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2026 Glohal Gonsumer Insights from GlobeScan and MSC

oiehe A2 V5 e
The Marine Stewardship Council
partnered with GlobeScan to
conduct the fifth wave of a global
research study into consumer
perceptions.
n=31,074 general public,
n=20,543 seafood consumers
in 23 countries
Feb — March 2026
This report is focussing on North
America and Europe

Healthy & '
Sustainable ’
Living
n=32,106 consumers

in 33 markets
July — August 2026
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Understanding the consumer in this study

N. America and Europe general public
A representative sample of consumers across the country (as far as possible using online surveys)

N. America and Europe seafood consumers
Consumers in a household where someone has purchased seafood in the past 2 months and/or who regularly
eat seafood at home or in a restaurant

N. America and Europe MSC-aware consumers
Seafood consumers who recall having seen the MSC label “often” or “occasionally”

Nordic countries
Seafood consumers from Sweden, Denmark, Finland and Norway

Statistical significance of tracking and comparisons

Differences of +/- 1 percentage point are statistically significant (approx.) at a global level. Caution should still be taken when interpreting
and communicating results as small differences may be significant but not always meaningful. Please note that figures are rounded to
whole numbers throughout. This may mean some charts do not add up to 100%.

Global Sample Size

n=23,972

n=15,613

n=9,148

n=2,801
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Agenda: Four key themes

Concerns for the environment are changing
Where do ocean issues fit in consumers list of concerns?

Diet preferences and attitudes to seafood
How are diets shifting, and where does seafood fit?

Consumers scrutinise sustainable choices
What stops people buying sustainable seafood, and do they believe sustainability claims?

What consumers think about ecolabels and MSC
Who do they trust and how are consumers using ecolabels today?

Globe v/
Scana™
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Where do ocean issues fit in consumers :
list of concerns? -




Climate change is decreasing from highs in 2020 and concern for ocean health is increasing

Most concerning environmental issues, choosing issue in their top three, N. America and Europe general population, 2022-2026

74

m 2026 = 2024 m 2022

o,
55%

o,
Pollution and waste damaging rivers and streams -3%14}A
° P 46% in the

Loss / destruction of forests/woodland and
rainforests

Extreme weather events / changing weather
patterns

Health of the oceans and decline in fish
populations and sealife

Nordics (second

only to Climate
Change)

Loss of animal species
Air pollution

. 20%
Loss of wilderness / urban sprawl - 1%)47 ?
(o]

None of these I A?"//{
(o]

| ( garimztI I
Q1.2: Which, if any, of the potential environmental issues are you most worried about? G %gﬁ ;é cueuwn:h "



War and conflict and corruption now top the list of glohal concerns

Perceived Seriousness of
Global Problems

“Very Serious," Average of 33 Markets,
2026

Environmental issues

Socio-economic issues

T1. For each of the following possible global problems,
7 please indicate if you see it as a very serious, somewhat
serious, not very serious or not at all serious problem.,
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War and conflict
Corruption

Water pollution

Climate change

Extreme poverty

Natural resource depletion
Human rights abuses
Hunger and malnutrition
Toxic chemicals

Air pollution

Water shortages
Biodiversity loss

Spread of diseases
Deforestation

Data security and privacy
Unemployment

Mental health

Plastic waste

Incorne inequality

Global economy
Discrimination
Microplastics

Unfair treatment of workers
Lifestyle diseases

Gender inequality

Social and political division
Al risks

QOverconsumption
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“Agree” (3+4 on a 4-point scale), general population, Europe, 2022-2026

| feel worried about the state of the
world's oceans

90% 91% 90%

2022 2024 2026

o, Marine
VED

Q105.1: To what extent do you agree or disagree with the following statements?



