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The research questions and results reported herein are provided on a
confidential basis to MSC. MSC is free to use the findings in whatever
manner it chooses, including releasing them to the public or media.

GlobeScan Incorporated subscribes to the standards of the World
Association of Opinion and Marketing Research Professionals
(ESOMAR). ESOMAR sets minimum disclosure standards for studies
that are released to the public or the media. The purpose is to maintain
the integrity of market research by avoiding misleading interpretations. If
you are considering the dissemination of the findings, please consult with
us regarding the form and content of publication. ESOMAR standards
require us to correct any misinterpretation.
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Background and Approach
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How Consumer Intelligence Supports the MSC
Theory of Change

Fisheries that meet the MSC Standard are
o independently certified as sustainable

vy A,
More fisheries choose to improve Retailers and restaurants choose
their practices and volunteer to be e .
assessed to the MSC Standard MSC certified sustainable seafood
How the MSC works with
fisheries, suppliers and
retailers to encourage a more v

sustainable seafood market

CERTIFIED
SUSTAINABLE
SEAFOOD

A traceable supply chain assures
consumers that only seafood from
an MSC certified fishery is sold with

the blue MSC label

Market demand for MSC certified o
seafood increases

Consumers preferentially purchase
seafood with the blue MSC label
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Attitudes to Ocean Sustainability
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Most Concerning Threats to Oceans

Pollution of the ocean remains by far the most concerning ocean issue to seafood consumers. Four in ten
consider overfishing / decline of species as one of their top 3 ocean issues. There has been a significant
increase in concern regarding poor working conditions, illegal fishing, and climate change since 2018.

Issues (each respondent selected three issues)
N 2020 W 2018

7 3%
T5%

Pollution of the ocean, e g. plastics

40%
39%

Overfishing / depletion of fish species

34%

The effects of climate change on the ocean

Ocean acidification and damage to coral reefs
and other fragile marine environments

GM or harmful chemicals in the seafood that

we eat 32%
lllegal and prohibited fishing 27%
Accidental catch of sea life such as dolphins, _ 258
sharks and turtles 24%

Poor working conditions for people working in
the fishing industry

12%

11%
10%

Not enough seafood for our children and 10%
grandchildren

Slavery in the fishing industry

145%

10%
11%

Impacts of rising sea levels

Base: Seafood consumers, Finland

Q11.2: There are many different potential threats to the world’s oceans, the wildlife living there and the people who work there. wﬂ
Which of these potential issues worries you the most?



Perspectives on Ocean Sustainability and Fish

Since 2018, there has been a significant increase in those wanting to hear from companies about product
sustainability and a significant decrease in agreement that people should consume fish only from sustainable
sources. The number of those who doubt that fish in products is what the label says has significantly decreased
since 2018, back to 2016 levels.

Describes opinion well, top three (5+6+7 on 7-pt scale)
B 2020 H2018 © 2016

B0%

We need to protect fish so our children and grandchildren can 339
(o]

enjoy seafood”

In order to save the ocean, we have to consume fish and seafood 0% 769
only from sustainable sources TE”IE

People should be prepared to change to another type of fish if it is EEE%%

more sustainable 659

| would like to hear more from companies about the sustainability 63%

of fish/seafood products®

58%

| want to know that fish | buy can be traced to a known and trusted _ E:};’?
source 5007 ?

58%

| prefer to eat fish that is caught in the wild, rather than from fish 539
farms SL™ .

The choices | make about eating fish/seafood can make a i, 5%,

difference to the health of our oceans™

| sometimes doubt that the fish in products is what the label says it m £99;
H o

15 47%
Base: Seafood consumers, Finland

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” GLOBE

*No 2016 data available; **New statement in 2020



Expectations of Other Actors




Performance of Different Groups in Protecting Oceans

Scientists and NGOs remain the actors perceived to be contributing most to protecting oceans, although there
has been a significant decline in views of both since 2018. Just over a fifth of seafood consumers see
independent certifications to be performing very well. Perceived performance of seafood consumers, the fishing
industry, retailers, media, and large companies have increased significantly since 2018.

