or shellfish)

w

Poland

~
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o
w
w
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W Flexitarian - | sometimes eat meat,
but I am trying to reduce my meat
consumption and often choose plant
based foods instead

o
o
w
-

Italy

Spain

-

Denmark
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M Pescatarian - | eat fish and/or

shellfish, but no other types of meat
France

Romania

W Vegetarian - | don't eat meat and fish
of any kind, but | do eat eggs and/or
dairy products2

UK

Netherlands

W Vegan - | don't eat meat, fish, eggs,
dairy products, or any other animal-
based ingredients
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Increasing media coverage on the impact
of diets on the environment and health

o i

SXFORD
Sustainable eating is cheaper
and healthier - Oxford study

EC‘N@,C new study links plant protein to
FORUM

healthy aging forwomen

Gujgll'edian

Plant-heavy ‘flexitarian’ diets could help
limit global heating, study finds

Global adoption of diet low in meat would aid health, land and food
systems as well as reducing emissions, researchers say

BlB]C

Vegan v flexitarian — which will save the
planet?

The,.
Swapping red meat for herring, sardines

and anchovies could save 750,000 lives,
study suggests

Switch could also cut prevalence of disability linked to diet-related
disease and help tackle the climate crisis, researchers found

Globe v/
Scana™


https://www.weforum.org/agenda/2022/11/vegetarianism-rise-fall-world-chart/
https://www.linkedin.com/posts/gfi-europe_consumerinsights-dietshift-meatreduction-activity-7180868821103071232-0a0P/?utm_source=share&utm_medium=member_desktop
https://www.adm.com/globalassets/products--services/human-nutrition/categories/savory/ready-meals/adm_ready-meals-consumer-trends-report_na_23.pdf
https://smartproteinproject.eu/wp-content/uploads/Smart-Protein-European-Consumer-Survey_2023_extended.pdf
https://smartproteinproject.eu/wp-content/uploads/Smart-Protein-European-Consumer-Survey_2023_extended.pdf

Vegetables and other plant-based options have seen the largest increase in consumption
compared to two years ago, and more people eating less seafood than more.

Changes in food consumption compared to two years ago, general population, 2024

Eat less/ 6% 13% 15% 25% 32%
none:
11% [
23% 29%

Vegetables Beans and legumes /j‘?’é Plant based Poultry Fish or seafood
alternatives to meat <
% and dairy protein ﬁ
Globally 20 percent of 18-24s
are eating more poultry vs two

years ago — higher than any other

, age groups.
13  Base: General population, Europe, n=14,518
Q101: Do you eat more or less of the following foods than you did two years ago?

18%

17%

72%

9%
Dairy/eggs

=

47%
%%
B Didn't eat it and still
don't
44% Used to eat it, but

not anymore

Eat less, but eat it

B Eat the same

Il Eat More
Red meat
Globe v/
Scana™



Diet swaps from red meat to fish
and fish to vegetarian / vegan

Changes in seafood consumption compared to two years ago, general population, 2024

Those eating Are eating less....
more fish Red meat

' : (") 47%

Those eating Are eating more....

less fish Vegetables Beans and legumes
l m ‘ 40% 23%
Globe v/

14 Base: General population, global, n=27,134 Scana™



Reasons for swaps are health, cost and environment

Top five reasons for changing diet compared to two years ago

Eat more fish
(n=3,008)

73% Health

¢ 42% Quality
30% Change in cooking habits

29% Save money
23% Food from a more sustainable source

Eat less fish
59% Health
43% Save money
w 31% Quality
25% Protect the environment
24% Food from a more sustainable source

15 Base: Those who eat more or less of any of the listed foods

Globe v
Scana™



Stated seafood purchase has declined compared to 2022

Households that claim they have purchased fish/seafood in past two months, general population, 2022 and 2024

93% 91% 90% 87% 87%

I I I 82% 82% 80% 80% 79%

Portugal
Spain
Italy
France
Norway
Finland
Poland
Sweden
Denmark

Change since
2022

no change

Scale from largest increase (green) to largest decrease (red) since 2022

16  Base: General population, global n=27,134 and by country
Q2.1: Have you or anybody in your household purchased fish or seafood products in the past two months?