There is still a large majority of consumers who are pessimistic about the heaith of oceans

Perceptions of fish availability over time, N. America and Europe seafood consumers, 2026

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

Nordics are less
likely to have hope
for the ocean

- only 28% agree

mAgree mDisagree

77 Q5.31: How well does each of the following statements describe your opinions? Q4.5 Please indicate how much you agree or disagree Marine
with the following statement. Gl%gﬁ 7:4 ( sgilwnglusnm



There has heen an increase in worries ahout overfishing

Most concerning ocean issues, N. America and Europe seafood consumers, 2022—-2026

m 2022 m 2024 m 2026

Nordics slightly more
concerned about

Pollution (60%) and
Overfishing (50%)

48% 48%

44%

0,
30% 0
26% 23% 219
- ﬁ 5 N
Pollution of the Overfishing Effects of climate lllegal / prohibited  Accidental catch Rising sea levels
ocean change on oceans fishing
78 Q1.2 There are many different potential threats to the world’s oceans, the wildlife living there and the people who work there. Which of | =, Marine
these potential issues worries you the most? ngg ﬁ 7:4 ‘y& g'ueuwn:hu i
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How are diets shifting, and where
does seafood fit?




Changes in diet, N. America and Europe general population vs N. America and Europe canned seafood consumers, 2026

e

Europe vs the o <
global total ﬁ

Europe is cutting red

| meat faster (40%
0 eating less vs 37%
globally). Nordics are
virtually the same as
the rest of Europe.
m | didn't eat this food two
years ago and | still don't
46%
Used to eat it two years ago
but | do not eat it at all
8% anymore

Vegetables Poultry Fish or seafood Red meat m Eat less, but | still eat it
& e == e
80  Q101: Do you eat more or less of the following foods than you did two years ago? Globe V4 ( ggm?ﬂsnlﬂ
cun z- E[Illrll:il



Diet change patterns are similar to 2024, with those eating more fish mainly moving away
from red meat, while those eating less fish are introducing more vegetahles to their diets

Changes in seafood consumption compared to two years ago, N. America and Europe canned general population, 2026

Those eating Are eating less....

more fish Red meat

D= " o=

Those eating Are eating more....

less fish Vegetables Beans and legumes
EEEEE—

O= e oo

81 Q101: Do you eat more or less of the following foods than you did two years ago?
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Change in fish/seafood eating vs two years ago, general population, 2026

W Eating more seafood About the same M Eating less seafood

Global

Europe
- In Nordics 15%
‘ say they eat
’ more...

Q101: Do you eat more or less of the following foods than you did two years ago?

-~

38%

...and 26% say
they eat less

Southern Europe cuts back
hardest

of Southern Europeans are
eating less seafood than two
years ago, vs 33% globally

o, Marine Globe
v e CRER A
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thinner. |

Consumers | ‘ éé
scrutinise | E
sustainahle choices | i
What stops people from buying sustainable «, | '
seafood, and do they believe the claims? | - '

L The Eco-Shape botte vith | =

- 5% less plastic

| ':‘. We can 2\l make a differ
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Motivators: max diff analysis, importance score, N. America and Europe

seafood consumers, 2026

Safe to eat

Taste

Fresh

Good for my health/ my family's health

Price

Sustainably sourced/ environmentally...

A type of fish | have always eaten

Knowing where the product originally...

Easy to cook
High in protein*®
Preferred brand

Caught in the wild

Organic

84 Q4.2: Thinking about your recent purchase of [fish type], which of the following five considerations was the most important and which

I 5.3
I 5.3

was the least important? *Statements “High in protein” added in 2026

Key:

Top Seafood purchase
motivators Nordics

. Taste

1

2. Safe to eat

3. Good for my health/my family's health
4. Fresh
5
6

. Price

. Sustainably sourced

7. Easy to cook

Il Conventional purchase motivators

Sustainability-focused
Traceability-focused
Nutrition purchase motivators

Globe v/ j glgmausmu
OUNEI:

ScanaA™



The majority of seafood consumers think we need to consume seafood from
a sustainable source

Views on eating sustainable seafood, N. America and Europe seafood consumers and N. America and Europe Canned seafood consumers
2026

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

e Seafood consumers Nordic seafood consumers

85 Q5: How well does each of the following statements describe your opinions

Marine
Globe 12 /% i



Seafood consumers are willing to take action, and are more likely to reduce plastic use or
huy seafood they helieve is sustainable

