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We're on a mission to end overfishing 
so future generations can enjoy the 

seafood we love by choosing certified 
sustainable seafood
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Global Fisheries 
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Global progress in sustainable fishing  
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#SFF2022

25 years of partnerships

19%
of wild marine 
catch engaged

539
fisheries certified

2,000
fishery 

improvements made

$12.9 billion
retail sales value

*engaged = certified suspended and in assessment; certified includes suspended fisheries; Data: fishery data March 2022 and FAO 2019, improvement and market 
data as of March 2021.



#SFF2022

18
countries

$1.1 million
developing economy 

grants

24 research
projects

$2.8

awarded

Ocean stewardship fund​

million covered



Number of products with the MSC label 

Actual data reported to 31 March 2021, with forecasts for 2021/2022

60+ nations
where consumers can buy MSC
labelled products

20,000+ products
with the blue MSC label

1.28M tonnes
2021-2022 volume of sales forecast​



MSC Consumer 
Insights 2022 

Themes:
1. Eco-anxiety increases
2. Shift to healthier diets
3. Consumers as part of the 

solution
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The Marine Stewardship Council has partnered with GlobeScan to conduct four waves of a global research study into consumer perceptions. 
The latest online consumer survey took place between 25th of January and 16th March 2022, following similar surveys in 2020, 2018 and 2016. 
23 markets were included, with a minimum of 600 seafood consumers per market surveyed.

Introduction to MSC Consumer Insights 2022

General public

Seafood consumers

XXXXXXXMSC Blues

MSC-aware 
consumers

n=25,869

n=20,127

n=9,826

n=5,399

This we believe is the largest global consumer survey of seafood consumers. This year saw South Korea added to the list of countries included and the 
survey now includes newly 26K consumers of which over 20K are seafood consumers. The survey work was carried out in February this year so represents 
a period when many countries were effectively coming out of covid restrictions. 
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Theme 1: Eco-anxiety increases

• Post-Covid, people more concerned about environmental issues

• Generally more concerned about everything

• Ocean issues high up on agenda in many countries 



Consumers’ Concerns

Base: Seafood consumers, global, n=20,127
Q11.2: There are many different potential threats to the world’s oceans, the wildlife living there, and the people who work there. Which of these potential 
issues worries you the most? 



12

67
% 84

%

81
%

78
%

77
%

76
%

72
%

71
%

70
%

67
%

67
%

66
%

66
%

65
%

65
%

64
%

64
%

63
%

63
%

62
%

59
%

58
%

56
%

54
%

8% 2% 5% 5% 9% 6% 9% 6% 8% 10
%

9% 9% 5%

10
%

9% 9% 7%

13
%

11
% 7% 6%

11
% 8% 8%

G
lo

ba
l

Po
rtu

ga
l

So
ut

h 
Ko

re
a

Sp
ai

n

So
ut

h 
Af

ric
a

Ita
ly

Fr
an

ce

G
er

m
an

y

Au
st

ria

D
en

m
ar

k

Sw
itz

er
la

nd

N
or

w
ay

Ja
pa

n

Po
la

nd

Sw
ed

en

Be
lg

iu
m U
K

Si
ng

ap
or

e

N
et

he
rla

nd
s

C
an

ad
a

Fi
nl

an
d

U
SA

Au
st

ra
lia

C
hi

na

More worried Less worried

Base: Seafood consumers, global, n=20,127
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 years? 

How feelings about the state of oceans have changed in last two years

Seafood consumers become more worried, rather than less worried about the state of 
the oceans in the last two years
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Base: Seafood consumers, global, n=20,127
Q105.2: To what extent do you agree or disagree with the following statements?: I believe in 20 years’ time we will have saved the oceans from irreparable 
damage from humans

Seafood consumers split 50:50 about possibility of saving the oceans; younger people 
more optimistic, those over 55 are least optimistic

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

43%

49%

54%

52%

Age 55+

Age 35–54 

Age 25–34 

Age 18–24   

48%
52%

Agree / Agree
strongly

Disgree /
Disagree
strongly

Percent of age groups saying “Agree strongly” or “Agree”
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Theme 2: A shift to healthier diets

• Consumers reconsidering their diets, primarily for health but also 
environmental reasons

• Significant numbers of people are making incremental changes to 
their diets 

• But by no means are we all becoming vegan / vegetarian (still less 
than 5% of people in most countries)
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4%

7%

7%

12%

16%

17%

18%

20%

24%

37%

51%

50%

66%

36%

67%

53%

58%

56%

35%

35%

34%

19%

12%

14%

21%

17%

13%

24%

7%

10%

3%

36%

2%

7%

5%

7%

Other red meat

Beef

Pork

Dairy

Meat/dairy alternatives

Eggs

Fish or seafood

Poultry

Beans and legumes

Eat more Eat the same Eat less Didn't eat two years ago and still don’t

Changes in food consumption compared to two years ago

Base: General population, global, n=25,869
Q101: Do you eat more or less of the following foods than you did two years ago? 

