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Executive Summary 

The Bristol Bay Regional Seafood Development Association (BBRSDA) is tasked with increasing the value of 

Bristol Bay sockeye and has contracted with McDowell Group, Inc. to produce bi-annual sockeye market 

reports. These reports will provide the BBRSDA Board and members a better understanding of current market 

conditions for sockeye and contextualize these findings against the broader salmon market. Additionally, 

these reports will feature commentary from retailers, restaurateurs and distributors regarding consumer 

demand for Bristol Bay sockeye. Finally, the analysis will provide intelligence on which markets buy Bristol Bay 

sockeye and various issues facing key market segments.  

Sockeye Supply 

Global sockeye production fell an estimated 17 percent in 2013 down to 290 million round-weight pounds, 

according to preliminary data. Just as Alaska seiners benefitted from a poor pink salmon harvest in Russia 

coinciding with a record pink harvest in Alaska; Russian and Japanese producers have benefitted from a 

smaller Alaska sockeye harvest as Russian production increased in 2013.  

Bristol Bay accounted for 45 percent of world sockeye production between 2010 and 2012. In 2013, a lower 

harvest in the Bay and a larger harvest in Russia pushed that figure down to 31 percent. Prior to 2013, Alaska 

typically accounted for 70 percent (or more) of global sockeye production.  

Sockeye Harvest by Major Area, Millions of Pounds, 2010-2013 

 2010 2011 2012 2013 

Alaska Total 258.3 242.6 248.6 177.7 

   Bristol Bay 183.0 169.8 134.7 92.0 

   Other AK Areas 75.2 72.8 113.9 85.7 
Other US States 11.2 1.7 0.9 0.1 

Russia 67.1 79.8 96.7 111.5 

Canada 44.1 6.6 4.6 0.9 
Japan 6.0 5.6 2.9 N/A 
Total 386.6 336.5 353.6 290.2 

Note: Data for 2013 is preliminary or estimated based on available data.  
Source: ADFG, FAO, PACFIN, DFO, Minato Tsujiki News Service, and McDowell Group estimates.  

Sockeye account for only 5 percent of global salmon production for wild and farmed species, and represent 

just 15 percent of the world’s wild salmon harvest. This percentage has fallen during the past two decades as 

production of farmed salmon has increased from 617 million pounds in 1990 to 4.7 billion pounds in 2012. 

Currently Alaska is the primary source of “certified sustainable” sockeye. All of Alaska’s sockeye fisheries are 

certified against FAO-based standards by an independent contractor. Other sockeye fisheries in British 

Columbia and Eastern Russia are certified by the Marine Stewardship Council (MSC). Most Canadian sockeye 

is certified by MSC whereas only about 10 to 12 percent of Russia’s harvest is certified as sustainable.  
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Market Analysis 

Where does Bristol Bay Sockeye Go and in What Product Form 

Outside of obtaining proprietary information from all Bristol Bay processors, it is impossible to discern exactly 

where Bristol Bay sockeye are sold. However, an analysis of public production data, export data, scan data 

from U.S. grocery stores, and executive interviews allowed the study team to estimate product flow for all 

Alaska sockeye. These data are specific to species, but not to the regional origin of the species.  

The U.S. domestic market is the single largest market for Alaska sockeye, more than double the value of any 

specific export market. The domestic market bought an estimated 44 percent of Alaska sockeye (by value) in 

2012. Japan and the U.K. are the next largest Alaska sockeye markets, though they buy different products. 

Canada is the fourth largest market, accounting for an estimated 22 percent of Alaska’s total sockeye export 

value in 2012. Although the U.S. is the single largest market for Alaska sockeye, foreign countries account for 

a combined 56 percent of Alaska sockeye wholesale value. The U.S. and the top three export markets account 

for more than 85 percent of total Alaska sockeye product flow (by value). Since Bristol Bay accounts for a 

larger share of canned sockeye production than the rest of Alaska, canned salmon markets in the U.K. and 

Canada represent a larger portion of total value for Bristol Bay fishermen than shown in the table below.  

Markets for Alaska Sockeye Salmon in 2012 

 Pct. of  
Export Value 

Estimated Pct. of Total 
Wholesale Value 

United States (Fresh/Frozen/Canned) - 44% 

Japan (Frozen/Sujiko roe) 28% 16 

U.K. (Canned Salmon) 26 15 

Canada (Canned/Frozen) 22 12 

Other European Countries (Frozen/Ikura roe) 12 7 

Australia and New Zealand (Canned) 7 4 

Poland (Frozen) 2 1 

Other Countries (mostly canned/Frozen) 3 2 

Total 100% 56% 

Note: Totals may not sum due to rounding. Re-exports, or product routed through other countries before 
reaching its final destination, have been factored in based on interviews with industry participants.  
Source: McDowell Group estimates based on NMFS and Global Trade Atlas data. 

In the U.S. retail segment, Seattle and Portland had by far the most sockeye sales per capita. Denver, 

Baltimore/Washington DC, and Kansas City also place in the top 10 (out of 50). Other markets with relatively 

high sockeye spending per capita were: Northern New England (4th), Pittsburgh (5th), Hartford/Springfield 

(6th), Charlotte (8th), and Raleigh/Greensboro (10th). Philadelphia, Boston, New York, Atlanta, 

Harrisburg/Scranton, St. Louis, and markets in Florida all exhibited above average per capita sales of farmed 

salmon and lower sales of sockeye salmon; suggesting these markets may be underserved when it comes to 

sockeye.   

In terms of product form, frozen H/G and fillets are the largest product category accounting for 49 percent of 

total Bristol Bay sockeye first wholesale value in 2012. Canned salmon is a close second, accounting for 42 
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percent. Canned salmon makes up an even higher percentage of the product form mix for the driftnet fleet, 

as most fish caught by setnetters are sold into fresh/frozen markets. (Overall, Bristol Bay accounts for about 

72 percent of total canned sockeye production in Alaska.) Roe makes up 6 percent of Bristol Bay sockeye 

wholesale value while fresh and smoked products make up about one percent each. See table below for more 

information.  

Bristol Bay Sockeye Salmon Production, by Product Form, 2012 

 
First  

Wholesale Value  
(in $Millions) 

Pct. of  
Total 
Value 

First  
Wholesale Volume  

(in Millions lbs.) 

Pct. of 
Total 

Volume 

Avg. First 
Wholesale 

Price 
Frozen H/G $106.60 34% 37.32 48% $2.86 
Frozen Fillets 48.67 15% 8.93 11% 5.45 
Fresh H/G 4.35 1% 1.26 2% 3.45 
Fresh Fillets N/A - N/A - N/A 
Canned Salmon 130.99 42% 28.07 36% 4.67 
Roe 19.73 6% 2.51 3% 7.86 
Other (Smoked, etc.) 4.14 1% 0.46 1% 8.96 
Total $314.47 - 78.55 - $4.00 

Note: Totals may not sum due to rounding. Totals do not include volume or value of fresh fillet production, which is 
assumed to be minimal compared to other product categories. 
Source: ADFG (COAR report) and ADOR (Alaska Salmon Price Report), compiled by McDowell Group.       

IMPORTANT EXPORT MARKETS: CANNED SALMON IN THE U.K. AND FROZEN SOCKEYE IN JAPAN 

The U.K. canned salmon market is a key market for Bristol Bay driftnetters. Overall it accounts for a market 

share of 15 percent, but could easily account for 25 to 30 percent of the Bristol Bay driftnet fishery 

specifically.    

Consumers over the age of 65 account for nearly half of all canned red salmon sales in the U.K. As in other 

markets, private label brands and retailers have found it difficult to attract new consumers of canned red 

salmon. A key problem is that existing consumers typically have different demands than potential new 

consumers. Price, lack of familiarity, and appearance (skin/bones, “old” perception) are big hurdles for new 

consumers. Furthermore, downstream companies are reluctant to invest in the product line because margins 

are very slim and U.K. consumers are generally not loyal to any particular brand. While a sizable cohort of 

older U.K. buyers still hold the product in high regard and will buy it even at higher prices; attracting new 

consumers to replace these older buyers will be vital to maintaining the current size of the category in 

existing markets like the U.K. in the long term. 

Fifteen years ago Japan was the most important market for frozen Alaska sockeye. However, Japan has 

become a much less important market for frozen sockeye in recent years. Chilean coho and Russian sockeye 

to a lesser extent has taken away a significant amount of Alaska sockeye’s market share. Between 2010 and 

2012, imports of farmed Chilean coho increased by 56 percent (from 157 million pounds to 244 million 

pounds) while Japanese imports of Alaska sockeye fell by 59 percent (from 49 million pounds to 20 million 

pounds). Chilean coho has taken market share quickly because salted, kirimi-style Chilean coho steaks are 

significantly cheaper than sockeye (roughly $3.10/lb for Chilean coho versus $5.30/lb for Alaska sockeye).  
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Luckily for Alaska fishermen and processors, growing demand in the U.S. and Europe have more than made 

up for declining Japanese demand in recent years. Whether Alaska sockeye continues to lose market share to 

Chilean coho in Japan remains to be seen. Chilean coho production is expected to decline 20 percent in 

2014, which could result in higher prices for farmed coho. 

Sockeye Market Commentary and General Trends 

McDowell Group interviewed more than 20 retail buyers, distributors, processing sales managers, and other 

market watchers for this project; in addition to summarizing other relevant market research. Selected excerpts 

from the interviews are presented in the body of this report. Key findings are as follows:  

• Wholesale prices for fresh and refreshed1 sockeye in U.S. markets increased by roughly 10 percent in 

2013, but demand for sockeye fillets was reportedly strong despite higher prices. 

• Canned red salmon sales have declined as prices have risen and tall cans from the 2013 pack are 

projected to exceed $10/can at retail (in the U.S.). As a result, canned salmon wholesalers say it is 

becoming increasingly difficult to maintain shelf space for canned red salmon.  

• Retailers acknowledge that some customers like to know the region or river system of the salmon 

they buy, but retailers try to avoid getting too specific because it can create procurement problems. 

Therefore, they tend to avoid calling out specific regions unless the product will sell at a sufficient 

premium. 

• Contacts interviewed for this project were asked what types of activities BBRSDA should fund in order 

to add value to their products. The answers included: 

o Continue to improve quality and make sure buyers know how the fishery has improved 

o Educate the public about the fishery (sell the story, along with the health benefits)  

o More cooperation amongst fishermen, processors, and wholesalers/retailers with respect to 

canned salmon strategies and supply forecasts 

o Focus on areas where penetration of sockeye is relatively low (Northeast/Midwest) 

o Educate and market to create new canned salmon consumers (to replace older ones) 

• Consumer’s lack of knowledge about seafood is a key challenge for retailers. Consumers’ top concern 

is freshness/quality by a wide margin, followed by price, and lack of their own cooking skills. 

• Sustainability generally ranks low on consumers’ list of concerns but it is one of the top challenges for 

retailers. However, certified sustainable products have been noted as one of the fastest growing 

product categories in seafood cases. 

• The seafood counter clerk is by far the most prominent source of seafood information for consumers. 

In a recent ASMI consumer survey, 68 percent said they got their information from seafood counter 

1 Refreshed refers to thawed product that has been previously frozen.  
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clerks while 37 percent said they relied on the internet, and 32 percent said they used 

materials/brochures at the seafood counter. 

• Roughly two-thirds of seafood consumers prefer wild over farmed, but interestingly consumers with 

no preference tend to want more information on menus, indicating a consumer desire to be 

educated.  

Relative Prices of Bristol Bay Sockeye 

Bristol Bay fishermen typically receive the lowest ex-vessel price for sockeye compared to every other major 

production region in Alaska. This fact is well known by most Bristol Bay fishermen, but illustrating the extent 

of the difference and the trend in recent years is worthwhile. Based on ADFG data, Bristol Bay fishermen 

received $0.31/lb less than “all other” Alaska sockeye harvesters in 2012 (including retro/bonus payments). 

That differential, as a percentage of ex-vessel price, has trended down in recent years as the price gap 

between Bristol Bay sockeye and the rest Alaska’s sockeye has narrowed.   

Average Ex-Vessel Price of Alaska Sockeye by Major Region, 2006-2013 

 2006 2007 2008 2009 2010 2011 2012 2013 

Southeast $1.14 $1.14 $1.37 $1.24 $1.68 $1.62 $1.32 $1.85 

Prince William Sound 1.61 1.55 1.69 1.83 2.01 1.82 1.83 2.28 

Cook Inlet 1.07 1.00 1.26 1.27 1.65 1.38 1.44 2.25 

Kodiak 0.84 1.00 1.00 1.12 1.41 1.53 1.47 1.59 

Bristol Bay 0.71 0.67 0.83 0.89 1.06 1.18 1.17 1.50 

Other AK Sockeye  $0.98 $1.02 $1.12 $1.38 $1.51 $1.46 $1.48 $1.71 

Price Diff. between 
“Other AK Sockeye” 
& BB Sockeye 

$0.27 $0.35 $0.29 $0.49 $0.45 $0.28 $0.31 $0.21 

Premium as Pct. of 
Bristol Bay  
Sockeye Price 

39% 52% 35% 55% 43% 24% 27% 14% 

Note: 2013 data is preliminary and does not include bonuses or retro payments.  
Source: ADFG, compiled by McDowell Group.     