Actions taken in the last year vs actions willing to take in future, N. America and Europe seafood consumers, 2026

m Actions willing to take in the future m Actions taken in the past year

. 49%
o _ 41%
Buy seafood | believe is sustainable m
. 39%
Buy seafodd with an ecolabel m

22%
17%

38%

17% 21 pts gap

Take part in a beach clean-up “ 20% s 2 a 25-point gap
(o]
0,
Vote for ocean protecting leaders “ 18%
(o]

14%

Talk to friends/ family about the ocean

Avoid companies that harm the ocean

Nordics have

Donate to an ocean charity 8%
(o]

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

=, Marine
And which actions would you be willing to take in the future to protect the fish and seafood in our oceans? Gslggﬁ 7:4 (} g'ueuwn:{flsmn



Actors perceived to be contributing “well” to protecting the ocean environment, (6+7 on a 7-point scale), N. America and Europe seafood
consumers, 2022-2026

m 2022 m 2024 m 2026

0 04, 39%
350,38%350,  38% o
0,
31%  299,289,30% o6, .
25%24% 24% 000, 2 24%24%25%  24%,, 25% 23% 22%
18%
- . . ﬂ -17%15%
Scientists NGOs Fishing  Independent The UN Community Consumers  National Large
industry  certification groups government companies
orgs
87 Q3.1a: How well do you think the following groups or institutions are contributing to protecting the world’s ocean environment? Globe )-ggggfm,u
Scun A Couneil
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Who do they trust and how are Europeans
using ecolabels today? oo \




People are noticing ecolabels when they are
shopping and are more likely to buy them

Awareness of ecolabels, “agree” (6+6+7 on a 7-point scale), N. America and Europe seafood consumers, 2018-2026
Noticing ecolabels when I’m shopping Buying ecolabelled products

I have never heard - F] . .
of ecolabelling

51% m| never buy » - o oo, ml 8%
47% 44% ’ ecolabelled fish or __m"_m"_—-\

I seafood products

2022 2024

| buy ecolabelled . ) 45%
fish or seafood 41% 40% 43% 45%

products > 68%
.chasion |

tyeco ayelled - - - .
fish or seafood 21% 23%
products as often J

as I can 2018 2020 2022 2024 2026

52% in
Nordics

Q8.16: How well does each of the following statements describe your opinions about ecolabels? Q7.1 The term “ecolabel” refers to a p—
label or certification on a product which indicates that the product is more environmentally-friendly or sustainable in some way. How often  Globe V4 )

Slewardship
do you buy ecolabelled fish and seafood products? Scan7A™ Council

p 76% in
4 2 Nordics




Opinions on ecolabels, “describes opinion well” (5+6+7 on a 7-point o 65% in
scale), N. America and Europe seafood consumers, 2016-2026 Nordics
T Ecolabels on fish and
60% o0, c0 seafood products raise my
589% 58% J > - trust and confidence in the
? brand

—8—Ecolabelled fish and seafood
is better for our health

p 58% in
4 g Nordics

2016 2018 2020 2022 2024 2026

90 Q8: How well does each of the following statements describe your opinions about ecolabels? Globe W ( ggmfmm
Cun z- Couneil



Awareness of the MSC label has continued to grow since 2024, following the trend in
increased awareness since 2016

Awareness of the MSC label, N. America and Europe general population, 2016—2026

EYes, seen often mYes, seen occasionally =No, never seen = Not sure

+2
. . A
9 61%
53% 58% %
“Seen”- “seen” -
2018 2020 2022 2024 2026
91 Q1.1: Have you ever seen the following logos? GIObe )

Scana™—
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MSC awareness has risen significantly in Nordic Gountries over the past 10 years

Awareness of the MSC label, “seen often” + “seen occasionally,” by market, general population, 2016—2026

Denmark Finland

66% (0%

529, 98% 5% 50, 00% %%
0

37%
CERTIFIED

SUSTAINABLE
SE oD

a3 48%

36%III

2016 2018 2020 2022 2024 2026

2016 2018 2020 2022 2024 2026

Sweden Norway

62% 65% 68% 65%
51% 54%

43%
34% 329 35% ’

II 22%25%....

