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Research Overview



Data was collected online by Research Bods via consumer access panels

Online data collection methodology

* Data was collected online via consumer access panels

*High internet penetration in all markets as indicated below
allowed for representative online interviewing:

Internet penetration (% of population)

o Germany: 96%

o UK:95%

o France: 92%

o Netherlands: 96%
o Belgium: 94%

https://www.internetworldstats.com/stats4.htm
Estimates for June 30 2019

Fieldwork carried out by Research Bods

*Fieldwork was conducted by Research Bods, Bonamy
Finch’s strategic partners for online panel provision and an
MRS award winner for its approach to panel recruitment
and quality

*Research Bods’ UK panel has 300,000 members and is
rated #1 of 120 UK panels for user experience

*|t provides instant access to a global audience, spanning 85
countries and 110 million consumers

* All respondents across both proprietary and partner
panels meet the same rigorous quality checks to ensure
both consistency and compliance with regulatory bodies:

*Quality checks: including email verification,
geographical and machine checking

*Double opt-in
*|SO 27001 accredited



https://www.internetworldstats.com/stats4.htm

A representative sample of 1000+ consumers interviewed in each market 23-315t July
We applied light weights to the sample to ensure it is representative of non-rejectors of fresh/ frozen fish

_ N=1001 N=1024 N=1015 N=1023 N=1012

Male 50% 49% 50% 50% 50%
Female 50% 51% 50% 50% 50%
18-24 15% 15% 14% 16% 16%
25-34 17% 16% 17% 17% 18%
Q 35-44 18% 17% 17% 16% 17%
<°':D 45-54 18% 19% 20% 19% 18%
55-64 18% 18% 20% 18% 17%
65+ 14% 15% 14% 15% 14%
<€/£20K 23% 31% 26% 29% 22%
) €/£20K-€/£30K 13% 17% 11% 12% 22%
g €/£30K-€/£50K 29% 33% 27% 27% 26%
= €/£50K+ 23% 15% 31% 21% 21%

Not stated 11% 4% 4% 11% 8%

U



Questionnaire Flow

05

Importance of origin to consumers
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04

Consumer understanding
of Alaska Pollock
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Eligibility and
demographics

Overview of questionnaire

Additional demographic
information
06

Impartance of sustainable
fishing to consumers

03

Spontaneous reactions to Alaska
Pollock

02

Awareness of Alaska
Pollock

 Concise questionnaire of
7 minutes, focussed on
addressing the key
business objectives

* The survey was
translated into local
languages by a native
speaker of that language.
Each translation was
proof-read by a separate
native speaker and
reviewed by a central
quality control linguist

* Data was cleaned to
ensure the final sample is
comprised of high quality
data, usable for analysis

Single questionnaire structure, consistent across countries, optimised for completion on smartphone and tablets




Executive Summary



Summary of findings

©
©
©

Fish Specie Awareness

* The majority of consumers are aware of Alaska Pollock
* Levels of awareness vary across countries, from 55% in the
Netherlands to 88% in Germany

Spontaneous Reactions to Alaska Pollock

* Spontaneous thoughts when seeing term ‘Alaska Pollock’
are broadly positive. Strongest associations with taste &
freshness, particularly in Germany. Alaska provenance is
stronger in the four other markets

Reactions to Alaska Pollock name

* Qver half of consumers believe that the Alaska Pollock
name says something about the origin of the fish, either
the place where it came from or from where it was
caught.

Perceptions of Origin

e Consumers are more likely to believe that Alaska Pollock
can only be caught in Alaskan waters vs any other waters

Importance of Origin

* At least two thirds of consumers believe the origin of the fish is
important in their purchase decision making process and the
majority also expect to see this information on the label

Alaska vs Russia Origin

* The majority of consumers believe that Alaska Pollock should
be or would prefer it to be caught in Alaska waters and would
feel negatively if they discovered it was caught in Russia

* Feeling misled is the top reaction in Belgium, France,
Netherlands and UK and the second highest response in
Germany

Sustainability

* The overwhelming majority of consumers want their fish to be
sustainably sourced

* Qver half of consumers, and in France the vast majority, believe
that regulations for fishing producers are very important



Executive Summary (i)

* Alaska Pollock occupies slightly different positions across the 5 markets covered in this research. It has strong
awareness levels among consumers in France and Germany, within touching distance of the most familiar
species. In Belgium, UK and particularly the Netherlands, however, while at least half of consumers are aware of
Alaska Pollock, it trails behind other popular fish species.

