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INTRODUCTION

The development of a significant and sustainable marine aquacul-
ture industry in Northen New England is largely dependent on
the ability of the coastal resource managers and planners, aqua-
culturalists, and the scientific community to design and develop
the marine aquaculture industry in such a way as to represent the
interests and values of the public. To fully represent these inter-
ests, there is a need for scientific data that allows for an under-
standing of consumer’s behaviors, attitudes, and preferences for
cultured (farm raised products) relative to wild seafood products.
Towards that end, this study assessed the behaviors, attitudes, and
preferences of visitors to the 1999 Hampton Beach Seafood Festi-
val. It measured their current seafood consumption related behav-
iors, knowledge, and attitudes towards marine aquaculture, and
their preferences for farm raised/cultured seafood products versus
wild captured fish. The results of this study will provide decision-
makers, the fishing industry, and the aguaculture industry with
information about marine aquaculture from the perspective of
New Fngland seafood consumers. Additionally, results will pro-
vide insight on whether or not information influences taste prefer-
ences and a preliminary understanding of whether seafood con-
sumers would be willing to pay may more for wild versus cul-
tured products.

STUDY OBJECTIVES

The purpose of this study was to provide both an understanding
of seafood consumer’s knowledge of and attitudes towards ma-
rine aquaculture. New England seafood consumers are a signifi-
cant and influential stakeholder group who may be greatly im-
pacted by marine aquaculture development. This study was used
to determine the relationship between knowledge, attitudes and
information, and taste preference. It explored how these relation-
ships affect preferences and willingness to pay for each product.

The specific objectives of this study were:

1. To document seafood consumers consumption patterns and
habits and their general characteristics.

2. To determine seafood consumers familiarity with aquacul-
ture and marine fisheries and their sources of information on
issues surrounding each.

3. To determine the relationship between information and atti-
tudes and between information and preference.

4. To identify consumers’ preferences for a particular product
and both purchase behavior and willingness to pay for the
specific product.
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SURVEY METHODS

Survey Implementation. A four-page questionnaire was ad-
ministered at the 1999 Hampton Beach Seafood Festival.
The festival is a three day event held in Jate summer and at-
tracts local residents as well as residents from surrounding
New England states. Large tents, set up along the beach, pro-
vided booth space for restaurant vendors io sell a variety of
seafood products, desserts, beverages, and non-sezfood
dishes. Entertainment was provided and included live bands,
prize booths, educational booths, and fireworks. The festival
is estimated to attract 100,000 visitors over the three days.

Potential participants were asked to volunieer to participate
in the study as they past by the survey booth space sct among
restaurant vendors. Four incentives were offered to partici-
pants: 1) an ice cold bottle of water; 2) a seat in the shade for
approximately 10 minutes; 3) the opportunity to compare
two seafood products (complete with crackers and a lemon
slice); and 4) the opportunity to enter into a drawing for two
$50 gift certificates at a seafood restaurant of their choice.

Survey Design. The study consisted of two mutually depend-
ent components: 1) an onsite survey (two experiments) and
2) a product taste test (two tests). Two different versions of
the questionnaire were utilized. The first version provided
information to the participants on the advantages and disad-
vaniages of marine aquaculture. The second version did not
provide information. In addition, each version of the survey
was administered as a blind taste test and an informed taste
test. Therefore, there were four survey designs: information
provided and an informed taste test (n=62), information pro-
vided and a blind taste test (1=57), no information provided
and an informed taste test (n=54), and no information pro-
vided and a blind taste test (n=59). A total of 232 surveys
were completed.

The self-administered questionnaire was four pages long (see
the two attached guestionnaires), A group of participants (up
to eight at a time) were seated at the booth space and pro-
vided with the same version of the survey (either information
or no information). The first two pages collected information
on particifants seafood consumption behaviors, knowledge
of marine aquaculture, and perceived personal relevance of
both marine aquaculture and matine fisheries. The next page
measured their attitudes towards marine aquaculture and in-
cluded a measure of attitude certainty (where applicable the
balanced information was provided prior to this set of ques-






