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Motivation

From previous study:

=  Most consumers unaware of status of world’s fisheries
resources

= MSC is not well known; consumers don’'t know what
the label means

= Indication that providing information about each may
change perceptions and actions

This study looks at the value added of ecolabels as a
mechanism for consumers to act upon that
knowledge in the marketplace



Objectives

How will consumers’ seafood demand be affected by:

1. information about the status of fisheries,
>. information about the MSC program,;

3. presence of an ecolabel?

[s some combination of the above more compelling
than others?



Methodology

Conducted a controlled experiment creating a market, in which
information is provided to consumers to investigate how
information affects WTP for ecolabels

Used “Experimental Economics” - an established technique
which garnered a 2002 Nobel Prize in Economics.
e Applied in analyses of various high-profile issues, e.g., auctioning of

bandwidth to cell phone companies by FCC; water allowance
trading market.

Used auctions - every individual submitted one sealed bid per
product. Second highest bid was winner.



Information Treatment

1. Information about MSC eco-labels:

Purpose, Standards, chain of custody
Source: www.msc.org

>. Information about global fisheries:

Stock depletion, illegal fishing, species
substitution, Japanese seafood
consumption

Source: FAO SOWFA, 2006; Japanese Fishery
Agency; Clarke, 2009
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Hypothesis

Does information or ecolabel have different
effect on WTP for different species?



Three Types of Products
(MSC labeled) (Non Labeled)

Salted Coho Salmon Fillets
150g / 550 yen at market




Marinated Coho Salmon Fillets
(MSC labeled) (Non Labeled)

[,-“" - 1 K
‘1 -, S
¢’ b

P 'y aiinl) »
V.5 \ o ¥V #
150g / 428 yen at market :




Pink Salmon Roe
(MSC labeled) (Non Labeled)

35g / 298 yen at market
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The Participants

Target: Primary seafood shoppers living in Tokyo
Recruitment: Co-op Tokyo recruited 160 people
Incentives: 5,000 yen and transportation fee
Demographics:

* 95% female

e Salmon was most preferred species

* 70% eat salmon more than once a week
e 26% had seen and purchased MSC products before
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* Introduction

 Auction practice

Flow Chart of the Experiment

 First set of
3 seafood auctions

»

* First information

treatment

* Second set of
seafood auctions

« Second
information

treatment

* Final set of
seafood auctions

Total = 12 seafood auctions per experiment "



~— Bidding results for marinated salmon
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- Estimated Price Premium (n=1932)

salted marinated roe
No Label Base Base Base
No Info
Label
No Label
MSC Info — o2
Label
No Label
Stock Info =
Label 10% 9% 7%
No Label
Both Info 0 Labe
Label 12% 10% 8%
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onclusions

.

Unique feature of this research is ability to act as the ‘sellers’ and
control the attributes of seafood sold

Allows testing the hypothesis that information alters demand for
products

e  Result - this is correct, in Japan as elsewhere
In particular, education about fishery issues is key

Marketing the MSC label will generate demand for ecolabeled
seafood after the public understands the need for fisheries
certification

Given that, WTP for MSC-labeled seafood is positive and significant

Final question, do consumers understand salmon is the fish from
which all products are derived?

or is WTP is simply the same across products because they are
willing to pay the same mark-up for sustainability?

This could be a topic for further research, together with exploration
of how information affects WTP for other species
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URI Sustainable Seafood Initiative website
http://seagrant.gso.uri.edu/sustainable_seafood/index.html
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