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Supply balance in France (2008) 

Source : FranceAgriMer 

1000 tonnes 

(live weight) 
Landings Aquaculture TOTAL 

Aqua. 

rate 

Production 463 244 707 35 % 

Imports 1 525 430 1 955 22 % 

Exports 419 73 492 15 % 

Consumption 1 568 602 2 170 28 % 

self-sufficiency 30 % 41 % 33 % 
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Consumption in France (2008) 

Source : FranceAgriMer 

1000 tonnes 

(live weight) 
Landings Aquaculture TOTAL 

Aqua. 

rate 

Fish 1 228 206 1 434 14 % 

Molluscs 227 315 542 58 % 

Crustaceans 89 81 169 48 % 

Cephalopods 24 0 24 0 % 

TOTAL 1 568 602 2 170 28 % 
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Main species 

Species with consumption (live weight) > 100 000 tonnes 

Source : FranceAgriMer 
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Part of the farmed products in the French consumption 

Source : FranceAgriMer 
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Source : FranceAgriMer, Kantar Worldpanel 

39 % 37 % 36 % 36 % 35 % 

44 % 46 % 45 % 42 % 45 % 

17 % 17 % 19 % 21 % 20 % 
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Farmed fish perception : consumers 

The farmed fish perception is not as good as for fish in general, but the average perception 

remains quite good (> 60 %) 

OVERALL PERCEPTION
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Farmed Fish perception : consumers 

BUYING PREFERENCES

0% 20% 40% 60% 80% 100%

1
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Farmed Fish perception : consumers  

Fish buying criteria
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Note / 10 

The wild or farmed origin is 

very important for 37 % of 

the consumers and rather 

important for 29 %. 

Perception can change 

according to the sex, 

the age, the 

consumption level 
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Farmed Fish perception : consumers 

FARMED / WILD

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Farmed fish is more natural

Farmed fish tastes better

Farmed fish is healthier

Farmed fish eat higher quality feed than wild caught fish do

Fish farming inspires greater confidence than fishing does

Fish farming respects fish welfare better

Farmed fish is better adapted for invited guests

Farmed fish retains its form better

Farmed fish is fresher

Farmed fish has a better appearance

Farmed fish stays fresh longer

Fish farming provides more sanitary safeguards than fishing does

Farmed fish allows for more pleasure

Farmed fish offers more variety

Farmed fish has more constant quality

Fish farming is more respectful of the environment

Farmed fish gives higher value for money

Farmed fish makes it easier to find the fish you want

Fish farming better contributes to fish resource conservation than fishing does

Absolutely agree Mostly agree Neither agree nor disagree Mostly disagree Absolutely disagree
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Farmed Fish perception : consumers 

Via.Aqua 
Aquaculture + Marketing 

Farmed fish perception according to origin 
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Breakdown of purchases by distribution channel (value, 2008) 
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Farmed Fish perception : distribution channels 

Supermarkets Fishmongers Wholesalers Restaurants 
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To conclue 

• Relative unawareness of characteristics of the seafood’s 

ways of production 

 

• Ambivalent perception of the farmed seafood 

 

• Aquaculture has to convince the distribution channel and 

the purchasing advisors 
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Thank you for your attention 


