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Fish in the news… is not always good news!



Consumers reaction to negative press

“Can negative information about fish 
consumption influence the consumers’ 
intention to eat fish?”



 UK
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 Germany

 Italy 

 Spain

 SALMON

European consumers in: 

Altogether 3.766 people

- about 800 per country
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Example of  information sent to consumers

Article recently appeared on the 

website of National Health Service 

The sources were: 

• Official governmental information 

• Unofficial info (Informal blog) 



Salmon consumption frequency



Salmon consumption frequency cont’d



Attitudes towards salmon



Consumers perceive 

eating salmon after 

information 

intervention as

- Less healthy

- Less safe

- Less nutritious

Impact on attitude towards salmon - I

Pre= before information intervention

Post= after information intervention



Consumers perceive 

eating salmon after 

information 

intervention as

- Less good for 

environment

- Less ethical

- Less sustainable

Impact on attitude towards salmon - II

Pre= before information intervention

Post= after information intervention



Negative 

information has 

no/hardly no 

impact on the 

perception of 

salmon as a 

cheap or tasty 

fish

Impact on attitude towards salmon - III

Pre= before information intervention

Post= after information intervention



 Messages were perceived as credible and 

important

 No significant difference in attitude changes from 

the different source of  information 

 Official and unofficial sources had similar impacts

Perception of  information



Intentions after stimuli

Slightly agree Agree Strongly agree



Impact on intentions to change diet

Slightly agree Agree Strongly agree

47.2%

55.8%

17.1%



 Impacted attitude of  salmon consumption 
 Diminishing value perception of

◼ Health-related aspects

◼ Environmental-related aspects

 No difference in perception of  price and taste

 High intentions to seek further information and/or to chose 
certified or organic products

 High intentions to change diet 

 Decrease consumption of  salmon or switch to other species

 No difference in the type of  information source
 Official and unofficial sources had similar impact

Effects of  negative press – main message



 Knowledge on seafood products is poor

 At the consumer level

 At the retail level

 EU initiative such as “Farmed in the EU” is very important

 Healthy, fresh, sustainable, local products from trusted sources

 To educate and inform 

◼ Students 

◼ Consumers – especially when they want further information

 But important also to use to inform and educate

 Sales personnel in retailers

 Should the EU set up a certification scheme and a logo for 
differentiation?

 For consumer products, “Farmed in the EU”

Farmed in the EU
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