Monterey Bay Aquarium
Seafood Watch

Exploring Business Motivations for
Sustainable Seafood

Summer 2022

Globe v/ @, | Monterey Bay Aquarium
(YL N S SeafoodWatch.




Contents

About this research

Key findings

Prioritizing sustainability & sustainable seafood
What drives sustainable seafood commitments

by Business type

11

21



About This
Research

A
[A



Main Research Objective

@MontereyBayAquarium The Monterey Bay Aquarium Seafood Watch program helps
2’ SeafoodWatch. consumers and businesses make choices for a healthy ocean.

Seafood Watch is grounded in the theory that consumer demand for sustainable seafood, coupled with business
commitments to leverage their purchasing power, will drive fisheries and aquaculture toward more sustainable practices.

This research was developed to help test this theory and determine to what extent business commitments are driven by consumers.

Key U.S. business stakeholders in the seafood supply chain were surveyed via on an online survey to determine:
1. Specific actions taken on sustainable seafood action, if any
2. Why they took that action (i.e. protection of brand, consumer demand for sustainable seafood, others)

3. Preferred resources on seafood sustainability and why

Globe v/ Monterey Bay
Scana™ * Aquarium



Stakeholder Respondents and Topics

gikp

I |} I
B * Suppliers
n=161 « Foodservice
Seafood « Grocery Retail March 1 | through May 9
business « Consumer-Packaged 2022 2022
stakeholders Goods

+ Activities around selling or sourcing sustainable seafood

+ Status and types of seafood sustainability commitments made

* Reasons for making commitments on sustainable seafood, and reasons for not

» Assessment of consumer / customer demand and influence on action

* Most useful resources for businesses when identifying and learning about seafood sustainability
 Future actions Seafood Watch can take to support stakeholders
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Key Findings
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Key Findings

1. Seafood businesses surveyed are prioritizing sustainability and sustainable seafood, with most stakeholders saying
their business has taken some type of action.

+ Sustainability and sustainable seafood are a high priority for over 85% of companies surveyed.

* Among stakeholders who haven't yet acted on seafood sustainability, the wide majority expect their business will act in the future.

2. Business commitments on sustainable seafood are primarily driven by conservation attitudes and longer-term
business benefits, including business resilience in the future.

* At companies that source or sell sustainable seafood, the most common motivators are that it is the right thing to do, protects species,
and maintains availability for future generations. They also recognize the importance for longer-term business resilience and the
benefits to their company’s reputation and wider sustainability strategy.

* This suggests that people working in seafood acknowledge the need for proactive conservation and may be open to alternative
species, especially where it has benefits for longer-term business success.

3. Consumer demand is also a strong motivator for sustainable seafood commitments.

+ After conservation, stakeholders say that their businesses have made commitments because it supports their brand identity or values
and builds trust with consumers and customers.

* While not the highest driver of sourcing or selling sustainable seafood, customer and consumer demand is rated as a strong motivator
for 70% of companies surveyed.
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Most stakeholders surveyed say their company is putting a high priority on sustainability

and sustainable seafood
L |
Company Priorities, Percentage of All Respondents, 2022

H High Priority (6+7) Moderate (3+4+5) M Low Priority (1+2) Don't know

Globe

9 Q5. How much, if at all, does your company prioritize. . . Please use a scale of 1-7, where T means “Not at all a priority” Scan 7z~
and 7 means "Among the highest priorities” (n=161)



At companies selling sustainable seafood, more than eight in ten say they are taking
specific actions on sustainable seafood, primarily consumer education, partnerships, and

policy
I
Companies Taking Actions on Sustainable Seafood Actions Taken on Sustainable Seafood
Companies that Sell Sustainable Seafood, 2022 Companies with a Policy or Specific Actions on Sustainable Seafood, 2022

Educating consumers on sustainable seafood _ 82%

B Yes Participating in partnerships on sustainable seafood || GTcNGNGGGEEE 722
Developing a sustainable seafood sourcing policy _ 71%
No, but we are Making public facing commitments || |  i|GEEEEEE 64
considering / Establishing broad goals || |GGG 502
intending to Developing a social responsibility policy || NG| 562
#@No Requiring the sourcing of certified seafood products** | | | | | I 35%
1% Offering seafood that has a sustainable certification* _ 22%

Setting measurable, time-bound targets 20%
Don't know 9 gets [N 20%

* Asked of suppliers only
** Asked of grocery retail
and foodservice only

Q9. Does your company have a sustainable seafood procurement policy, or taken specific actions on sustainable

10 seafood? (n=148) Gslggﬁ 7}./..
Q10. What types of actions has your company taken on sustainable seafood? (n=123)
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Methodology for understanding most important motivations for making sustainable

seafood commitments (1)
|

To identify the most critical and prevalent motivators for
businesses’ commitments to sustainable seafood,
GlobeScan utilized a statistical model that identified Most
Important and Least Important motivations for
commitments.

From a repeated list of possible motivations, respondents
identified the most and least motivating in their business'’s
decision to make commitments on sustainable seafood.