Beans and legumes see largest increase in consumption, while pork, beef, and other red 
meat have largest decreases; nearly 2/10 consumers say they eat more seafood, though 
another 2/10 say they are eating less 

Eating less beef is higher 
among 55+ (39%) and 
lower among 18‒24s 
(30%) and 25‒34s (29%)

Eating less fish/seafood 
is higher among 18‒24s 
(29%) and lower among 
55+ (17%)
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Reasons for changing diet compared to two years ago 

Base: Those who eat more or less of any of the listed foods, global, n=20,431
Q102: What are the reasons for changing your diet? 

58%

31%

28%

26%

23%

23%

23%

22%

20%

17%

13%

12%

3%

To be healthier

To eat better quality food

To save money

My cooking habits have changed

To eat food from a more sustainable source

To protect the environment

My tastes have changed

To protect animal welfare

To reduce climate change impact

To support local food producers

The pandemic caused me to rethink my priorities

To protect the oceans

Other

Among those who have changed their diet in the past two years, largest proportion has done so to 
improve health, while 44% say they changed their diet because of an environmental reason 

All other 
reasons

Combined 
Environmental 
– 44%
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2.6

2.8

3.5

3.7

5.6

5.7

5.8

6.1

Fishing method
Preferred brand

Organic
Independently certified/verified

Sourced locally
Clearly marked country of origin

Fairly traded
Caught in the wild

Dolphin/turtle friendly
Easy to cook

Knowing where the product comes from
Non GMO

A type of fish I always eat
Sustainably sourced / enviro. friendly

Price
Taste

Safe to eat
Good for my health / my family

Fresh

Motivators: max diff analysis, Importance score, globally

Base: Seafood consumers, global n=20,127
Q4.2: Thinking about your recent purchase of [fish type], which of the following five considerations was the most important and which was the least important?

Conventional purchase motivators
Sustainability-focused

Traceability-focused

Sustainably sourced has dropped just below price in overall 
importance – now the sixth most important driver. 

Sustainably sourced ranks above price in 11 countries – Austria, 
China, Denmark, France, Germany, Italy, South Africa, Spain, 
Sweden, Switzerland, and the UK (just slightly). 

Ranked higher in 2022 
compared to 2020
Ranked lower in 2022 
compared to 2020













The top drivers of purchase remain freshness, health benefits, safety, and taste; 
sustainable sourcing and environmental friendliness remains a secondary motivator that 
has slightly declined in ranking compared to 2020















Independently certified 
has dropped by one rank 
compared to 2020 (from 
15th to 16th). 

There is no difference between age 
breaks on top motivators to purchase.
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Theme 3: Consumers increasingly see themselves as part of 
the solution

• Consumers trust NGOs, along with scientists and independent 
certification organisations to contribute the most to protecting the 
ocean

• However, consumers also increasingly see themselves as having a 
role, as they believe that they can make a difference and are 
prepared to make changes

• They notice ecolabels slightly more than 2 years ago



Actions taken in the last year to protect fish and seafood and actions willing to take in the future, multi-select

Base: Seafood consumers, global, n=20,127
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: And which other actions would you also be willing to take in the future to protect the fish and seafood in our oceans? 

