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Summary
Goal and method
The goal of the current study was to gain insight into how to introduce fresh North Sea crab harvested in an offshore wind farm to the consumer in a restaurant
setting. This was tested in an experiment where two communication approaches were investigated: 1) changing the label of the North Sea crab on the menu
and 2) giving different types of background information about the North Sea crab on the menu. Data from 1,500 participants was collected through an online
survey in October 2019. In addition to investigating which communication strategy is most effective, psychological factors were measured to gain insight into
differences between types of people and insight into which mechanisms drive the effect.
Results
On average, the intention to buy the North Sea crab from the menu is on the low side. Labelling does not seem to be an effective strategy to increase this
intention, most likely because of the unfamiliarity with North Sea crab and with offshore wind farms. Providing background information on the living conditions
and harvest of North Sea crabs in offshore wind farms, and especially mentioning animal welfare aspects, does increase the intention to order North Sea crab in
a restaurant. Furthermore, the results show that both cognitive (attitudes, social norms) and affective factors (emotions and ambivalence) explain the effect of
background information on intention.
Regarding the communication strategy, background information on harvesting North Sea crab in offshore wind farms seems like a one-size-fits-all approach as
it is effective in increasing intentions to order North Sea crab for all participants. When looking into who has a high or low intention to order North Sea crab,
results show that generation X (ages 49 to 63) and people with lower incomes have lower intentions than respectively millennials (ages 18 to 33) and
pragmatists (ages 34 to 48) and higher incomes.
Future research
Future research could investigate how this new product can best be communicated to consumers, in addition to giving background information. Animal welfare
and familiarity are important factors that can be targeted with future interventions. For instance, introducing products to consumers in a live or physical
experience in a positive way by going around the country (i.e. festivals) with food trucks and tastings. Finally, future studies could focus on generation X
(ages 49 to 63) and people with lower incomes, as they seem to need the most persuasion to be open for North Sea crab harvested in offshore wind farms.
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Introduction
Wind farms on the North Sea
With the aim of increasing the amount of sustainable energy in the Netherlands, the number of offshore wind farms on the North Sea is growing. Offshore wind
energy plays a key role in the energy transition, but it does impact certain parties, like Dutch fisheries. Most types of fisheries aren’t allowed in offshore wind
farms and fishing grounds of the fishermen concerned have been reduced. So-called multi-use of offshore wind farms is researched in multiple countries. An
important possibility that is being explored is fishing for crabs using pots and traps.
Consumer study
One thing that would make the co-use of offshore wind farms interesting, is if products that come from wind farms have an added value for consumers. North
Sea crab is a species that could be caught commercially in an offshore wind farm. farms. However, Up until now, there is no consumer research that
investigated consumer perceptions of wind farms and there is very little research on consumer perceptions of crab, other than that it is seen as an exotic
product (Birch et al., 2018). We do know that the production practices of fish can influence consumers, for instance when it comes to farmed fish vs. wild fish
(Eurobarometer survey, 2018; Verbeke et al., 2007; Claret et al., 2014). To test whether the harvest location of North Sea crab has an added value for
consumers, two approaches were investigated:

1) changing the label of the North Sea crab on the menu, and;
2) giving different types of background information about the North Sea crab on the menu.
As a starting point, the focus of possible co-use will be on North Sea crab in a restaurant setting, as fresh North Sea crab is mostly found in restaurants.