2016 2018 2020 2022 2024 2026 2016 2018 2020 2022 2024 2026

Mari
92 1.1: Have you ever seen the following logos? - MSC Globe v/ ( stewardstin
Cun z'- Couneil



In addition to ocean/fish sustainability and certification/standards, understanding

includes growing quality / health associations Unprompted,
Unprompted understanding of the MSC label, N. America and Europe seafood consumers, 2016-2026 seafood
consumers
Ocean/fish sustainability _ most
commonly
14%
Certification/standards etc. -1;}%% underStam.j the
12% MSC label is
Quality / healthy / safe to eat et % about fish
uality / healthy / safe to eat etc. % sustainability

or certification

Company/business . 39,
0,
4% m 2026 CERTIFIED

SUSTAINABLE

SEAFOOD
Wild-caught fish '220/? - ;8;2
7o 2020

Origin/traceability/source Io;z"é%

Farmed fish r°/°
0%
0,
. 43%
pon't know [
46%

93 Q6: What does this logo mean or represent? Globe W ( ggmrzmm
Cun A Gounil



Over eight in ten consumers trust the MSC label, with a return to trust levels
seenin 2022

Trust in the MSC label, MSC-aware seafood consumers, 2016-2026

Total trust (5+6+7)

80%

Global
69%
2016 2018 2020 2022 2024 2026
94 Base: MSC-aware seafood consumers, global, n=10,145 Note: China excluded as a clear outlier (significant inflation relative to 2024)

Q9.2: How much trust do you have in the claims of the following initiatives/organisations?

Nordic
consumers
have high
trust in the
MSC label

78%

CERTIFIED
SLISTAIN ABLE
SEAFOOD

MSC

www.msc.org

Globe v/
Scana™

Marine
mewarusnln
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Drivers of Trust in the MSGC:

Core areas to leverage are standards and healthy fish populations

A
Foccl)';)esnftransparent{j Leverag » These are a"
Strict standards
Maintains fish |mportant In
populations . m .
Y driving trust in
v
E @ Demonstrates | care MSC and are
c
- strong_ly
z Future o associated
= . Protects ‘ .. @
- generations - Easy identifier of .
(=) ke sustainable seafood Wlth the MSC
c
2 label
-
T Works ino Fights illegal ®
c . consumers' ishi
'; Fwsher{nen e fishing @ Raises awareness
bo! wor!q_ng of ocean issues
c conditions
© O Independent Encourages
o certification sustainable sourcing
(=]
=3 Small-scale
é fishing =
w
) Easy to identify Q
Campaigns for wild seafood i
government action g
on Ocean issues Iﬁ
Monitor 3
=
Associations with MSC
95 Base: MSC-aware seafood consumers, global, n=12,059 Glggg 7‘{4 ( i
Buunl:il



Close to two thirds of seafood consumers are more likely to buy a product carrying the MSC
lahel, ahead of Fairtrade

Impact on likelihood to purchase, N. America and Europe seafood consumers, 2026

64%

® Much more likely to
CERTIFIED pu rchase

m Slightly more likely to
purchase

® No impact on my
purchase

Slightly less likely to

purchase
® Much less likely to
FAIRTRADE purchase
v Don't know
54%

96 Q104: What impact would the following labels have on your likelihood to purchase a product? Globe v/ ( gg{zgfmm
Scana—

Buunl:il



Conclusions

* Non-environmental concerns are * More than half of European
rising but ocean concerns and ’ consumers distrust claims and doubt
overfishing remain high; people s that the fish is what the label says.

are more aware of the issues.
NN + Independent certification and
* But there is still confusion and ~— a credible labels can help consumers
more want to act than do and navigate complex choices.
expect business to lead.

Price and health dominate

* Many consumers want to make more sustainable
choices, but competing priorities such as price, and
convenience often get in the way.

« European consumers are eating less seafood and
younger consumers, in particular, seem to have more

97 barriers to eating seafood and prefer other sources of Globe v / Slowartsin
. cqn a1 Council
protein.
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