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Background and Approach



Introduction and Methodology
|

The Marine Stewardship Council has partnered with GlobeScan to conduct four waves of a global research study into consumer perceptions. These took place in 2016, 2018, 2020 and 2022.

This year’s survey (2022) was conducted in a total of 23 markets: Australia, Austria, Belgium, Canada, China, Denmark, Finland, France, Germany, Italy, Japan, Netherlands, Norway, Poland,
Portugal, Singapore, South Africa, South Korea (new in 2022), Spain, Sweden, Switzerland, UK and USA. The survey was conducted online using large and reliable national consumer research
panels to recruit respondents in each country. The global sample size for the main seafood consumer survey is n=20,127 seafood consumers; a minimum of 600 seafood consumers were
surveyed in each country. Please find the relevant sample sizes in your market on the next page.

This report focuses on Australia. In some cases, charts only include 2020 and 2022 data so that recent trends can easily be interpreted.
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Understanding the Consumer in this Study

Australia How do we know if changes
Description sample size 2022 since 2020 are significant?

Type of consumer

@ General Public

¢ Differences of +/- 3 percentage
Arepresentative sample of consumers across the p g

country (as far as possible using online surveys) 3 AL e Sty A
(approx.)
f_ \ Seafoad Consumers in a household where someone has Differences of +/- 4 percentage
B Consumers purchased seafood in the past 2 months and/or who n=605 points are statistically significant
regularly eat seafood at home or in a restaurant (approx.)
i i
MSC Aware Seafood consumers who recall having seen the MSC | _ lefe!ences Off' : 7 peCRetane
Coraianoms label “often” or “occasionally” n=236 points are statistically significant
(approx.)
Seafood consumers who care about the planet
MSC Blues alongside a love of shopping. When purchasing = .
seafood, they value sustainability highly and prefer s S s o
buying certified products

Globe v/
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*Note to readers: where sample sizes are small, please approach data with caution, especially where samples are below 50 people SCC"'I 7



How Consumer Intelligence Supports MSC Theory of Change
|

Fisheries that meet the MSC Standard are independently
certified as sustainable

A
u."
More fisheries choose to improve their Retailers and restaurants choose
practices and volunteer to be assessedto o Q o MSC certified sustainable seafood
the MSC Standard e

How the MSC works with -

A fisheries, suppliers and 4

2 retailers to encourage a more =

- sustainable seafood market .

Market demand for MSC certified

seafood increases

A traceable supply chain assures
consumers that only seafood from an

i MSC certified fishery is sold with the blue
" Fec MSC label
o ‘E o

Consumers preferentially purchase seafood
with the blue MSC label o

Globe v/
Scana™

PWARDS 1o
\ﬁ\‘ .
& j
oo

5



Attitudes to Ocean Sustainability



Most Concerning Broader Environmental Threats

Environmental issues (each respondent selected three issues), 2020-2022

A47%
Climate change b N 2022

50%

B 2020
42%

Loss of animal species
42%

) o 42%
Pollution and waste damaging rivers and streams

38%

L . 34%
Health of the oceans and decline in fish populations

Climate change is the most
339 concerning environmental

Loss/destruction of rainforests issue in Australia

. 30%
Extreme weather events / changing weather patterns

38%

) ) %
Air pollution

28%
) 21%
Loss of wilderness / urban spraw!
22%
Base: General public, Australia
o - | _ Globe 1/ 4 S
Q1.2: Which, if any, of the potential environmental issues are you most worried about? Scan 1™\



Ocean Concern

Thoughts on favourite fish or seafood, 4 pt scale

Bl Agree Disagree Don't know
| feel worried about the state

0, 0,
of the world's oceans 86% 14%

| believe in 20 years' time we
will have saved the oceans
from irreparable damage
from humans

| don't think my favourite fish
or seafood will be available 30% 36% 33%
to eat 20 years from now

Concerns about the ocean are high: almost nine in ten consumers
agree that they feel worried about the state of the world’s oceans and
56 percent say they are more worried today than they were two
years ago. Consumers are split nearly 50/50 on whether there is time
left to repair the damage to the oceans

52% 48%

Base: Seafood consumers, Australia

Change in feelings about the state of the oceans in the past two years,
3 pt scale

B | feel more worried about the oceans
N | feel less worried about the oceans
No change

Q4.5:Please indicate how much you agree or disagree with the following statement (I don’t think my favourite fish or seafood will be

available to eat 20 years from now
Q105: To what extent do you agree or disagree with the following statements?

