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 Criteria analysed for the main labels

 

Summary of the appellations/labels applied to aquatic products 

 Attribute Time-frame Cost 
Level of 

complexity 

Level of 

recognition 

by 

consumers 

Public 

financial 

support 

Communi-

cation plan 

Available 

or not  

to non EU 

products 

Applies to 

Fisheries / 

aquaculture 

Label 1          

Label 2          

Label xx          

Contacts 

If you need more information, or if you wish an interview: 

Pascale Baelde tel: +33 6  2431 9515 

Marie Christine Monfort tel: +33 1 5603 5454 

contact@marketing-seafood.com 
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