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EAFE 074- Market survey on the willingness of consumers to choose 
certified molluscs: overview on fasolari shellfish 

(Callista chione)



The « fasolari » fishery is based on the 
catch of a sedentary species, a bivalve, the 

smooth clams   (Callista chione). 

The production

The area of production is in the two 
Italian regions of Friuli Venezia Giulia and 

Veneto.
The Consortia are three: Chioggia, 

Venice and Monfalcone
Consortia work in a coordinated manner 
by adhering to the same PO, named OP “I 

Fasolari”



Numbers of the FISHERY

The Italian fishing of  “fasolari” takes place  exclusively in the Northern Adriatic waters: main ports  are 
Chioggia, Venice and Monfalcone

Of  the 1,160 tonnes of  “fasolari” landed in Italy in 2015,  98.5 % have been landed by the 82 vessels 
adhering to the Producers Organisation of  the Fasolari Fisheries in the Northern Adriatic,  representing 
100% of  companies fishing smooth clams in the North Adriatic 

The main gear used by vessels (average LOA 12-18 metres)  is hydraulic dredge, time by time hoisted on 
board,  in  order to transfer the clams caught in a specific hopper and from here convey them on a series 
of  belts where clams are selected, by hand, by operators in order to put them in bags for the markets. 

“Fasolari” are packed on board with a standard
packaging reporting the POs logo, the fishing area and
the number of the vessel delivering the sac (for
traceability and for control, no. vessels is limited).
Price ex vessel is (Source NISEA, 2016) around 4.5€/kg.
Landings are fine-tuned according to the daily market
request and the production is centrally managed as far
as the distribution on different channels and outlets.
Market price is 8-14 €/kg



Different Role of Consortia and POs 
and synergies

Consortia: responsible of management, according to “Territorial User- Rights in 
Fisheries, TURFs.”

POs: help the Consortia to match supply with market demands and support 
them in creating added value

The strength of POs I FASOLARI:
Is an example of interregional and inter-compartmental 
management of resources
Is capable of supporting and co-ordinating producers with regard to
product marketing issues
Is able to control the product offer, according to market demands, 
with the aim of creating value added along the value chain
Is a sales and marketing platform, to which 100% of fishermen give 
the product fished



Production destination and sales markets
The overall amount of production - domestic 
production via POs platform plus imports – is 

destined for a minimum share to local 
consumption (around 5%), for another small 

share (5%) to exports (mainly to France) while 
the great bulk (90%) is destined to the Southern 

Italian regions, mainly Campania and Puglia

POs I Fasolari is 
devoting some effort 

in promoting the 
consumption in the 

Northern Adriatic 
regions and, in 

general, for 
increasing the 
consumers’ 

appreciation of the 
product



Market survey

The aim: According to the forecast analysis, the volume of Fasolari that the POs can market 
is more than twice as much as today Consortia produce. 

The inefficiency is generated by a lack of market penetration and a knowledge of the 
product .

The POs chose to investigate the weaknesses that cause commercial inefficiency.

Know the market through the consumers of fasolari and listen to the consumers of the three 
main Italian regions where about 90% of consumption is concentrated:
Veneto (5%)
Campania (43%)
Puglia (40%)

Between June - August 2016, was realized a consumer' survey, for better knowledge of the 
perceptions that they have related to certification scheme for fishery products, in general, 
and in particular the level of knowledge on bivalve certification scheme.
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II) Age
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M F

55%
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III) Geographic area
Italy N-E Italy North-West

Italy Center Italy South and islands

The sample (250 questionnaire) responded to 28 
questions, mostly "closed questions."
•More than 92% of the sample said they consume at 
least one meal at home. 
•In Campania, 100% of the sample has declared that 
they usually consume fish.
•Bivalve consumption declined significantly in Veneto, 
where only 50% declare to consume them at least once 
a week.
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fish crustaceans molluscs bivalves indifferent

What do you consume/prefer?

fish crustaceans molluscs bivalves indifferent

Source: NISEA elaborations on sampling data collected June-August2016
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How many times a week do you 
eat fish? 1 2-3 >+3
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How many times a week do you eat 
bivalve molluscs ?

30% said they did not consume bivalves because:
•They do not appreciate the taste (24%)
•They are not sure they have been kept well after
being caught (24%)
The most important indication for the POs is to
better communicate the traceability and hygiene
and sanitary safety of the fasolari.

mussel; 32%

clam; 34%

fasolari; 10%

Speaking of bivalve molluscs, it can indicate the first 
three species that come to mind?