Bristol Bay fishermen typically receive lower sockeye prices due to the fishery’s remote location, intense run 

timing, and product mix. A larger percentage of sockeye caught in Cook Inlet and Southeast is sold into fresh 

markets, resulting in a higher average wholesale price. Copper River is typically Alaska’s first major sockeye 

fishery, thus yielding a higher market price. Additionally, plants in other areas often have access to other 

species that allows them to cover fixed expenses and offer better prices to fishermen for high-value sockeye 

while Bristol Bay plants rely almost solely on sockeye. However, the premium has declined in recent years 

likely due to increasing prices for canned salmon.  
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Introduction 

The Bristol Bay Regional Seafood Development Association (BBRSDA) commissioned McDowell Group, Inc. to 

analyze sockeye markets and report findings bi-annually. In business since 1972, McDowell Group is Alaska’s 

most experienced research and consulting firm. Among other areas of expertise, the company specializes in 

Alaska seafood market research. McDowell Group has served as a market research contractor for the Alaska 

Seafood Marketing Institute for the past 15 years.  

Study Purpose and Scope of Work 

BBRSDA represents the world’s largest group of sockeye fishermen and is tasked with increasing the value of 

Bristol Bay sockeye. The purpose of this market report is to inform BBRSDA members about important trends 

affecting sockeye salmon, gather feedback from customers in the retail sector, and assess where Bristol Bay 

sockeye are sold. BBRSDA can use findings from this report to direct promotional efforts, educate its members 

about sockeye market trends, and react to emerging trends that could impact its members.  

This market analysis is based on point-of-sale data from retailers, interviews with sockeye buyers in the retail 

and distribution sector, and analysis of public sector harvest data to inform supply-side discussion. The 

analysis also illustrates the value added by each participant in the sockeye supply chain. The Bristol Bay 

Sockeye Market Analysis project consists of bi-annual reports and summary presentations coinciding with 

BBRSDA Board meetings during the fall and spring.  

Methodology and Data Sources 

McDowell Group compiled sockeye data from Alaska state agencies, including the Alaska Department of Fish 

and Game (ADFG) and the Alaska Department of Revenue (ADOR), as well as export data from the National 

Marine Fisheries Service (NMFS). Proprietary data was also purchased from the FreshLook Marketing Group, a 

subsidiary of IRI, Inc. This information was drawn from a point-of-sale database, spanning the past two years, 

including most U.S. grocery stores. The FreshLook data covered sales of fresh/frozen salmon occurring in 50 

different U.S. markets, as well as regional and nationwide totals by species. Finally, McDowell Group 

conducted executive interviews with retailers, sales managers for processors, and other market watchers.  

These data sources have been analyzed, filtered, and adjusted (when needed) to illustrate information 

specifically applicable to Bristol Bay sockeye, to the fullest extent possible. McDowell Group also maintains 

subscriptions to most major trade press outlets and was able to use trade press data in some instances to 

inform the analysis.    

Limitations of Data and Analysis 

Commercial fishing is a heavily regulated business and government agencies collect data on a wide range of 

variables, from harvest to price to participation. As wild fish move closer to the consumer, the amount of 
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economic data publically available diminishes considerably. For instance, there is no public data set which 

contains the average retail price of canned salmon or the amount of sockeye fillets sold by Safeway stores. In 

some cases, information BBRSDA members might like to know about the sockeye they sell is proprietary 

information and as a result is not available to the public. However, there are alternative approaches to work 

around some of these limitations, such as purchasing point-of-sale information and interviewing sockeye 

buyers.  
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Sockeye Supply Overview 

Understanding the global salmon production industry is an important first step to investigating the niche 

filled by Bristol Bay sockeye and how to best market those fish. This section provides a summary of global 

salmon production and contrasts these production areas/systems with Bristol Bay.  

Global Salmon Supply  

Salmon production has grown five-fold since 1970, eclipsing 6 billion pounds in 2011, but most of the 

increase has come from farmed salmon. Farmed salmon production now outpaces wild salmon harvests 

roughly 2-to-1. From 1980 to 1984, sockeye accounted for 21 percent of total salmon production. However, 

in the last five years with complete data (2008-2012), sockeye has accounted for just 6 percent of total 

salmon production.   

Global Salmon Production, Wild and Farmed, 1970-2012 

 
Source: FAO, Groundfish Forum, ADFG, and McDowell Group estimates.     

Although farmed salmon has certainly put more competing product into the marketplace, it has also 

introduced new consumers to salmon and provided the volume to make salmon a year-round seafood 

offering. With more salmon available, marketers have greatly expanded the number of salmon products as 

well. As aquaculture operations increase, particularly in Chile, wild salmon should become more and more of 

a niche product. This new, evolving landscape presents challenges (consumer confusion) and opportunities 

(premium for differentiated products).  

Whereas salmon was once and still is synonymous with Alaska, the top salmon producers in 2011 were 

Norway, Chile, and Russia. Alaska accounted for just 12 percent of total salmon production that year, despite 

a strong harvest ranking among the top 10 on record.  
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Global Sockeye Supply 

In the context of the global salmon supply, wild sockeye are rare creatures. Sockeye accounted for only 5 

percent of the world’s salmon (by volume) in 2011. Sockeye represented 15 percent of the world’s wild 

salmon harvest in that year.  

Global Salmon Harvest, 2011 

 
Source: ADFG and FAO. 

Since 1980, Bristol Bay has produced 44 percent of the world’s annual commercial sockeye harvest. As 

recently as 2010, the region supplied more than 50 percent of global sockeye production; however, harvests 

of Bristol Bay sockeye have trended down since then. The chart below illustrates Bristol Bay’s historical 

sockeye harvest and the contribution to total sockeye supply. The fishery has tended to go in long, steady up-

down cycles. It is likely that the recent harvest decline is simply a continuation of this long-term cycle.  

Bristol Bay Sockeye Harvest, 1980-2013 

 
Source: ADFG and FAO.  

Other Wild 
Salmon

31%

Sockeye
5%

Farmed 
Salmon

64%

20%

30%

40%

50%

60%

70%

0

50

100

150

200

250

1980 1985 1990 1995 2000 2005 2010 2013

Pc
t.

 o
f 

W
o

rl
d

 S
o

ck
ey

e 
H

ar
ve

st

H
ar

ve
st

 (
M

ill
io

n
s 

o
f 

Po
un

d
s)

Bristol Bay Sockeye Harvest Pct. of Global Sockeye Harvest

Sockeye Market Analysis – Fall 2013  McDowell Group, Inc.  Page 9 



Bristol Bay accounts for 44 percent of the world’s sockeye, so where does the rest of the world’s sockeye 

come from? Since 2000, other regions in Alaska have accounted for 29 percent pushing the Alaska total to 

three-quarters of the world’s sockeye supply.  

Sockeye Harvest by Major Area, Millions of Pounds, 2010-2013 

 2010 2011 2012 2013 

Alaska Total 258.3 242.6 248.6 177.7 

   Bristol Bay 183.0 169.8 134.7 92.0 

   Other AK Areas 75.2 72.8 113.9 85.7 
Other US States 11.2 1.7 0.9 0.1 

Russia 67.1 79.8 96.7 111.5 

Canada 44.1 6.6 4.6 0.9 
Japan 6.0 5.6 2.9 N/A 

Note: Data for 2013 is preliminary or estimated based on available data.  
Source: ADFG, FAO, PACFIN, DFO, Minato Tsujiki News Service, and McDowell Group estimates.  

Russia is the world’s second-largest sockeye producer after Alaska. Russian sockeye harvests have increased 

considerably in the past two years from the 70-80 million pound range which was typical during much of the 

mid-to-late 2000’s.  

According to FAO data, Russian sockeye harvests have increased roughly two-fold since the early 2000s and 

1990s. However, the accuracy of older Russian harvest data is questionable, and FAO data does not include 

sockeye harvested illegally. Most sockeye caught in Russia are exported to Japan, so Japanese import data 

provides a better picture of historical Russian sockeye harvests. Based on Japanese imports of Russian sockeye, 

it appears the actual harvest since between 2002 and 2011 was relatively flat, yielding 19,000 to 25,000 

metric tons of frozen H/G product per year. The Russian trade press reports illegal driftnet fishing for sockeye 

in the Far East has decreased in recent years; furthermore, trade data (of Russian product into Japan) and 

Russian harvest data support this claim.        

Canada occasionally produces a large sockeye run, but since 2004 only two years have produced harvests 

greater than 10 million pounds. In 2010, a large return of sockeye to the Fraser River propelled Canadian 

sockeye harvests to 44 million pounds. 

Japan catches around 3 to 6 million pounds of sockeye annually. This harvest is primarily from a driftnet 

fishery in Russian waters that is located near the Kurile Islands. The driftnets employed in this 

Japanese/Russian fishery are extremely long and environmental groups have accused fishermen of extremely 

high bycatch rates and discards of fish and marine mammals. The fishery was closed in 2009 but reopened in 

subsequent years after an agreement between Russia and Japan was renegotiated.  

Certified Sustainable Product 

All Alaska salmon is certified against the United Nation’s Food and Agricultural Organization’s Code of Conduct 
for Responsible Fisheries by an ISO-accredited third party. Therefore, Bristol Bay sockeye and other Alaska 

sockeye can be sold as “certified sustainable” product.  
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Outside of Alaska, retailers who wish to sell “certified sustainable” sockeye have several options. There are two 

sockeye fisheries which are certified by the Marine Stewardship Council, and one currently under assessment 

by the same group:  

• Canada: British Columbia sockeye salmon (Certified September 2012, Volume: variable, typically less 

than 10 million lbs.) 

• Russia: Ozernaya River sockeye salmon (Certified July 2012, Volume: generally 9 to 13 million lbs.) 

• Russia: Narody Severa-Bolsheretsk salmon, multiple species (In assessment, Volume in 2012: 67 

million pounds of all salmon species combined, 2.1 million pounds of sockeye harvested in 2010.) 
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Bristol Bay Sockeye Market Analysis 

This section provides detailed analysis of current domestic and foreign market conditions affecting Bristol Bay 

sockeye salmon. In addition, it provides important background information on salmon markets and sockeye 

product forms.  

General Salmon Market Overview 

Salmon farmers and wild fisheries produced an estimated 6.3 billion pounds of salmon in 2012 – a 64 percent 

increase since 2000. As discussed in the supply section, the major producers of farmed salmon are Norway 

and Chile while Alaska, Russia, and Japan account for most of the wild harvest.  

Japan is the largest salmon market in the world, followed by Europe and the United States. In terms of a 

single country, Russia is likely the world’s third biggest salmon market. Naturally, Russia consumes a lot of 

Pacific salmon caught in the country’s Far East region but the more populous western Russia also imports a 

significant volume of Atlantic salmon. Russia imported nearly 25,000 metric tons of Atlantic salmon in 2012. 

Outside of the U.K., canned salmon is also popular with Canadians, Australians, and New Zealanders. 

Although Europe, Japan, and the U.S. account for the majority of salmon consumption, niche markets exist in 

most developed metropolitan areas around the world.   

Bristol Bay Sockeye Product Forms 

Bristol Bay sockeye is primarily made into frozen and canned products. In 2012, frozen H/G accounted for 48 

percent of the total volume while frozen fillets accounted for 11 percent. Frozen products accounted for 49 

percent of the total first wholesale value.  

Bristol Bay Sockeye Salmon Production, by Product Form, 2012 

 
First  

Wholesale Value  
(in $Millions) 

Pct. of  
Total 
Value 

First  
Wholesale Volume  

(in Millions lbs.) 

Pct. of 
Total 

Volume 

Avg. First 
Wholesale 

Price 
Frozen H/G $106.60 34% 37.32 48% $2.86 
Frozen Fillets 48.67 15% 8.93 11% 5.45 
Fresh H/G 4.35 1% 1.26 2% 3.45 
Fresh Fillets N/A - N/A - N/A 
Canned Salmon 130.99 42% 28.07 36% 4.67 
Roe 19.73 6% 2.51 3% 7.86 
Other (Smoked, etc.) 4.14 1% 0.46 1% 8.96 
Total $314.47 - 78.55 - $4.00 

Note: Totals may not sum due to rounding. Totals do not include volume or value of fresh fillet production, which is 
assumed to be minimal compared to other product categories. 
Source: ADFG (COAR report) and ADOR (Alaska Salmon Price Report).      
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The Bristol Bay region accounts for the majority of Alaska’s canned sockeye pack and canned salmon 

accounted for 36 percent by volume and 42 percent by value of the Bay’s total production. This underscores 

the importance of the venerable product form for Bristol Bay fishermen and processors.  

While roe is certainly a high value product, it makes up a relatively small part of Bristol Bay sockeye value, just 

six percent of first wholesale value in 2012 (see table on prior page). Processors received an average of $8.96 

per pound for sockeye roe in 2012. The average yield of Bristol Bay sockeye roe is between 2.0 to 2.5 percent 

of the total round weight harvest. 

