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WP29 PARTNERS 
› AU (lead WP and tasks 29.1, 

29.3) 
›  IRTA (lead task 29.2) 
› HCMR 
› DLO 
› CTAQUA 
› HRH 
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WP29 ID 
›  Start-end months: 1-45 
›  Total capacity: 73.78 PMs. 
›  Total budget: 533,285 € 
›  Structure:  
ü Task 29.1: M1-24 
ü Task 29.2: M25-30 
ü Task 29.3: M28-36 
ü Task 29.4: M37-45 
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WP29 OBJECTIVES 
1.  Analyze & understand consumers’ overall value perceptions with regard to 

cultured fish in general, and the DIVERSIFY fish species in particular; 

2.  Evaluate consumer sensory perceptions towards the DIVERSIFY species’ 
products; 

3.  Optimize the DIVERSIFY species’ products in terms of extrinsic product  attribute 
combinations that can generate best value perceptions; 

4.  Determine effectiveness of market communication in consumer behaviour change 
in relation to the DIVERSIFY species’ products developed. 
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TASK 29.1:  
CONSUMER VALUE PERCEPTIONS & 
SEGMENTATION  
(AU, M1-24) 
›  Sub-task 29.1.1 (DLO) -> Deliverable D29.1 (M9), Milestone MS63 (M11) 

›  International online consumer survey in 5 countries (UK, GE, SP, FR, IT; n=500/country, 
nationally representative samples) to investigate consumers’ associations with and 
perceptions of the new products, attitudes towards established and new aquaculture 
as opposed to wild fish, buying intentions, current/future fish consumption, WTB&P, & 
overall value trade-offs (DLO, IRTA, HRH).  

›  Sub-task 29.1.2 (AU) -> Deliverable D29.2 (M24) 
›  Segmentation study to give insights into consumer sub-markets (i.e., segments) across and 

within the 5 countries examined with the highest potential for maximized consumer value 
perceptions (AU, DLO, IRTA, HRH).  
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CONCEPTUAL FRAMEWORK:  
THE ‘CUSTOMER VALUE’ MODEL 
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Please read the story below carefully: 

 
In this picture you see a new marine finfish species from the European aquaculture industry that has 

entered the market recently. The size of this fish is similar to that of Atlantic Salmon. This fish 

can be found in the Mediterranean and Black Sea, and along the eastern Atlantic coast.  

 

This fish is a high quality meal choice, has a lower fat content than the average farmed fish, 

excellent taste and firm, yet juice flesh. Due to these characteristics, this fish is very suitable to be 

served at special occasions. Moreover, this species is very suitable for the development of value-

added products. As such, compared to other possible choices, this fish has the potential to gain a 

popular image. Finally, the development of this fish will be more environmentally friendly, 

compared to other species, and takes place in a controlled production system. This new finfish, 

therefore, suits the needs of consumers who demand sustainability and low environmental 

impact. 

 

As a result of its high quality, this fish might be more expensive than the average farmed fish. In 

addition, since both its production and market are still small, it is likely that it will not be widely 

available in the ‘usual' retail outlets. Although this fish is praised for its taste, this taste might seem 

different than usually expected from farmed fish, a taste that not everyone would appreciate. 

Moreover, due to its different quality, this fish might demand extra skills to cook compared to 

other farmed or wild species. Overall, despite sufficient experience with its production system, the 

exact rearing methods for this fish are still not perfected as yet. 