Q106: Which of the following statements best describes how your feelings about the state of the oceans have changed, if at all, in the last

two vears?



Most Concerning Threats to Oceans

Issues, (each respondent selected three issues)

61%

51% 509,

38%

Pollution of Overfishing / lllegal and
the ocean depletion of prohibited
fish species fishing

Base: Seafood consumers, Australia

Q11.2: There are many different potential threats to the world’s oceans, the wildlife living there and the people who work

2020 W2022

36% 3404

28%
24%
21% 209

GM or harmful

The effects of Accidental Ocean
climate catch of sea acidification chemicals in
change life and damage the seafood

to coral reefs that we eat
and other

fragile marine
environments

there. Which of these potential issues worries you the most?

Overfishing is the second-most concerning
ocean issue for seafood consumers,

behind ocean pollution

18%
o, ) 13%
12%  12% 1% g, 1%
Impacts of Poor working Not enough Slavery in the
rising sea conditions for seafood for fishing
levels people our children industry
working in the and
fishing grandchildren
industry
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Perspectives on Ocean Sustainability and Fish

Describes opinion well, top three (5+6+7 on 7-pt scale)

2020 W 2022

83%
78%

74% 73%

We need to protect
fish and shellfish so
that our children and
grandchildren can
continue to enjoy
seafood

In order to save the
ocean, we have to
consume fish and
seafood only from
sustainable sources

People should be
prepared to change to
another type of fish if
it is more sustainable

The choices | make
about eating
fish/seafood can
make a difference to
the health of our
oceans

Base: Seafood consumers, Australia

Q5.1: How well does each of the following statements describe your opinions? 7-pt scale: 1 = “Does not describe my opinion very well,” 7 =

“Describes my opinion very well”

| want to know that
the fish | buy can be
traced back to a
known and trusted

Consumers feel increasingly more empowered to affect change,
with 73 percent now saying that the fish/seafood choices they
make can help make a difference to the health of our oceans (up
from 60% in 2020) and 78 percent acknowledge that consuming
fish/seafood from sustainable sources only is the way to save our
oceans (up from 63% in 2020)

73% 1%

7
65% 65%

60%
54% 529

| sometimes doubt | prefer to eat fish and

that the fish in shellfish that is caught

products | buy is really in the wild, rather than
what the label says it from fish farms

| would like to hear
more from companies
about the
sustainability of their
fish/seafood products

source



Reasons to Protect the Oceans

Reasons to protect the oceans, multi-select, seafood consumers

| want the wildlife that lives in the oceans not to go extinct _ 60%
| believe healthy oceans are necessary for the future health 60%
of the planet °

| want to enjoy clean and beautiful beaches 51%

| want to enjoy eating healthy seafood 51%

50%

| want my children and grandchildren to have healthy oceans

| want the livelihoods of people who depend on the oceans to

0,
be protected, such as fishermen or women 39%

| am concerned for the future protection of communities who

. 36%
live near the oceans

| want to enjoy the ocean for hobbies or water sports 23%

| don't think it's important to protect the oceans 3%

Base: Seafood consumers, Australia

Q108 Why do you think it's important to protect the oceans?

Globe v/
Scana™




Performance of Different Groups in Protecting Oceans

Contributing “very well” to protecting oceans, top two (6+7 on 7-pt scale)

B 2020 W2022

33%
0,
31% 32%
28% 28%
0
24% 25% 24% 24%
21%
19%
15%
0,
13% 14%
Scientists NGOs such as Independent The fishing Consumers of Our national  Local community
environmental certification industry fish, like me and  government action groups
and advocacy organisations my family
groups and
charities

Base: Seafood consumers, Australia

Q3.1: How well do you think the following institutions are contributing to protecting the ocean environment?