In 2012, Bristol Bay accounted for 72 percent of Alaska’s canned sockeye production for tall and half-sized 

cans. Canneries in the Bay produced 896,916 cases of “halves” and 167,797 cases of “talls.” Canned halves 

are typically 7.5 ounces while canned talls are usually 14.75 ounces net weight. Alaska processors also 

produced 251,592 cases of canned quarters (~3.75 ounces) in 2012. The amount of canned quarters 

produced in Bristol Bay was kept confidential by ADOR in 2012 (the number of companies reporting from 

outside Bristol Bay fell below the threshold for maintaining confidentiality). Regardless, it is likely that Bristol 

Bay accounts for the majority of canned “quarter” production as well.  

Alaska Canned Sockeye Production by Region, Number of Cases, 2012 

  
Source: ADOR (Alaska Salmon Production Report).  

Where Does Bristol Bay Sockeye Go? 

It is not possible to track the supply chain of Bristol Bay sockeye specifically using publically available data. 

However, interviews conducted with buyers and distributors indicate that frozen sockeye from outside of 

Bristol Bay are just as likely to be exported as frozen sockeye from Bristol Bay. Therefore, it is reasonable to 

assume that frozen Bristol Bay sockeye follow the same general market pattern as other Alaska sockeye. 

Regarding canned sockeye, Bristol Bay accounts for the majority of Alaska’s canned salmon and canned 

product makes up a much larger share of total value than in other regions. Therefore, Bristol Bay has more 

exposure to canned sockeye markets in the U.K., Canada, and Australia compared to other Alaska sockeye 

fisheries.  
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Foreign markets account for an estimated 56 percent of the total wholesale value of Alaska sockeye, leaving 

44 percent for the U.S. domestic market. This makes the U.S. market the largest single market by a wide 

margin; but the export markets as a whole are even more important to Alaska sockeye fishermen.  

Alaska Sockeye Markets by Estimated Wholesale Value, 2012 

 
Source: McDowell Group estimates based on 
NMFS trade data and personal interviews.  

Most sockeye, regardless of the product form, is sold in retail (grocery) markets. This is obvious in markets like 

the U.K. and Australia where most sockeye is packaged in a can; however, it is also much more common to 

see sockeye fillets in retail cases than on restaurant menus. One major processor estimates that even in the 

United States where consumers typically eat seafood outside of the home, retail accounts for three-quarters of 

sockeye sales.  

Domestic Markets for Sockeye 

This section analyzes important trends pertaining to sockeye in the U.S. market. The U.S. market for sockeye 

includes the following three product categories: 1) retail/grocery sales of fresh and refreshed (previously 

frozen) salmon, 2) retail sales of canned salmon, and 3) fresh/frozen salmon sold to food service operators 

(e.g. restaurants).  

Note: Unlike the foreign (export) market, tracking product into the domestic market is much more difficult and 

expensive. No government agency tracks sales of domestic product in U.S. stores or restaurants and the private 
sources of data available for these segments can easily exceed $12,000 for each segment. However, based on 

executive interviews with industry participants and select data purchased by McDowell Group, it is believed that the 

U.S. retail segment buys much more sockeye than food service operators. Further, the fresh/refreshed retail segment 
appears to be the largest market segment by a wide margin. Therefore, most research efforts were directed towards 

this segment, which is referred to as fresh/frozen salmon for the remainder of this section.  
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Fresh/Frozen Salmon in Domestic Retail 

McDowell Group purchased point-of-sale scan data on perishable salmon products to analyze important 

trends in the fresh/frozen U.S. retail segment. Data purchased for this project covers most U.S. grocery stores, 

but does not include Costco or smaller independent chains such as Whole Foods or Trader Joes. Products 

covered in this data include fresh or frozen fillets, sides, dressed fish, or other perishable salmon products sold 

by grocers. Data spanning the most recent 104 week period was tabulated. Unless otherwise noted, data and 

analysis contained in this subsection is based on the aforementioned point-of-sale scan data.  

American grocery stores sold 144 million pounds of fresh/frozen salmon worth $1.08 billion during the last 

52 week period from August 9, 2012 to August 8, 2013. Wild salmon accounted for 20.8 percent of the total 

value and 16.6 percent of the total sales volume. Sockeye accounted for 13.8 percent of the total value and 

10.0 percent of the total sales volume (wild and farmed). Within the wild salmon category, sockeye 

accounted for 66.1 percent of the total value and 59.9 percent of the total sales volume in the most recent 

52-week period.  

Overall, sales of farmed and wild salmon increased 7 percent by both value and volume on a year-on-year 

basis. Sales of wild salmon increased 1 percent by value and decreased 1 percent by volume.  

 Sales of Salmon in U.S. Grocery Stores, Aug. 2011-2012 vs. Aug. 2012-2013 

 
Sales Value 

$Millions 
 (Curr. Yr.) 

Sales Value 
$Millions 

 (Prev. Yr.) 

Pct. 
Change 

Sales Volume 
Millions lbs 
(Curr. Yr.) 

Sales Volume 
Millions lbs 
(Prev. Yr.) 

Pct. 
Change 

Unbranded Sockeye 
(including Bristol Bay) $133.1 $143.5 -7.2% 13.02 15.33 -15.1% 

Copper River Sockeye 15.6 18.9 -17.4 1.29 1.73 -25.6 

Keta 24.2 14.2 70.2 4.67 2.51 86.4 

Coho 25.8 22.1 16.9 2.73 2.47 10.7 

King 18.6 15.8 17.8 1.24 1.09 13.3 

Pink 1.9 0.8 -58.2 0.21 0.32 -33.7 

Unknown Wild Species 6.5 7.0 7.0 0.75 0.70 7.2 

Farmed Salmon 856.0 785.5 9.0 119.80 109.87 9.0 

Total Sockeye $148.8 $162.4 -8.4% 14.31 17.06 -16.1% 

Total Wild Salmon $225.1 $222.9 1.0% 23.91 24.14 -1.0% 

Total Salmon $1,081.1 $1,008.4 7.2% 143.71 134.01 7.2% 

Note: Data includes scanned sales of products sold in most U.S. grocery stores where the type of salmon was identified.  
Source: FreshLook Marketing Group, compiled by McDowell Group.       

None of the retailers interviewed who sold Bristol Bay sockeye called out the fact that it was from the Bristol 

Bay region. Most retailers said that unless they received a premium for doing so, they are hesitant to identify 

fish by region or river system because it can pose challenges when fish from that region cannot be procured. 

As a result, very little (if any) product shows up as “Bristol Bay Sockeye” in the point-of-sale scanned sales 

databases. Therefore, the only way to get data that was more likely to represent Bristol Bay sockeye was to 

separate “Copper River sockeye” (which is typically called out by name) and all other (unbranded) sockeye.  
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The average price of unbranded sockeye sold in U.S. grocery stores was $10.23/lb during the most recent 52-

week period. Copper River-branded sockeye sold for a premium of $1.92/lb above unbranded sockeye, on 

average. Prices for branded and unbranded sockeye increased in 2013; however, total sockeye sales volume 

was down 16 percent overall. Prices for wild coho and king salmon increased despite an increase in sales 

volume, suggesting strong demand for these species. The fact that these species were able to increase both 

price and volume is yet another data point suggesting there is a strong U.S. market for premium 

fresh/refreshed wild salmon portions. On average, sockeye sell at a $0.78/lb premium to coho, a $3.08/lb 

premium to farmed salmon, and a $5.04/lb premium to keta.  

Average Price of Salmon in U.S. Grocery Stores, Aug. 2011-2012 vs. Aug. 2012-2013 

 
Avg. 

Price/lb 
 (Curr. Yr.) 

Avg. 
Price/lb 

 (Prev. Yr.) 

Pct. 
Change 

Unbranded Sockeye  
(including Bristol Bay) $10.23 $9.36 9.2% 

Copper River Sockeye 12.15 10.95 11.0 

Keta 5.19 5.68 -8.7 

Coho 9.45 8.95 5.6 

King 15.00 14.42 4.0 

Pink 3.77 5.97 -36.9 

Unknown Wild Species 9.23 9.25 -0.2 

Farmed Salmon 7.15 7.15 -0.1 

Total Sockeye $9.52 $10.40 9.2% 

Note: Data includes scanned sales of products sold in most U.S. grocery stores where 
the type of salmon was identified.  
Source: FreshLook Marketing Group, compiled by McDowell Group.       

More data on total salmon sales is available in the Appendices.   

REGIONAL ANALYSIS OF U.S. FRESH/FROZEN SALMON AT RETAIL 

Point-of-sale scan data was broken out by region and market, in order to better understand trends specific to 

different geographic areas. The U.S. market is divided into 8 regions (Northeast, Midsouth, etc.) and 50 

different markets (Seattle, Philadelphia, etc.). This data is summarized below and more detailed data is 

provided in the Appendices.  

In terms of sockeye purchases per household, the West region consumed by far the most sockeye at 

$3.66/household, followed by the California ($1.50) and Midsouth ($1.22) regions. Regions in the Southeast 

($0.88) and Central U.S. (Southcentral ($0.54), Great Lakes ($0.78) and Plains ($0.92)) consumed the least. 

Intuitively, this makes sense as consumers in the Pacific Northwest are likely to be more familiar with wild 

salmon varieties than those in other parts of the country; however, the fact that the Midsouth region 

consumed more fresh/frozen salmon than the Plains or Great Lakes region (on a per household basis) is 

noteworthy. Average prices increased the most in the West, California, and Southeast regions.  
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Sales of Salmon in U.S. Grocery Stores by Region, Aug. 2012-2013 

Region 
Sales Volume 

Millions lbs 
 (Curr. Yr.) 

Sales Value 
$Millions 

 (Curr. Yr.) 

YoY Pct. 
Change 

($) 

Sales Volume 
(Pct. of Total) 

Sockeye  
Bought per 

Household($) 

Average 
Sockeye 
Price/lb 

California 1.75 $19.26 -3.1% 12.2% $1.50 $11.01 
Great Lakes 1.40 14.31 -16.6 9.8 0.78 10.22 
Midsouth 1.77 17.98 -5.8 12.4 1.22 10.16 
Northeast 2.10 22.94 -9.4 14.7 1.07 10.90 
Plains 0.63 7.53 -2.6 4.4 0.92 11.86 
South Central 0.70 7.10 -6.3 4.9 0.54 10.16 
Southeast 1.30 14.17 -9.5 9.1 0.88 10.91 
West 4.65 45.47 -9.1 32.5 3.66 9.78 

Note: Data includes scanned sales of products sold in most U.S. grocery stores where the type of salmon was identified.  
Source: FreshLook Marketing Group, compiled by McDowell Group.       

In terms of total sales volume, the leading markets are: Seattle, Portland, Los Angeles, Denver, and 

Baltimore/Washington DC. Together these markets account for 28 percent of total sales volume (for retailers 

included in FreshLook data). 

In terms of average price, the leading markets are Kansas City, Buffalo/Rochester, Harrisburg/Scranton, St. 

Louis, and New York City. Higher average prices could suggest more branded (i.e. Copper River) product was 

being sold in these markets, but this was only true for one out of the five markets. This indicates that “wild 

sockeye”, not a particular brand or river system, drove value in these markets. 

Different markets have different population characteristics so it is important to control for this factor when 

looking at total sales figures. In terms of sockeye sales per capita, Seattle and Portland are far above every 

other market (as expected), spending more than $2.40 per person (across the entire city market) on 

fresh/frozen sockeye at retail. Denver, Baltimore/Washington DC, and Kansas City also place in the top 10. 

Other markets where sockeye spending per capita was relatively high were: Northern New England (4th), 

Pittsburgh (5th), Hartford/Springfield (6th), Charlotte (8th), Raleigh/Greensboro (10th), San Francisco/Oakland 

(11th), Sacramento (12th), and San Diego (13th). Per capita sockeye sales were lowest in New Orleans/Mobile, 

Salt Lake City, and Louisville.  

Anecdotally, Salt Lake City has been mentioned as a bright spot for wild Alaska species, so it is possible that 

more sockeye is eaten there but perhaps it is primarily sold at Costco, Whole Foods, or directly to consumers 

by direct marketers. The Salt Lake City/Orem area contains seven Costco stores, three Whole Foods stores, 

and one Trader Joe’s store. None of these outlets are captured in the FreshLook data.  

Other Domestic Market Segments and Product Forms 

McDowell Group conducted executive interviews with seafood buyers for retail chains as well as sales 

managers for major Alaska processors. Key points from those interviews, as well as other relevant data are 

presented below. 
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CANNED RED SALMON 

Canned red salmon is available in virtually every U.S. grocery store, but processors interviewed for this market 

analysis indicated that overall sales of canned reds in the U.S. were generally lower than those seen in the 

U.K. and possibly even below that of 

Canada. Scan data on sales of canned 

salmon are available for purchase and 

McDowell Group plans to obtain scanned 

data on canned red salmon for its next 

sockeye market report. In the absence of 

scan data, interviewees commented that 

canned talls were much more likely to be 

sold in U.S. markets than export markets. 