15%

21%

32%

39%

34%

39%

10%11%
14%

20%21%
24%

Changed where I buy fish/ seafood
(e.g., different supermarket)

Changed the species/ type of fish I
buy

Switched to a brand/ product that
says it helps protect oceans/fish

Bought more seafood with an
ecolabel on the packaging

Switched to purchase fish or seafood
with less plastic packaging

Bought more sustainable seafood

Buying more sustainable seafood is the most common action taken by seafood 
consumers, with almost 4/10 saying they would be likely to do this in the future

Actions taken in the last year Actions willing to take in the future
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40%
37%

26%

19%

24%
22% 21%

16%
14% 14%

12%

35% 35%

24%

20%
23% 21%

19%
16%

14% 16%
14%

37%
35%

28%
26% 25% 24% 24%

20%
18% 17% 17%

NGOs Scientists Independent
Certification

Orgs

Fishing
industry

The UN Consumers Community
groups

National
Government

Large
companies

Media Shops

2018 2020 2022

There has been an increase in the perceived positive impact of independent certification 
organisations on protecting the ocean; positive perceptions of most other actors have 
also increased, especially the fishing industry

Base: Seafood consumers, global, n=20,127
Q3.1: How well do you think the following groups or institutions are contributing to protecting the world’s ocean environment? 

Increase since 2020  ()
Decrease since 2020 ()




 

  

Actors perceived to be contributing “very well” to protecting the ocean environment, top 2 (6+7 on a 7-pt scale) 
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Attitudes toward ocean sustainability issues, “describes opinion well,” top three (5+6+7 on 7-pt scale)

74%

67%

71%

59%

Supermarkets’/brands’ sustainability claims need 
to be clearly labelled by an independent 

organisation 

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

oceans

2022

2020

Base: Seafood consumers, global, n=20,127
Q5.1: How well does each of the following statements describe your opinions?

Seafood consumers more likely over past two years to say purchasing choices can make 
a difference



22

Awareness of the MSC label, by country

Base: General population, global, n=25,869
Q1.1: Have you ever seen the following logos? 

18%

47%
34% 34%

26% 23% 24% 26% 22% 18% 18% 20%
13% 17% 12% 9% 9% 7% 7% 7% 7% 4% 6% 4%

31%

36%

36% 34%
39% 41% 39% 32%

34%
34% 34% 31%

38% 31%
32% 34%

27% 27% 25% 25% 23%
22% 16%

11%

48%

83%

70% 69%
65% 63% 62%

59% 55%
52% 52% 51% 51%

48%
44% 43%

37% 34% 32% 32% 30%
26%

22%
15%
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Often Occasionally

Change
since 
2020

+2 +3 +1 -1 +3 +3 +2 +3 +3 +4 +4 +1 -5 +4 +4 +2 +4 +3 -2 - -4 N/A - -4

High levels of recognition are seen across most markets; largest increases in recognition 
have taken place in Denmark, South Africa, Singapore, Spain, and UK
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Impact on likelihood to purchase

Base: Seafood consumers, global n=20,127
Q104: What impact would the following labels have on your likelihood to purchase a product? 

24% 36% 29% 2%1% 8%MSC

Much more likely
to purchase

Slightly more likely
to purchase

No impact on
my purchase

Slightly less likely
to purchase

Much less likely
to purchase

Don't know

Over half (60%) of seafood consumers say seeing the MSC label would make them 
more likely to purchase a product



24

Positive trends continue

#SFF2022

Awareness Trust
Likelihood to 
Recommend

General population
n = 25,869

MSC aware seafood consumers
n = 9,826

“Seen Often” + “Seen 
Occasionally”

5+6+7 on 7-pt scale “Very likely” + “Likely” 

37% 41%
46% 48%

69% 69%
76% 78%

51% 56% 57%
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Headline Findings: 
• Consumers globally are worried about the oceans and are divided on whether to 

feel optimistic about the future

• People feel more empowered to affect change on the oceans through their 
seafood choices

• Perceptions of ecolabels and of the wider fishing industry have both improved 
this year, indicating limited reputational impact from Seaspiracy in 2021

• Consumers continue to subconsciously weigh up sustainability against price and 
there is a disconnect between consumer support for ecolabels and the influence 
they make through purchase power

• Consumer recognition of the MSC is moving in the right direction, trust and 
awareness are high

• Understanding of MSC has increased, although there remains confusion about 
what the label stands for

• Maintaining trust it is increasingly important to demonstrate how MSC tackles 
wider ocean issues



26

1:1 presentations with each country team

How we roll this out

Annual Report                                          
/ 2nd PR output TBCTailored 

share with  
valued 

partners

Comms / Commercial teams 
familiarise with data,  explore 
deeper with GlobeScan and 

formulate Comms plan

May

October

Next 6 months

Field work & data analysisJan/Feb - April

Internal / 
first press

External

First results for Seafood Futures Forum

WOD Press release

First Global results shared with Marcomms

June

Global Webinars for AsiaPac / 
Europe / Americas

August / Sept

July
We are here
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