7

Introduction

The harvest of the North Sea crab in offshore
wind farms is...
Safe

4,71

Sustainable

4,71

Natural

4,71

Environmentally friendly

Theoretical background
Changing the label is a way to inform consumers about a product. In addition to a label with the
harvest location (wind farm), we will also investigate labels on locality and animal welfare. The majority
of consumers are concerned about fish welfare or feel ambivalent about it (Honkanen & Olsen, 2009).
Moreover, consumers also seem willing to pay extra for fish welfare (Solgaard & Yang, 2011). Our pilot
study also shows that consumers do not perceive North Sea crab as very animal friendly (see top
figure) and improvement is possible. Where the fish comes from and whether it is local, also seems to
play a role in consumer perceptions of fish. For instance, one study found that a label ‘produced in own
country’ drives consumer choices more than health and nutrition claims (Banovic et al., 2019).
In addition to the added value of a label, we also want to investigate the added value of some more
background information about the harvest location of the product, because both North Sea crab and
wind farms are an unfamiliar product for Dutch consumers. Our pilot study (for more details, see
Appendix II) shows that the North Sea crab is a rather unfamiliar product for Dutch consumers (see top
figure), and 63.3% of fish-eating consumers report to have never eaten North Sea crab. Moreover,
Dutch consumers are not jumping at the opportunity to try North Sea crab (M=4.29 on a 7-point
scale), but it is also not the case that they are not open to it at all. Consumers who are open to trying
North Sea crab prefer it as a main meal, savoury, unprocessed, visible, as a whole and fresh (see
bottom figure). Another reason why background information can be important in consumer acceptance
of North Sea crab harvested in an offshore wind farm, is that when knowledge is lacking, consumer
perceptions are mainly based on emotions and the image of fish (Verbeke et al., 2007). Giving
consumers the right knowledge, can help them make a conscious decision. In addition to neutral
background information, we will investigate the added value of background information on animal
welfare, as the perception of animal welfare is an emotional factor that can affect the image of
a product.

4,66

Fair

4,61

Good for nutritional value

4,53

Good for sensoric properties

4,52

Socially accepted

4,52

Healthy for the North Sea crab

4,50

Animal friendly

4,29

Gives a good feeling

4,26

Affordable

4,25

Familiar
1,00

3,51
2,00

3,00

4,00

5,00

I would like to try the North Sea crab as…*

Snack

Main meal

Savoury dish

Sweet dish

Processed

Unprocessed

Invisible

Visible
As a whole

In pieces

Fresh

Fried

*About 20% chooses ‘neither’

8

Research questions
The goal of the current study is to gain insight into how to introduce fresh North Sea crab harvested in an offshore wind farm to the consumer
in a restaurant setting. We aim to gain this insight by answering the following three questions:

What is an effective way
to communicate the
harvest location (wind
farm) of the North Sea crab
to Dutch consumers in
a restaurant (label or
background information)?

Why are certain
communication strategies
effective?

Which communication
strategies are most
effective for whom?
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Sample and design
Sample
Data from 1,500 participants was collected with an online survey in October 2019 administered by a professional market research company (MSI-ACI Europe
BV). A representative sample of the Dutch adult population was targeted by quota sampling based on gender and age. Participants who reported (almost) never
to eat fish were excluded, as it can be expected that they will also not be open to the consumption of crab. The sample consisted of 768 females (51.2%) and
732 males, with a mean age of 49 (sd≈14), ranging from 18 to 99. About a third ate fish monthly and two thirds ate fish weekly. All the demographics and
details of the sample can be found in Appendix I.
Design
The current study included a hypothetical restaurant setting, where participants were asked to imagine they were in a fish restaurant and that North Sea crab
was on the menu. In every condition the North Sea crab on the menu was presented differently (labelling) and a different type of background information was
given or no information (information). A full description of the labels and information is given on the next page. Respondents were randomly allocated to a 3 x
3 + 1 (control condition) between subjects design (see table). This resulted in 10 conditions with 150 participants in each condition.

Labelling

Information

Harvest location

Harvest location + locality

Harvest location + animal welfare

No label

No information

Condition 1

Condition 2

Condition 3

Condition 10 (control)

Neutral information

Condition 4

Condition 5

Condition 6

/

Animal welfare information

Condition 7

Condition 8

Condition 9

/
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Materials
The materials applied in the different conditions can be found below. All materials were pilot tested with a sample of 357 participants (52.4% female; average age 49.6).*
Main experiment

Labelling

Information
No label

No information

Harvest location

The North Sea crab on our menu
lives in the North Sea in an
offshore wind farm. Its habitat
consists of rocks and holes in
the sand. After 3 to 5 years, the
North Sea crab is large enough
to be caught for consumption.

Neutral information

Harvest location & locality

The North Sea crab on our menu
lives in the North Sea in an
offshore wind farm. Its habitat
consists of rocks and holes in
the sand. Stones from offshore
wind farms are a preferred
habitat for North Sea crabs
because of the good hiding
places. After a carefree life of 3
to 5 years, the large crab is
caught for consumption.