* Spontaneous perceptions of Alaska Pollock are broadly positive, however, particularly in Germany where taste
and freshness are mentioned by many. After this initial positive perception, the origin of Alaska Pollock is then
next most frequently mentioned reaction among consumers.

e Additionally, the majority of consumers in each market feel the name Alaska Pollock tells them about where the
fish was caught, or where it came from.

 More than half of consumers (and nearly two-thirds in the UK) believe that Alaska Pollock can only be caught in
Alaskan waters.

* Of those who think it can be caught in multiple waters, the majority feel it can be caught in Alaskan waters,
followed by Russia.
« Among those not mentioning Alaska as a source of Alaskan Pollock, the majority (60%+ in all markets) did
not know where it was sourced.



Executive Summary (ii)

* Over two-thirds of consumers in all markets believe the origin of the fish is important in their purchase decision
making process. In Belgium and Germany this figure is over 75%, and in France it is 93%.

 The majority of consumers in all countries expect to see the origin information on the label.

* Concern about the origin of the product translates directly into consumer preference. Over half of consumers in
Belgium, France, Germany and the UK feel that Alaska Pollock should either be caught in Alaska waters only, or
would prefer it to be so.

 Only the Netherlands are an outlier, with 50% of consumers not caring where there fish is caught. The balance

for the most part believe as the other countries that Alaska Pollock should come from Alaska or prefer that it
does.



Executive Summary (iii)

* When being informed that Alaska Pollock can be caught in Russia, the dominant emotion in 4 of the 5 markets is of
being misled. In fact, more consumers in these 4 markets mention a negative emotion, than a positive or a neutral
emotion.

* In Germany the picture is slightly different; Germans were more likely to be ‘informed’(rated highest) and then
‘misled” (rated second highest).

« Among those who thought Alaska Pollock can only be sourced in Alaska, negative emotions are higher.
* There are very strong levels of support for sustainable fishing across all countries but particularly in the UK and

France. Consumers in the Netherlands are slightly less enthusiastic, but the vast majority of consumers here are also
still in favour of sustainable fishing.



Awareness of Fish
Species



Awareness of Alaska Pollock

Levels of awareness of Alaska Pollock are strongest in Germany and France, in the three other countries, Alaska

Pollock awareness falls in the second tier.

Awareness of Alaska

Pollock % (Rank)

Belgium

64% (8th)

France

80% (5th)

Germany

88% (5th)

o 95%
o 83%
o 93%
O 90%
- T3%

Salmon [N 91% P 93%
Cod N 85% P 87%
Tuna [N 61% I 91%
Trout [N 80% P 83%
Sole NN 81% P 76%
| Alaska Pollock [ 64% e s0%
Plaice I 62% b 31%
Hake [N 41% P 77%
Basa / Pangasius [ 68% n/a
Herring Y 71% n/a
Seabass [N 70% P 73%
Monkfish n/a e 3%
Haddock [N 55% n/a
Tilapia PN 41% e 18%
Bream n/a e 76%
Halibut n/a e 539
Mackerel n/a n/a
Coley n/a n/a
Catfish [ 21% n/a

- 88%

Netherlands

55% (12t")

A%
T 90%
T 90%
O T8%
L 73%
. 55%

83%
S 8%
L 66%
8%

n/a

1%
n/a

L 20%

L 21%

n/a

n/a

n/a

n/a

77%
L 38%
o 70%
S 88%
n/a

n/a

o 68%
o 59%
L 54%

n/a
8%
n/a

n/a

UK

64% (12th)

I 95%
I 93%
[ 94%
I 8%
I 78%

R 64%
83%
P 74%
R 46%

n/a
P 87%
R 80%
P 92%
P 30%

n/a

P 75%
n/a

I 52%

n/a

Base: All respondents left to right (1001, 1024, 1015, 1023, 1012)

Source: Q1 Familiarity



Consumers Perceptions
of Alaska Pollock



Spontaneous thoughts about Alaska Pollock
Spontaneous thoughts when seeing term ‘Alaska Pollock’ are broadly positive. Strongest associations with taste &
freshness, particularly in Germany. Alaska provenance is stronger in the four other markets.

