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Abstract

The purpose of this paper is to investigate whether Corporate Social Responsibility
("CSR") labels related to fishery are known and recognised or not by culturally qualified
consumers and consequently chosen towards sustainable consumption. To this purpose
university students have been chosen for the current research.

A questionnaire was designed to investigate university students concern for CSR labels
related to the fishery sector.

The findings may help fishery stakeholders to improve CSR label among young consumers
developing more effective marketing and policy strategies as - even if the pro-capita fishery
consumption has increased over the last decades - the recommended fish intake is not widely
achieved.

This research fills a gap in literature: to the Authors’ knowledge this is the first paper presenting
the results of a survey which has investigated university students concerns related to the fishery
label.

1. Introduction

Sustainability and ethic consumption are of increasing firm and consumer importance.

Firms are more and more asked from stakeholders to incorporate the triple-bottom line of social,
environmental and economic responsibility considerations into operations and supply chain
management strategies (Tate et al., 2010) even because they recognize how greater cleaner
production can statistically improve also firm performance (Porter and Van Der Linde, 1995;
Galbreath and Shum, 2012).

The worldwide consumption of fishery and aquaculture (“F&A”) products has greatly increased
during the last years mainly for the healthy contribution of these products to human diet
(Verbeke et al., 2007) because they have a low-fat content and provide high quality proteins as
well as many micro-nutrients such as vitamins and minerals (Nesheim and Yaktine, 2007).
Eating fish depends also on the country, on socio-demographic characteristics, regional factors,
cultural traditions (which have been changing overtime, Almeida et al., 2014), marketing,
communication and information provisioning (Jacobs et al., 2018).

In the past, consumers were incapable to make conscious choices related to F&A products as it
was quite difficult to recognize whence the fish originated, how it was caught (Jaffry et al.,
2004) or the production methods.

Food business operators provide food information on a compulsory and on a voluntary basis.
During the last period, many voluntary sustainability schemes have been created for food and
non-food products not only in the EU but also all over the world: according to the cataloguer
Ecolabelindex (2019), actually, there are 463 ecolabels schemes in 199 countries, divided in 25
industry sectors.

CSR labels convey to consumer information about environmental attributes of goods,
influencing consumer-purchasing decision towards sustainable products.



This article fills a gap in the literature because, to the Authors knowledge, this is the first article
that investigates on university student’s perception for fishery bearing CSR labelling.

The rest of the paper is organized into 5 sections. Section 2 presents a brief theoretical
framework; Section 3 shows the research methodology; Section 4 offers the findings and in
Section 5, the final conclusions, implications and limitations of the work are summarised.

2. Literature review

CSR labels certify that a product «has a sustainable social or environmental commitment,
having achieved, or being on the way to achieving, a better level of environmental or social
performance than non-labelled products» furthermore «CSR labels turn credence attributes
(that cannot be evaluated before, during or after consumption) into search ones (that can be
assessed prior to purchasing)» (Carrero and Valor, 2012).

A primary objective of most of CSR fishery labels is to «provide a market-based incentive for
more environmentally sustainable seafood production» (Hallstein and Villas-Boas, 2013).
Successful CSR labels may require that consumer pay a premium price in order to contribute
to the sustainability of the fishery management (Smith et al., 2010).

Consumers may be concerned about sustainability characteristics of products. Many papers
argue that this general point of view is not supported by an actual behavior when consumers
have to spend more money for buying them (Vermeir and Verbeke, 2006; Grunert et al., 2014).
Others, on the contrary, evidence that some consumers are WTP some more money for products
bearing QMs (D’Souza et al., 2007; Kotler, 2011; Tully et al., 2014). The European
Commission (2013) in a recent survey has found that this happens when EU citizens (70%) are
confident that the products are environmentally-friendly.

Young people are more and more asking for additional food quality and food safety and pay a
lot of attention to sustainable food. To the Author’s knowledge, papers about the sustainability
consciousness of young people are a few (e.g., Vermeir and Verbeke, 2008; Li et al., 2015;
Savelli et al., 2017; Bollani et al., 2017; Bollani et al., 2018) and none of them has focused only
on CSR fishery labels.