Animal welfare information
Harvest location & animal welfare

Second experiment

*Main outcomes of the pilot study: only communicating the harvest location in a menu item is not enough; animal welfare and familiarity are important; locality increases
familiarity; type of consumer matters: being less open towards new food technologies means less open towards North Sea crab harvested in a wind farm, whereas finding the
environment important means more open towards a product harvested in a wind farm. More detailed information on the pilot study can be found in Appendix II.
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Procedure and measures
Procedure
The online survey consisted of three parts. In the first part several psychological factors were measured to identify the participants. In the second part
respondents were randomly allocated to one of the ten conditions and the hypothetical restaurant setting was introduced. To test whether labelling or
background information had an effect on consumers, we measured the outcome variable ‘buying intention’ with four items on a 7-point scale. Furthermore, we
asked participants which 13 factors (e.g. healthiness of product, price, locality) contributed to their intention, also with a 7-point answering scale, followed by
manipulation checks and possible mediators. At the end of the second part of the survey, a second experiment was implemented which had a more realistic
menu with more than one dish and participants were asked which dish they would choose. The final part of the survey consisted of demographics and other
background information.
Identifying the participant
To get an idea of who our participants are and to answer the research question for whom certain research strategies are effective, we measured consumers’
food choice motives (Onwezen et al. 2019) with 12 items, food technology neophobia (Cox and Evans, 2008) with 6 items, innovativeness (based on Chen,
Anders and An, 2013) with three items, National identity (Verlegh, 2007) with four items and personal norm (Gärling et al., 2003) with four items. All with 7point answering scales. Finally, some demographics were measured.
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Procedure and measures
Manipulation checks and mediation variables
Several manipulation checks were administered: their perception of the North Sea crab with five items (e.g. environmentally friendly or familiar), their opinion
on the background information with seven items (e.g. interesting, neutral, emotional), whether they felt informed and their perception of animal welfare of the
North Sea crab with 7 items, all with 7-point answering scales.
To answer the research question on why certain communication strategies are effective, psychological processes are measured and tested in a mediation
analysis. As we saw in the introduction, cognitive and affective processes seem to play a role in accepting and choosing fish products. The theory of reasoned
action (TRA; Fishbein and Ajzen, 1975) is a model that explains intentions through mainly cognitive processes, namely attitudes and perceived social norm. The
affective processes, like emotions and ambivalent feelings, are said to be a good addition to cognitive models like TRA and explain behaviour better (Wood and
Moreau, 2006). Therefore, regarding the North Sea crab on the menu, we measured participants’ attitude with three items (based on Onwezen et al., 2013;
2014), their perceived social norm with four items (based on Nolan et al., 2008), positive and negative emotions with 28 items (Bagozzi et al., 2003) and
ambivalence with three items (Berndsen and Van der Pligt, 2004), again all with 7-point answering scales.
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Manipulation checks
Labelling
When it is communicated that a North Sea crab on a menu is harvested in an offshore wind farm, the product is perceived as more animal friendly, but also less
familiar. However, communicating that a North Sea crab is local or animal friendly does not additionally change consumers’ perceptions. Labelling that a North
Sea crab is harvested in an offshore wind farm also makes the participants feel more informed, but again no differences are found in feeling informed when
local or animal welfare is added to the label.
Background information
Giving consumers background information regarding offshore wind farm harvesting, results in consumers perceiving the North Sea crab
as more environmentally friendly, more animal friendly, more local, more familiar and it gives consumers a better feeling (see figure).
Adding information on animal friendliness increases the perception of environmentally friendliness and animal friendliness even more, and gives consumers a
better feeling, compared to neutral information. There were no differences between neutral and animal welfare information regarding locality and familiarity.
Participants also report to feel more informed when they received background information, especially with animal friendly information. Moreover, participants
found the animal friendly information compared to the neutral information more understandable, interesting, clear and informative. There were no differences
between neutral and animal welfare information regarding the information coming across as pushy, neutral or emotional.
The North Sea crab on the menu... (N=450 per group)

6,00

*

5,00
4,00
3,00

4,36

4,73

*

*
4,93
4,11

4,53

4,78

4,88

*
5,25

*

*

*

5,39
3,63

4,03

4,13

3,93

4,28

4,52

No information
Neutral information

2,00

Animal friendly information

1,00
0,00
Is environmentally friendly

Is animal friendly

Is locally produced

Is familiar

Gives me a good feeling

16

Intention to buy North Sea crab
Labelling vs. background information
Adding a label to a North Sea crab on a restaurant menu indicating the crab is harvested in an offshore wind farm, does not influence the intention to buy the
North Sea crab. Moreover, an additional label on locality or animal friendliness does not influence the intention to buy the crab.