Perceptions have improved of most actors in
protecting the oceans including independent
certifications and the fishing industry, which
are both in the top 4 when asked which
actors contribute very well to protecting the
oceans

23%

18% 18%

13%

12%

The United  Large companies  Shops and Press and media
Nations and and brands retailers

other global

organisations

Globe 1/ @
Scana™



Love of Seafood



Consumer Love for Fish and Seafood

Personal enjoyment of eating fish/seafood, 5 pt scale. i :
44 percent of Australian consumers like
eating fish or seafood, a decline of 17

points since 2020 (61%)

B Really like eating fish/seafood W Like eating fish/seafood | Neither like nor dislike ' Dislike eating fish/seafood

! Really dislike eating fish/seafood ' Not answered

2022 1% 24% 5% 22%

2020 10% 14% 7% 18%

Base: General public, Australia GIObe '/
Q2.7: How much would you say you personally enjoy eating fish and other seafood? 5-pt scale: 1 = “Really dislike eating chn A"

fish/seafood,” 5 = “Really like eating fish/seafood”




Frequency & Type of Fish/Seafood Consumption

Frequency of fish/seafood consumption, Often (at least
monthly), by location

W 2022 W 2020

63%
At home
69%
In sandwich, deli, 17%
sushi or coffee
shops 23%
17%
In fast food chains
22%

In restaurants or 15%
hotels 2900,

Base: General public, Australia

Q2.6: How regularly do you eat fish or seafood in the following locations?

Types of fish/seafood purchased frequently, by consumer type

. . ) 51%
cannearimeapickia s [ 0%
. X 48%
Frozen fish/shellfish _ 48%

39%
46%

N 2022
N 2020

Fresh from fish counter

32%

Cooked, prepared fish 38%

e ) . 23%
Fish fingers/fish sticks - 26%
. ’ 22%
A meal in a restaurant, hotel, cafeteria or coffee shop 38%
] 21%
Pre-packed fresh fish - 239

Health supplements and fish oils

. ) 11%
Ready meal/chilled prepared fish 13%

10%
Pet food . 1%

) . 7%
Fish sandwich l 10%

2%

Other 1%

Base: Seafood consumers, Australia

| | Globe 1/ @
Q4.1: Which types of fish or seafood do you purchase frequently? Scan 21 N




Fish/Seafood Purchase, by Outlet and Supermarket

Seafood purchases, multiselect
Fish/seafood purchase, by type of outlet

B 2022 W 2020

84%

Supermarket (including online) 859%
o

Local fishmonger or market
Fast food chain
Restaurant, hotel or bistro

Sandwich, deli, sushi or coffee shop

) | 52
Convenience store
B e%

2%
Workplace or other canteen l 3%
0

100
Meal kit (delivery) 0%
(]

Fish/seafood purchase in each supermarket

2022 W 2020

> Woolworths

Coles

69%
69%

62%

60%

23%
Aldi

24%

10%

7%

)
I
N |

3%
3%

Costco

. 2%
Harris Farms

%

)

The Fish Shoppe
PP 1%

Q2.3: Where do you/your family usually buy fish and seafood products from?

Base for Q2.3: Seafood consumers, Australia

Q2.4: Which supermarket do you/your family usually buy fish and seafood products from?

Base for Q2.4: Consumers purchasing fish in supermarkets, Australia

Q103: How, if at all, has your grocery shopping changed in the last two years?

Base for Q103: Seafood consumers, Australia

Online grocery shopping

24%

shop for their groceries more
online than they did two years ago

&

9%

shop for their groceries more in
store than they did two years ago




Targeting Seafood Consumers

How to target consumers
Preferred media channels, at least weekly (top 10 shown)

Websites / Google

65%
Television advertising or
programmes

62%

Facebook

56%

YouTube

51%

Word of mouth from friends,

- 47%
colleague or family

Information on product
packaging

47%

Radio advertising or

0,
programmes 43%

Magazines or newspapers 34%

Instagram 34%

Posters and signs at retailer

28%
stores

Base: Seafood consumers, Australia

Q13.2: How often do you use, read or visit the following types of media?
D10: Which of the following hobbies or interests do you have?

