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Introduction

 The European market observatory for

fisheries and aquaculture products ,
(EUMOFA) is an EU initiative (DG MARE) © ANDAQUACULTURE
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« The study is available on EUMOFA
website:

° The report JULY 2026
European Market Observatory for
Fisheries and Aquaculture Products . L
« A separate annex, including case studies in 6
Member States: ES, FR, IT, PL, NL, AT
European

Commission


http://www.eumofa.eu/

Context and objectives

Context Study objectives

- Decline of the EU FAP over the 1. Analyse consumption trends
past decade 2. Undrestand changes in

consumption behaviour

3. ldentify key drivers shaping
consumption

4. l|dentify challenges affecting FAP
consumption

« Trends differ substantially across
Member States, species and
product forms, suggesting
different changing consumer
behaviour




Methodology and limitations

Methology

 Consumption and Market data

« Eurobarometer survey: 4 waves of surveys: 2016, 2018, 2021 and 2024

* Literature review

« Six case studies (consultation of stakeholders), covering different market
profiles in terms of consumption levels and trends

Limitations/Considerations

- Limited availability and comparability of consumption data at EU level

« Consumption is inherently multifactorial: the literature shows that food
choices result from the interaction of economic, behavioural, cultural,
product-related and market factors




2. Main findings




A decline in consumption driven by changing
habits

* Decline of consumption of FAPs from 25.5 to 22.9 kg/capita (LWE).
« Shift from regular consumption patterns towards more occasional patterns.

« Strong shift among younger consumers (weak cooking skills, low familiarity
with fish, different expectations, etc.)

Per capita apparent consumption of FAPs (LWE) Frequency of at-home consumption of FAPs
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Convenience, a key driver for consumption
but a vector of standardisation

Growing demand for easy-to-prepare, portioned, prepacked, ready-
to-cook and ready-to-eat products.

Convenience responds partly to declining familiarity and cooking skills,
particularly among younger consumers.

It favours products combining ease of preparation + year-round
availability + predictable supply (e.g. salmon, tuna and shrimps)

Convenience may also reduce consumers’ familiarity with the FAPs,
particularly in Southern Mediterranean Countries.

ommission



Price is a key but insufficient driver of FAP
consumption

55% of EU consumers cited price as a

, , o Fish price is not an exception
key purchasing consideration in 2024
Most important aspects when buying FAPs (Eurobarometer) | Consumer price index evolution for different animal proteins (Eurostat)
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Price alone can not explain choices
Relatively expensive products such as salmon continue to perform strongly (convenience,
availability, image, predictable supply, perceived value)
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Polarisation of consumers and fragmentation

of the demand

Price-sensitive Higher-income Younger consumers
consumers consumers

Consumer less
frequently

Shift towards more Maintain consumption
offordable options more easily

within the FAPs

Seek promotions / Especially convenient
affordable formats or premium products

May substitute towards Associated with specific
cheaper proteins* occasions

*) Stakeholder evidence but less supported by literature

Lower familiarity with
FAPs and lower
preparation skills

Higher convenience
expectations

European
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Avallability and retall structure shape the

consumption of FAPs

%

CONTEXTUAL
DEVELOPMENTS

CHANGING
CONSUMER HABITS

Growing demand for
convenience and one-stop
shopping

Lower cooking skills and
familiarity with FAPs,

especially among younger
generations

=

Decline of traditional
channels (fishmongers,
open markets, fresh

GROWING ROLE

OF LARGE RETAILERS

SUPERMARKET

Large retail chains play an
increasingly dominant role

Offer structured around
products that meet retailer
requirements

Stable prices

RETAIL REQUIREMENTS A MORE CONCENTRATED
OFFER
= Predictable . i Salmon
e IgY \olumes | S= = Tuna
» " - . Shrimps

Less exposure to
diverse and seasonal
species

=g

The retail offer can, in turn, reinforce consumer preferences

Availability does not simply respond to consumer demand - it also contributes to shaping it.

® Growing availability of convenient
formats (portionned, prepacked,
ready-to-cook/eat)

Year-round
supply

@® Offer increasingly concentrated
around a limited number of species

Reinforces demand

:‘.‘ for familiar and
convenient products

Loss of knowledge
of species, seasonality
and preparation
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Sustainability is gaining attention, but remains
a secondary purchasing criterion

 Growing attention
 Environmental, social and ethical considerations are gaining importance.
* Younger consumers tend to report greater attention to these dimensions.

« Strong differences between Member States
Importance of environmental, social and ethical

aspects of FAPs by MS in 2024

« But limited influence on final choices overall

* Price, appearance and convenience remain stronger
purchasing drivers.

« Sustainability appears more influential in B2B relationships

« Complex information may overwhelm consumers.
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Conclusion

The decline in FAP consumption cannot be attributed to one single
driver.

There are broader changes in consumption habits, lifestyles and consumer

profiles, interacting with price pressures and with changes in supply and
retail structures.

The issue is not simply how much fish EU consumers consume, but
increasingly which products they consume, how often, in what form,

and under what conditions fish continues to fit into their everyday
lives.
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Keep in touch

SUBSCRIBE TO
EUMOFA NEWSLETTER

http://www.eumofa.eu/mailing-list

4 EUMOFA

European Market Observatory for
' Fisheries and Aquaculture Products

www.eumofa.eu

contact-us@eumofa.eu

safa.souidi@and-international.com
@EU_MARE #EUMOFA
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