However, adding background information regarding offshore wind farm harvesting (with or without additional animal welfare information) does significantly
increase the intention to order North Sea crab from a menu.
Age and income*
Overall, on average the intention to buy the North Sea crab from the menu is on the low side (M = 3.7; SD=1.8; range=1-7). When a closer look is taken at
the age of participants, we see that people from generation X (ages 49 to 63) have a lower intention to order North sea crab from the menu than millennials
(ages 18 to 33) and pragmatists (ages 34 to 48).
Moreover, a closer look at income reveals that participants with a higher income also have a higher intention to order the North Sea crab from the menu.

Intention to buy the crab on the menu
6,00

Intention by monthly net family income

6,00

*

5,00

3,50

*

3,93

3,88

3,80

3,00

3,50

3,68

No information

Neutral
information

Animal friendly
information

Millenials

Pragmatists

Generation X Babyboomers

5,15

*

4,00

2,00

2,00

*

5,00

*

4,00
3,75

*

6,00

5,00

*

4,00
3,00

Intention by generations

3,91
3,00

3,44

3,56

Less than
€1.500

€1.500 to €
3.000

2,00
€ 3.000 to €
7.500

*Millenials: N=245; pragmatists: N=475; generation X: N=519; baby boomers: N=261. Less than €1,500: N=160; €1,500 to €3,000: N=518;
€3,000 to €7,500: N=496; more than €7,500 N=39. Causal relationships cannot be drawn, as age and income groups are not random.

More than €
7.500
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Determinants of intention
Direct and indirect determinants of intention
When participants are directly asked what contributed to their intention to order the North Sea
crab on the menu, the following factors are named as the most contributing: naturalness (M=4.7;
SD=1.7), healthiness (M=4.6; SD=1.7), locality (M=4.5; SD=1.7), sensory aspects (M=4.5;
SD=1.7) and a fair production (M=4.5; SD=1.7). Factors that contribute less to the intention are
familiarity (M=4.1; SD=1.7), good for weight (M=4.1; SD=1.8) and ease (M=4.0; SD=1.7).

Neutral
background
information
Positive
emotions

To get a more accurate view of important determinants, also taking unconscious processes into
account, we measured five psychological variables that possibly play a role: attitude towards the
North Sea crab (M=4.6; SD=1.5), perceived social norm regarding others ordering the North Sea
crab (M=4.2; SD=1.4), positive and negative emotions raised by the North Sea crab and (Mpos=3.7;
SDpos=1.6; Mneg=2.8; SDneg=1.5) feelings of ambivalence towards the North Sea crab on the menu
(M=3.4; SD=1.7). Regression analysis shows that positive emotions that are experienced with the
crab on the menu strongly predict the intention to order the crab (beta=.451; p<.000). Also
attitude (beta=.147; p<.000) and social norm (beta=.262; p<.000) are important predictors.
Explain the effect of background information on intention
When the indirect effect of background information on intention is tested,* results indeed showed
that attitude, social norm and positive emotions mediated the effect of background information on
intention to order the North Sea crab. More specifically, we found that participants who received
neutral or animal welfare background information experienced more positive attitudes, a higher
social norm and more positive emotions regarding the North Sea crab on the menu and therefore
had a higher intention to buy the North Sea crab. Moreover, when participants received animal
welfare background information, their ambivalent feelings towards the North Sea crab decreased,
which in turn led to a higher intention (see figure). This gives insight into why background
information is effective.

Social norm

Attitude

Intention
to order
North Sea
crab

Animal
welfare
background
information

*To test the indirect effect of background information on intention, mediation analyses were performed following the
procedure of Hayes and Preacher and verified by using the Bootstrap method with 95% CI.

Ambivalence

18

Second experiment
Menu choice
In the second experiment a more realistic menu with other
options on the menu besides North Sea crab was introduced
to the participants. In this case we wanted to investigate
whether adding a label (harvest location, local, animal
friendly) increased the amount of choices for North Sea crab.
Results show that king prawns and mussels are chosen most
often. When the harvest location label is added, more
participants seem to choose for the North Sea crab (and less
for mussels), however this is not a significant effect.
Whether locality or animal welfare labels are added on the
menu does not seem to have an additional value.
Perceived tastiness
Taste expectancies do not vary largely between the different
shellfish options.
A harvest location label seems to decrease taste
expectancies; however, this is not statistically significant. We
do see that harvest location combined with animal friendly
significantly increases perceived tastiness compared to
harvest location combined with local.