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

Strong Perceived 2016 =2018 m2020
Performance
39% ey 40% o
(0]
23% 22% o 20% 19%
o - o [N
SC|ent|sts NGOs/advocacy | Seafood consumers  Fishing industry Certification orgs.* UN/other global orgs Retailers

groups / chari ties

f Poor Perceived Performance \
18% 17% ) 0
- - . ~
Media Large companies Local community groups  National government
Base: Seafood consumers, Finland
GLOBE
Q3.1: How well do you think the following institutions are contributing to protecting the ocean environment? \_ﬂ

*No 2016 data available



Action on Unsustainable Fish and Seafood

Over eight in ten say they want better information so they can be confident they are not buying unsustainable
fish or seafood products, and that restaurants should remove unsustainable fish and seafood from menus.
There is also strong support for supermarkets to remove unsustainable fish from their shelves.

Consumer beliefs on actions regarding unsustainable fish

B Don't know
B Disagree (1+2)

B Agree (3+4)

Restaurants should ban all | want better information so | Supermarkets should take all
unsustainable fish and can be confident I'm not unsustainable fish and
seafood from their menus buying unsustainable fish or seafood products off their

seafood products shelves

Base: Seafood consumers, Finland

Q11.3: The following question relates to how you feel about unsustainable fish and seafood products. These products contain
fish or seafood from areas where their numbers are under threat or are captured in ways that may damage the environment. GLOBE

Please indicate below how much you agree or disagree with the following statements.
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MSC Awareness and Understanding
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Awareness of the MSC Label

There has been a significant increase of 8 percentage points since 2018 and 23 percentage points since
2016 . Awareness of the MSC label remains high compared to the global average.

SERTIFIOIMU

Frequency of seeing the MSC label \p/_’»@‘:g)é#ysssn
M

WWW.IMSC.OrC

Mot sure

Mo, never seen

11%
16% 15% _
B Yes, seen occasionally

B Yes, seen often

60%

total

2016 2018 2020

Base: General public, Finland

Q1.1: Have you ever seen the following logos? M




Trust in the MSC Label

Trust in the MSC label is high among MSC-aware consumers and has increased significantly since 2018
(+9 percentage points). While Finland scores high on awareness, the trust score is around average among

those aware (the global average is 76%).

KPIs on trust in the MSC label

Trustin MSC
H High trust (5+6+7) = Moderate trust (4) = Little/no trust/don't know (1+2+3)
2020 13% 10%
2018 18% 14%
2016 15% 15%

Base: MSC aware, Finland

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"

GLOBE



Recommendation of MSC

Nearly six in ten MSC-aware consumers would recommend MSC-certified products to people they know.
There has been a significant increase in likelihood to recommend (+9 percentage points) since 2018.

Likelihood of recommending MSC-certified products

B Very likely W Quite likely © Meither likely nor unlikely = Quite unlikely B Very unlikely

2020

2018 38%

Base: MSC aware, Finland

GLOBE
Q12.2: How likely are you to recommend MSC-certified products to the people you know? 5-pt scale: 1 = “Very unlikely”, 5 = “Very /ike/y\—ﬂ



Purchase of MSC-certified Fish

Among those who are aware of the MSC, claimed purchase of MSC-certified fish has remained relatively

stable since 2016, with around four in ten purchasing MSC-certified fish half of the time or most of the time
(this in on par with the global average of 39%).

Frequency of purchase of MSC-certified fish

Don't know
MNever
15%
25% 22% Very rarely
— Rarely
6%
7% Occasionally
a2% 29% B Half of the time
28%
B Most of the time
2016

Base: MSC aware, Finland

Q9.3: How often do you purchase fish or seafood with this logo on it? @



Love of Seafood




Types of Fish/Seafood Purchased, by Consumer Type

In 2020, fish fresh from the fish counter is purchased most frequently by seafood consumers, compared to
pre-packed fresh fish in 2018. MSC Blues purchase canned/tinned/pickled fish most often while younger

consumers mostly purchase fish fingers / fish sticks.