Belgium France Germany Netherlands UK
Positive comment about the taste / freshness 21% 20% 44% 22% 23%
Type of white fish 17% 17% 3% 22% 17%
Comes from Alaska 14% 15% 7% 18% 20%
Usually comes breaded / as fish fingers 8% 13% 12% 8% 4%
Good value and less expensive than other types of fish 10% 6% 8% 7% 11%
Usually comes frozen 11% 9% 8% 10% 4%
Similar to Cod and Haddock 7% 2% 3% 5% 16%
Healthy type of fish 3% 3% 13% 6% 5%
Easy to cook with 5% 5% 9% 6% 3%
General comment that pollock is a type of fish 5% 7% 2% 3% 5%
Good quality 2% 4% 5% 1% 5%
Comes from America / far away 4% 4% 3% 3% 3%
Popular / easy to find 2% 3% 6% 2% 3%
Sustainable alternative to other types of fish 2% 3% 3% 2% 6%
ANY mention of Alaska in spontaneous mentions 15% 17% 14% 23% 23%

Base: All respondents left to right (1001, 1024, 1015, 1023, 1012)
Source: Q2 Thoughts when seeing ‘Alaska Pollock’ — open ended question



Reactions to Alaska Pollock name

Over half of consumers believe the Alaska Pollock name says something about the origin of the fish, either where it is
caught or the country from which it is from

61%

58%

52%

51%

40%

It tells me its species

NET % mentioning origin:

43%

53% 53%
46%
41%
38%
35%
0,
32% 32% S 32% 319

| |
i It tells me where it was caught It tells me which country it came ilt tells me about the environment
: from : in which it was caught

37%
30%

® Belgium

® France

m Germany

© Netherlands

m UK

Base: All respondents left to right (1001, 1024, 1015, 1023, 1012)

Source: Q3 Alaska Pollock Origin



Importance of Origin



Perceptions of origin

The majority of consumers in each country believe that Alaska Pollock can only be caught in Alaskan waters.
Among those who think it can be caught in different waters, over half mentioned Alaska as well as other waters.

Belgium

France

Germany

&

1

Netherland

Y .

[ It can only be caught in Alaskan waters

[ It can be caught in many different waters —

[ Don’t know

Which waters can Alaska Pollock be caught in:

% Alaska
50 ! l l
Belgium France Germany Netherlands
% Russia
48 ! . l
Belgium France Germany Netherlands
% China
25 23
Belgium France Germany Netherlands

Asked only of those who believe Alaska Pollock can be
caught in many different waters

Base: Q4a all respondents, Q4b those who believe Alaska Pollock can be caught in many different waters at Q4a

Source: Q4a, Q4b Where Alaska Pollock is Caught



Perceptions of origin breakdown - Belgium

The majority of consumers in Belgium believe that Alaska Pollock can only be caught in Alaskan waters, with a further
14% believing it can be caught in Alaska + other waters (notably Russia)

Only caught in Alaskan + Other Waters,
Alaskan Waters Other Waters NOT Alaskan

Don’t Know

@ 3% D 1%

. 21% W 16% @ China

P 0% @ Russia
. Other waters

@ Not sure

Base: Q4a all respondents, Q4b those who believe Alaska Pollock can be caught in many different waters at Q4a
Source: Q4a, Q4b Where Alaska Pollock is Caught




Perceptions of origin breakdown - France

The majority of consumers in France believe that Alaska Pollock can only be caught in Alaskan waters, with a further
17% believing it can be caught in Alaska + other waters (notably Russia)

Only caught in Alaskan + Other Waters,

Alaskan Waters Other Waters NOT Alaskan Don’t Know
W 87% @ 76%
® 33« W 2%
. 7 @ 12% @ China
D @ Russia

. Other waters

@ Not sure

Base: Q4a all respondents, Q4b those who believe Alaska Pollock can be caught in many different waters at Q4a
Source: Q4a, Q4b Where Alaska Pollock is Caught




Perceptions of origin breakdown - Germany

Over three-quarters of consumers in Germany believe that Alaska Pollock can be caught in Alaskan waters, with two-
thirds of these believing it can only be caught in these waters.

