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Consumer Research 

Consumer research shows that most consumers look for the supermarket’s own ‘responsibly 

sourced’ labels/certification logos when considering which salmon product to purchase1 

(43%). Possible reasons for this include (a) the consumers not only trust but believe the 

responsibility of certification lies with the retailer, or/and (b) the consumer is not aware of what the 

other certification schemes mean, or/and (c) certification logos and other important information are 

not visible on packaging. Some retailers stated they do not include other certification scheme logos 

on their own brand salmon products, even if the farm they are sourcing from has multiple 

accreditations. Therefore, consumers are relying solely upon information of product quality and 

value provided by retailers. Further to this, in the UK retailer’s own brands are mature and cover a 

large range of price points making them a significant influencer across the market2. Therefore, it is 

disappointing that only 6% of consumers know Scottish salmon is farmed in the UK1. 

Consumers want more information to be available to them; 83% of consumers wanting the Scottish 

salmon farm on the label of products1.  

Price is continuously valued as one of the most important factors when making a purchasing 

choice1,3,4. This is one of the reasons retailers believe consumers don’t want more transparent 

information on the products they purchase4,5. However, most research fails to consider the 

psychological influence of a variety of environment cues, which has an influence on the consumers 

product selection3,6,7. For example, Deloitte’s most recent survey on sustainable consumer’s found 

affordability (52%) as a primary reason why people have not adopted a more sustainable lifestyle 7. 

Whilst 48% of consumers felt they did not have enough information to adopt a more sustainable 

lifestyle. Further to this, sociodemographic factors, particularly age and household income influence 

decision making6,7. In the UK since COP26 took place, consumers are more aware than ever of their 

purchasing decisions8. A European wide survey (>17,000 consumers) found that despite price often 

seen as the most important parameter dictating consumer choice it was less important than health. 

The study found on average 60% of consumers would choose health over affordability9.  

Trust in retailers could disappear without transparency as consumers begin to rely more on the  

Salmon farming causes negative environmental impacts, but the exact nature and degree of this is 

sometimes unclear due to the lack of reporting of data or a lack of transparency and accessibility to that 

data. The Best Fishes project highlights the environmental impact of Scottish salmon farming, from the use 

of chemical treatments to the waste products of the fish. Increased monitoring, reporting and transparency, 

is needed to inform and drive action to minimise the impact of salmon farming practices on the marine 

environment.  

Fidra acknowledges that there has been progress to establish responsible sourcing processes in Scottish 

salmon farming conducted between government, industry and retailers in the UK. However, consumers are 

often left out of this conversation. In Scotland there is an extensive amount of data publicly available on 

salmon farming, however this data needs to be more accessible  
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internet and social media for their news10, brand11 and health information12. Consumers have quick 

access to information regardless of its credibility, retailers are in a unique position to share reputable 

information. Seventy percent of consumers expressed a desire to have more information on health 

and environmental impacts accessible via food packaging1.. Fidra is supportive of retailers who are 

promoting more transparent practices; however, more must be done. 

Conclusion & recommendations  

To support consumers and to ensure the industry is accountable across the supply chain, retailers 

must be proactive in improving traceability, transparency and reducing the environmental impacts of 

Scottish salmon farming:  

 
1. Fidra (2022). Scottish salmon farming - consumer survey results. https://www.bestfishes.org.uk/wp-content/uploads/Consumer-survey-2021-
Report_FINAL.pdf 
2. Oubiña J, Rubio N, Jesús Yagüe M. (2006) Relationships of retail brand manufacturers with retailers. doi:10.1080/09593960600572340 
3. Steenhuis IH, Waterlander WE, de Mul A. (2011). Consumer food choices: the role of price and pricing strategies. doi:10.1017/S1368980011001637 
4. British Retail Consortium, Fidra. (2022) A workshop to discuss responsible sourcing, transparency and traceability of farmed Scottish salmon. 
https://www.bestfishes.org.uk/wp-content/uploads/BRC-meeting-write-up_2020-2.pdf 
5. Fidra. (2022) Improving transparency and traceability of farmed Scottish salmon to support climate- and biodiversity- responsible sourcing. 
https://www.bestfishes.org.uk/wp-content/uploads/Fidra-workshop-write-up_2022.pdf 
6. Konttinen H, Halmesvaara O, Fogelholm M, Saarijärvi H, Nevalainen J, Erkkola M. (2021) Sociodemographic differences in motives for food selection: 
results from the LoCard cross-sectional survey. doi:10.1186/s12966-021-01139-2 
7. Deloitte (2022). Sustainability & Consumer Behaviour 2022. https://www2.deloitte.com/uk/en/pages/consumer-business/articles/sustainable-consumer.html 
8. Ipsos (2022).  Net Zero Living.https://www.ipsos.com/en-uk/new-report-examines-peoples-attitudes-towards-climate-change-and-how-they-translate-action 
9. Deloitte (2021). The Conscious Consumer - Connecting Health and Sustainability Priorities. https://www2.deloitte.com/uk/en/pages/consumer-
business/articles/the-conscious-consumer-connecting-with-health-and-sustainability-priorities.html 
10. Chadha K, Koliska M. (2015). Newsrooms and Transparency in the Digital Age. doi:10.1080/17512786.2014.924737 
11. Danziger PN. (2021). Social media has over-promised, but under delivered for retailers here’s the fix. Forbes. 
https://www.forbes.com/sites/pamdanziger/2021/05/23/social-media-has-over-promised-but-under-delivered-for-retailers-heres-the-fix/ 
12. Chen J, Wang Y. (2021) Social Media Use for Health Purposes: Systematic Review. doi:10.2196/17917 
13. Fidra. (2022) A Global Comparative Study of Present Transparency and Information Databases on Salmon Farming. https://www.bestfishes.org.uk/wp-
content/uploads/Transparency_Report_Final_2022.pdf 

1. Retailers label all own brand Scottish salmon products with the name of the source farm, 

regardless of price point. Having the name of the source farm on the label and/or a QR code, barcode or 

equivalent link through to more information to farm level 

2. Show support for a real time salmon farming dashboard that provides information to 

consumers down to farm-level. Accessible, transparent, real-time information on environmental and 

sustainability issues available on a farm-by-farm basis online, would enable all to make informed choices.    

3. A commitment to all transparency schemes. With Sustainable Seafood Coalition members to 

actively report/show they are working towards best practice. 

4. Retailers ensure they source their salmon from producers that meet the strictest regulatory 

and certification standards. Salmon should at minimum have an Excellent regulatory compliance record 

including Good or Excellent benthic survey results. Retailers should also be striving to source products that 

meet all the strictest criteria available through certification.  

5.  Up to date and accessible information on retailer websites. This promotes the retailers’ efforts to 

ensure best practice from their suppliers as well as themselves. 

6. Retailers must support calls for the Scottish salmon farming industry to reduce its 

environmental impacts. These issues are important to consumers, which needs to be reflected 

by farming practices. Central to this is reducing chemical treatments known to impact wildlife and antibiotics, 

moving towards more enclosed structures for treatment and waste capture, closing or moving poorly 

performing farms, and using more sustainable feed (including alternatives to marine ingredients).  

mailto:info@fidra.org.uk