It was asked whether Fasolari prefer to buy them as the only species or not. More than 80% of 
the sample who buys molluscs prefer to consume the fasolari combined with other species, 

mainly clams and mussels



Information about seasonal preference , packaging and 
market of supply

The molluscs are purchased interchangeably throughout 
the course of the year and especially fresh, or in bulk (50%) 
or in pre-weighted bag (44%).

At regional level, this second option is chosen mainly in 
Veneto (57%), while nearly 80% of the sample interviewed 
in Puglia and 60% in Campania prefer to buy them bulk. 

Only a few prefer to buy them packaged in jars or frozen, 
with a similar percentage in all regions (6%).

50%
44%

6%

Fresh bulk, because I
choose the quantities I
need

Fresh, pre-weighted
bag

Pre-packaged,
processed and / or
frozen

For molluscs it is interesting the consumer's 
tendency to choose the traditional fishmonger 
as a source of supply rather than distribution 
channels such as supermarkets. The reason is 
that the traditional shop gives greater security 
of freshness and of origin

23%

48%

15%

14%

Directly from the fisherman to the landing port

Traditional fishmonger, I trust and I believe that the product is fresh and
controlled

Fish counter in supermarkets, where I find labeled and guaranteed product



Questions about perception of certificated seafood product

YES
85%

NO
15%

Would you be willing to consume Fasolari if you are
sure that they come from a production that respects
all environmental, hygienic, and sustainable
standards?

51%

24%

10%

15%

Where would you buy with more confidence the 
fasolari covered by a sustainable fishing 

certification?

Traditional shop / traditional fishmonger

Distribution / modern supermarkets

Shops specializing in organic / certified products etc

Indifferent, the important thing is that the product carries the label on the label
and the certification features



YES
44%

NO
56%

Do you remember if you have 
ever purchased certified fish?

YES
44%

NO
56%

Do you know that there are 
environmental sustainability 

certifications for bivalve molluscs?

YES
39%

NO
61%

Do you remember if you have ever 
purchased certified molluscs ?

Knowledge about certified seafood
products

There is a significant sensitivity to the 
environmental aspect and the characteristic of 
certification for young people and adults up to 50 
years. Gender is not a discriminating factor. 

The main threat to POs is to invest many resources to 
conserve fish stocks, to ensure environmental 
sustainability, to track the product to ensure high levels 
of health, freshness and hygiene, but this does not 
come to the consumer.
On the side of the POs, the weakness is that it deals 
directly with wholesale sales of all production but does 
not follow marketing activities along the value chain, up 
to the consumer
On the market side it is difficult to inform consumers, as 
more than 90% of them buy bulk and traditional shops.



Willingness to pay for certified bivalve molluscs

59%

37%

4%

If you would be willing to pay

8-10 €/kg

10-14 €/kg

>14€/kg

The average consumer price is (2016) 8-9.5 € / 
kg.
The willingness to pay more if the Fasolari will 
be certified is very high (around 42%), especially 
in Campania, where the product is primarily 
consumed uncooked. 

In Veneto, only 27% of respondents would pay a 
price higher than 10 and less than 14 €/kg, 
although a 7% said they were willing to spend 
more than 14 €/kg.

A certified fish 
product

94%

Fish product 
without 

certification 
0%

Indifferent
6%

You, with a slightly higher price, would buy more 
pleasure / safety:

In general more than 90% of the sample stated that 
although at slightly higher prices (10-15% more) they are 
willing to buy bivalve molluscs. The tendency is to be 
sure of origin and quality, because molluscs often cause 
contamination dangerous to human health.



Yes
25%

NO
30%

I don't know 
23%

I do not remember 
seeing information 
that could help you 
choose to consume 

more fish 
produced in Italy

22%

Do you think media (printing, web, television, social 
networking, etc.) provide adequate space for information 

on the health of fish caught in Italy?

Which is of 
local origin

49%

That it is 
produced in 

Italy
37%

That it is 
produced in 

mediterranean 
Region

6%

I do not look at 
the area of 
origin and 

production, I 
do not care

8%

When buying a fish product, what makes you 
more important

Opportunity  for POs: joint marketing actions to 
improve the communication and to qualified their 

production by certification scheme
The opportunity for POs is to better 
communicate product features and to 
study innovative packaging.
In the area of production, the weakness is 
the poor propensity to eat at home the 
Fasolari. This tendency is caused by the 
inability to cook them



SWOT Analysis



Thanks for your attention!

Maria Cozzolino cozzolino@nisea.eu