 
 
  
THE 
STORY 
BEHIND 
THE FISH 
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DATA COLLECTION IN 5 EU 
COUNTRIES: 
JULY 2014 
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PERCEIVED ‘VALUES’ AND ‘COSTS’ 
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PERCEIVED ‘RELATIONAL 
OUTCOMES’ 
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SOCIO-DEMOGRAPHIC 
CHARACTERISTICS 
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BEHAVIOUR TOWARDS FISH 
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PSYCHOGRAPHIC SEGMENTATION: 
RESULTS  
POOLED SAMPLE (N=2511) 
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From	  \	  to	   Cluster	  1	   Cluster	  2	   Cluster	  3	   Total	   %	  correct	  

Cluster	  1	   671	   34	   23	   728	   92.17%	  

Cluster	  2	   16	   863	   32	   911	   94.73%	  

Cluster	  3	   5	   16	   851	   872	   97.59%	  

Total	   692	   913	   906	   2511	   94.98%	  

 
 
  

Confusion	  matrix	  
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Cl1 
Involved 

traditional 
N=728, 
30%	  

Cl2 
Involved 

Innovators 
N=911, 
36%	  

Cl3 
Ambiguous 
indifferent 

N=872, 
34%	  
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Country	  parAcipaAon	  
	  

Cl1 
Involved 

traditional 
N=728, 
30%	  

Cl2 
Involved 

Innovators 
N=911, 
36%	  

Cl3 
Ambiguous 
indifferent 

N=872, 
34%	  
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Characteris7c	  

Involved	  
tradi7onal	  
(N=728)	  
30%	  

Involved	  
innovators	  
(N=911)	  
36%	  

Ambiguous	  
indifferent	  
(N=872)	  
34%	  

	  	  
Sig.	  

Age	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  (mean	  in	  years)	   40.7	   43.7	   39.6	   .002	  
	  

Marital	  status	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  (married)	   51.6	   53.9	   43.1	   .000	  
	  

Employment	  	  	  	  	  	  	  	  	  (employee	  various)	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  (non-‐working)	  

32.2	  
11.7	  

30.5	  
14.3	  

30.6	  
15.3	  
	  

.026	  
	  

Income	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  (more	  than	  average)	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  (average)	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  (less	  than	  average)	  

13.5	  
61.1	  
25.4	  

17.3	  
59.5	  
23.2	  

9.9	  
57.7	  
32.5	  

.000	  

Socio-‐demographic	  profile,	  %	  (only	  staAsAcally	  significant	  differences) 
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Behavioural	  profile,	  % 

	  	  
Characteris7c	  

Involved	  
tradi7onal	  
(N=728)	  
30%	  

Involved	  
innovators	  
(N=911)	  
36%	  

Ambiguous	  
indifferent	  
(N=872)	  
34%	  

	  	  
Sig.	  

ConsumpAon	  of	  farmed	  fish:	  
Once	  a	  week	  or	  more	  

	  	  
23.1	  

	  	  
22.9	  

	  	  
16.5	  

	  	  
	  	  

.000	  Two-‐three	  Ames	  a	  month	   29.7	   32.4	   27.2	  
Once	  a	  month	  or	  less	   32.6	   32.6	   38.6	  

Never	   9.8	   7.2	   8.0	  
ConsumpAon	  of	  wild	  fish:	  

Once	  a	  week	  or	  more	  
	  	  

21.6	  
	  	  

17.9	  
	  	  

11.9	  
	  	  
	  	  

.000	  Two-‐three	  Ames	  a	  month	   27.9	   26.8	   22.6	  
Once	  a	  month	  or	  less	   33.1	   35.7	   33.9	  

Never	   11.1	   12.5	   22.1	  
ConsumpAon	  of	  seafood:	  

Once	  a	  week	  or	  more	  
	  	  

22.1	  
	  	  

20.6	  
	  	  

13.9	  
	  	  

.000	  
ConsumpAon	  of	  frozen	  fish:	  

Once	  a	  week	  or	  more	  
	  	  

31.7	  
	  	  

31.8	  
	  	  

25.1	  
	  	  

.003	  
ConsumpAon	  of	  whole	  fish:	  

Once	  a	  week	  or	  more	  
	  	  

28.7	  
	  	  

24.4	  
	  	  

17.1	  
	  	  

.000	  
ConsumpAon	  of	  processed	  fish:	  

Once	  a	  week	  or	  more	  
	  	  

29.3	  
	  	  

21.7	  
	  	  

21.3	  
	  	  

.001	  
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Statement	  

Involved	  
tradi7onal	  
(N=728)	  

Involved	  
innovators	  
(N=911)	  

Ambiguous	  
indifferent	  
(N=872)	  

	  	  
Sig.	  