Only caught in Alaskan + Other Waters, Don’t Know
Alaskan Waters Other Waters NOT Alaskan
W 87% R 7%
D 33% W 1%
. 11% @ 10% @ China
. 7% @ Russia

. Other waters

@ Not sure

Base: Q4a all respondents, Q4b those who believe Alaska Pollock can be caught in many different waters at Q4a
Source: Q4a, Q4b Where Alaska Pollock is Caught




Perceptions of origin breakdown - Netherlands

The majority of consumers in Netherlands believe that Alaska Pollock can only be caught in Alaskan waters, with a
further 16% believing it can be caught in Alaska + other waters (notably Russia)

Only caught in Alaskan + Other Waters,
Alaskan Waters Other Waters NOT Alaskan

Don’t Know

@ 65%
D 8% D 5%
. 9% W 14% @ China

@ 9% ' Russia
. Other waters

@ Not sure

Base: Q4a all respondents, Q4b those who believe Alaska Pollock can be caught in many different waters at Q4a
Source: Q4a, Q4b Where Alaska Pollock is Caught




Perceptions of origin breakdown - UK

Nearly two-thirds of consumers in the UK believe that Alaska Pollock can only be caught in Alaskan waters, with a
further 13% believing it can be caught in Alaska + other waters (notably Russia)

Only caught in Alaskan +  Other Waters,
Alaskan Waters Other Waters NOT Alaskan

Don’t Know

13%

®) 73%
D v @ 5%
. 11% . 7% @ China

W 6% W Russia
. Other waters

@ Not sure

Base: Q4a all respondents, Q4b those who believe Alaska Pollock can be caught in many different waters at Q4a
Source: Q4a, Q4b Where Alaska Pollock is Caught




Importance of Origin

At least two thirds of consumers believe the origin of the fish is important in their purchase decision making process
and the majority also expect to see this information on the label

Importance of Origin of Fish
Very/slightly important:

® Belgium 78%

75
73
69
60 60
57
54
46
42 ® France
40
37
” 30 29 m Germany
21
= Netherlands
I m UK 69%

| wouldn't buy fish if | didn't know where it was caught | would doubt the quality if where the fish was caught | would expect to see where the fish was caught on the
wasn't mentioned label

ODOOOG®

Base: All respondents left to right (1001, 1024, 1015, 1023, 1012)
Source: Q6 Impact of fish origin, Q5 Importance of origin on fish purchase



Preference for Alaska vs Russia origin

The majority of consumers believe that Alaska Pollock should be or would prefer it to be caught in Alaska waters and
many feel negatively if they discovered it was caught in Russia

NET Alaska Pollock should
be/prefer Alaska Pollock to
be caught in Alaska waters:

60%

OO

B Alaska Pollock should be caught in Alaska waters only

m | prefer Alaska Pollock be caught in Alaska waters

m | don't care where Alaska Pollock is caught

= | prefer Alaska Pollock be caught in Russian waters
Alaska Pollock should be caught in Russian waters only

Reactions to Alaska Pollock being caught in Russia:

%
Confused/Annoyed/ Misled

Belgium France Germany Netherlands

% Unconcerned/No Different
37 57 )8 38 34
Belgium France Germany Netherlands UK
% Interested/Informed
41

Belgium France Germany Netherlands UK

Base: All respondents top to bottom or left to right (1001, 1024, 1015, 1023, 1012)
Source: Q7 Alaska/ Russia Pollock origins, Q8 Feelings towards Alaska Pollock origins




Reactions to Alaska Pollock of a Russia origin
Feeling misled is the top reaction in Belgium, France, Netherlands and UK and the second highest response in

Germany

Ranked on straight average across all 5 countries

Misled
Informed
Unconcerned
Confused

No different
Interested

Annoyed

Belgium

% Rank

OOOOEOO

[N
o

France

% Rank

33

N
(@)}

OOOOOOO

[ERN
w

=
(@)

Germany

% Rank

olelolololelo

[ —
[

Netherlands

% Rank

31

16

N [
~ un

OEEO®EO®O

[ —
[

UK
% Rank

29

No
o

0OOOOOO

[N
~

[EEN
[

Base: All respondents left to right (1001, 1024, 1015, 1023, 1012)
Source: Q8 Feelings towards Alaska Pollock origins



Reactions to Alaska Pollock of a Russia origin —among those who think Alaska
Pollock can be fished only in Alaska Waters

