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MSC AT A GLANCE
Globally-recognized seafood 

certification and labeling program 

for wild caught fish and seafood.

Our mission is to use our ecolabel and fishery 

certification program to recognize and reward 

sustainable fishing practices, influencing the 

choices people make when buying seafood and 

working with our partners to transform the 

seafood market to a sustainable basis.



THE SUSTAINABLE 
SEAFOOD SHOPPER
Sources: 2025 Audience Insights, Qualitative Research and 2024 MRI-

Simmons Fall Doublebase USA

VALUES VS. 
PRAGMATISM 
Wants to choose 

sustainable, healthy 

options, but often 

defaults to what’s faster 

or cheaper

SKEPTICAL & 
OVERLOADED
Wary of greenwashing, 

doesn’t trust companies 

to do what they say, and 

is susceptible to 

information overload. 

ALWAYS 
IMPROVING
Wants to be a little 

healthier, more 

environmentally 

conscious, little by little. 

USES 
SHORTCUTS
Third-party sources, own 

research, and peers to 

help validate purchasing 

decisions. 



THEY LOOK FOR SHORTCUTS THAT SIGNAL

QUALITY TASTE HEALTH PRICE 



BUT SEAFOOD PLAYS BY ITS OWN RULES...
BRANDS ARE VARIABLE
“I guess when it comes to seafood, like salmon or 

shrimp, I’m not really paying attention to brand”

FAMILIAR CLAIMS DON’T APPLY
Non-GMO, pasture-raised, grass-fed feel 

inapplicable

LOW PRICES CAN ACTIVATE “SEAFOOD ICK”
“I don’t care how much I have to pay for it. Get the 

better quality”



SEAFOOD MIGHT BE SUFFERING FROM A 
SHORTCUT VACUUM.
Brand doesn’t guide them, they’re skeptical of 

company claims, and price misleads.... so, 

what’s left? 





67% AGREE THAT WE SHOULD ONLY EAT SEAFOOD FROM 
SUSTAINABLE SOURCES*

*2026 GlobeScan Consumer Perceptions Survey; Seafood Consumers (US), 

n=2,500



52% DO NOT BELIEVE MOST ENVIRONMENTAL “GREEN” 
CLAIMS MADE ABOUT THE PRODUCTS THEY BUY*

*2026 GlobeScan Consumer Perceptions Survey; Seafood Consumers (US), 

n=2,500



GROWING ROLE OF 
ECOLABELS
SOURCE: 2026 GlobeScan Consumer Perceptions Survey; Seafood 

Consumers (US), n=2,500

60% AGREE 
Ecolabels increase trust 

in the brands that carries 

them

41% BUY
Ecolabeled seafood 

(often or occassionally) 

40% NOTICE
Ecolabeled products 

when shopping

72% DEMAND
Independent verification 

of environmental claims



Sustainability isn’t the only place this could apply. 

Seafood eaters are ready to choose healthier more 

sustainable options

• More research into the verification-trust 

mechanism is needed

• Industry can help adopt credible labels to 

normalize “shortcuts”

• Our role is to make it easier for them to find and 

identify it. 

DEMAND FOR CREDIBLE INDEPENDENT LABELING IS 
GROWING



STAY UP TO 

DATE ON OUR 

RESEARCH

10 YEARS OF 

CONSUMER 

SURVEYS

THANK YOU FOR 
YOUR TIME!
CAMILA FLANAGAN, 
MARKETING MANAGER
CAMILA.FLANAGAN@MSC.ORG 
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