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Frequency of Bacalhau Purchase3(§:>2\$ Portuguese Consumers
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4.1.

Frequency and
shares
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WORLD WORRIES: LONG-TERM TREND

Which three of the following topics do you find the most worrying in your country?

Global country average
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Poverty & social
inequality

Inflation Crime & violence

Base: Representative sample of 22 270 adults aged 16-74 in 28 participating countries, 2016 - 2024,
Source: Ipsas Global Advisor. Global score iz a Global Country Average. See methodology for details.

10 - © Ipsos | What Worries the World

Filter: Country: Warld | Current Wave: Jan 24
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Financial/political
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High prices: actions taken

Buy larger packages of fish or seafood items to

get 'bulk’ pricing
#ﬁé‘;i{‘? BUY Buy the same fish or seafood items, but less

frequently
Buy smaller package sizes of the same fish or

seafood items

swiTcHiNgTo  Cook at home more / Purchase fewer pre-made
MORE @HOME meals

Eat at restaurants less / Have more meal
occasions at home

SWITCH TO 1 L : :
CHEAPER Buy the store brand or ‘generic’ version of fish or

ALTERNATIVES seafood products instead of my usual brand

NORWEGIAN SEAFOOD COUNCIL N=1000

13%

12%

24%

41%

26%

Q5.1 Have you recently done any of the following in the to help manage increasing cost of living?

Please select all that apply. (Multiple answer)

45%




High prices: actions taken

Shop at different stores that have more o
o I
Stock up on fish or(?s.oerorl1 o%tclitli\t/eenggc\:ﬁﬁen they go
: 5 I
MONITORING on sale
Look fordeals and coupons onfish o secfoo!
Compare prices / price matching on fish or o
e
seafood

BUY BETTER- Buy fewer organic/sustainable fish or seafood
QUALITY : : _ 15%
PRODUCTS products that may come with a higher cost
Bought a better-quality alternative dt a higher - 89,
price °
SWITCHING Bought meat/poultry instead of fish or seafood _ 239
el for dinner due to costs °

Bought frozen fish or seafood instead of fresh _ 23%
OVERALL Change my spending on daily groceries _ 22%

N=1000
Q5.1 Have you recently done any of the following in the to help manage increasing cost of living?
Please select all that apply. (Multiple answer)

NORWEGIAN SEAFOOD COUNCIL






4.2.

Out of home
consumption
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Meal situations with Bacalhau- at home, in restaurant or from takeaway/delivery

MALE FEMALE 20-34 35-49 50-65
(n=495) (n=257) (n=238) (n=198) (n=143) (n=155)
... at home 73% 70% 76% 72% 70% 76%
~ina restaurant or someplace 21% 24% 19% 1% 4% 20%
similar
... from takeaway or delivery 6% 7% 6% 8% 6% 5%

Q3.1 0ut of the last 10 times you bought/ate [PROG: INSERT SPECIES TWO FROM Q.11 ANSWER OPTION 1] how many

NORWEGIAN SEAFOOD COUNCIL . .
have been at home, in a restaurant or as take away? (Single answer)




Type of Bacalhau you bought

MALE FEMALE 20-34 35-49 50-65
(n=495) (n=257) (n=238) (n=198) (n=143) (n=155)
Dried bacalhau 66% 67% 65% 64% 66% 69%
Prepared or processed Bacalhau 19% 20% 18% 1% 1% 15%
(e.g., ready-made meals)
Soaked bacalhau 15% 13% 17% 15% 13% 16%
NORWEGIAN SEAFOOD COUNCIL Q3.3 Out of the last 10 times you bought [PROG: INSERT SPECIES TWO FROM Q.1.1 ANSWER OPTION 1] how many have

been for each type below, if any? (Multiple answer)
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4.3.

Shopper details
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Size of the different shopper types for Bacalhau

’.!ﬁ‘ UNPLANNED

2
Decide that they want to buy a specific species of fish or seafood before they enter Decide that they want to buy a specific species fish or seafood in the store. They
the store. They also decide what type (format) of the specific species to buy before decide what type (format) of the specific species to buy before entering the store.
Q entering the store.
o
L
=l
L
n
2/
z
(2 4
0 TOTAL
O )
L DECIDER 27%
PLANNED DECIDER UNPLANNED DECIDER (2022: 35)
Decide that they want to buy a specific species fish or seafood before they enter Decide that they want to buy a specific species fish or seafood in the store. They
the store. They decide what type (format) of the specific species to buy in the store. decide what type (format) of the specific species to buy in the store.

\Y \Y

TOTAL PLANNED: 80% TOTAL UNPLANNED: 20%
(2022: 80%) (2022: 20%)

NORWEGIAN SEAFOOD COUNCIL &
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Portuguese consumers are very sensitive to a change in price for cod

Share of respondents likely to buy (cumulative %)

100%
O,
70% For this scenario, 59% will be
80% buying at the lowest price. Over
five out of ten would have
0, .
70% bought at a price of EUR 13,90.
o o . ey e e .
60% SZf 52/: 56% Price sensitivity is on average at
o Price sensitivity = - 2,4 - 2,4 indicating a very high
50% price sensitivity.
(% change by volume/% change in price)
40%
30% This means that if we increase
189 the price by 10%, the volume will
20% change (go down), in percentage
H (¢)
10% terms, with 24%.
0%
EUR 1112 EUR 12.51 EUR 13.90 EUR 15.29 EUR 16.68

Price

0) The price sensitivity is weighted for purchase frequency, but not for changes in volume (i.e. not reflecting that consumer could react to price changes by buying more or less than 1kg)

NORWEGIAN SEAFOOD COUNCIL

Considering that a kilo of [INSERT SPECIES] on average costs [Insert Price], on the next screen(s) please &
indicate how likely you would buy the product, at a given price.



Share of respondents likely to buy (%)

The heavy users of seafood have the highest willingness to pay at low prices, and light users are
the least price sensitive

O,
90% Average price sensitivity per user category of fish and
seafood
80%
0,0
70% 66% 66%
59% 59%
60%
(s -20 -17
48% 48% - -
50% O o 30 24 . 24
41% 41%
40% © O -4,0
30% -50
20% -60
m Heavy users mMedium users mLight users m Weighted average
10%
Heavy users = Eat fish/seafood once a week or more often
0% (QS1=1:3)
°© Medium users = Eat fish/seafood 1-3 times a month (QS.1=4:5)
EUR 11.12 EUR 12.51 EUR 13.90 EUR 15.29 EUR 16.68 Light users = Eat fish/seafood every second or third month
(QS.1=6:7)
—O==Heavy users ==O==Medium users ==O==Light users Weighted total
Price
NORWEGIAN SEAFOOD COUNCIL Considering that a kilo of [INSERT SPECIES] on average costs [Insert Price], on the next screen(s) please E

indicate how likely you would buy the product, at a given price.
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Video: Antonio__morenilla pexels
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