An informal survey of retail prices for 

canned red salmon indicated talls were 

generally priced at $6.99 to $9.30 per 

can. Half-sized cans were typically priced between $4 and $5 per can. A large private label seller of canned 

salmon predicts that canned talls from this most recent sockeye season will need to be priced at above $10 

per can at retail. The $10 price point is considered a psychological hurdle for consumers.  

The price difference between canned pink and canned red salmon is expected to widen even further in the 

near future. As the picture above illustrates, the difference in price for talls often exceeds three or five dollars. 

Canned pink production increased significantly in 2013 with record harvests, while sockeye harvests in Bristol 

Bay fell. Most participants interviewed for this project noted that consumers generally do not substitute 

canned pink salmon for canned red salmon. However, increasing differences in price could put this 

assumption about consumer’s substitution to the test.  

Canned salmon accounts for 42 percent of the total first wholesale value of Bristol Bay sockeye production. 

Therefore, the canned product form is a crucial component of overall value for Bristol Bay sockeye and 

warrants ongoing market surveillance.  

SMOKED SALMON 

Relatively little product is smoked in Alaska, but a portion of the state’s frozen H/G pack is smoked by facilities 

located outside of Alaska. Ocean Beauty Seafoods, Vita Foods, and Acme Smoked Fish are just a few of the 

domestic companies that smoke Alaska salmon outside of Alaska.  

There is no public data set which can define the total production or price trends for smoked salmon in the 

U.S., but an investigation of import statistics does reveal a positive trend for imported product. Since 2007, 

the amount of smoked salmon imported into the U.S. has increased 33 percent and the average wholesale 

value per pound of that product has increased 21 percent. These statistics suggest U.S. demand for smoked 

salmon products has increased - at a remarkably steady pace - in recent years. See chart on next page. 
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Additionally, Dan Kim, general manager of Alaskan Feast operating out of the Fulton Fish Market in New York 

notes, “Smoked salmon is (also) getting more traction… Customers are looking for different uses for wild 

product and we’ve seen increased demand for it, whether hot or cold smoked.” 

Smoked Salmon Imports into U.S., 2007–2012 

 
Source: NMFS Trade Data.    

SOCKEYE SALMON SOLD IN RESTAURANT AND FOOD SERVICE OPERATIONS 

Sockeye salmon is a common menu item at upscale seafood restaurants. The deep red color and rich flavor 

are big hits with chefs and many of their customers. BBRSDA teamed up with the Chefs Collaborative this 

past year to create the “Savor Bristol Bay” dinner event featuring sockeye salmon from Bristol Bay. The dinner 

program featuring sockeye salmon from Bristol Bay was rolled out at more than 75 restaurants across the 

country this year in June and July. The “Savor Bristol Bay” program included one-day events such as “dinner 

and movie,” screenings of Red Gold (a Bristol Bay salmon documentary) paired with Bristol Bay sockeye 

offerings, and month-long specials featuring Bristol Bay sockeye. 

Chefs are natural spokesmen for Bristol Bay sockeye. Customers trust them and, like retail seafood-counter 

clerks, they are on the front lines of consumer awareness. This makes them key players when it comes to 

educating the public about the positive attributes of wild salmon.  

It will be increasingly important to defend the Alaska 

sockeye niche from “craft” farmed salmon producers. 

Newer, niche farmed-salmon producers, such as 

Verlasso, Loch Duart, and Skuna Bay, have a strong 

advantage with restaurants because they can offer 

fresh salmon on a year-round basis. They also 

message their salmon as sustainable and 

environmentally friendly. To maintain the price 

premium commanded by Alaska sockeye, coho, and 

king salmon will require finding ways to differentiate Alaska salmon from these new niche farmed producers.  
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Programs like the “Savor Bristol Bay” events are a great way to promote sockeye during the fresh season and 

maximize public awareness about the fishery when the season is underway. The larger challenge, however, is 

to convince restaurants to feature frozen product during the rest of the year.  

Readily available information on the restaurant segment focuses primarily on menu trends and average menu 

pricing, as opposed to actual consumer sales for specific menu items. Like retail scanned data, accessing 

menu databases is very costly. McDowell Group will investigate ways to gain cost-effective access to such 

data for future sockeye reports. Nevertheless, an excellent source of information about trends in the 

restaurant segment is to talk directly to chefs and food service operators. In future reports, McDowell Group 

will shift the focus of executive interviews to cover the full spectrum of products made from Bristol Bay 

sockeye.  

Foreign Markets for Sockeye 

Foreign markets are important to Bristol Bay sockeye processors and fishermen. More than half of all first 

wholesale revenue earned by processors comes from foreign buyers. Export markets for canned salmon and 

roe are particularly important for the Bristol Bay driftnet fleet. Alaska processors grossed an estimated $317 

million exporting 101 million pounds of sockeye salmon products following the 2012 harvest season.  

Export Markets for Alaska Sockeye Salmon in 2012 

 Pct. of  
Export Value 

Estimated Pct. of Total 
First Wholesale Value 

Japan (Frozen/Sujiko roe)   28% 16% 

U.K. (Canned Salmon) 27 15 

Canada (Canned/Frozen) 22 12 

Other European Countries (Frozen/Ikura roe) 12 7 

Australia and New Zealand (Canned) 7 4 

Poland (Frozen) 2 1 

Other Countries (mostly Canned/Frozen) 3 1 

Total 100% 56% 

Note: Totals may not sum due to rounding. Re-exports, or product routed through other countries before 
reaching its final destination, have been factored in based on interviews with industry participants.  
Source: NMFS, Global Trade Atlas, and McDowell Group estimates.      

Three Largest Markets 

The importance of Japanese markets has declined significantly in recent years. However, Japan is still the 

largest export market for Alaska sockeye products, accounting for 28 percent of exports and 16 percent of 

the total, first-wholesale value of sockeye in 2012. Frozen sockeye and roe (sujiko) are the top product forms. 

Frozen sockeye is often thawed and sold in supermarkets (typically the fish is filleted and cut diagonally into 

small chunks, this cut is known as kirimi). Salmon kirimi can be natural, salted, or marinated. Japanese 

consumers often grill the small pieces of sockeye on small hibachi-style grills. Sujiko refers to salted and/or 

marinated roe skeins (of all salmon species). Sockeye roe is generally sold as a sujiko-style product and is 

commonly paired with rice.   
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A substantial amount of frozen sockeye exported abroad is likely stored in Busan, South Korea before being 

shipped to Japan. It is widely known within the industry that most product shipped into Korea eventually 

goes to Japan (although some likely goes on to Europe as well). The reason for storing frozen Alaska sockeye 

in Busan is simple economics. The large city has many duty-free cold-storage facilities that are closer to 

Asian/European export markets and far cheaper than facilities in Alaska. Not long ago, Japanese buyers 

bought the majority of Alaska’s frozen sockeye, as well as salmon roe. One reason for declining purchases of 

frozen sockeye is the increasing popularity in Japan of farmed salmonid species from Chile, such as coho and 

steelhead trout. 

The second largest export market for sockeye is in the U.K. where canned red salmon is a popular retail item. 

The U.K. accounted for 27 percent of all exports in 2012 (after accounting for product re-exported from 

Canada) and 15 percent of the total first wholesale value. Alaska processors exported an estimated $83 

million worth of product to the U.K. in 2012, the vast majority of which was canned salmon. The John West 

and Princes brands are major, private-label sellers of canned salmon in the U.K.  

Canada is the largest direct-export market for U.S. sockeye. However, some of this product is re-exported to 

other countries for consumption. As a final destination, Canada is likely the third-biggest export market for 

sockeye. Canada accounts for an estimated 22 percent of all Alaska sockeye exports and 12 percent of the 

total first wholesale value. The Canadian Fishing Company (also known as CanFisCo) owns two subsidiaries 

that supply Canadian markets with Bristol Bay sockeye (Alaska General Seafoods and Leader Creek Fisheries). 

However, given the size of the Canadian market, other large processors and distributors sell into this market 

as well. Canned salmon and fresh/frozen sockeye are both popular in Canada.  

Other Markets 

Added together, European countries (other than the U.K.), made up the fourth-largest export market for 

Alaska sockeye. These European markets account for an estimated 12 percent of all Alaska sockeye exports 

and 7 percent of the total first wholesale value. European retailers compete fiercely and often use species like 

sockeye salmon to add interest to the seafood case, despite the fact that most salmon eaten in Europe comes 

from Norwegian salmon farms. It is important that U.S. sockeye remain recognized as sustainable. 

Sustainability is a major concern for European consumers, and European retailers are keen on carrying 

products that have eco-labels certifying product as “sustainable.” 

Canned salmon is popular in Australia and New Zealand, in part because they are former British colonies. 

However, whereas canned sockeye salmon is much more popular than pink salmon in the U.K., consumers 

down under eat a higher percentage of canned pink than U.K. consumers. Alaska processors directly exported 

2.3 million pounds of canned salmon to Australia and New Zealand following the 2012 season. In addition, 

some product originally exported to Canada was re-exported to these countries. Australians and New 

Zealanders account for an estimated 4 percent of the overall first wholesale value of Alaska sockeye.  

As recently as 2011, Polish importers purchased nearly $10 million worth of Alaska sockeye, but that amount 

has declined significantly. Poland is the world’s biggest producer of cold smoked salmon. Morpol and 

Suempol are major smoked-salmon producers with plants in Poland. 
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Export Market Spotlight: Japan and Frozen Sockeye 

Japan is the largest importer of fresh/frozen salmon in the world. The populous island nation imported 

178,100 metric tons of fresh/frozen salmon worth $1.0 billion dollars in 2012. Historically, Japan has 

purchased a large percentage of Alaska’s frozen sockeye-pack, but that percentage has been declining. In 

2010, Japan bought nearly three-quarters of all frozen sockeye exported abroad from Alaska and Russia. Japan 

still dominates the export market for frozen sockeye; however, the percent of frozen salmon that Japan buys 

has been decreasing. In 2012, Japan bought just 61 percent of all frozen sockeye exports.  

Through August 2013, the year-to-date exports of frozen sockeye to Japan are up significantly during the 

previous year, which could be a sign that Japanese buyers finally felt compelled to replenish sockeye 

inventories. However, it is Russian, not Alaska sockeye that is filling that void. During the first eight months of 

2013, Japanese imports of Russian sockeye increased 147 percent by value and 102 percent by volume. 

Meanwhile, Japanese imports of Alaska sockeye are down 41 percent by value and 48 percent by volume.   

Although average value/ton has increased, Alaska 

sockeye is losing market share in Japan to frozen 

Chilean coho salmon. While Alaska sockeye imports 

faded between 2010 and 2012, Japanese imports of 

Chilean coho increased 59 percent by value (from 

$371 million to $589 million) and 56 percent by 

volume (from 157 million pounds to 244 million). 

During that same time, Japanese imports of Alaska 

sockeye fell 58 percent by value (from $154 million 

to $65 million) and 59 percent by volume (from 49 

million pounds to 20 million). The downward trend 

has continued through the first eight months of 

2013. 

 
Japanese Salmon Imports, Alaska Sockeye and Chilean Coho, 2010-2013 

   
Note: YTD data reflects Japanese imports of product occurring between January and August. 
Source: Global Trade Atlas.  
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Japan consumes more imported seafood per capita than any other developed country, and people there eat a 

wide assortment of species. This broad spectrum of consumer tastes makes the Japanese particularly price 

sensitive. If the price of one item goes up, they can readily make another dish using a different species. 

Chilean coho has taken market share quickly because salted, kirimi-style Chilean coho product is significantly 

cheaper than sockeye. Wholesale prices at the large Tsujiki Wholesale Market in Toyko average roughly 1175 

yen/kg (or about $5.30/lb) for frozen sockeye and just 690 yen/kg (about $3.10/lb) for frozen Chilean coho 

salmon.  

What happened to the frozen sockeye the Japanese didn’t buy? Most of it likely sold into the U.S. domestic 

market, where demand for refreshed sockeye has been extremely strong. This fact is well known among 

processors, but with increasing ex-vessel prices, it may not be obvious to fishermen that one of their strongest 

markets (historically) has been almost completely eroded by farmed Chilean coho.  

It appears unlikely Alaska sockeye will regain market share from Chilean coho in the near future unless the 

latter’s price advantage goes away. This could happen, as the trade press predicts coho production will 

decline 20 percent in 2014. Furthermore, aquaculture analysts expect tight supplies of farmed salmon in 

2014 and 2015.  

Nevertheless, the Alaska industry must recognize the importance of U.S. and other “new” fresh/frozen 

sockeye markets. Further, the newly converted consumers in the U.S. or Europe may be lost more easily than 

more traditional ones. It is incumbent upon the industry, therefore, to ensure the expectations of these new 

customers are met or exceeded.  

Export Market Spotlight: Canned Salmon in the United Kingdom 

The canned salmon market accounts for an estimated 15 percent of total sockeye wholesale value. The 

importance for Bristol Bay specifically is likely about twice as high, and likely accounts for the majority of 

canned red salmon sales. To learn more about this important component of the sockeye market, McDowell 

Group conducted an executive interview with a U.K. retail consultant who is an expert in that country’s 

canned salmon market. This subsection summarizes that interview. 