Hobbies and interests (top 10 shown)

Travel and holidays _ 43%
Cooking and recipes _ 42%
Recycling, waste reduction, - 28%
plastic pollution
Healthy food, nutrition - 37%
Eating out, resftgg(;a;:;, Ernee 35%

Nature and natural history 34%

Local food 31%

Fitness and healthy lifestyles

28%
Animal rights 25%

Sustainable living 25%

Globe v/
Scana™



Consumer Action and Diet



Diet Changes

Diet changes amongst consumers, 4 pt scale

Fish/seafood consumption trend by age

. Eat more . Eat less/none -Eat more -Eat less/none
pouttry IR 20% 55+ 25%
Beans and legumes 30% 2551 RS 26%

Fish or seafood 33% 25.34 BEEUA

Meat/dairy & &
alternatives 14% o 18-24 40%

Eggs 19%

Dairy KR4 20%

35%

Only 16 percent of Australian consumers say they are eating more
fish/seafood, and this is similar across different age groups,
- o although a larger number of young consumers say they are eating
less or no seafood (40%) indicating a potential shift in diet

Other red meat &2 46% i i i

There has been a shift away from eating meat, with 38 percent of
Pork 46% Australian consumers saying they have eaten less or no beef and
almost half (46%) saying they have eaten less or no pork,
compared to two years ago.

Base: General public, Australia

Q101: Do you eat more or less of the following foods than you did two years ago? Gslggg z‘{.




Reasons for Diet Changes

Reasons for changes in diet, multiselect

To be healthier 57%

To save money 37%

To eat better quality food 31%

22%

My cooking habits have changed

My tastes have changed 22%

20%

To eat food from a more sustainable source

To protect animal welfare 17%

To protect the environment 15%

To support local food producers 15%

To reduce climate change impact 14%

12%

The pandemic caused me to rethink my priorities

To protect the oceans 10%

Base: All general public who say they have changed their diet in the last two years

Q102 What are the reasons for changing your diet? Please select all that apply.

. Change in diet to have less
impact on the environment

320/ of people in total have changed their diet to have
0 |ess impact on the environment (marked in green
on the chart)

Consumers are mainly changing their diets to be
healthier, although 32 percent of those who have
changed their diet have done so because of an
environmental reason

Globe v/
Scana™



Current and Future Consumer Actions to Protect Seafood

Actions consumers have taken and would be willing to take to protect the fish and seafood in our oceans, multiselect

Action taken
0,
Bought more sustainable seafood* - 23%

Switched to purchase fish or seafood with - 18%
less plastic packaging*

16%

Reduced the amount of fish or seafood | eat - 17%
0

Discussed ocean issues with my friends and - 15%
family*

Switched to a brand or product that says it 14%
helps protect the oceans or fish 22%
Bought more seafood with an ecolabel on - 13%
the packaging*

) ) 8%
Changed the species/type of fish | buy

12%
Changed where | buy fish or seafood (e.g. 8%
different supermarket, fishmonger) 12%

Used a guide, website or app to help choose 8%
which fish to buy 9%
o 5%
Stopped eating fish or seafood completely 2%
Base: Seafood consumers, Australia
*Statements with no 2020 data were added in 2022

Q11.4a: Which, if any, if the following actions have you taken in the last year to help protect the fish and seafood in our oceans?

B 2022
N 2020

45 percent of
Australian seafood
consumers are willing
to buy more
sustainable seafood
with just over two in
ten (23%) saying they
have already made
this change in the last
year; this represents
an opportunity gap to
reach consumers who
are wiling to take
action

Willingness to take action

I /5%

Buy more sustainable seafood*

Buy more seafood with an ecolabel on the _ 36%
packaging*

Switch to a brand or product that says it 33%

helps protect the oceans or fish 33%

Switch to purchase fish or seafood with less _ 31%
plastic packaging*

. 19%
Reduce the amount of fish or seafood | eat 18%
0

Discuss ocean issues with my friends and - 19%

family*
. ) 18%
Change the species/type of fish | buy - 26%
Change where | buy fish or seafood (e.g. 16%
different supermarket, fishmonger) 20%

Use a guide, website or app to help choose 16%
which fish to buy 22%

0,
Stop eating fish or seafood completely ‘; fz%

Q11.4b: And which other actions would you also be willing to take in the future to protect the fish and seafood in our oceans?