Therefore, the aim of this empirical study is to investigate the capability of University students
— attending, among others, also commodity science, social science and economics classes - to
be informed on CRS fishery labels and consequently choose towards some direction of
consumption, including sustainable consumption.

3. Methods

Higher educated students have been chosen for at least two reasons: 1) they are individuals with
specific characteristics (mainly young age and at least high school diploma); and 2) we consider
that they may have some knowledge on the concept of sustainability that, for the aim of this
study, is crucial: without it, responses on many questions regarding e.g. aspects like attitude
and behavioral intention towards products bearing QMs would have been almost hypothetical.
As University students interviewed were enrolled at the School of Management and Economics,
the multidisciplinary objective is met as they were attending, among others, also commodity
science, social science and economics classes.

Y oung students will be the consumers of the future.

With the purpose to achieve the object of this study, we aim at answering the following research
question:

Q1) Are young people conscious of the meaning of voluntary certification schemes related to
fishery?

In order to answer this question, an anonymous survey was created.

A quite extensive questionnaire was designed benefiting from an in-depth literature review on
CSR labels and QMs. It was developed following the consideration that final consumers should
be enabled to make informed choices and to enjoy safe use of food, as well thanks to QMs
relating to health and nutrition information, economic, environmental, ethical and social



considerations, and also regarding other sustainability aspects such as organic production,
geographic indication and country of origin. Sample questionnaires from previous similar
studies were as well been considered as inspiration (D’Souza et al., 2006; Grunert et al. 2014;
Sidali et al. 2016; Hoek et al., 2017; Cerri et al. 2018).

A piloting version of the questionnaire was tested beforehand on about 20 University students
of the University of Torino, in order to detect any mistakes and to assess any structural
weaknesses of the questionnaire (Clonan et al., 2010; Vecchio and Annunziata, 2013).
Following a few adjustments, a final version fit to be administered through “Computer-assisted
personal interviewing” (CAPI) was defined. An interviewer was always present to serve as a
host and to guide the respondent.

Both fish and non-fish consumers were included. Trained interviewers and active monitoring
of questionnaire quality was acted for reducing the potential for dud questionnaires.

The questionnaire was administered during the Academic Year 2017/18 at the Torino campus
of the School of Management and Economics (University of Torino).

The questionnaire focused on CRS QMs related to fishery: Dolphin Safe; Friends of the see and
Marine Stewardship Council. These QMs have been selected from the cataloguer Ecolabelindex
(2019). The search has focused on the category “fish/fisheries” and we have investigated only
QMs available in the Italian Market.

The three sustainability labels were tested for familiarity (“Have you ever seen these QMs?”
and ‘“How much do you know about these QMs?”’) and understanding (“What do you think this
QM means?’’): familiarity was verified by asking the respondents to rate on a 7-point Likert
scale (Likert, 1932) with endpoints 1="“Never’’ and 7="“Always’’, while understanding was
tested by providing a list of potential answers of which only one answer was true. In
constructing the wrong alternatives for these statements, it was attempted to formulate items
that were objectively wrong or not so close to the true answer that respondents would be
confused. The aim was that the level of difficulty of the test was similar across the three labels.
We are aware that it may be some uncertainty into the comparability of the levels of
understanding for all the labels.

All analysis was performed using the statistical R environment (version 3.5.3).

4. Findings

In this section, the main results are going to be presented. They are referred to 411 subjects —
59.37% male and 40.63 female, respectively. Regarding age’s respondents, the majority
belongs to Z generation (18-20 year-old: 65.69%), to Millennials (21-23 year-old: 28.95%) and
— to a minor extent - to X generation (>23 year-old: 5.35%).

The collected data were also explored with multivariate statistical techniques in order to get an
integrated vision of relationships among the variables.