The responses were used to calculate the most motivating
reasons using a maximum differentiation (MaxDiff)
methodology. This gathers data through a trade-off exercise
that circumvents the option to state that everything is highly
motivating.

The survey program displayed five potential motivators at one
time and respondents were asked to select the most motivating
the least motivating from each grouping, as shown at right.

Scores have been calculated for each motivator, indicating how
motivating each is, relative to the others.
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We'd like to better understand what influences company decisions around sustainable seafood

We'll now show you several sets of statements. For each set, please tell us which one has the most influence on why your company sources or sells sustainable
seafood, and which one has the least influence

10f9

Most influence Least influence
Ensuring seafood is consistently
available for my business in the
future
Customers asking for it
Pressure fram NGOs
Increases trust in our brand
It's a growing trend

Scanza™
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Methodology for understanding most important motivations for making sustainable

seafood commitments (2)
|

In total, 23 potential motivations were tested relating to consumer/customer demand, longevity of the seafood and fishing
industry, traceability and transparency of the supply chain, pressure from NGOs or industry groups, support for marketing or
the sustainability strategy, and benefit to the company’s brand. The 23 motivators tested were based on past research with
Seafood Watch stakeholders, and are listed below:

» Customers are asking for it * It's becoming more standard for companies in our
» Customers expect it from our brand peer group
* Chefs are asking for it * Pressure from investors
* It's a growing trend * It adds credibility to our marketing claims
+ Sustainable seafood is higher quality * It's part of our company’s sustainability strategy
* Protecting fish species from scarcity / extinction + Sustainable seafood supports our brand identity
* Ensuring seafood is available for future generations  « Increases trust in our brand
* Ensuring seafood is consistently available for my » Competitive advantage
business in the future * Reputational advantage
* Product transparency * It's the right thing to do
* Product traceability * Reduces reputation risk for our brand
* Labor rights in our supply chain * Our CEO/owner champions it

e Pressure from NGOs

Globe 1/
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Sustainable seafood commitments are driven by a feeling it is the ‘right thing to do’ for future

seafood availability as well as benefits for reputation, brand, and business strategy

Stakeholders Who Have Made Commitments on Sustainable Seafood, Mean Scores, 2022

It's the right thing to do

Protecting fish species from scarcity / extinction
Ensuring seafood is available for future generations
It's part of our company’s sustainability strategy
Sustainable seafood supports our brand identity
Ensuring seafood is available for my business in the future
Product transparency

Product traceability

Increases trust in our brand

Customers expecting it from our brand

Our CEO/owner champions it

Sustainable seafood is higher quality

Reputational advantage

Customers asking for it

It adds credibility to our marketing claims

Chefs asking for it

It's becoming more standard for companies in our peer group
Labor rights in our supply chain

Competitive advantage

Reduces reputation risk for our brand

It's a growing trend

Pressure from NGOs

Pressure from investors

Q12. We'd like to better understand what influences company decisions around sustainable seafood. We'll now show
14 you several sets of statements. For each set, please tell us which one has the most influence on why your company
sources or sells sustainable seafood, and which one has the least influence. (n=157)

N S.27
I S.21
I /.76
N 6.95
I 6.13
I 5.43
I 4.42
I 4.29
I 4.02
3.93
I 3.64
I 3.18
I 2.12
1.69

I 121

1.01

0.99
H 0.31
B 0.79
H o0.73

0.4
0.23
0.1

. Proactive conservation
. Brand trust / reputation

Responding to expectations

. Risk mitigation
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While less motivating than conservation efforts, customer demand is seen as a strong
motivator for sustainable seafood even at non-consumer-facing businesses

Customers/Consumers as a Motivator for Sustainable Seafood, Companies Considering or Currently
Sourcing or Selling Sustainable Seafood, 2022

3% 3%

m A great deal

= A fair amount ”

“While consumers and NGOs don't
Not very much influence us directly, they influence our
retail and food service partners, and we will
= Not at all do anything to keep them happy:. _
— Supplier

Don’t know

Monterey Ba
15 Q13. How much, if at all, does customer or consumer demand motivate your company to incorporate sustainable Gslggg 7!./.. A . y y
seafood into its business? (n=157) quarium



The most common challenges with sustainable seafood lie in the cost premium and
identifying product sustainability and origins

Respondents with current or future commitments to sustainable seafood, Top 3 Responses, 2022

Justifying the cost premium

Determining if seafood is sustainable

Knowing seafood product origins

Communicating the value to consumers

Eliminating certain species from product portfolio
Difficulty identifying transparent suppliers

Confusing or complicated rating or certification systems
Low willingness from suppliers to support commitments
Differentiating between sustainability partners/standards
Low alignment on seafood sust. in NGO / business communities
Demonstrating consumer/customer demand
Market-specific or cultural challenges

Getting internal buy-in

Other
None

16 Q15 Which, if any, do you think are the biggest challenges associated with moving toward sustainable seafood? Please

select the top three challenges. (n=157)