H 2022
N 2020
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Motivators of Purchase and Ecolabels



Motivators when Purchasing Fish and Seafood

Relative importance scores

safe to eat [N - o The top four main motivators of seafood
Taste [ -2 » -« purchase in the Australia focus on health
rresh [ . v - and quality (taste, freshness, etc.) and

Good for my heatn / my family | - &
price. I ;5
Sustainably sourced / enviro friendly _ 3.8A +1

Sourced locally 34 A +2
Knowing where the product comes from 34V -2
Clearly marked country of origin 29V 1

Dolphin/turtle friendly [N 274 +2
Atype of fish | always eat _ 2.6
Non-cvo [N 2oy 2
Easy to cook _ 2.0
Independently certified/verified [N 1.7 A +1
caught in the wild [N 7 A +1
Fairly traded [ 16 ¥-2
Preferred brand _ 1.4
Fishing method [N 1.2
Organic - 0.8

Base: Seafood consumers, Australia
Q4.2: Thinking about your recent purchase of "[type of seafood]," which of the following five considerations was the most
important and which was the least important?

these have remained similar compared
to 2020. Sustainably sourced /
environmentally friendly is the joint fifth
most important factor and is of the same
value to consumers as price.
Independent certification remains a
lower motivator of seafood purchase

A Ranked higher in 2022 compared to 2020

v Ranked lower in 2022 compared to 2020

. Conventional purchase motivators

. Sustainability-focused

Traceability-focused



Attitudes toward Ecolabels

Describes opinion well, top three (5+6+7 on 7-pt scale)

By buying ecolabelled fish and seafood | am helping ensure
there will be plenty more fish left in the sea for future
generations

61%
57%

61%
62%

Sustainability is important but | don't notice ecolabelled
products when I'm shopping

Ecolabels on fish and seafood products raise my trust and 57%

confidence in the brand

. . 53%
Ecolabelled fish and seafood is better for our health

50%
51%

| am prepared to pay more for fish and seafood products
which come from a certified sustainable fishery

37%

Buying products with ecolabels excites me
34%

. . 33%
| notice ecolabelled products when I'm shopping

I like to stand out from the crowd by buying products with 31%

ecolabels

Base: Seafood consumers, Australia

W 2022

B 2020

Despite this limited impact of
ecolabelling on mainstream consumers’
seafood purchase decisions, there has
been an increase in positive perceptions
of ecolabels since 2020. More people
say eco-labelled fish raises their brand
trust (57%, up from 50%) and say eco-
labelled fish is better for their health
(53%, up from 44%)

Q8: How well does each of the following statements describe your opinions about ecolabels? 7-pt scale: 1 = “Does not describe my opinion GSIObe '/ @

very well,” 7 = “Describes my opinion very well”



Demand for Labelling & Recalled Purchase of Ecolablled Fish

L |
Frequency of purchase of ecolabelled fish “Supermarkets' and brands' claims about sustainability and the environment
need to be clearly labelled by an independent organisation”
4%
Never heard of ecolabelling 8% 6% Don't know
Never buy ecolabelled fish/seafood Does not describe my opinion (1+2+3)
B Buy ecolabelled fish/seafood occasionally B Neutral (4)
57% ) . .
83% l Buy ecolabelled fish/seafood as often as | can l Describes my opinion (5+6+7)

There has been an increase since 2020
11% in consumers who think supermarket
/brand claims about sustainability and
the environment need to be clearly
labelled by an independent organisation
(79%, up from 70%), suggesting there is
increasing consumer pressure on
businesses to support their sustainability
claims with evidence