GENERAL INFORMATION ON CANNED SALMON MARKET IN U.K. AND EXISTING CONSUMERS 

Based on sales data, most canned red salmon sold in the U.K. is marketed under the John West brand (33 

percent), Princes (28 percent), or store brands such Tesco (38 percent). Years ago, fresh salmon used to be a 

special treat which was relatively expensive. Canned salmon filled an important niche as an accessible version 

of fresh salmon. Since consumers can now buy fresh (Atlantic) salmon all year long, it is no longer viewed as 

a special-event type of product and canned salmon has suffered as a result. Now other fish such as monkfish, 

sea bass, bream, and other exotic species occupy the high-end niche (formerly held by fresh salmon).  

Consumer research conducted by a major private-label finds roughly 75 percent of U.K. canned salmon 

consumers are over 45 years old, and 44 percent are 65 years old. Older existing users actually prefer canned 

salmon over fresh, likely because they are more comfortable with using/preparing it. Canned red salmon is 

typically used for sandwiches, salads, and fish cakes (in that order of usage). Canned salmon is usually eaten 

during lunchtime. Retailers and existing canned salmon consumers respect the product, and are extremely 
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familiar with it. The price has increased significantly. More than 90 percent of sales are driven by promotions 

resulting in thin margins for retailers.  

EXISTING AND POTENTIAL CONSUMERS: DIFFERENT PREFERENCES 

Existing canned salmon users in the U.K. generally like the product (outside of the price) and consumer 

research does not show support for altering can sizes or packaging. For example, retort pouches were a 

“disaster” in the U.K., as some consumers likened it to pet food. In contrast, product appearance (and price) 

is a significant hurdle for potential new consumers. Most young consumers are put off by skin/bones. 

Additionally, the canned product is viewed as an “old” product by younger consumers. In short, new users 

typically desire new product forms, while existing consumers are happy with the traditional product. This 

situation presents a problem for processors and marketers: how to attract new consumers without alienating 

existing buyers?  

In terms of can size, retailers have made it clear they are open to smaller can sizes, but only if the result is a 

better per-gram value. With the relatively high fixed cost associated with processing, offering lower per-gram 

prices while at the same time selling smaller portions is, to say the least, a challenge. Nevertheless, our 

contact predicted the 418 gram (tall) can will almost certainly be delisted by retailers within the next 12 

months.  

MARKETING HURDLES AND ADVICE FOR ALASKA FISHERMEN AND PROCESSORS  

Since most product is sold on promotion, and retailers rotate the brands being promoted, U.K. consumers are 

typically not loyal to a brand. Purchase behavior is driven primarily by price. As a result, marketers like John 

West and Princes are hesitant to invest marketing dollars in the product since it would lift sales of its 

competitors, in addition to their own. So the question is: how to drive sales without relying on promotional 

pricing strategies.  

In our contact’s opinion, more cooperation is needed within all segments of the supply chain. This includes 

supply forecasts, product development efforts, and marketing/education. Education and marketing are 

obvious needs because new consumers need be taught the benefits of the product and how to use it. But 

how to implement these strategies and who bears the cost? Marketers (like John West) and retailers must also 

deal with uncertain future supply, as supply has been volatile in recent years.   
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The Bristol Bay Sockeye Value Chain 

Bristol Bay fishermen are the first link in a supply chain that stretches thousands of miles. Each link in the 

chain must understand its role for each major product. This section illustrates – in general terms – the value 

added as a product moves from fisherman to consumer.  

 

Traditionally, the sockeye supply chain includes five major steps, shown above. However, there are 

exceptions. In some cases, fishermen act as processors and sell directly to consumers. Also, it is common for 

processors to sell products under their own brand directly to retailers. And when products are exported or 

sold into specialty shops, two or three distributors may be involved.  

Regardless of how a sockeye product gets to the consumer, the functions of each segment must still be 

fulfilled. Direct marketers have to act as processor, distributor, and retailer. Some processors maintain their 

own distribution business in order to get their products out to retailers in appropriate volumes. So whether a 

product gets to the consumer via the traditional supply chain model or skips a link; value (and cost) is still 

added to the product.  

Estimated Price of Bristol Bay Sockeye by Supply Chain Segment, 2012 

 Estimated 
Price/lb. 

Product Value Yielded 
by One Round Pound 

Commercial Fishermen   

Ocean Run Sockeye (Average Ex-Vessel Price)  $1.17 $1.17 

Salmon Processors   

Canned Salmon (per net lb.) $4.67 $3.05 

Frozen H/G $3.45 $2.48 

Frozen Fillet $5.45 $2.73 

Roe  $7.86 $0.16 

Average of All Products $4.00 $2.61 

Distributors   

Frozen H/G $4.00 $2.96 

Japanese Roe Wholesalers (converted from yen) $16.00 $0.32 

U.S. Retailers   

Canned Salmon (per net lb., avg. retail price) $7.00 $4.35 

Fillets, Steaks, Sides (avg. retail price) $9.50 $4.05 

Note: Retail prices reflect estimates of average prices after accounting for shrink and discounting.  
Source: ADFG, Alaska Salmon Price Report, FreshLook Marketing Group, and McDowell Group estimates.       

Commercial 
Fishermen

Salmon 
Processors

Distributors & 
Private Label, 
Exporters, Etc.

Retail
&

Restaurants
Consumers
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The table on the prior page tracks the average price of key Bristol Bay sockeye products as they move 

through the supply chain. A dead fish sold for $1.17/lb. becomes a sockeye fillet purchased by a consumer 

for $9.50/lb. However, it takes more than one round pound of sockeye to produce a one pound sockeye 

fillet. About 40 to 50 percent of the weight is lost or used to make other products (roe is the only notable 

product made from other parts of the fish besides the flesh). In order to properly analyze the value added by 

each link, this lost weight must be accounted for. The far right column does this by showing the value of 

each key product – at that stage in the supply chain – borne out of one round pound of Bristol Bay sockeye.  

The sections below illustrate the value of sockeye as it moves through the supply chain. Estimating the value 

added by foreign retailers, foreign distributors, and restaurants is beyond the scope of this report. To simplify 

the analysis, we assume all products go to the U.S. retail market through the supply chain segments listed 

above. While this analysis simplifies the retail and distribution segments, it does include the total value added 

by harvesters and salmon processors (for all Bristol Bay sockeye products, including roe) in relatively exact 

terms based on data collected by the State of Alaska. 

Link #1: Commercial Fishermen 

2012 Bristol Bay Sockeye Harvest Volume: 119 million pounds 

2012 Bristol Bay Sockeye Ex-Vessel Value: $142 million 

Estimated Percentage of Total 2012 Retail Value: 30% 

Commercial fishermen are the first link in the supply 

chain. Data on harvest volume and value is closely 

tracked for fishery management purposes and is the 

most readily available of any segment.  

Raw product, in this case Bristol Bay sockeye, serves as 

the basis for several distinct consumer products. 

Although the same sockeye sold by a fishermen may 

be turned into many different products, the fishermen 

is paid for only the weight of the fish. However, 

fishermen are the only link in the supply change 

which is paid according to the fish’s round weight.   

Average Ex-Vessel Price/lb. of Bristol Bay Sockeye, 2012  

  

Base Ex-Vessel Price/lb. $1.00 

Chilling Bonus $0.10-$0.20 

Bleeding Bonus $0.05 

Average Final Ex-Vessel Price $1.17 

Note: Average final price includes other post-season adjustments and incentive 
payments not shown on this table. Not all fishermen receive bonuses or 
adjustments.   
Source: ADFG and KDLG news, compiled by McDowell Group.       
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Link #2: Salmon Processor 

2012 Bristol Bay Sockeye Processing Production: 79 million pounds 

2012 Bristol Bay Sockeye First Wholesale Value: $314 million 

Estimated Value Added (First Wholesale Value less Ex-Vessel Value): $172 million 

Estimated Percentage of Total 2012 Retail Value: 37% 

According to the Alaska Department of Revenue’s Alaska Salmon Price Report, Bristol Bay processors produced 

79 million pounds of product in 2012. The processed fish was worth $314 million in first wholesale value, a 

term coined to denote the value of processed product sold by processors to a buyer (known as “non-

affiliated”) in which the processor does not have an ownership interest. This figure includes all products made 

and sold by processors utilizing Bristol Bay sockeye, including fillet, H/G, canned, and roe. This figure also 

include payments made to fishermen, or the ex-vessel value of raw product. Therefore, the amount of value 

added by processors over and above the amount paid to fishermen for the fish ($142 million) is estimated to 

be $172 million.   

Processors buy fish from fishermen and turn them into several different products which they sell to a variety 

of markets. In Bristol Bay, processors realize over three quarters of their revenue from selling canned salmon 

and frozen H/G salmon. Fillet and roe production make up the vast majority of the remaining first wholesale 

value. It is important to note that not all the fish bought by salmon processors get sold at a profit. This lowers 

the effective average price processors receive. Over time, the cost of poor quality is borne by processors and 

fishermen.  

Bristol Bay Salmon Processor First Wholesale Value by Product, in $Millions, 2012 

 
Source: Alaska Salmon Price Report, compiled by McDowell Group. 
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Link #3: Distribution, Private Label, and Other Intermediaries 

Estimated Typical Percentage of Total Retail Value: 7% 

After sockeye is processed, most product is sold to 

some other middleman or processor, including: 

distributors, private label brands (such as Bumble 

Bee canned salmon), secondary processors, 

import/export companies, or brokers. A smaller 

amount of product moves straight from an Alaska 

processor to a retail store. However, that movement 

still generates distribution costs, even though the 

entity performing the distribution may have been a 

processor or retailer, rather than an independent 

distributor.  

The Seattle Fish Company is an example of an independent seafood distributor, selling a wide range of 

seafood species to restaurants and grocery stores in the Denver area. Many restaurants and grocery stores 

require relatively small shipments of many different kinds of species. This is where distributors come in. 

Managing the logistics and storage operations needed to deliver small batches of high quality seafood to 

restaurants and grocers is the distributor’s niche and Denver’s Seattle Fish Company is a great example of 

their crucial role in the supply chain.  

No public data exists showing exactly how much distributors markup products. Additionally, no data exists to 

determine how much product goes into processors’ branded programs and how much is sold to other 

private labels or distributors. Markups in the seafood business can be less than 3 percent or more than 20 

percent, depending on the product and the volume involved. The markup on a commodity product that is 

shelf stable, like canned salmon, is typically less than 10 percent. However, fresh sockeye fillets could easily 

have markups of more than 20 percent, in part because the product is highly perishable. Based on interviews 

with industry representatives and review of available research, the average markup for Bristol Bay sockeye is 

estimated to be 10 percent.  

The markup on roe sold in Japanese wholesale markets can be tremendous. The Alaska salmon price report 

notes a first wholesale price of $7.86 for Bristol Bay sockeye roe. Salmon roe prices are highly subject to 

quality. Top grade product can fetch 3,500 yen/kg ($19.85/lb.) while damaged or soft roe is often sold for 

2,000 yen/kg or less ($11.30/lb. based on 2012 exchange rates). Given the large price spread between the 

first wholesale value and the price of product sold in Japanese wholesale markets, it is likely that shipping, 

grading, and marketing costs for roe are relatively high.  
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Link #4: Retail Grocery Outlets 

Estimated Typical Percentage of Total Retail Value: 25% 

U.S. grocery stores sold more than $600 billion worth of product in 2012. However, the grocery sector is 

extremely competitive and profit margins are estimated to average one to three percent. The U.S. grocery 

segment is extremely competitive as a result of rapid expansion by operators over the past two decades. 

Strong competition keep margins relatively low in the grocery sector but many stores have revenues of $15 

million or more per year. 

Supermarket Operating Costs and Profits 

  

Cost of Goods Sold 72.3% 

Labor (Payroll/Benefits) 15.8% 

Property Rental and Utilities 3.0% 

Depreciation and Amortization 1.2% 

Supplies, Maintenance, and Repair 1.9% 

Taxes, Licenses, and Insurance 0.6% 

Other Operating Expenses 3.3% 

Net Profit 1.8% 

Source: Food Marketing Institute, via Quentin Fong (UAF).        

Markups in the grocery business can vary widely, depending on the product and the store. Seafood and 

specialty items may be marked up 25 to 40 percent or more at traditional grocery stores, while a club store 

such as Costco may mark up a similar product just 10 to 20 percent. Markup is defined as the gross margin 

divided by the cost of the product. So, if a store buys a product for $1.00 and sells it for $1.30, the markup 

would be $0.30 or 30 percent.  

In spite of their higher markups, traditional grocery stores can compete with club stores because they carry a 

much wider assortment of products, have more staff to answer questions, may be located closer to their 

customers and often offer highly promoted products at a discount. Sales, specials, and discounts on products 

may reduce the markup to 5 percent or less, but these features attract customers and increase volume on 

products with excess inventory.  