N : 6%
I 30%
I 29%
I 25%
I 22
I 22%
I 229%
I 19%
I 17%

I 14%

I 7
I
H 5%
Il 4%
M 3%
Globe
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Stakeholders who prefer Seafood Watch as a resource on seafood sustainability mention
the ease of understanding and recognition among customers as reasons why they engage
with Seafood Watch

L |
Reasons for Selecting Seafood Watch as Best Resource, Stakeholders Using One or More Resources, 2022

Easiest to understand _ 47%
Most recognized by our customers/consumers _ 45%
Gold standard for sustainability _ 34%
Most trustworthy [ T 32
Largest selection of options _ 25%
Most scientifically rigorous ||| Gz 172
Full traceability [ 14%

Address social responsibility - 1%
Least controversial - 9%

Least expensive - 7%

17 Q20/Q21. What are the most important reasons why your company uses [organization] ? Please select up to three. Globe '_/_
Q19. Which one of the following from those you selected is the best? — Seafood Watch Scan?



Consumer demand is most often seen in unsolicited feedback or on social media; more

than one-quarter say they aren’t measuring demand
L |

Ways to Measure Demand for Sustainable Seafood, Companies where customer/consumer demand
motivates sustainable seafood “A fair amount” or “A great deal”, 2022

Unsolicited verbal or written

56% Understanding and measuring the demand
customer/consumer feedback

for sustainable seafood is largely happening
in unstructured and informal ways.

Interactions on social media _ 37%
Sales or other business performance i Peqple who are less .|nvolyed with .seafoo.d in
data 28% their roles are especially likely to cite social
Cust / . media and unsolicited consumer feedback,
ustomericonsumer resiirr?/e;sr - 20% suggesting a perception that consumers are
likely to speak out against irresponsible
companies through these channels.
No measurement or specific data _ 28%
capture
18 Q14. In which of the following ways, if at all, have you been able to capture or measure customer/consumer demand Gslggﬁ 7}./..

or attitudes towards sustainable seafood? (n=111)



At organizations without sustainable seafood commitments, respondents are most likely to

go to Seafood Watch to learn about sustainable seafood, more than any other resource
L |
Learning About Sustainable Seafood: Resources* Used, Companies Without Commitments on Sustainable

Seafood, 2022

seafood Watch [ N 77
Vel = [ENA
Sea Shepard |G 23%
GSA R 15%
AsC Il 8%
Oceana - 8%
wwr [l 8%
Friend of the Sea [JJf 8%
GULF.RFM [ 8%

*Respondents shown full list of organizations from previous slide; organizations earning 0% response not shown in chart. Globe S
19 Q22. Which of the following sources, if any, have you used or currently use for learning about seafood sustainability? Scan 7!...
(Asked to people without sustainable seafood commitments, n=13)



Thinking about how Seafood Watch can support their business, most stakeholders want

help to promote their businesses and educate consumers on seafood sustainability
|

Beneficial Activities for Seafood Watch to Focus On, Total Mentions, All Respondents, 2022

Promote businesses that are sourcing sustainably (e.g. social media) [ I NGNS 52
More positive consumer messaging for aquaculture || ENGINGEGEGEEEEEEEEEEEE 0o
Consumer education programs about general seafood sustainability issues | EGEGcTcNGGGSN 27
Guidance on communicating the value of sustainable seafood to consumers | NN 059
Expanding rating offering to cover more species in more countries [ EGGcTNGNGEEEEEEEEEEEEEEEEEEE o5
Providing education programs for your employees | IEGTNGEGEEEEEEE />
Allow use of on-pack Seafood Watch marks and co-branding | NG 229
Work with NGOs on centralized hub about sustainable seafood for businesses | EEGEGTczHEGNGgEEEEEEEEEE 20>

Regular educational newsletter about SFW activities and species ratings | EGcINEININGEEEEBEE 16°-
Messaging about sustainable seafood for social media | NI 16

Better information on upcoming rating changes | NNNEEEEEE 11%
Insight into upcoming issues of concern from the NGO community | N RN s

Other 12%
DK/NA 1%
20 Q28. If Seafood Watch were to focus on a few activities to support businesses which would be of greatest benefit to you Gslggﬁ 7}./..

and your company? Please select up to three choices. (n=161)
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Know your world.
Lead the future.

GlobeScan is a global insights and advisory
consultancy working at the intersection of
brand purpose, sustainability, and trust.

We partner with leading companies, NGOs, and governmental
organizations to deliver insights that guide decision-making and build
strategies that contribute to a sustainable and equitable future.

We combine over 30 years of data-driven insights with a global
network of experts and the ability to engage any stakeholder or
consumer. Our unique research programs and global capabilities help
to know what's new, what's next, and what's needed. And our advisory
services help turn that knowledge into smart, strategic decisions

Established in 1987, we have offices in Cape Town, Hong Kong,
London, Mumbai, Paris, San Francisco, Sdo Paulo, and Toronto. As a
proudly independent, employee-owned company, we're invested in the
long-term success of our clients and society. GlobeScan is a Certified B
Corp and a participant of the United Nations Global Compact.

www.GlobeScan.com



http://www.globescan.com/