7%

8% 9%

2020 2022 2020 2022
Base: Seafood consumers, Australia GI b
Q7.1 How often do you buy ecolabelled fish and seafood products? ope '4
Q5.7 How well does each of the following statements describe your opinions? 7-pt scale, 1= ""Does not describe my opinion very well," 7= cana

"Describes my opinion very well"



MSC Awareness, Trust, and Understanding
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The MSC Blues

People who consume seafood, and have enough basic
knowledge (of the oceans, fishing, and the origins of
food) to digest the MSC’s value proposition.*

When shopping, they “aspire” to a better, healthier life
and balancing “right thing to do” with their other
purchase considerations (i.e., they will only buy
products which do not compromise on price, quality or
brand). They share "values" and are represented
across every age, culture, geography, and income.

*Wild. Certified. Sustainable.




Introducing the MSC Blues: Australia

—
23% The MSC Blues are seafood consumers who care about the planet alongside a love of shopping. When purchasing
. seafood, they value sustainability highly. The MSC Blues are more likely to notice ecolabels on products than their peers
of seafood consumers in . oo
Australia are MSC Blues and prefer buying certified products.

Demographics Gender Age Hobbies, top five

Recycling, waste reduction, plastic pollution _ 50%
e Local fooo. | <=
46%
' Sustainable living _ 47%

0 Heattny food, nutron | TN -7
Cooking and recipes _ 46%

male B Female 18-34 M 3554 W 55+

4

Preferred channels (at least weekly use)

Parents Education " -
Television advertising or programmes _ 72%
r websites / Google | M A NAR

Facebook: | o
Information on product packaging _ 61%
Word of mouth from friends, colleague or f... _ 61%

B Parents Wl Non-Parents Low [l Medium MW High Gslggﬁ z'4 @

Base: MSC Blues, Australia

i




Introducing the MSC Blues: Australia (continued)

L |
MSC KPls

MSC awareness
B Yes, seen often M Yes, seen occasionally No, never seen Not sure

21% 30% 10%

MSC trust
W High trust (5+6+7) W Moderate trust (4) W Little/no trust/don't know (1+2+3)

Most concerning ocean issues, top five

QOverfishing / depletion of fish species _ 49%
legal and prohibited fishing |GGG -

The effects of climate change 36%

Ocean acidification and damage to coral reefs o
- : ; 31%
and other fragile marine environments

Base: MSC Blues, Australia

Labelling and purchasing

Independent labelling

96% think supermarkets’ and brands’ claims about sustainability should
be clearly labelled by an independent organisation
(“Describes my opinion well” — 5+6+7 on a 7-pt scale)

Ecolabelled purchases
l Buy ecolabelled fish/seafood as often as | can

[l Buy ecolabelled fish/seafood occasionally
Never buy ecolabelled fish/seafood
Never heard of ecolabelling

Motivators of seafood purchase, top six
Sustainably sourced / enviro friendly

Safe to eat
Fresh
Good for my health / my family
Sourced locally

Knowing where the product comes from



Awareness of the MSC Label Among Seafood Consumers

Frequency of seeing the MSC label Locations where consumers recall seeing the MSC label

Not sure Fish/seafood packaging 1%46% N 2022
34% B 2020
No, never seen In supermarkets/grocery stores - 46%

9% o
13% 14% 12%
° ° Fish counter -15%

l Yes, seen occasionally 17%
1%
B Yes, seen often TV programme or advert - 1%
0,
56% 47% Newspaper/magazine advert 51/0/"
60% 58% Billboard or other outdoor advert 'foZ"
: ’ 4%
Social media 59%
CERTIFIED
R In a fast food chain W4%
M%‘“mg n a fast food chain 5%
4%
In a restaurant or hotel 4%
g " ) ' 4%
Newspaper/magazine article 7%
7% 9% 9
2016 2018 2020 2022 41 % At my child's school / my child F'I%/o/o
: 3%
of seafood Cinema advert 3%
shoppers have Not sure [ 22%
(]
seen the label.
Base: General public, Australia Canned, Frozen, Fresh, Out Base: MSC aware, Australia Canned, Frozen, Fresh, Out of ho
fh _ . . o E-flobe v/
&1.?Wave you ever seen the following logos? Q9.4: Earlier, you mentioned that you remember seeing this label. Scan A"

Where have you seen it?