Feeling misled is top in all markets; with Confused and Annoyed ranking higher up

Belgium France Germany Netherlands UK

% Rank % Rank % Rank % Rank % Rank
.g Misled 31 @ 40 @ 28 @ 38@ 33 @
;?:, Informed 20 @ 24 @ 28 @ 14@ 22 @
Té Confused 21 @ 19 @ 22 @ 17@ 22 @
%" Interested 13 @ 16 @ 21 @ 13@ 20 @
%}, Annoyed 14 @ 20 @ 15 @ 11@ 12 @
g Unconcerned 19 @ 15 @ 11 @ 13@ 14
z;: No Different 8 @ 5 @ 8 @ 16@ 11 @

Base: Those feeling Alaska Pollock only sourced in Alaska left to right (504, 536, 515, 554, 634)
Source: Q8 Feelings towards Alaska Pollock origins



Importance of
Sustainability



Importance of Sustainability

The overwhelming majority of consumers want their fish to be sustainably sourced

Belgium

France

Germany

Netherlands

UK

Importance of fish being sustainably sourced:

m Very important

m Slightly important
® Not important at all

Very/Slightly important that
fish is sustainably sourced:

90%

87%

®OOO®G®

Base: All respondents top to bottom (1001, 1024, 1015, 1023, 1012)
Alaska Pollock consumers top to bottom (source Q9 responses 1 (Yes often) or 2 (Yes sometimes)
Source: Q8a Sustainability of fish importance



Reactions to fishing regulations
Over half of consumers, and in France the vast majority, believe that regulations for fishing producers are very important

Independent biologists establish annual fishing quotas that cannot be exceeded:

98% 96% 95% 94% % Very/slightly important (net)

96%
64% — 559 57% B Very important
82%
Slightly important
9 97 37%
3430/53 % 349’% ’ _50_ " Not important at all
A sustainable catch is accurately accounted for by weight, in order not to exceed allowable limits:
96% 98% 96% 93% 94% % Very/slightly important (net)
Slightly important
9 33% 41% 33%
34202’ L% A% A~ /S " Not important at all

Independent observers monitor the catch on-board while fishing to ensure compliance with sustainability quotas and

PrOCESSES:  ggo 93% % Very/slightly important (net)
65% 59% 56% 58% B Very important
82%
Slightly important
30% 35% 38% 35%
O o — E—— Y O— . Not important at all
Belgium France Germany Netherlands UK

Base: All respondents left to right (1001, 1024, 1015, 1023, 1012)
Source: Q8b Reactions to different fishing regulations
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Questionnaire (i

BF-15305 | PGl Accrediaiion Ry h | Questionnaine | Version 5 | @

BF-182305 | PGI Accrediiadion Ry

h | Juestionnaire | Version 5

h | Questionnaine | Version 5

QU e Stl onn air e [ SECTION A: SCREEMING AND DEMOGRAFHIC § ] 03, (BL) Where do you live?
- Welzome to thiz survey! This survey will 33k your apinions and behaviours towards certain foads. We R desoaand
PrOJeCt name-. PGl Accreditation Research fhope you enjoy the surwey and thank you for taking part. First of all a few questions abeut you. Creaacdust Vuilhoss. g
BF reference: BF-19305 “an | 4
. D1. Are you...? Lisge 5
Date: 6t July 2020 Limturg | B
R Lusembaurg 7
Version: 7 Male | 1 Mamur | 8
Female 2 Olost Waauisrmi, g
T Paul Camey, Corinne Macaskill, Maria Ideniify in anather way [ 3 Mg Brabant [ 10
BF executive: Stonehouey Prefarnotiosay | 4 Weet aocstun | 11
STRICTLY CONFIDENTIAL
© Bonamy Finch Marketing Services Limited B
This guestionnairs is the intellectual property of Bonamy Finch Marketing Services Ltd. 1t cannot b2 D3. {FR) Dans quelle i2gion ¥Mez-vans”
reproducad and the guestion wordings cannot be used without Bonamy Finch's written consent.
Typeinyourags | [/ | Auvergne-Rhéne-Alpes 1
Bourgogne-Franche-Comté 2
RESFONDENTS Bretagne 3
Centre-Val de Loire 4
[ PRE-CODED VARIABLES i Cose| &
Grand Est &
. Hauts-de-France 7
- 7 =
F1 PRE-CODE COUNTRY D3. (UK} Where do you live? Tle-de_France g
Mormandie a
Belgium 1 Londen 1 Houvell=-Aquitaine 10
France 2 ‘forkshire 2 Pays dslr:ll_an?:: :;
Germany 3 East Midlandz 3 P
Metherlands | 4 East of England 4 Provence-Alpes-Cdte d'Azur | 13
UK 5 South East ]
South West ]
West Midlandz 7
Morth West 8
Scotland B
Wales 10
Morthern Ireland 1
North East 12
DENTE




