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Different information
Different products

Different consumers

Case studies:
Dairy drinks
Farmed cod




Young consumers: fish consumption
and attitudes  avsund

Farmed cod: Ethical issues, different conditions
during slaughtering (SEAFOODplus) EU fund

Meat balls: Healthier processed meat products

The Agricultural Productivity Fund

Dairy drinks (skyr -drinks): Different sweeteners




Information: Use and trust

Young consumer attitudes and fish consumption

Icelandic young adults in 2006
1735 participants, 17  -26 years

How often to you use, receive or look for information about fish?

How well do you trust information about fish?
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Use/obtain and trust of information

Family
Fishermen
Dietician
FishMonger
Doctors
Friends
Fishindustry
NutritionRec
ConsumerUnions
Scientists
Supermarkets
Newsp./Magazine
TV
Internet
Radio
Government
Ads
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Do not trust at all Neither / nor Trust completely
Never Sometimes Very often
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Which information do consumers look at?

Survey regarding fish 2006
In Iceland (n = 248) and The Netherlands (n = 175), 18 years +

Survey regarding meat 2008
In Iceland (n = 67), 18 years +

Please indicate how often you use the following information when
you buy meat /fish products

(on the packaging, on the shelf in the store or the product label)




Fish: Which information do consumers look at?

Weight
ExpiryDate
Wild/Farmed
EnvirLabel
BrandName
WelfalLabel
QualityLabel
CaptureArea
Price B Iceland
FishSpecies | The Netherlands

Nutrition

Never Always
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