79%

Belgium

no change

74%

Germany

1

Increase since 2022 (1)
Decrease since 2022 (\V)

74% 72%

Austria
Switzerland

l Netherlands

no change

Globe v
Scana™

66%

®



Consumer seafood purchase patterns in a cost of living crisis

—
I E

M 2024 WHAT... D

2022 Health supplements/

fish oils
Stated seafood <
purchase A
829, WHERE... Q W
Eating at home Eating out

Households that claim have purchased
fish/seafood in past two months, Europe,
general population n=14,518

|
z clobe 12 @29



Claimed purchase of most seafood types has declined since 2022; canned fish and
health supplements are the only products with an increase in claimed purchase @

Types of fish/seafood purchased frequently, seafood consumers, 2022 and 2024

m Total seafood consumers

Increase since 2022 (1)
Decrease since 2022 ()

Frozen Fresh from  Canned/tinned  Fish fingers Pre-packed Cooked, A mealina Ready meal / Health Fish Pet food
fish/shellfish fish counter  /pickled fish / fish sticks fresh fish prepared fish  restaurant  chilled prepared supplements sandwich
or cafe fish and fish oils

Change

since
2022 2l 2 (= change .

(Total)

Scale from largest increase (green) to largest decrease (red) since 2022
: _ Globe v,
18  Base: Seafood consumers, global n=20,308 Scan A~

Q4.1: Which types of fish or seafood do you purchase frequently?



. Customers
What can the industry do
to engage customers?



NGOs, scientists and independent certifications
seen as leaders in ocean protection

Who is perceived to be contributing “very well” to protecting the ocean environment

39% 8%
29%
- v v ¥
I l 15% 15% 15% 14% w
NGOs Scientists Independent Fishing Media National Large Shops
Certification industry government  companies
Orgs

20 Base: Seafood consumers, Europe, n=11,171 Gé%gg 7{4 @
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On average, around three in ten think certifications contribute well to ocean
protection

xXxx

*
¥y Kk

* ok
Perceived to be contributing “well” to protecting the ocean environment: Independent certification organisations, (6+7 on a 7-
point scale), seafood consumers, 2022 and 2024

W 2022 = 2024 Increase sipce 2022 (M)
Decrease since 2022 (V)

52% WA
32% EELN 32% IBITA 32% 509 32%
N 28% RPN 28% 28% o 7o 9 28% 9
6 O 27% RN 27% (PN i 26% Rl oo PR o 2
il 9% [P 19%

|
Base: Seafood consumers, global, n=20,308 Gscégre.' 7}4
Q3.1: How well do you think the following groups or institutions are contributing to protecting the world’s ocean environment?

Italy
Poland
Switzerland
France
Portugal
Germany
Sweden
Spain
UK
Austria
Belgium
Finland
Denmark
Norway

Netherlands



Top purchase motivators are quality, health, price -
sustainability still highly important in seafood category

Motivators: max diff analysis, importance score, top 12, seafood consumers, 2024

Fresh NN -
Safe to eat |GGG -2
Good for my health / my family's health | | -0 )-'
Taste [N 58
Price |G - -

Sustainably sourced / environmentally friendly [N 35 Q
A type of fish | always eat 2.8 Key:
Knowing where the product comes from _ 24 Il Conventional purchase motivators
B Sustainability-focused
Easy to cook L PE Traceability-focused
Caught in the wild [N 22 C)

|
22 Base: Seafood consumers, global n=20,306 nggﬁ 7;""'



When asked what would encourage them to eat more
seafood, people say lower prices are key

Ways to encourage people to eat more fish/seafood per week

029%

sustainability

Fish produced without
harming the ocean

Lower price

23  Base: Seafood consumers, Europe, n=11,171

22% 118%

availability health

More availability Knowing it could
when | shop lead to a longer
more active life



50% of consumers globally now recognise the MSC label

48% 50%

CERTIFIED
SUSTAINABLE

]

understand what the
MSC label means

2016 2018 2020 2022 2024

Awareness of the MSC label, general population, “seen often / occasionally”, Unprompted understanding of the MSC label, “ocean/fish
Base: General population, global, n=27,134 sustainability” or “certifications/standards”,
Base: Seafood consumers, global, n=20,308

|
2 clobe . &



There are high levels of recognition of MSC in most markets, with increases
since 2022 across most; awareness continues to be highest in Europe

Awareness of the MSC label, by country, general population, 2022 and 2024

CERTIFIED
SUSTAINABLE
SEAFOOD

M

B Seen often M Seen occasionally

84% 71% 70% 68% 66% 63% 62% 58% 58% 52% 51% 46% 42% 35% 34%

40%
18%
ge] > © c o = %) ~ c
c c = (] c S T 5 'S
X g z 3 X! > kS £ k=3
(0] o < g = 2 = c
N (3} V) L M (] [3)
S 0] < o
A z
Change in
“seen” +1 +2 No change +3 +3 No change +1 +3 +3 -2 +3 +2
since 2022
Scale from largest increase (green) to largest decrease (red) since 2022 |
25  Base: General population, global, n=27,134 Gscc’gﬁ 7‘;{-

Q1.1: Have you ever seen the following logos?



