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Fish are SENTIENT
sentient (adj. sen·tient / sen(t)-sh(ē-)ənt , / sen-tē-ənt) : able to experience pleasure and pain

Fish have rich SENSORY WORLDS

Fish are SOCIAL and have EMOTIONS

Fish are AWARE of themselves and others, and of their environment
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KNOWLEDGE IS KEY
for the social acceptability of animal welfare

FUNDAMENTAL research APPLIED research INDUSTRY implementation
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WELFARE STANDARDS in aquaculture

CAREFISH project : 10 countries, 50 fish farms, 30 species   
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Public perception of FISH WELFARE
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Q. Which of the following comes closest to your view? 

 

 

 

 

 

 

 

 

 

 

 

 

Base: All respondents (n=9,047)  

• On average, four in five (79%) respondents across the European markets say that the welfare of 

fish should be protected to the same extent as the welfare of other animals we eat. 

 

• Those in France (15%) and the Czech Republic (14%) are most likely to say that the welfare of fish 

should be protected to a greater extent than the welfare of other animals we eat, while those in 

Sweden (7%) and Spain (6%) are the least likely to say this.  

 

• Adults who say that they know a fair/great deal about fish welfare are significantly more likely 

than those who know just a little/nothing at all to say that the welfare of fish should be 

protected to a greater extent than the welfare of other animals we eat (17% vs. 8%); in the same 

way, those who work with fish professionally are more likely than those who do not to say that 

fish should be protected to a greater extent than the welfare of other animals we eat (23% vs. 

10%).  

 

• One in five adults who describe their diet as pescatarian (19%) and vegan (18%) say that the 

welfare of fish should be protected to a greater extent than the welfare of other animals we eat, 

compared to 14% of those who describe their diet as vegetarian, and 10% of meat 

eaters/omnivores. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 % 

The welfare of fish should be protected to a greater extent 

than the welfare of other animals we eat 

11% 

The welfare of fish should be protected to the same extent as 

the welfare of other animals we eat 

79% 

The welfare of fish should be protected to a lesser extent 

than the welfare of other animals we eat 

5% 

Don’t know 6% 

To what extend should fish welfare be protected?

(Eurogroup for animals/CIWF survey: 9000 adults in 9 EU countries)
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Q. To what extent, if at all, does each of the following have an impact on your choice of which fish you 

buy? 

 

Base: All respondents (n=9,047) 

• Respondents across the European countries are most likely to say that the quality and freshness 

(both 85%) of fish impacts their decision of which fish to buy, and least likely to say that the 

brand (46%) impacts their decision. The welfare of the fish is more important to those purchasing 

fish than the working conditions of the people catching or processing it (61% vs 52%).  

 

NET: At 

least 

some 

impact 

Has a 

great 

impact 

Has 

some 

impact 

Has little 

impact 

Has no 

impact  

NET: 

Little/ no 

impact 

Don’t 

know 

The quality of the fish 85% 61% 24% 5% 2% 6% 4% 

The freshness of the fish 85% 66% 19% 5% 2% 7% 3% 

The cost 75% 36% 39% 12% 4% 16% 4% 

Whether the fish was 

farmed or caught in the 

wild 

66% 30% 36% 16% 8% 23% 6% 

The environmental 

impact of the fishing or 

farming method 

65% 30% 35% 15% 7% 22% 8% 

The geographical location 

where the fish was 

farmed or caught 

63% 27% 35% 17% 9% 27% 6% 

Whether the species is 

being overfished 
62% 30% 32% 16% 8% 24% 9% 

The welfare of the fish 61% 27% 35% 17% 8% 25% 9% 

The amount of bycatch 

involved in the fishing 

process (capture and 

killing of other animals in 

the fishing process e.g. 

dolphins, sharks, turtles, 

other fish) 

59% 29% 30% 15% 8% 24% 12% 

The working conditions 

of the people catching or 

processing the fish 

52% 19% 33% 22% 11% 33% 10% 

The brand 46% 16% 30% 26% 17% 42% 7% 

To what extent does these variables matter when buying fish?
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(Eurogroup for animals/CIWF survey: 9000 adults in 9 EU countries)



Public perception of FISH WELFARE

EUROPEAN MARITIME DAY
AAC Workshop – Social acceptability of EU aquaculture

Lisbon, May 16, 2019

 

 Page 17  

 

 

• Adults across the European countries are equally split on how they would like to see information 

about fish welfare (49% for both). 

 

• However, when looking comparatively, adults in Germany (65%) and Spain (60%) are significantly 

more likely than their counterparts in Poland (40%) and Italy (37%) to say that they would like to 

see this information as a standalone welfare label. 

 

• Younger adults aged 18-24 are significantly more likely than their older counterparts to say that 

they would like to see information about the fish’s welfare as a standalone welfare label; 54% say 

this compared to 43% of those aged 65+. 

 

Q. Imagine a scenario where you are about to buy fish. It is an everyday food shopping scenario where 

you have the same amount of money you usually have at your disposal. An average package of two 

portion sized fish fillets costs [individual price per country]. How much would you be willing to pay for a 

‘higher welfare’ version of the same fish product? 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Base: All those who eat fish (n=8,689) 

 

 % 

10.1% or less 6% 

0.1% - 10.0% less 2% 

The same (0%) 7% 

0.1% - 10.0% more 27% 

10.1% - 20.0% more  18% 

20.1% - 30.0% more 16% 

30.1% - 40.0% more 6% 

40.1% - 50.0% more 8% 

50.1% - 60.0% more 2% 

60.1% - 70.0% more 1% 

70.1% - 80.0% more 2% 

80.1% - 90.0% more 2% 

90.1% - 100.0% more 1% 

100.1% or more 3% 

How much would you be willing to pay for a ‘higher 
welfare’ version of the same fish product? 

(Eurogroup for animals/CIWF survey: 9000 adults in 9 EU countries)



What social challenges lie ahead?
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