Questionnaire (

BF-1t

D3. 3 ) Where do you live? D4k (LK) Pleace indicate to which occupational group the Chisf Income Eamer in your household
belangs, or which group fits best.
D4 (EU markets). What is your household's total annual gross income (jLe. before tax)?
Hamburg 1 Thiz could be you: the Chisf Income Eamer is the persan in your household with the largest
Eremen 2 HAMBURG/ERE./SCH - income.
Schleswig-Haolstein 3 H./HIED Up to €20,000 1
Miedersachsen 4 £20,000-£20 980 2 If the Chief Income Eamer is retired and has an occupational pension please answer for their
Eaden-WWirttiemberg 5 BADEN-WURTTEMBERG €20,000-€38 980 3 maost recent occupation.
Hezsen ] HESSEN/RLAND £40,000-£40 980 4
= | 7 | - £50,000-£50 900 5 |f the Chief Income Eamer is not in paid employment but has been out of work for fewer than 6
Bhzinlang-Pfslz 7 o ;| i P ploy
Saarland 8 FFALZ/SLAND £60,000-674 980 g months, please answer for their most recent occupation.
Bayem [ BAYERM €75,000-£90 980 T § §
Eerfin 10 BERLIN £100,000-E124,980 2 ] Seml_ or unskilled manual work
€125 000-£140 380 a (2.g. Manual workers, all apprentices = skilled trades, Carstaker, Pa
Brandenbu ' , ) (2.0 M. | wark 1] tices to be skilled trades, Carstaker, Fark | 1
3 MECK.-VORJBBURGIS.- £150.000 or mare | 10 kesper, non-HGEY driver, shop assistant)
Meckiznburg-Vorpommem 12| apmarT X , . X
Cacheen-Anhal | 12 Don't know | prefer notto answer | 11 . ) ~ Shilled manual worker
NORDRAETN: [e.g. Skilled Bricklayer, Carpenter. Flumber, Painter, Bus/ Ambulance Driver, | 2
Mordrhein-VWestfalen 14 WESTFALEN THis HOUSEHOLD INCOME (EL MARKET HGV driver, AA patralman, pubibar worker, ste.)
Tacheen I — - = Supervisory er clerical / Junior managerial, professional, administrative
Thisringen i THURINGEMN/SAXONY T ST (e.g. Office worker, Student Doctor, Fareman with 25+ employess, salesperson, | 3
o eto.

Imtermediate managerial, professional, administra;ive
{2.g. Mewly qualified (under 3 years) doctor, Solicitor, Board director small

D4a (UK). What is your househeld's total annual gross income (Le. befare tax)? organisation, middle manager in large orgarisafion. principle offioer in vl [ *
anuch sanvice/local government)
Higher managerial, professional, administrative
X . Up to £20,000 1 [e.g. Established doctor, Solicitor, Board Director in a large organisation (200+ | 5
D3. Where do you live? (Netherlands) £20,000-£28 980 2 employees), top level civil servantipublic service employes)
£30,000-£30 980 3 Student | 8
£40,000-£40 980 4 Casual worker — not in permanent employment | 7
Crenthe 1 £50,000-£50 980 5 Housewife/ Homemaksr | 8
Gelderland 2 E£60,000-£74 980 ] Retired and living on stste pension | 9
Groningen 3 £75,000-£80 980 T Unemployed or not working due to long-term sickness | 10
Flevoland | 4 £100,000-E124.908 | & Full-time: carer of other household member | 11
Frigsland | & £125,000£140900| O Other| 12
Nuo@'—ﬁ'zzﬁ g £150,000 ormore | 10 T
Noord-Holland H Don't knowr | prefer not to answer 11 -
Cwsiiiss o HOUEERDLD INCONE (UK -
Lhetsh. [ 10 o :
Zeeland 11 - — - P
Zuid-Holland 12 — — ALLOCATE ADE TC THE BELOW
— AB| 1 | DEB=435
C 2 D5B =386
C. 3 D5 =2
CE 4 @s5B=17-12