Trust in MSC remains high across European Markets

Trust in the MSC label (5+6+7 on 7-point scale), by country, MSC-aware seafood consumers, 2022-2024

82% 0
% T8 T6%  T6%  TS%  74%  73%  73%  73% 7% 1 709
67%
I I I I I I I I I I I :
> < K= gel x kel c = ael ) > %) © >
s 5 5 5 B 5 3 > 5 ¢ s 2 & ¢
£ 2 5 E o g > < £ E o 5 5
& | 2 ~ & & = g g < z
2 [
v P

26  Base: MSC-aware seafood consumers, per country, n=10,557 Gslggﬁ z'zr @

Q9.2: How much trust do you have in the claims of the following initiatives/organisations?



27

A majority of seafood consumers say seeing the MSC label would @
make them more likely to purchase a product

o Increase since 2022 (/1)
Impact on likelihood to purchase, seafood consumers, 2022 and 2024 Decrease since 2022 (V)

® Much more likely m Slightly more likely = No impact on Slightly less likely ® Much less likely = Don't know 2024 2022
to purchase to purchase my purchase to purchase to purchase Likelihood to  Likelihood to
purchase purchase
MSC 58% WV 60%

r

-

. Fairtrade 18% 35% 53% 52%
FAIRTRADE

Fictitious label
includes “certified
sustainable”

37% N/A

|
Base: Seafood consumers, global, n=20,127 Gs%gﬁ ,‘IV-:
Q104: What impact would the following labels have on your likelihood to purchase a product?



Protection of fish populations and ocean wildlife are considered areas where MSC

should play a role; seafood consumers see a strong role for MSC in education and @

awareness-raising about sustainable seafood and overfishing

Areas where MSC should play a role, multi-select, seafood consumers, 2024

Protection of fish populations

Protection of the ocean wildlife / birds / endangered species

Awareness-raising of the environmental impacts of overfishing

Explain what sustainable seafood is

Set strict requirements/standards for sustainable fishing

Work with big industrial fisheries to improve their fishing practices

Influence governments/policymakers on how nations share ocean resources or fishing quotas
Make sure there are more sustainable seafood options for consumers

Work with smaller traditional fishers / developing countries to improve their fishing practices
Help to reduce carbon emissions in the seafood industry

Promotion of healthy eating / healthy seafood diets

Work on improving workers' rights / working conditions on fishing boats

Give recipes and cooking tips for sustainable seafood

Don't know

28  Base: Seafood consumers, global, n=20,308
Q109: Which of the following areas do you think MSC should play a role in?

N 51%
I 46%
I 43%
I— 42%

29%

I 25%

I 2%

16%

25%

42%

39%

I 35%

35%

34%

Key:
B Protection of animal/plant species
B Awareness raising / advocacy
Industry support
Supply of sustainable seafood

Globe v/
Scana™
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Trust Path analysis

The diagram shows three narratives to
build trust in MSC: health and sustainable
seafood; value of ecolabels generally; and
MSC's vision and role in ensuring future
availability of seafood.

Health purchase motivators and attitudes
towards seafood sustainability have an
indirect influence on trust in MSC and
purchase. These two areas strongly support
consumer opinions about ecolabels.

Perceptions of Ecolabels generally have a
direct impact on trust in MSC.

A third pathway relates to MSC's vision to
safeguard seafood for future generations.
Consumers connect this with two key
aspects of MSC's role — protecting the
marine environment and setting strict
standards and assessments. These
perceptions directly drive trust in MSC.

There is one negative pathway — people’s
concern about price negatively influences
their trust in ecolabels.

Indirect Impact on Trust

Direct Impact on Trust

Sustainable

Ecol |
Seafood colabels

MsC
Recognition &

Sustainability Reputation

Motivators

Purchase

Protecting
Marine

Environment
Future

Availability of

Seafood

Standards & Key:

_> .
Assessments The thicker the arrow, the stronger

#the impact

—p Red arrows indicate negative impact

Globe v/
Scana™
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How to engage consumers

» Concerns about price have risen

* Promote seafood for a range of
budgets

» Mitigate through other messages

* There is more concern than ever
about environment, oceans and
fishing practices

* Brands should address
sustainability issues

Health benefits

« Health is an increasingly strong
motivator for seafood purchase

* There is an intrinsic association
with ‘my health’ and ‘health of
oceans’ that can be leveraged



Richard Stobart

Head of Marketing, Global
Richard.Stobart@msc.org
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