Grocery margins are also affected by inventory “shrink.” Shrink is the difference between recorded and actual 

inventory. Theft is one component of shrink, but there are other causes of shrink specific to fresh/frozen 

seafood. Fish fillets can lose up to 1 percent of their weight each day, and spoilage reduces inventories 

further. Shrink may decrease the amount of seafood product sold by 5 to 15 percent. This is product the 

store paid for but did not sell. Therefore, even though a normal retail markup may be 35 to 40 percent, the 

effective seafood markup is probably closer to 20 to 30 percent due to shrink and to product sold at a 

discount.  
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Relative Price Analysis of Bristol Bay Sockeye 

This section compares the ex-vessel price of sockeye caught in different areas of Alaska. Differences in prices 

across the state are influenced by several factors. Run timing, remoteness, run size, access to fresh markets, 

infrastructure, economies of scale, and fish quality all play a big role in determining the ex-vessel value of any 

salmon species in Alaska.  

Ex-Vessel Price Summary for Alaska Sockeye 

It is widely known that Bristol Bay fishermen receive lower prices for their sockeye than most other Alaska 

fishermen. Bristol Bay fishermen received an average ex-vessel price of $1.17 per pound in 2012, including 

base price, bonuses, and other retro-payments, while sockeye from other regions netted an average ex-vessel 

price of $1.48. The difference of $0.31 was slightly higher than that seen in 2011.     

Average Ex-Vessel Price of Alaska Sockeye by Region, 2006-2013 

 2006 2007 2008 2009 2010 2011 2012 2013 

Southeast $1.14 $1.14 $1.37 $1.24 $1.68 $1.62 $1.32 $1.85 

Prince William Sound 1.61 1.55 1.69 1.83 2.01 1.82 1.83 2.28 

Cook Inlet 1.07 1.00 1.26 1.27 1.65 1.38 1.44 2.25 

Kodiak 0.84 1.00 1.00 1.12 1.41 1.53 1.47 1.59 

Chignik 0.72 0.76 0.88 0.98 1.27 1.30 1.26 1.29 

AK Peninsula 0.66 0.73 0.84 0.84 1.23 1.25 1.26 1.22 

Bristol Bay 0.71 0.67 0.83 0.89 1.06 1.18 1.17 1.50 

Other AK Sockeye 
(Total) $0.98 $1.02 $1.12 $1.38 $1.51 $1.46 $1.48 $1.71 

Price Diff. between 
“Other AK Sockeye” 
& BB Sockeye 

$0.27 $0.35 $0.29 $0.49 $0.45 $0.28 $0.31 $0.21 

Premium as Pct. of 
Bristol Bay  
Sockeye Price 

39% 52% 35% 55% 43% 24% 27% 14% 

Note: 2013 data is preliminary and does not include bonuses or retro payments.  
Source: ADFG, compiled by McDowell Group.     

The premium other Alaska sockeye receive relative to Bristol Bay sockeye has declined since 2009. In 2009, 

the sockeye premium of $0.49 was equal to 55 percent of the Bristol Bay price but the premium and the 

premium as a percentage of the Bristol Bay price has dropped significantly. It is likely that increasing prices for 

canned salmon and greater competition for smaller Bristol Bay sockeye harvests have helped even out the 

price difference. The 2013 base price for Bristol Bay sockeye exceeded the price paid to fishermen in Chignik 

and the Alaska Peninsula for the first time in several years, though final prices will not be known until May 

2014. Prince William Sound (Copper River) and Cook Inlet receive the highest sockeye prices, but much of 

this fish is sold for higher wholesale prices into fresh markets.  
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Ex-vessel prices and the price premium other sockeye receive are a function of many factors. Bristol Bay is one 

of the state’s most remote areas and this results in higher mobilization, operating and transportation costs for 

processors. Product form and markets for the various products also dictate the ex-vessel value of fish.   

Sockeye Market Analysis – Fall 2013  McDowell Group, Inc.  Page 31 



Comparing Sockeye Revenue:  
Fishing vs. Processing 

This section compares the ex-vessel value earned by fishermen to the total first wholesale value received by 

processors for Alaska sockeye. Data comes from ADFG’s Commercial Operators Annual Report (COAR). The 

analysis shows total sockeye, rather than only Bristol Bay, because historical COAR data may not follow the 

consistent regional distinctions from year to year. Therefore, comparing them to each other in a time series 

format may not provide accurate conclusions. First wholesale data represents the value of a product when it is 

first sold outside a processor’s affiliate network and includes the ex-vessel value of the product plus the value 

added by the processor.  

Prices for Alaska sockeye have increased in recent years, benefitting both fishermen and processors. Since 

2006, total earnings have increased but so has the percentage of first wholesale value paid to fishermen (as 

shown in the graph below). In 2006, the ex-vessel value paid to fishermen accounted for 44 percent of total 

first wholesale value. This percentage increased to 49 percent in 2012.  

Gross Earnings of Commercial Fishermen and Processors, Alaska Sockeye, 2007-2012 

 
Note: Value added by processors is equal to first wholesale value less the ex-vessel cost of fish.  
Source: ADFG, compiled by McDowell Group.  

From 2004 to 2006, the annual average ex-vessel value of Alaska sockeye was $176 million and the annual 

average first wholesale value was $407 million. Less the cost of fish, processors grossed $230 million per year. 

During the last two seasons with finalized data (2011 and 2012), total ex-vessel value increased 66 percent, 

or $117 million despite a 10 percent drop in harvest volume since the 2004-2006 period. The average value 

added by processors rose 35 percent, or $80 million during the same period.   
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Average Value of Alaska Sockeye, 2004-2006 and 2011-2012 

 2004-2006 2011-2012 Increase 

Ex-Vessel Value ($Millions) $176.5 $293.2 $116.8 

First Wholesale Value ($Millions) $406.8 $603.2 $196.4 

Value Added by Processors ($Millions) $230.3 $310.0 $79.6 

Ex-Vessel Value as Pct. of First Wholesale 43.3% 48.6% 5.2% 

Note: Value added by processors is equal to first wholesale value less the ex-vessel cost of fish. 
Source: ADFG (Commercial Operators Annual Report), compiled by McDowell Group.        

The table shows that, as both ex-vessel and first-wholesale values have increased in recent years, fishermen 

have also seen their share of first wholesale value increase, from 43.3 percent to 48.6 percent. These data 

suggest that fishermen have benefitted from increasing wholesale prices more so than processors in recent 

years. Intuitively, this makes sense because like fishermen, many processing costs are fixed. Therefore the 

more wholesale value increases beyond that fixed “tipping point” of profitability, the more revenue is 

available to compete for fish. As wholesale value has increased, processors have competed harder for fish and 

on a percent basis more wholesale dollars are now flowing through to the harvesting sector than in years 

past.  

However, none of these figures on the fishing or processing side is a proxy for net profit. Fishermen entering 

the fishery have seen permit prices increase and processors face rising costs as well. These data also suggest 

that as prices have increased, so too has the competition for raw product amongst processors, driving the 

increase in the share of first wholesale value retained by fishermen.  
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Sockeye Market Commentary 

McDowell Group interviewed more than a dozen buyers, sellers, and market watchers for this project. 

Quotations and recommendations from these experts are presented below.  

Quality and Appearance 

“It is very hard to get high-quality refreshed sockeye. We see a lot of gaping in Bristol Bay fish, most of what 

we buy is from setnet fisheries (in and outside of the Bay). For the most part, packers aren’t able to cut 

(vacuum-packed fillets) to our specs due to the overall quality of the fish and due to the quantity that they 

harvest.” Seafood Buyer for Whole Foods Markets. 

“Color drives sales in the seafood case and people definitely buy with their eyes.” Seafood Buyer for Whole 

Foods Markets noting how sockeye’s deep red color drives sales.  

“We haven’t had any major quality issues, outside of what is normal. No gaping issues, but we do mostly pin 

bone in (PBI) product.” Mid-sized East Coast retailer. 

“Deliver quality and you will get a higher price.” Seafood buyer for an upscale grocery chain.  

“Ten years ago, there wasn’t much quality coming out of the Bay. But now there are some up there who are 

putting out a very good product, but there’s still some that aren’t.” Seafood buyer for an upscale grocery 

chain. 

“Anybody can make a quality product but not everyone can do it consistently. Consistency is the important 

thing.” Seafood buyer for a small Northwest grocery chain. 

Sales Volume, Pricing, Sourcing and Availability 

“Demand for fresh sockeye and coho was very strong this year. I don’t think rising prices for sockeye had too 

big of an impact on sales.” Fresh seafood buyer for Costco Stores.  

“We sell fresh sockeye in virtually all U.S. club stores during the season. That’s 450 warehouses getting fresh 

salmon three times a week. However, we don’t usually source fresh sockeye from Bristol Bay, the season is just 

too short and intense, but most all our frozen portion sockeye is from Bristol Bay.” Fresh seafood buyer for 

Costco Stores.  

“We’ve grown our fresh salmon program very steadily. It’s grown… a lot in the last three or four years. And if 

we can get supply, I’m sure it can continue to grow just by nature of Costco’s expansion. We’re going to 

open 30 new stores next year, so there’s growth right there. Logistics and getting supply (on the fresh side is 

the biggest hurdle).” Fresh seafood buyer for Costco Stores. 

“I only got a quarter of my sockeye order filled this year, now we’re trying to fill in space in our case with 

troll-caught coho.” Anonymous West Coast retail buyer.  
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“We saw our sales really pick up a few years ago when were able to sell sockeye fillets at $7.99 and $8.99. 

You can move a lot of volume at those prices but when you go from $9.99 to $10.99 – past that $10/lb 

threshold – you lose 35 to 40 percent of your sales volume. Each dollar (increase in price) after that and you 

lose another 25 percent. We’re at $12.99 (per pound) right now (mid-September).” Mid-sized East Coast 

retailer.  

“We can sell sockeye for 21 or 22 dollars (per pound) at the beginning of the season and people will buy it. A 

certain group of customers is always going to buy sockeye, but the question is how often will they buy it? At 

a certain price point they go from buying it twice a month to once a month.” Mid-sized East Coast retailer. 

“Food service operators are very reactive. They see our prices and tend to adjust accordingly, but some items 

they will carry because they want to specifically carry those items.” Large broadline food service distributor. 

“Our wholesale prices are up 15 percent this year over last.” Large broadline food service distributor.  

“We’ve had no trouble getting sockeye this year, but we are very loyal to our suppliers and work closely with 

them. Demand has been pretty strong. I think the higher price of farmed product has helped out.” Mid-sized 

Midwest retailer. 

“Household penetration, the number of Canadian households who bought canned salmon, was down from 

55 percent to 33 percent. The two things that are driving lower household penetration are relevancy and 

price; but relevancy of the product appears to be the biggest factor according to our research of lapsed 

users.” Canned sales manager for large Bristol Bay processor.  

“Meanwhile the household penetration in canned tuna is stable to growing in most markets.” Canned sales 

manager for large Bristol Bay processor. 

“In the first year (when canned prices went up sharply), we saw a big decrease in sales but this past year it’s 

been much more stable. This tells us there is a core consumer who wants to purchase canned red salmon, 

even at a higher price.” Canned sales manager for large Bristol Bay processor. 

“Price has caused a lot of problems on the canned side but the frozen market has been better able to bear 

high prices. Have had difficult negotiations with canned buyers, especially with respect to U.K. buyers.” Sales 

executive for a large Bristol Bay processor. 

“The weak yen resulted in a lot less product going to Japan this year, but demand from the North American 

market and European market seemed to fill-in demand for frozen H/G and sides.” Sales executive for a large 

Bristol Bay processor. 

“We were really surprised how well sockeye prices held up in 2011 and 2012 when farmed salmon prices 

were really low. We’ve seen sockeye fillets carve out its own niche.” Sales executive for a large Bristol Bay 

processor. 

“Cost is the key issue (for canned salmon). Hitting a price point on a tall can is VERY challenging. We are 

looking at retail prices of $10 per tall can or more from the 2013 pack. The canned red is in a slow death 
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right now because of an aging consumer and high prices dragging down sales. Eventually there will be a 

feedback effect to fishermen.” Marketing executive for a large private label canned salmon brand.  

“Retailers can sell sockeye all day at $9.99/lb, but once you move past that $10 price point you probably lose 

30 percent of your sales volume. However, it is relative. If you have troll-caught kings for $30.99/lb then 

$14.99/lb for sockeye looks a lot better.” Seafood buyer for a small Northwest grocery chain. 

“Q: How was sockeye demand for you this year, given the higher prices? A: Pretty good given the lower 

harvest. Our pounds sold (of sockeye) was flat year on year and of course the dollars were up. That’s a good 

indication of demand. Our customers, and again it’s an upscale customer base, didn’t seem to substitute 

other species for sockeye.” Seafood buyer for an upscale grocery chain. 

“We get most of our sockeye from Kodiak.” Seafood buyer for an upscale grocery chain. 

“Wholesale prices were up 20 to 30 percent this year.” Seafood buyer for an upscale grocery chain. 

Product Form 

“Food service operators, particularly in the Midwest, are very receptive to frozen product. The quality of good 

frozen product and the difficulty and cost associated with selling fresh seafood in the Midwest makes it very 

attractive.” Large broadline food service distributor. 