Which dish would you choose?
80
60

63

40

65

64

58

40

20
0

64

16

27

26

21

13

North Sea crab
Control

King prawns

Harvest location

19

16

49

11

Half a lobster

Harvest location & local

48

Mussels

Harvest location & animal friendly

Perceived tastiness
7,00
6,00

*

5,00
4,00

4,40 4,27

3,00

3,99

4,43

4,97
4,95 4,81
4,65

4,52
4,39 4,23
4,07

4,48 4,37

4,05

4,37

2,00
1,00
North Sea crab
Control

Harvest location

King prawns

Half a lobster

Harvest location & local

Mussels

Harvest location & animal friendly
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Conclusion and discussion
Communication strategy: labelling and background information
When consumers are in a restaurant, their intention to order North Sea crab harvested in an offshore wind farm is found to be low, compared to more regular
products as king prawns and mussels. A menu label with the harvest location of North Sea crab does not seem to be an effective strategy to increase this
intention. Communicating that a North Sea crab is local or animal friendly does not additionally change consumers’ perceptions. Additionally, the pilot study
suggests that communicating harvest location together with sustainability also does not have an added value. Even though labels can make consumers feel
more informed, North Sea crab harvested in an offshore wind farm is an unfamiliar product for consumers and this could explain why labelling did not influence
the intention to order the North Sea crab from a menu. In such cases giving background information, especially information on animal welfare, can increase the
intention to order North Sea crab in a restaurant. Giving consumers background information regarding offshore wind farm harvesting, results in consumers
feeling more informed and perceiving the North Sea crab as more environmentally friendly, more animal friendly, more local, more familiar and it gives
consumers a better feeling. Adding information on animal friendliness increases perception of environmentally friendliness, animal friendliness even more and
gives consumers a better feeling. These perceptions seem to translate into intentions, as adding background information regarding offshore wind farm
harvesting (with or without additional animal welfare information) significantly increases the intention to order North Sea crab from a menu. Additionally, our
pilot study found indications that communicating social information regarding others’ perceptions on North Sea crab harvested in an offshore wind farm has no
added benefit.
Which psychological processes should be considered?
The results show that both cognitive (attitudes, social norms) and affective factors (emotions and ambivalence) play a role in the acceptance of North Sea crab
that is harvested in an offshore wind farm. This is in line with previous research which says that cognitive and affective processes explain behaviour better
together (Wood and Moreau, 2006). Participants who received neutral or animal welfare background information experienced a more positive attitude towards
North Sea crab, perceived a higher social norm regarding others ordering the North Sea crab and had more positive emotions regarding the North Sea crab and
therefore had a higher intention to order the North Sea crab. Moreover, when participants received animal welfare background information, their ambivalent
feelings towards the North Sea crab decreased, which in turn led to a higher intention.
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Conclusion and discussion
Which target groups should be considered?
Regarding the communication strategy, it seems like a one-size-fits-all approach is best. Background information on harvesting North Sea crab in offshore wind
farms is effective in increasing intentions to order North Sea crab for everyone. Labelling or background information was not more or less effective in
influencing intentions for different groups of people regarding the factors measured in this study: food technology neophobia, innovativeness regarding new
food products, Dutch nationality and personal norm regarding the environment.*
People from generation X (ages 49 to 63) have a lower intention to order North Sea crab from the menu than millennials (ages 18 to 33) and pragmatists (ages
34 to 48). Moreover, it seems that people with a higher income also have a higher intention to order the North Sea crab in a restaurant. This indicates that
generation X and people with lower incomes need the most persuasion to be open for North Sea crab harvested in offshore wind farms.
Future research
Overall, on average the intention to buy the North Sea crab from the menu is on the low side. Thus, more studies could investigate how this new product can
best be communicated to consumers. Our study shows that next to cognitive factors, also affective factors play a role in the acceptance of North Sea crab
harvested in offshore wind farms. Animal welfare and familiarity are important factors that can be targeted with future interventions. Providing background
information is important when it comes to introducing new products (Smith, Hogg, Martin, and Terry, 2007). Future research could investigate what other
communication strategies can be effective next to background information. For instance, introducing products to consumers by going around the country with
food trucks and tastings (Hartmann and Siegrist, 2016).
The intention to order North Sea crab seems lowest for generation X (ages 49 to 63) and people with lower incomes. Thus future studies could focus on these
target groups, as they seem to need the most persuasion to be open towards North Sea crab harvested in offshore wind farms.

