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Present research activities and fields of interest

My research is related to consumer science, in particular third-party labelling
and the consumer-decision-making process. In generic commodity advertising,
quality assurance schemes represent a marketing strategy. A product
manufactured according to a food quality assurance scheme is identified by a
label, or mark, which certifies that the approved “input”, or raw material, holds
certain attributes. A product attribute could be described by a concept like,
e.g., environmental, organic, or free-range. Hence, it follows that products are
differentiated by claiming certain values and, accordingly, schemes covering
relevant food supply chains are recognised by the term “value-based
labelling”. The communication of such labelling information to consumers
questions label performance by asking, (how) do consumers value alternative
claims on product and process-based attributes?

Industry reputation of fisheries and aquaculture is another area of my
research. Issues raised by the media are of great interest for different
organisations, authorities and the like. By comparing the fisheries and
aquaculture industries with the agriculture industry, inclusive the fur-farming
industry, we seek to illustrate if media attention towards these primary
industries are related to the conditions in force for the performance of these
industries.
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