“IVF (individual vacuum packed) portions are more attractive for a higher priced species like sockeye, where 

operators may be willing to pay up for better quality because it’s a smaller percentage of the overall cost.” 

Large broadline food service distributor. 

“One of the biggest challenges is the packaging and format of canned salmon. The typical canned salmon 

consumer is aging. We need to find ways to get a younger generation using the product. Younger consumers 

don’t want skin-on/bone-in. We need to find messaging that will connect to a younger audience and get 

them engaged on an emotional level, not just a functional level.” Marketing executive for a large private label 

canned salmon brand. 

“The critical issue is packaging and size, but there’s no agreement on how to change the product. Who 

makes that decision and based on what research? But it’s obvious we need to make it more convenient for 

and more attractive for a younger consumer… to have the right product at the right price point. Can we 

make the product useful for on-the-go snacking?” Marketing executive for a large private label canned 

salmon brand. 

“People don’t identify canned products with fresh, but it’s canned within hours of being caught… so that’s 

fresh but consumers don’t know that or think about it that way. There’s an opportunity there, along with all 

the other great benefits of this amazing product (omega 3’s, heart healthy, etc).” Marketing executive for a 

large private label canned salmon brand. 
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Differentiation 

“One the most common questions we field is about salmon and the difference between wild and farm-

raised.” Bill Bayne, President of Fish City Grill in Addison, TX. (via SeaFood Business).  

“Higher-end markets seem to sell more Alaska salmon and differentiate it from farmed salmon a little more. 

But it’s a mix, and it depends somewhat on price.” Mid-sized Midwest retailer. 

Recommendations  

“Q: If you were the marketing advisor for this industry group, what aspect would you tell them to push… 

health, taste, or the story? A: I’d say the story, followed closely by health benefits. All the research says people 

want to eat healthier, but often the biggest sellers are not the healthiest. Alaska is local to most Americans, 

they get a pass on that and it’s unique.” Large broadline food service distributor. 

“The biggest thing an industry group can do is create consumer awareness, so that there is pull through from 

customers. If customers want wild salmon, then operators will feel like they have to menu it.” Large broadline 

food service distributor. 

“Q: If you were the marketing advisor for this industry group, what area of the country would you tell them 

to focus on? A: Probably the Northeast or Midwest, just because people there aren’t as knowledgeable about 

wild salmon. There’s probably more potential there, because people aren’t as informed. But logistically, it’s 

harder to do fresh there.” Fresh seafood buyer for Costco Stores. 

“Q: If you were the marketing advisor for this industry group, how would you suggest they spend their 

marketing dollars to build up the value of Bristol Bay sockeye? A: Focus on educating the public. Many times 

they may not understand why Alaska salmon is different or understand the difference between Alaska’s 

species.” Mid-sized Midwest retailer. 

“Q: Do you think most retailers would be open to partnering with fishing groups to learn more about their 

fish? A: Yes, definitely I think anything that helps give the (seafood) counter people more knowledge would 

be something retailers would be open to. Most of our messaging and info is related to customers from our 

counter staff.” Mid-sized Midwest retailer. 

“Q: Do you think most retailers would be open to featuring Bristol Bay sockeye, maybe with promotional 

materials? A: Yes and no. It could be cool to have maps or pictures of the fishermen, or calling out a river 

system, but it can paint you into a corner too for those times when you don’t have Bristol Bay product, so we 

would have to be careful about that. That would be difficult.” Mid-sized Midwest retailer. 

“Q: Would you say demand has increased, decreased or stayed the same since last year and have you had 

any issues getting supply? A: I’d say demand has stayed the same, maybe even increased a little bit. We 

source sockeye from several regions and haven’t had any issues getting supply.” Food service distributor 

based in Texas. 
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“Q: If you were the marketing advisor for this industry group, how would you suggest they spend their 

marketing dollars to build up the value of Bristol Bay sockeye? A: Try to market sockeye from other areas. My 

customers know about Copper River and ask for it by name, but there’s not much attention on sockeye from 

other areas.” Food service distributor based in Texas. 

“Q: If you were the marketing advisor for this industry group, how would you suggest they spend their 

marketing dollars to build up the value of sockeye? A: Keep improving quality because it opens up more 

options for processors to find the best way to maximize value. The wholesale price difference for lower grade 

product can be 40 percent less than top-grade product.” Canned sales manager for large Bristol Bay 

processor. 

“Q: If you were the marketing advisor for this industry group, how would you suggest they spend their 

marketing dollars to build up the value of sockeye? A: They might consider working on messaging. Some 

buyers have an impression that Bristol Bay sockeye is inferior to other sockeye, due to the hectic nature of the 

fishery. Also, they might consider communicating the expectations of declining quota.” Sales executive for a 

large Bristol Bay processor. 

“Q: If you were the marketing advisor for this industry group, how would you suggest they spend their 

marketing dollars to build up the value of sockeye? A: 1) More funding (or support) for changes to the 

packaging and 2) more marketing dollars. Making the product more accessible and easier to use is very 

important as is marketing that can connect with a younger audience.” Marketing executive for a large private 

label canned salmon brand. 

“Interviewer: How can this group increase the value of their salmon? Respondent: Fresh, frozen, canned? 

Interviewer: The dead ones! Respondent: (Laughs) Three things… 1) Keep improving the quality, fish that 

gets frozen twice loses a lot of quality and icing on boats is very important, 2) Brand the fish. Copper River 

branded their harvest and they get a premium. And 3) Look at where their fish is sold and focus on areas 

where it is not being sold as much to penetrate untapped markets.” Seafood buyer for an upscale grocery 

chain. 

Other Commentary 

“The situation (with canned salmon) isn’t sustainable. Eventually the product could lose shelf space because it 

prices itself out. We are fighting very hard to keep our place on the shelf, but it will be difficult with prices 

above $10/can.” Marketing executive for a large private label canned salmon brand. 

“There’s no consensus or plan for 5, 10, or 20 years out. We really need more alignment within the supply 

chain to arrive at a consensus on a long term focus, and establish a unified voice for the industry about where 

it needs to go.” Marketing executive for a large private label canned salmon brand. 

 “We think two big reasons why canned salmon isn’t as relevant as it once was, has to do with competition 

and changing lifestyles. Canned salmon is not as convenient, relatively speaking, as other products. One 

interesting bellweather was when Jello starting moving more towards pre-packaged jello cups and away from 

the packages that required you add it to boiling water. Secondly, you’ve got changing lifestyles where people 
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aren’t eating sandwiches as much in the home, which is where 80 percent of canned salmon is consumed.” 

Canned sales manager for large Bristol Bay processor. 

“We do promotions around sockeye during the season to create awareness, not so much to clear inventory. 

We have to remind customers is time for fresh salmon because it’s just not something many people in the 

Midwest are going to know.” Mid-sized Midwest retailer. 

“We are pretty much the opposite of most stores. We sell much more wild salmon, as opposed to farmed. It 

all started with a New York Times article in the early 2000’s that noted high amounts of PCBs in farmed 

salmon. Since then, our customers have demanded wild salmon as opposed to farmed.” Seafood buyer for an 

upscale grocery chain.  

“One reason a lot of people eat seafood at restaurants is they want to eat something they either can’t or 

don’t want to cook at home.” Large broadline food service distributor. 

“Usually independent food service operators, outside of some cutting edge places, follow the chain 

restaurants (Applebees, Red Lobster, McCormick and Schmicks, etc.). Chains have research staff that 

independents can’t afford. So if chain operators menu something, often times independent operators will 

follow suit in order to compete. And sometimes, like with tilapia five years ago, having it menu’d in chain 

restaurants can drive consumer awareness even higher.” Large broadline food service distributor. 
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General Trends in Grocery and Food Service 

Trends in consumer behavior drive the actions of retailers. The actions of retailers force change at the 

processing level, which can have a big impact on the prices offered to commercial fishermen. This section 

explores consumer trends and the challenges/opportunities facing “downstream” supply chain segments.   

Retailer Trends  

Product Segments 

• Fresh-food purchases (including seafood) make up a significant amount of shoppers’ purchases 

around the world, but that percentage varies by greatly by region. In Asia, fresh foods account for 60 

percent of shopper budgets, 53 percent in Europe, and 30 percent in the U.S. (March 2013, 

SeafoodSource News). 

• A recent consumer survey found 35 percent of consumers often chose fresh fish over meat or poultry 

in order to eat healthy. However, 25 percent of those surveyed said they hesitate to buy fresh fish or 

seafood because of possible spoilage or contaminations issues (July 2013, Progressive Grocer) 

• Alaska salmon continues to generate a larger and more loyal following and growing contingent 

appears to be turning away from all farmed salmon.  

• According to the Nielsen group, fresh seafood sales rose 2.5 percent in 2012, while sales volume for 

beef, poultry, and pork fell (March 2013, SeafoodSource News).  

• “Gourmet foodies” are an important customer segment for grocery stores. These consumers earn 

$100,000 on average, spend 13 percent more on fresh meat, seafood, and wine, and make up 18 

percent of all shoppers (April 2013, SeafoodSource News). 

Pricing 

• Store brands have become common in supermarkets for obvious reasons. A FMI study in the U.S. 

found that retailers earn a 35 percent gross margin on store-branded products versus 25.9 percent 

on comparable nationally advertised brands. This despite the fact that store brands often cost 25 to 

30 percent less than their “name brand” equivalent (at full retail price). 

• Walmart is trying to take market share from traditional supermarkets by running ads documenting 

how much shoppers can save on the identical basket of goods. Meanwhile, some grocery chains are 

touting the attractive pricing of their deli and prepared meals section as an alternative to eating out 

at restaurants.  

• Rising wholesale prices was the biggest challenge faced by (grocery) retailers in 2012, according to 

SeaFood Business’s 2012 biennial retail survey. The number of retailers citing wholesale price as their 
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biggest challenge increased from 46 percent in 2010 to 56 percent in 2012 (October 2012, SeaFood 

Business). 

• For some shoppers, higher prices are affecting buying habits. Sixty-one percent of the retailers 

surveyed said that customers are switching to cheaper seafood species and 32 percent are switching 

to other proteins. However, “freshness and quality” are still the shoppers’ top concern, according to 

retailers surveyed, trailed closely by price resistance (October 2012, SeaFood Business). 

• In response to rising wholesale prices, some retailers said they were attempting to convincer shoppers 

to try new, cheaper species. However, this does not appear to be the case with Alaska salmon. Most 

comments from retailers relating to Alaska salmon indicate they are proud to offer the product.  

Retailer Priorities 

• Consumer’s lack of knowledge about seafood is a key challenge for retailers. Consumers’ top concern 

is freshness/quality by a wide margin, followed by price, and lack of cooking skills.  

• Many grocery respondents in the SeaFood Business survey indicated they have shrink of 3 percent or 

less. However, industry participants have noted that seafood category managers sometimes manage 

shrink to the detriment of overall profit. For instance, some stores will only thaw out small volumes of 

fish each morning, resulting in a meager selection by the time supermarket activity picks up in early 

evening. One distributor said he recently received an order for three pounds of Dover sole from a 

grocery store.   

• Who do retailers buy from? Nearly 80 percent buy at least some of their product from specialty 

distributors specializing in seafood. Only 25 percent bought seafood from broadline distributors (like 

Sysco or U.S. Foods).  

• Who decides what retailers buy? The SeaFood Business biennial survey indicated seafood purchasing 

decisions are often made at the store level.  

• Roughly half the stores surveyed reported the average seafood transaction exceeds $10 and roughly 

three-quarters of retailers reported gross earnings in excess of 25 percent on seafood sales (in 2010).  

• On average, fresh seafood accounts for 1 to 2 percent of a grocery store’s total sales.  

Sustainability 

• Sustainability generally ranks low on consumers’ list of concerns but it is one of the top challenges for 

retailers. Additionally, certified sustainable products have been noted as one of the fastest growing 

product categories in seafood cases. A 2010 survey of retailers found that only 3 percent of retailers 

cited sustainability as their customers’ top concern.  

• Despite the fact that sustainability is typically less important to consumers than quality, taste, and 

price; it does make headlines. Walmart recently said it would only buy MSC seafood, but then 

reversed its position essentially saying it is proud to carry Alaska salmon. In January 2010, Target 
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announced it would no longer carry farmed salmon in its fresh, frozen, or smoked seafood selections. 

The chain even vowed to use wild-caught salmon in its sushi offerings by 2011.   

Food Service Trends  

• Increasing wholesale prices have forced food service operators to increase their menu prices. In a 

2012 SeaFood Business biennial survey of food service operators, two-thirds of those questioned said 

their menu prices were higher than the previous year and 77 percent of those said the reason was 

wholesale prices.   

• In this same survey, 10 percent of respondents noted they had removed all farmed salmon from their 

menus.  

• The biggest problems for food service operators in sourcing seafood are 1) availability, 2) price, 3) 

nothing or no reported problems, and 4) quality.  

• Many operators reported increased offerings of 1) seafood topped salads, 2) seafood with pasta, and 

3) wild species.  