*In the pilot study, we did find some indications that people who are not open to new food technologies (FTNS) seem less open to a
product from a wind farm, seem to prefer a familiar product (Dutch) and seem to have more need for background information.
Moreover, people who find the environment important seemed more open towards a product from a wind farm and also have more
need for background information. However, this was not supported in the main study.
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Demographics (N = 1,500)
Age distribution

Education level
50%
40%
30%
20%
10%
0%

30%
20%

28%

26%

10%

21%

15%

11%

0%
18 - 29

30 - 39

40 - 49

50 - 59

45%
18%

60+

Low

Reported consumption

Medium

High

Monthly net income of household
40%

100%
80%

62%

60%
40%
20%

37%

34%

25%
0%

30%

62%

55%
27%

36%

8%

0%

35%

33%

20%

36% 33%
6%

8%

3%

2%

2%

1%

0%

0%

10%

19%

3%

11%

0%

0%

Nooit

Jaarlijks
Fish

Maandelijks
Shellfish

Crab

Wekelijks

Less than
€1.500

Dagelijks

€1.500 - €
3.000

€ 3.000 - €
7.500

More than €
7.500

Don't know /
Rather not say

Lobster

Restaurant visits
60%
40%
20%

48%
3%

6%

Never

Once a year

25%

12%

4%

1%

0%

Once a month

A couple of times a
month

Once a week

A couple of times a week

Every day

0%
A couple of times a year

28

Psychological factors (N = 1,500)
▪
▪

Participants find safety, affordability, sensory aspects and health the most important factors when buying food.
Weight control, the environment and fair trade are rated less important.
When buying food, I find the following important:

7,00
6,00
5,00

5,94

5,83

5,82

5,81

4,00

5,51

5,35

5,12

5,08

5,06

4,99

4,98

4,89

Gives a good
feeling

Natural

Ease

Animal welfare

Familiar

Weight control

Environmentally
friendly

Fair trade

3,00
2,00
1,00
Safe

▪
▪

Affordable

Sensorically
attractive

Health

On average, participants have a relatively high food technology neophobia, but also claim to be relatively innovative when it comes to trying new food products.
On average, participants have a quite strong feeling of a Dutch nationality and also feel that it is important to protect the environment.

6,00
5,00
4,00

4,62

4,75

Food technology neophobia

Innovativeness regarding food product

5,19

5,46

3,00
2,00
1,00
Feeling of Dutch nationality

Personal environmental norm
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Appendix II: pilot study
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Demographics
▪

N = 357

▪

Majority is open to try North Sea crab (M=4.29, sd=2)

▪

52.4% female

▪

▪

M age: 49.55 (sd=16.6); 18 – 79

Almost everbody goes out to dinner sometimes
● Most a couple of times a year (44%)
● Also a lot once a month (28%)

▪

1/3 is highly educated and 20% is low educated

▪

Few say to go to a fancy restaurant ‘often’ (M=2.75; sd=1.6)
● 30% never does

▪

Eat fish at least monthly
● 61.3% eat fish weekly
● 63.3% has never eaten North Sea crab
● 55.2% has never eaten lobster

31

Preferences North Sea crab
I would like to try the North Sea crab as…*

Snack

Main meal

Savoury dish

Sweet dish

The harvest of the North Sea crab in offshore wind farms is...

Safe

4,71

Sustainable

4,71

Natural

4,71

Environmentally friendly

4,66

Fair

Processed

Unprocessed

Invisible

Visible
As a whole

In pieces

Fresh

Fried

4,61

Good for nutritional value

4,53

Good for sensoric properties

4,52

Socially accepted

4,52

Healthy for the North Sea crab

4,50

Animal friendly

4,29

Gives a good feeling

4,26

Affordable

4,25

Familiar
1,00

3,51
2,00

3,00

4,00

5,00

*About 20% chooses ‘neither’
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Added value labelling: wind farm, Dutch and sustainable
▪

Wind farm is seen as less healthy and less familiar than control (C vs W)

● When ‘Dutch’ or ‘sustainable’ is added, wind farm is not seen as less healthy anymore (C vs. D&W/S&W)

● When ‘Dutch’ is added, wind farm is not seen as less familiar anymore compared to control (C vs. D&W)
● When ‘Dutch’ is added, the North Sea crab is seen as more local (C vs D&W)

