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Abstract: The objective of this paper is to explore eating and shopping habits 

related to fish across five European countries. A cross sectional 

consumer survey was carried out in Belgium, Denmark, Netherlands, 

Poland, and Spain. A total sample of 4800 consumers was obtained, 

and the sample was representative within each country for age and 

region. This study uses descriptive statistics, analysis of variance 

(ANOVA), and post hoc multiple comparison analysis (Scheffe's) to 

compare differences between countries. First, a cross-culture 

overview of fish consumption is given. The average weekly 

consumption of fish across countries was 1.5 times a week. Spain had 

by far the highest frequency of fish consumption with almost three 

times a week, followed by Denmark with 1.4 times a week. The 

consumption of fish was lowest in the Netherlands. On average, about 

80 % of all fish meals were consumed at home. While consumers in 

Denmark only ate 6 % of their fish outside their homes, this 

frequency was 31 % in Poland. As expected, the consumption of 

different product types (e.g., fresh, frozen, ready to eat, canned) or 

species (e.g., cod, salmon, mackerel, hake) differed a lot across the 

different countries. This study also reports consumption frequency for 

wild versus farmed fish. However, it seems that many consumers are 

not aware if the fish they buy are wild or farmed. Secondly, this study 

also investigated similarities and differences in shopping habits. 

Supermarkets and fishmongers were the most often used outlets for 

purchasing fish across countries. As expected, Spain had the highest 

frequency of purchasing fish at all types of outlets, except for 

purchasing directly from the fisherman and own catches, which were 

highest in Poland. Third, an ANOVA analysis was conducted across 

countries for most central consumption variables in order to explain 

differences based on demographic variables such as age, number of 

children in the household, income and gender. 

 