Given that some environmental and economic variables were asked in a seven-point Likert
scale, a Principal Component Analysis (“PCA”) was performed to summarize them. This
technique reduces most of the information contained in the original variables (which were
standardized to account for differences in size) to a limited number of new ones, called
dimensions or factors. The dimensions were calculated as linear combinations of the original
variables, using normalized weights, to preserve the maximum of variance among them.
Consequently, the main PCA dimensions were used as input for a Hierarchical Cluster Analysis
(“HCA”), using squared Euclidean distance as a similarity measure and the Ward method to
group sample units by response affinity. In this way, three clusters were obtained: the first one
(24.82% of the sample) considers very important the brand, but it gives low confidence to the
seller. The second one (22%) judges very significant both the confidence given to the seller and
the information acquired through labels; on the other hand, it gives low importance to products’
safety and to ethical and social aspects. Finally, the third one (52,80%) gives average



importance to ethical and social aspects, but low significance to the brand and the information

acquired through labels.
They are also shown in Table 1 (see: Environmental and economical features).

Table 1: Variables and items considered in multivariate analyses

Variables Items Descriptions
Easiness in Easy Easy to find sustainable branded products
finding products | Hard Hard to find sustainable branded products
Cruelty free Anim.welf more Attention to animal welfare
information Anim.welf less Indifference to animal welfare
check —
Label reading Read more High label reading frequency
frequency Read less Low label reading frequency
Sustainable S.fish.Yes Symbol recogn%zed as seen
fishery symbol | S-fish.No Symbol recognized as not seen
S.fish.Idk Symbol not remembered
. S.tuna.Yes Symbol recognized as seen
Sustainable tuna bol od
hunting symbol S.tuna.No Symbol recognized as not seen
S.tuna.ldk Symbol no remembered

Ocean protection
symbol

Sp.ocean.Yes

Symbol recognized as seen

Sp.ocean.N.ocean.

Symbol recognized as not seen

Sp.ocean.Idk Symbol no remembered
Environmental | Val ES High value given to ethics and safety
and economical |Val EB High value given to ethics and brand
features Val TI High value given to trust and information

A Multiple Correspondence Analysis (MCA) is performed in order to consider all the variables
shown in the table. MCA is a technique used to detect and represent underlying structures in a
dataset made up of qualitative variables. R software, FactoMineR (Escofier and Pages, 2005)
and CA (Greenacre, 2007) packages were used for the analyses.

The following graph represents the output of the MCA performed.

Graph 1: Relationships among all the items considered (MCA).
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N.B. Due to the MCA coding scheme, the inertia of the solution space is artificially inflated
and, therefore, the percentage of inertia explained by the first dimension is underestimated.
Therefore, the percentage of explained variance of the first two factors, shown in Figures 1 and
2, has been re-evaluated. The Greenacre method (Greenacre, 2007) obtained 27.64% for the

first dimension and 15,70% for the second one.

As it can be perceived from the MCA above, in the upper part of the map, are represented — far
from the others - those respondents who do not remember to have seen the symbols considered
in the analysis, but also those who do not know the correct meaning associated with the QM.
Concerning respondents’ age, Millennials and Z generation show similar behaviour, while the
small set devoted to X generation seems to be a little more focused on sustainable practices.

5. Conclusion

Based on a university student survey performed in June 2018, this study examines how
university students perceived importance of sustainability and ethical issues related to fishery
and the capability to understand QM related to these products.

Even if, in general, sustainability and environmental issues are considered relevant topics, this
interest is not associated with the capability to recognize the meaning of the QMs.

The above-mentioned CSR labels relay on certification schemes that are processes by which
products (or services) are produced (or provided) according to predetermined standards. One
of the critical aspects of CSR label is that as these QMs are not free from adoption costs, a
limitation of their application is that smaller fisheries often cannot afford the high certification
costs and are thus not able to apply (Hadjimichael and Hegland, 2016) and the lack of
certification may be a barrier to trade in some countries.

A critical aspect of all these three CSR labels is that the standards impose rules mostly related
to the environmental sustainability of production and not to specific social aspects of fish
production.

The findings of this paper may help fishery stakeholder to improve CSR label among young
consumers developing more effective marketing and policy strategies as, even if the per-capita
fishery consumption has increased over the last decades, the recommended fish intake is not
widely achieved (Thilsted et al., 2016).

CSR labels may improve consumers’ sustainability awareness, allowing the purchasers to make
informed choices.
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