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	The study analyses the impact of product information on consumers’ evaluation of commercial and experimental salmon balls. Experimental products were developed and further evaluated by a trained sensory panel. In the next step, the impact of product information on consumers’ evaluation of one commercial and two experimental salmon balls was studied in CLT sessions (n=52). Appearance, texture, taste, saltiness and overall quality of the salmon balls, and willingness to buy and willingness to try were studied. Subjects evaluated products blind and with product information. The products and written information given to subjects was following:
1) Commercial salmon ball: “This product is a commercial salmon ball which is available in stores.”

2) Salmon ball with 50 % reduced salt: “The product is similar than commercial salmon ball, but it has 50% less salt.”

3) Seaweed salmon ball: “a) Salt content of this product is reduced 50% by replacing it with Atlantic seaweed. b) Seaweed contains minerals such as iodine. c) Seaweed improves the shelf life of a product. d) Seaweed enhances the flavour of the product.”

The product information elevated consumers’ evaluations of the experimental products. In terms of seaweed salmon balls, the evaluations of taste (p=.043), saltiness (p=.040) and overall quality (p=.017) enhanced significantly, and also willingness to buy was elevated with weak significance (p=.06). In terms of salmon balls with 50 % reduced salt, consumers’ evaluation of taste (p=.008) and willingness to buy (p=.023) improved significantly, and willingness to try showed similar tendency (p=.062). However, the case was different with commercial salmon balls as only willingness to buy (p=.042) was improved with information. 
The results emphasise the importance of understanding the interaction between information stimuli and consumer behaviour in product development and launch.