Understanding of the MSC Label Among Those Who Recall Seeing the Label

Unprompted associations with MSC label, among MSC-aware seafood consumers, 2022

Ocean/fish sustainability/protection _ 33% Msc

WWW.MmSC.org

Certification/standards body _ 17%
Origin/traceability/source* - 7%
Just fish/seafood/oceans generally - 7% 42%

Quality/healthy/safe/organic 6% .
B o have at least some understanding,

Company/business - 5% mentioning sustainability and/or
certification
Caught in the wild . 2%

Farmed fish l 2%

Other - 8%
Don't know/nothing | :-;

Base: MSC-aware seafood consumers, Australia

Q6.1: What does this logo mean or represent?
*Origin/traceability/source was not recorded in previous years as it wasn’t a significant theme



Trust in the MSC Label and Recommendation of MSC

Trust in the MSC label among MSC-aware consumers, 7-pt scale Likelihood of recommending MSC-certified products, likelihood scale

B Very likely B Quite likely = Neither likely nor unlikely ' Quite unlikely
Very unlikely

B High trust (5+6+7) N Moderate trust (4) I Little/no trust/don't know (1+2+3)

2022 2022 18% 34% 6% 5%

2020 2020 22% 36% 5% 6%

Base: MSC aware, Australia Canned, Frozen, Fresh, Out of home Globe / p .
Q9.2: How much trust do you have in the claims of the following organisations? 7-pt scale: 1 = "No trust," 7 = "A lot of trust" Scan z'-- (j

Q12.2: How likely are you to recommend MSC-certified products to the people you know?



Perceptions of MSC: Sustainability Impact & Consumer Benefits

]
Describes MSC well, top three (5+6+7 on 7-pt scale)

N 2020 W 2022

84% 9 82%
80%  79% 79% 81% >
74% 76% 75% 74% 74%
0/
70% 67% 69% 68% 66%
62%
42%  41%
Ensures Helps protect Helps you find Helps fight Demonstrates Helps tackle Ensures Ensures Makes it easy to Supports small- Is not available
fishermen other marine life sustainable illegal fishing that | care where other ocean seafood companies care find wild caught scale fishing in places | shop
maintain healthy seafood quickly seafood comes concerns availability for about working seafood communities and on my
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Base: MSC aware, Australia

Q11.1: How well do you think the following statements describe the Marine Stewardship Council (MSC) and the ecolabel?
7-pt scale: 1 = “Does not describe MSC at all,” 7 = “Describes MSC completely”




MSC calendar plan
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Summer Autumn

Winter

Spring | Summer

N Sh fk T T
ar
National World
A . .
World Tuna Da WaDrgjr;ess Science Week Fisheries Day
(2 May) / (14 July) | (14-20 August) (21 November)
Fish Forever campaign il Christmas prawn
(27 March - 10 April) World Ocean Day sma campaign
(8 June) (Dec wide)
large small medium R

Always on PR, education and digital advertising:

what is sustainable fishing, what is the label, where can | find it, why does it matter?



Globe v/
Scana™

Know your world.
Lead the future.

GlobeScan is a global insights and
advisory consultancy working at the
intersection of brand purpose,
sustainability, and trust.

We partner with leading companies, NGOs, and
governmental organizations to deliver insights that guide
decision-making and build strategies that contribute to a
sustainable and equitable future.

We combine over 30 years of data-driven insights with a
global network of experts and the ability to engage any
stakeholder or consumer. Our unique research programs
and global capabilities help to know what’s new, what'’s
next, and what's needed. And our advisory services help
turn that knowledge into smart, strategic decisions.

Established in 1987, we have offices in Cape Town, Hong
Kong, London, Mumbai, Paris, San Francisco, Sao Paulo,
and Toronto. As a proudly independent, employee-owned
company, we're invested in the long-term success of our
clients and society. GlobeScan is a Certified B Corp and a
participant of the United Nations Global Compact.
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