I	  am	  aware	  of	  this	  logo	   4.36	   4.22	   4.64	   .000	  
The	  quality	  of	  products	  carrying	  this	  	  
logo	  is	  very	  high	  

4.04	   3.80	   4.09	   .000	  

Products	  carrying	  this	  logo	  would	  be	  my	  
first	  choice	  

4.09	   3.95	   4.28	   .000	  

I	  find	  this	  logo	  trustworthy	   4.01	   3.81	   4.11	   .000	  
I	  value	  this	  logo	   4.05	   3.88	   4.12	   .000	  

Logo	  recogniAon	  and	  a^tude,	  mean	  scores 

I	  am	  aware	  of	  this	  logo	   4.34	   4.34	   4.71	   .000	  
The	  quality	  of	  products	  carrying	  this	  	  
logo	  is	  very	  high	  

3.87	   3.72	   4.00	   .000	  

Products	  carrying	  this	  logo	  would	  be	  my	  
first	  choice	  

4.02	   3.87	   4.18	   .000	  

I	  find	  this	  logo	  trustworthy	   3.88	   3.69	   3.96	   .000	  
I	  value	  this	  logo	   3.95	   3.80	   4.13	   .000	  
I	  am	  aware	  of	  this	  logo	   4.27	   4.40	   4.59	   .000	  
The	  quality	  of	  products	  carrying	  this	  	  
logo	  is	  very	  high	  

3.96	   3.86	   4.11	   .000	  

Products	  carrying	  this	  logo	  would	  be	  my	  
first	  choice	  

4.10	   4.01	   4.23	   .000	  

I	  find	  this	  logo	  trustworthy	   4.00	   3.85	   4.08	   .000	  
I	  value	  this	  logo	   4.07	   3.95	   4.11	   .000	  
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SUMMARY SEGMENT PROFILES - 
OVERALL 
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Involved traditional 
(30%) 

Involved innovators 
(36%) 

Ambiguous 
indifferent 

(34%) 
PSYCHOGRAPHICS 
-Involved, knowledgeable 
 
 
DEMOGRAPHICS 
-In their 40s, higher number of 
employees, less people out of work, 
mostly of average income 
 
 
BEHAVIOUR 
-Highest number of regular fish 
consumers across all fish types 
(farmed, wild, etc.) 
 
 
PERCEPTIONS OF VALUE & COST 
-Average perceived value of the new 
species, highest perceived cost (i.e. 
price, safety, effort), high WTP and 
PI 
 
 
BELIEFS 
-Overall strongest beliefs: farmed 
fish is handled, guaranteed, safe, 
tasty; wild fish suffers pollution, heavy 
metals, parasites 

 
-Involved, knowledgeable, 
innovative when in comes to new 
fish 
 
-Slightly older, more people with 
above-average income  
 
 
 
 
-Highest number of regular 
farmed fish consumers, highest 
number of occasional wild fish 
consumers 
 
 
 
-Highest perceived value (i.e. 
functional, hedonic, ethical), 
lowest perceived cost, highest 
expected outcomes (i.e. 
satisfaction, trust, WOM), high 
WTP and PI 
 
-Stronger beliefs about farmed 
fish: easier to find, cheaper, more 
controlled 

 
-Non-involved, non-
knowledgeable 
 
 
-More non-working 
people, more with below-
average income 
 
 
 
-Highest number of 
occasional of non-
consumers of all fish 
types 
 
 
 
-Lowest value perceptions 
and outcomes, average 
cost perceptions  
 
 
 
-Neutral, low-strength 
beliefs 
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FURTHER STEPS 
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INDIVIDUAL COUNTRY-LEVEL 
SEGMENTATION 
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THANK YOU! 
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