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Seaweed Consumer )
Preferences in the U.S.

The Maine Aquaculture Association conducted a This study shows that U.S. consumer willingness to

nationally representative survey of 2,035 U.S. buy products containing seaweed is driven primarily

consumers to identify key factors that influence by liking the base product in which seaweed is

seaweed consumption. included, followed by convenience and health
benefits.

KEY CONSUMER
TENDENCIES

FAMILIARITY

Already-liked products (e.g. chips)
with seaweed added score
e

Ready-to-eat or snack
options are the favored

product form.

HEALTH BENEFITS
Notable, but rank in importance
behind liking the base product a
products that are ready-to-ea

TARGET MARKET

Consumers under 45 indicate
a notably higher likelihood to
purchase seaweed products.

BARRIERS

umers are interested
in trying seaweed products,
but may require a sample
before making a purchase.

RECOMMENDATIONS
FOR SEAWEED PRODUCT
DEVELOPERS

Focus on familiar, already liked,

ready-to-eat products. Target
younger consumers, and offer
samples when possible to
maximize market impact.

For more details, contact: . |

Christian Brayden, Maine
Aquaculture Association
Email: christian@maineaqua.org




Who wants to buy seaweed and why?

DEMOGRAPHICS Q O O Male respondents
65 to 99 1
Respondents aged 18-34 T L. indicate a stronger
have the highest seaweed q, 55to64 ﬁ likelihood to
consumption levels and § i5tosa - purchase seaweed.
the strongest purchase > e kel iz 477
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consumptions levels and Male Female
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TOP MOTIVATIONS LABELING PREFERENCES
Consumers are most drawn to seaweed when it is added to a base Products with labels indicating they are ready-to-eat, organic, and
product that they already like (e.g. chips), followed by health benefits, sustainably sourced are more appealing to consumers.

and then liking seaweed.

Ilike the base product [N 5.543

Health benefitis [N 3.922 7o D o:o:-i
1like seaweed NI 2.695 sso ([IEGEGEGED sust-inable
Culinary diversity 2,108 552 _ Grown by family farmers

Umami flavor [N 1784

Novel and/or trendy [N 1614

Elggéigigggﬁfg} I 1507 294 - Profile of farmer or Grown in Alaska
Artisanal [N 1510 | E{;‘"::me A seaweed 258 - Regenerative, Traceable, or Grown in Maine
Dietary [ 1142 W Previousl
consumed seaeed 193 D Mission-driven company
Numbers correspond to all respondent selections M Number of respondent selections
PRODUCT FORM PREFERENCES PREFERRED PRODUCT FORMS BY AGE
Ready-to-eat and snackable options are the most popular Survey respondents prefer seaweed when it is incorporated
among survey respondents. into familiar, liked products such as teriyaki sauce, potato chips,
and ready-made soup.
% 967 — Would not Would
purchase purchase
Ready to eat — 793 o @
Snacks Seaweed teriyaki sauce

] Patato chips dusted

’(1 with seaweed
Deli _‘ Ready-made soup with
seaaweed

— Fast casual Seaweed tortilla/wrap

( % ‘_ restaurant
el Seaweed puffs
Frozen _. & Seaweed ranch

dressing

Condiments Seaweed lasagna

@ ._ Age group
_‘ % Seaweed burger - 65 t0 99
Center of plate Seaweed greens : ii :Z 23
protein Dressings powder e toan
Kelp kombucha m 25t034
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