Questionnaire

BF-182

51. Select the rezponse which most closely matches your consumption of each of the following types
of feod:

1 Red meat {2.9. beef, lamb, pork)
2 | Chicken
3 | Fish ! szafocd
4 | Legumes {=.g. beans, lentils)
5 | Dairy (e.g. milk, yogurt, cheese)
8 | Epps
1 eal this T don't eat inks but weold cansker it Twroid ool consider saling ths
1 2 El

SCREEN QUT IF I
SEAFOOD)

VOULD HNOT CONSIDER EATING THIS' SELECTED FOR CODE 3 {(FISH [

E2. You mentioned that you eat, or would consider eating, fish'seafocd. Which of the following types
of fi + seafood would you eat?

Fish'seafood from s restaurant

Fresh fish | seafood from a supermarket ! ppeciality store
Frozen nan-breaded fish or seafood (either plain or sauced)
Frozen breaded fish or seafocd

Tinned fish or seafood

o e L R

| eat this | don't gat this but would conskder (t | wicisid ol ponsicder eating s
1 2 3

FOR RESPOMDENTS TO CONTINUE THEY NEED TO HAVE MENTIONED | EAT THIS' {CODE 1)
ORI DONT EAT THIS BUT WOULD CONSIDER I T {CODE 2) FOR ANY OF RESPONSE
OFTIONS 1 -4 1IN 52

SECTION B: TERM FAMILIARITY

@1. Which of these types of fish hawve you heard of? Please select all thaf you have heard of

COUNTRY-SPECIFIC LISTS TO BE CONFIRMED — PLEASE
ALLOW FOR 30 POSESIBLE FISH SPECIES IN TOTAL, WITH
MAX 15 SHOWN FER COUNTRY

LR N U R

88 | None of these exclLuse

Q2. Today we would like to ask you some gquastions about Alsska Pollack. What comes to mind when
wou hear, se= or read the term ‘Alaska Pollock? Fiease be a5 detsiled 55 you can.

OPEN QUESTICN

H WHEN SEEING AL K

JFEN ENDED

Q3. What does the name "Alaska Pallock’ say 1o you about this fish? Plesse select sif that spply.

It tells me where it was caught

It tells me its species

It tells me which country it came from

It tells me about the environment in which it was caught
Orther (please specify)

Dan't know excLisve

N g b

HT KHOW [CODE

24a. Where do you think the fish "Alaska Pollock’ csn be caught?

It can only be caught in Alaskan waters
It can be caught in many different waters
Dan’t know

G b

WA FOLLOCK BS CALGHT |

siruclions

24b. You said that Alaska Pollock can be caught in different waters. What waters do you think they
«an be caught in?

Alackan waters
Russian waters
Chinese waters
Other waters (please specify)
Mat sure excLu

et b

Q5. Typically, how important is where the fish is caught to you, when deciding which fish to buy?

“ery impaortant
Elightly important
Mot impertant at all

XY -

FIEH AND ROLE M PURCH

26, How much do you agree or disagree with each of the following statements?

1 | weouldn't buy fish if | didn't know where it was caught
2 | lwould doubt the quality if where the fish was caught wasn't mentionad
3 | I'wiould expect 1o 528 where the fish was caught on the labsl

Disagres strangly Disagree Hiether Agree Agree sioogy
1 2 a 4 5

T OF FIEH




Questionnaire (iv)

[ SECTION C: ALASKA I RUSSIA COMPARISONS

Q7. When you buy a seafood product labelled as “Alaska Pollock” the fish can in fact come from
Alazka or from Russia. VWith that in mind. which of the following best reflects your opinion?

Alaska Polleck should be caught in Alaska waters only

| prefer Alazka Pollock be caught in Alaska waters

| don't care where Alaska Pollock is caught

| prefer Alazka Pollock be caught in Russian watsrs
Alaska Polleck should be caught in Russian watsrs only

(LY P

Q8. How would you feel if you were to lzarn that the Alaska Paolleck you baught was actually caught in
Russzia? Flease fick al that apply.