Types of fish/seafood purchased frequently, by consumer type

Total seafood consumers
W zoz0 W 2018

Fresh from fish counter
Canned /tinned / pickled fish
Fish fingersffish sticks
Frozen fish or shellfish
Pre-packed fresh fish
Cooked, prepared fish

Restaurant! hotel! cafeterial coffee shop

Ready meal/chilled prepared fish

16%

Petfood .14%

: . 15%
Fish sanavich [ 05

Health supplements and fish oils ‘53%%

2%
Other 1%

Base: Seafood consumers, Finland

Q4.1: Which types of fish or seafood do you purchase frequently?

Canned / tinned / pickled fish

Fresh from fish counter

Frozen fish or shellfish

Fish fingers/fish sticks

Pre-packed fresh fish

Cooked, prepared fish

Restaurant/ hotel/ cafeteria/
coffee shop

Pet food

Health supplements and fish oils
Ready meal/chilled prepared fish
Fish sandwich

Other

MSC Blues

63%
61%
55%
54%
52%
50%
36%
27%
24%
23%

17%

1%

You ng consumers
(Aged 18-34)

52%
46%
38%
55%
46%
43%
29%
18%
14%
21%

20%

2%

GLOBE



Frequently Purchased and Favourite Fish Species

Salmon/trout is the most frequently purchased fish species, with almost nine in ten purchasing it frequently,
followed by tuna and saithe. Salmon/trout is also the fish species which seafood consumers say is their

favourite to eat.
Most frequently purchased fish species

Salmon/trout
Tuna

Saithe 40%

Prawns/Shrimp

Baltic herring

Herring
European whitefish 19%
Pike perch 17%

Perch - 13%
oo [ o
Pike . T4

Vendace | 1%

Base: Seafood consumers, Finland

Q4.3: Which species of fish do you purchase frequently?
Q4.4: Which species of fish is your favourite to eat?

Top 5 favourite species to eat

Salmon/trout
Tuna

Pike perch
Prawns/shrimp

European whitefish

56%
8%
7%
6%

6%

GLOBE



Changes to Seafood Consumption




Current and Future Consumer Actions to Protect Seafood

Switching to a brand or product that says it helps the oceans is the action most commonly taken, and is the
action that consumers say they would be most willing to take in the future, followed by changing the
species/type of fish purchased. More consumers are willing to take action in the future compared to those
who say they have already taken action.

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

. Willingness to
. Action taken take Action
Switched to a brand or product that says . Switch to a brand or product that
it helps protect the oceans or fish 28% says it helps protect the DCEHHBfUTh 37%
is
Changed the species/type of fish | buy . 20% Change the speciesitype of fish | buy 24%
Reduced the amount of fish or seafood | 1% Use a guide. website or app to help :.
eat . 24%
choose which fish to buy
Changed where | buy fish or seafood 99 Change where | buy fish or seafood
(e.g. different supermarket, fishmonger) (e.q. different supermarket, 19%
fishmonger)
Used a guide, website or app to help § .,
ChDDS’E‘ whmh ﬂsh ‘[D bu'-u’r ° RE*CIUCE the‘ amDUnt Df fISh or 15%
seafood | eat

Stopped eating fish or seafood 39

completely Stop eating fish or seafood

o,
completely 8%

Base: Seafood consumers, Finland

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?
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? GLOBE
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evidence and ideas. applied

GlobeScan is an insights and strategy consultancy, focused on helping

our clients build long-term trusting relationships with their stakeholders.

Offering a suite of specialist research and advisory services, we partner
with business, NGOs and governmental organizations to meet strategic
objectives across reputation, sustainability and purpose.

Established in 1987, GlobeScan has offices in Cape Town, Hong Kong,

London, Paris, San Francisco, Sao Paulo and Toronto, and is a signatory
to the UN Global Compact and a Certified B Corporation.

www.globescan.com
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