▪

When ‘Dutch’ is added to wind farm, the North Sea crab is marginally seen as safer (W vs. D&W)

▪

No added benefit of adding sustainable to wind farm (W vs. S&W)

Control (C)

Wind farm (W)

HOOFDGERECHTEN

HOOFDGERECHTEN

Noordzeekrab | Saus | Bijgerecht
€23.50

Noordzeekrab geoogst in een windmolenpark | Saus | Bijgerecht
€23.50

Dutch & Wind farm (D&W)

Sustainable & Wind farm (S&W)

HOOFDGERECHTEN

HOOFDGERECHTEN

Hollandse Noordzeekrab geoogst in een windmolenpark| Saus | Bijgerecht
€23.50

Duurzame Noordzeekrab geoogst in een windmolenpark| Saus | Bijgerecht
€23.50
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Type of participants and their opinion of the menu labels
Findings regarding certain types of participants*

Participants’ remarks regarding the menu labels

▪

▪

I don’t like North Sea crab (26x)

▪

I have never eaten North Sea crab (15x)

▪

North Sea crab is expensive (8x)

▪

I need animal welfare information (7x)

▪

I need an explanation of a wind farm (6x)

▪

▪

The intention to buy the North Sea crab in general seems
higher when:
● People score high on nationalism
● People are innovative
The intention to buy North Sea crab with a wind farm label
seems to be higher when people find the environment
important
People with high food technology neophobia, seem to have a
lower intention to buy the North Sea crab with a wind farm
label, but a higher intention to buy the crab with a Dutch
label

*These conclusions are based on average scores and are not statistically significant.
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Added value background information
Perception background information*

Findings regarding certain types of participants*

▪

Animal welfare information seems to be found more interesting,
informative and emotional, but also more directive, compared to
neutral information.

▪

Background information seems to be especially effective for people who
have a high food technology neophobia and people who find the
environment important

▪

Social information, adding the sentence ‘(...) 75% of the Dutch
consumers are positive about (...) North Sea crab (...)’, seems to be
seen as more informative compared to neutral information.

▪

A higher score on nationalism and innovativeness seems to lead to higher
intentions, regardless of getting information or not.

▪

Animal welfare information seems to be found more emotional
compared to social information

▪

When animal welfare information is given, people seem more positive
about the animal welfare of the North Sea crab from a wind farm and
the ambivalence seems lower

▪

Social norm information does not seem to have an effect on
experienced social norm or whether the North Sea crab is socially
accepted

*These conclusions are based on average scores and are not statistically significant.
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Participants’ remarks regarding the background information
Neutral information

▪

I need more information (3x)

● About for example overfishing; consequences of windmills on health/living environment of the crab; influence of wind farms on the harvest of the
North Sea crab
Social information

▪

I need more information (3x)

● About for example advantages of windmill farms compared to usual harvest locations; how big is the population and what is the effect of taking
them out of the water, is it only for profit or will something be given back to nature

▪

I worry about animal welfare (1x)

▪
▪

Because of this information I won’t eat crabs anymore (1x)

● “You have to take them out of the water first (stress) to see if they are big enough, that I don’t like.”
Skepticism (1x)

● How did that research go? Nobody asked me anything.
Animal welfare information

▪

No need for more information expressed
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Main conclusions and adaptations main study
Main conclusions

Adaptations main study

▪

▪

Shorten the Food Technology Neophobia scale (FTNS)

▪

Change manipulations

▪
▪

▪

Labelling the North Sea crab regarding the harvest in a wind farm
does not seem sufficient. Something else needs to be done, for
instance giving extra background information.

● Menu-labelling: Change ‘sustainable’ into ‘animal welfare’

Familiarity with wind farms and emotions regarding animal welfare
seem important factors for this topic
Communicating ‘sustainable’ next to wind farm in a label does not
seem to add anything for the consumer (maybe the word ‘sustainable’
is too vague)
Communicating ‘Dutch’ next to wind farm in a label seems to increase
familiarity with the North Sea crab

▪

Background information with a social norm does not seem to have
any effect

▪

People who are not open to new food technologies (FTNS) seem less
open to a product from a wind farm, seem to prefer a familiar product
(Dutch) and seem to have more need for background information

▪

People who find the environment important seem to be more open for
a product from a wind farm and also have more need for background
information

● Background information: leave out social norm information

▪

Add questions

● Positive and negative emotions as a possible explanatory factor

▪

Remove questions

● Social comparison
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