Confused
Annoyed
Misled
Unconzermad

Interested
Inforrmed
Na different excousve

=4 Shdn b fa b

A sustainable catch iz accurately accounted for by weight. in order not fo excead
allowable limits

Independent observers monitor the catch on-board while fishing to ensure
compliance with sustainability quotas and processes

Very Imgoriant Elighity Important Mot impordant i al
1 2 3

ABILITY OF FESH IMFORTANCE

Q8. Do you eat Alaska Pollock?

‘fes oftzn

¥es sometimas
Na

I don't know if | do

At b

ol

SECTION D: PROFILING Qs

CEPT RO DIFFERENT (CC

28a. When deciding which fish to buy, how imporiant is it to you that the fish is sustainably sourced?

“ery important
Elightly important
Mot important at all

XY

2Eb. Thinking now about the regulstions that fish producers must consider when fishing.
How impartant to you are each of the following?

1 Independent biologists establish annual fishing quotas that cannot be exceedad

Finally, 3 few short guestions about you and your housshold for profifing purposes.

D5 What is the highest l2vel of education you have reached?

Mo formal schoaling

Echool education

Higher education — university / collzge
‘ocational education & training

Other

[N

Da. In which type of area do you live?

City centre
City qutskirts
Largs town
Small town
Rural area

[N X

DO7. ¥What is your cumrent employment status?

Employed full-time

Employed part-time

Mot employed and looking for work
Mot employed and not looking for work
Retired

Studant

Homemakar

Cther

[N T e N

siruciions ROEF N
D&(s). How many children live with you? {enter the number in each age rangs)

Children aged 0 to 4
Children aged 5 ta 10
Children aged 11 t2 18
Children aged 18 ar aver | |
Mo children livs with you g

URE: CHILDREN M HH

CLOW HLANKE — RECODE

D2(b). Apart from yaursel, what other adults live with you?

‘four spouse [ parner

‘four parents.

Other adult family membars.
Other aduliz (not family membsars)
Mo other adults live with you

(2SR P,

04. Thank you very much for your time in answering this sureey. Are you willing 1o take partin 3
possible follow-up sureey?

es 1
No 2
THANK AND CLOSE




Q1 Species Lists

Cod Cabillaud Kabeljau Kabeljauw / Cabillaud Kabeljauw
Hake Merlu Hecht Heek / Merlu Heek
Salmon Saumon Lachs Zalm / Saumon Zalm
Alaska Pollock Colin d'Alaska Alaska-Seelachs Alaska koolvis / Colin d'Alaska |Alaska koolvis
Haddock Schelvis / Eglefin Schelvis
Tilapia Tilapia Tilapia Tilapia / Tilapia Tilapia
Sole Sole Seezunge Tong / Sole Tong
Coley
Halibut Flétan
Trout Truite Forelle Forel / Truite Forel
Plaice Plie Scholle Schol / Plie Schol
Seabass Bar Zebaars / Bar
Breme Brachse Brasem
Monkfish Lotte Seeteufel
Basa / Pangasius Pangasius Pangasius Pangasius
Hering Herring / Hareng Haring
Makreel
Tuna Thon Thunfisch Tuna Tonijn

Meerval / Sliure / Poisson-chat




APPENDIX 2:
Credentials



A quantitative research programme was conducted by Bonamy Finch

2 -...’ The founders of the MRS Advanced Data Analytics (ADA) network

- MRS Ewdence which was set up to help identify, develop and disseminate research industry best practice in the general area of
< “,.. . Matters” advanced analytics. Members of the team at Bonamy Finch have also presented papers on different statistical

issues at ESOMAR, MRS, and The Chartered Institute of Marketing and are on the editorial review board for
IJMR.

trusted partners of the UK Government

HM Government  We have worked for a number of Government departments in the UK - Department of Health, Department for
Work and Pensions, Department for Environment, Food & Rural Affairs.

European based agency, experienced in a wide range of sectors and categories,
including highly regulated sectors

Our experience covers a wide range of sectors and categories, ranging from FMCG through to high value, highly
consideration purchases. Bonamy Finch has a huge amount of experience of working in regulated markets,
including over 100 trade off studies for five of the big six energy suppliers plus conjoint models and
segmentation solutions for financial services providers



Bonamy Finch work with some of the world’s leading brands
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