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Changing Consumer’s Behavior in order to Protect the Food Culture of EeIs
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Eels are a special part of Japanese food culture and have been loved by people for many years. However, eels are in danger | ' ‘i
of extinction and they will become extinct if we keep eating at this pace. Recently, a lot of eels are sold, consumed, and wasted, so consumers have

to change their awareness of eel consumption to keep eels as an important part of our culture. The purpose of this project is to find measures to

Improve consumer’s awareness in various ways.
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*CU rrent situation / } SENDING OUT QUESTIONNAIRES

Purpose: To know consumer’s awareness about consumption of
eels. (Period: One week, Respondents: 609)

GROSS DOMESTIC PRODUCT OF
EELS Other Countries 388t -

M Farmed Natural

Result & consideration

CHINA 29,774t *Over 90% like eels! [1 Eels are loved by many
- people and are an important
g Domestic production 20,993t art Of fOOd Culture
Total 20,993t (2017) (GTAIWAN 2131t e . . P . :
(BAEMALHREEEER, 2017) o (BABEARLGRESEAS, 2017) - Eatmg eels in summer ] Consumptmn of eels are
I . . (o) .
gggtf“ of glass eelsinlapan . marine environment —>59% ; concentrated in summer.
t - . . a1 . .
200- - deterioration of habitat & Only summer There is a high demand
128 -indiscriminate hunting i because of campaign effects.
50- *Over 75% know about the [d Though many people know
ngg'lso?o %0 sozco0oy Glass eel catch is decreasing! poor catch of glass eels & eels this, they continue mass
are an endangered species. consumption.

Listed on the red list of endangered species (2014)
Y Suggestion

[d Consumers have to change their awareness to
protect food culture of eels.

However...
We continue mass consumption & distribution

“The Midsummer Day of The OX” (tEHoE®A)

| | 1. Savor the taste of eels and eat all
The ratio of eel consumption by season < choul h . h h
CPRING CUMMER ALl WINTER 2. Eels should be eaten throughout the year to scatter the
30~40% demand and make efforts to reduce the number of eels eaten.

(The rate of eel consumption on
The Midsummer Day of The OX.)

based on these considerations, ree measures were conauctead.

Y« Measures
*Submitted an article about the situation of eels to

R Price goes up BConsumers = Eels are

Bce)g?.ucsaetcc;f can’t buy eft over “The Asahi Shimbun,” which was published on
December 8.

2.7t Why? Circulation: 600,000

>Food waste *Passing the best before date. -Sent the information of eels to many people by SNS.

(supermarket 5/16 companies in 2017) * Broken package.

*Researchers say ... Possible Released the results and analysis of questionnaires &

*Newspapers and TV ... Limited information proposal. 329 access.(12/12)
—>Consumers keep eating without considering this problem.

Distributed the teaching aid and gave lessons to

Y Importance children.

[0 We continue to eat eels which are an endangered species. Ql.Wertehyou interestec{hin eels before?
. 0) . o)
[d Although the catch of glass eels is decreasing, we throw away - YES 5™ grade: 94% 6™ grade: 98%
a lot of eels. Q2.Do you understand the relationship between eeIs

O If we keep eating at this pace, we cannot keep the food and people?
culture of eels. -YES 5t grade: 85% 6t grade: 88% &

- ,f.'

*Next action Marketing & Education \
[J Explore how to spread information to more people.

Y¢Research Question

What IS an effect|\[e Way to pereCt [ Ask distribution companies about their efforts of selling eels and
. o suggest the effort of scattering the demands.

the fOOd CUItU re Of EEIS In Japan : [ Bring the teaching aid to the textbook company.
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