• A 2013 survey by Datassentials for ASMI revealed that seafood consumers are eating less seafood at 

chain restaurants than they were in 2011, but are choosing to eat more fish/seafood at home. 

Fish/seafood offerings from fast food restaurants were less satisfactory to customers than those from 

casual dining spots.   

• Ceviche is a hot new thing. It appears on 26 percent more restaurant menus, according to a recent 

Datassentials Survey, than it did in 2009.  

Secondary Processing Trends 

• In the most recent SeaFood Business biennial survey of processors, regulatory compliance was the 

biggest hurdle identified after rising food costs. “Selling frozen or soaked seafood by dry weight 

standards is a real problem. It’s not fair when other companies don’t follow regulations and get away 

with it. I’m telling you, people are selling a lot of ice out there,” said Robert Ryan, VP of Marketing at 

L&L International in California (September 2013, SeaFood Business).  

• Buying American, when available, is on the minds of processors as traceability and the marketing 

appeal of U.S. seafood become bigger issues. More processors plan to increase sourcing from the U.S. 

than from any other region according to the most recent SeaFood Business processor survey 

(September 2013, SeaFood Business). 

• Processors are planning to enter new markets and expand their product lines in the near future. More 

than 60 percent of processors surveyed in 2012 indicated they planned to expand product lines 

and/or markets in the coming year.   
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General Consumer Trends 

Seafood Purchasing 

• Health is the biggest reason people eat more fresh seafood, while price is the most common reason 

for eating less. Safety and freshness are also mentioned as reasons for eating less seafood (Illuminate 

Market Research & Planning, for Alaska Marketing Institute, 2011).  

• Convenience, health, and price were key factors for consumers who chose to eat more frozen seafood 

in 2011. Only 6 percent said they ate more frozen seafood because of taste. Those who reported 

eating less frozen seafood generally said they prefer fresh to frozen (Illuminate Market Research & 

Planning, for Alaska Marketing Institute, 2011).   

• In the Illuminate survey for ASMI, consumers were asked what they would do if fresh wild salmon 

were not available at their usual store. Of 801 sampled consumers, 39 percent said they would 

purchase frozen wild salmon, while 14 percent said they would seek another source. A total of 32 

percent of respondents said they would purchase farmed salmon as a substitute. Consumers in the 

Northeast and Midwest were less likely to purchase frozen wild salmon as a substitute. These 

consumers were also slightly more likely to substitute farmed salmon.  

Consumer Information 

• The seafood counter clerk is by far the most prominent source of information about seafood 

purchases for consumers. In the ASMI consumer survey, 68 percent said they get their information 

from seafood counter clerks while 37 percent said they rely on the internet, and 32 said they use 

materials or brochures at the seafood counter. Food blogs are also gaining popularity, though only 

12 percent of surveyed consumers said they received information from food blogs in 2011. The 

seafood counter clerk is seen by most consumers as the most credible source of seafood information.  

• Only 19 percent of consumers were aware “Atlantic Salmon” were farm raised.  

• Roughly two-thirds of seafood consumers prefer wild over farmed, but consumers with no preference 

tend to want more information on menus, indicating a consumer desire to be educated.  

The Alaska Brand 

• Among those consumers who recently purchased salmon, Alaska salmon was preferred 3 to 1 over 

Atlantic and farmed salmon. Consumers agree most strongly with the statement “Alaska salmon 

tastes better than Atlantic salmon” and these perceptions are fairly consistent nationwide.  

• The strongest association seafood consumers make with Alaska seafood is related to freshness and 

taste. The majority of salmon consumers (61 percent) also believe fish caught in or near Alaska to be 

different than fish caught elsewhere.  

• In ASMI’s survey of seafood consumers, more than 70 percent said the word “Alaska” would increase 

the likelihood of them purchasing fish or seafood in a retail setting. The Alaska Seafood logo increases 
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this likelihood to 81 percent. The majority of consumers also said the use of the Alaska Seafood logo 

conveyed positive messages about the retailer.  

• Consumers overwhelmingly prefer dishes where the word “Alaska” is used to describe the 

fish/seafood. Additionally, the inclusion of either “Alaska” or the Alaska Seafood (ASMI) logo on 

menus makes a strong positive impact on consumer perceptions about the restaurant overall.  

McDowell Group Observations 

• Alaskans have long known that fish frozen/chilled soon after harvest and properly packaged can taste 

as good, if not better, than “fresh” fish that was harvested a week earlier. Vacuum-packed, flash-

frozen Alaska sockeye fillets, perhaps with a pre-packaged marinade mix, seem like a good answer if 

only consumers would realize the value of such a product. 

• Upstart “craft” farmed salmon producers present a major threat to Alaska sockeye’s niche market 

position. To many consumers, wild Alaska salmon is an attractive because it is a widely available 

American seafood product that comes from a pristine environment that is regulated by U.S. 

standards. However, retailers and chefs in the U.S. and Europe often prefer fresh product over frozen. 

The ability to offer a fresh product all year round that consumers feel good about eating (concerning 

health benefits and sustainability messaging) is attractive to retailers/restaurants; while Alaska 

sockeye’s high value niche is attractive to farmed salmon producers.  
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Appendices 

Volume and Value of Fresh/Frz Farmed Salmon Sold in U.S. Grocery Stores, Aug. 2012-2013 

Market Area 
Farmed 
Salmon 

000’s lbs 

YoY Pct. 
Change 

(Volume) 

Farmed 
Salmon 
$000’s 

YoY Pct. 
Change 
(Value) 

Avg. 
Price/lb 

YoY Pct. 
Change 
(Price) 

Albany, NY 684 2.0% $4,578 2.2% $6.69 0.2% 

Atlanta, GA 2,825 19.9 21,229 16.0 7.52 -3.3 

Baltimore/Washington DC 5,270 10.5 39,687 7.9 7.53 -2.4 

Birmingham/Montgomery 975 15.4 7,951 12.4 8.15 -2.6 

Boston, MA 3,671 2.4 28,022 7.0 7.63 4.5 

Buffalo/Rochester 807 2.1 6,977 6.5 8.65 4.3 

Charlotte, NC 536 29.7 4,481 27.4 8.35 -1.8 

Chicago, IL 4,163 10.2 24,560 7.9 5.90 -2.1 

Cincinnati/Dayton 980 15.3 6,219 13.4 6.34 -1.7 

Cleveland, OH 732 6.1 6,307 2.7 8.61 -3.1 

Columbus, OH 665 6.4 4,801 5.4 7.21 -1.0 

Dallas/Ft Worth 2,417 19.4 15,139 15.9 6.26 -2.9 

Denver, CO 1,645 7.2 10,915 7.7 6.64 0.5 

Detroit, MI 1,853 4.0 11,875 2.8 6.41 -1.1 

Grand Rapids, MI 625 7.4 4,496 8.9 7.19 1.4 

Harrisburg/Scranton 1,993 4.3 13,586 7.2 6.82 2.8 

Hartford/Springfield 2,250 6.4 15,944 2.4 7.09 -3.7 

Houston, TX 2,165 27.8 13,298 21.6 6.14 -4.8 

Indianapolis, IN 613 4.7 4,256 6.5 6.94 1.7 

Jacksonville, FL 918 21.7 7,407 17.3 8.07 -3.6 

Kansas City, KS 707 54.3 4,672 27.5 6.61 -17.3 

Los Angeles, CA 7,204 5.2 50,446 8.9 7.00 3.5 

Louisville, KY 396 28.3 2,428 25.8 6.14 -2.0 

Miami/Ft Lauderdale 3,944 18.9 33,459 13.2 8.48 -4.7 

Milwaukee, WI 721 0.5 5,836 4.6 8.10 4.1 

Minneapolis/St Paul 883 -1.5 6,547 -1.1 7.41 0.4 

Nashville, TN 651 24.2 4,609 20.0 7.08 -3.4 

New Orleans/Mobile 819 16.0 5,751 15.1 7.02 -0.7 

New York 8,580 3.6 67,849 4.8 7.91 1.2 

Northern New England 2,665 0.4 18,623 3.2 6.99 2.7 

Omaha, NE 490 14.8 2,874 19.3 5.86 3.9 

Orlando, FL 1,814 10.8 14,820 9.0 8.17 -1.6 

Peoria/Springfield 580 8.9 4,191 11.5 7.23 2.4 

Philadelphia, PA 4,668 10.7 32,285 9.0 6.92 -1.6 
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Market Area 
Farmed 
Salmon 

000’s lbs 

YoY Pct. 
Change 

(Volume) 

Farmed 
Salmon 
$000’s 

YoY Pct. 
Change 
(Value) 

Avg. 
Price/lb 

YoY Pct. 
Change 
(Price) 

Phoenix/Tucson 1,964 6.6 $12,802 10.7 6.52 3.9 

Pittsburgh, PA 1,042 5.3 8,964 3.7 8.60 -1.5 

Portland, OR 466 27.2 3,255 23.2 6.98 -3.2 

Raleigh/Greensboro 822 29.0 6,407 27.1 7.80 -1.5 

Richmond/Norfolk 1,238 17.5 8,444 17.1 6.82 -0.3 

Roanoke, VA 768 10.9 4,584 15.2 5.97 3.9 

Sacramento, CA 1,010 -10.6 7,030 -5.5 6.96 5.6 

Salt Lake City, UT 822 6.5 4,718 2.6 5.74 -3.7 

San Diego, CA 1,316 1.3 9,085 4.0 6.90 2.6 

San Fran/Oakland 2,925 -11.8 20,196 -6.3 6.90 6.1 

Seattle/Tacoma 523 39.5 3,709 40.5 7.09 0.7 

South Carolina 1,520 26.1 11,894 24.1 7.82 -1.7 

St. Louis, MO 1,109 12.5 9,639 10.9 8.69 -1.4 

Tampa/St Petersburg 2,452 9.0 19,078 7.6 7.78 -1.2 

Toledo 394 6.3 2,512 7.2 6.37 0.8 

West Tex/New Mexico 1,628 2.8 9,483 3.6 5.83 0.8 

U.S. Region 
Farmed 
Salmon 

000’s lbs 

YoY Pct. 
Change 

(Volume) 

Farmed 
Salmon 
$000’s 

YoY Pct. 
Change 
(Value) 

Avg. 
Price/lb 

YoY Pct. 
Change 
(Price) 

 California  15,103 -2.4% $104,486 1.9% $6.92 4.5% 

 Great Lakes  15,026 7.9 100,057 6.7 6.66 -1.1 

 Midsouth  13,943 16.1 100,131 14.7 7.18 -1.3 

 Northeast  29,138 4.6 216,998 5.6 7.45 1.0 

 Plains  6,578 11.6 48,663 10.2 7.40 -1.2 

 South Central  10,967 18.3 69,082 15.2 6.30 -2.6 

 Southeast  19,149 16.3 152,483 13.3 7.96 -2.6 

 West  9,891 10.4 64,108 11.3 6.48 0.8 

 Total U.S.  119,796 9.0% $856,008 9.0% $7.15 -0.1% 

Note: Data includes scanned sales of fresh/frozen products sold in most U.S. grocery stores where the type of salmon 
was identified.  
Source: FreshLook Marketing Group, compiled by McDowell Group.       
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Volume and Value of Fresh/Frz Wild Salmon Sold in U.S. Grocery Stores, Aug. 2012-2013 

Market Area 
All Wild 
Salmon 

000’s lbs 

YoY Pct. 
Change 

(Volume) 

All Wild  
Salmon 
$000’s 

YoY Pct. 
Change 
(Value) 

Avg. 
Price/lb 

YoY Pct. 
Change 
(Price) 

Albany, NY 133 19.0% $1,026 8.1% $7.72 -9.2% 
Atlanta, GA 374 -8.8 3,051 -5.6 8.17 3.5 
Baltimore/Washington DC 751 12.2 8,536 12.1 11.37 -0.1 
Birmingham/Montgomery 100 -6.2 942 -5.8 9.38 0.4 
Boston, MA 484 -0.2 4,406 -2.7 9.10 -2.5 
Buffalo/Rochester 112 20.1 1,800 14.0 16.04 -5.0 
Charlotte, NC 297 -1.8 2,996 2.0 10.09 3.9 
Chicago, IL 354 16.6 2,868 7.9 8.10 -7.5 
Cincinnati/Dayton 229 8.0 1,877 0.9 8.18 -6.6 
Cleveland, OH 91 -31.0 1,126 -25.0 12.35 8.7 
Columbus, OH 132 7.1 1,213 0.7 9.18 -6.0 
Dallas/Ft Worth 186 1.2 1,797 4.2 9.64 2.9 
Denver, CO 695 8.4 6,874 11.9 9.89 3.2 
Detroit, MI 217 -8.4 1,796 -7.8 8.28 0.6 
Grand Rapids, MI 107 -5.7 1,121 -5.0 10.45 0.8 
Harrisburg/Scranton 187 17.2 2,172 8.1 11.64 -7.8 
Hartford/Springfield 433 16.9 4,265 12.9 9.85 -3.4 
Houston, TX 210 -6.7 1,810 -6.9 8.63 -0.2 
Indianapolis, IN 98 15.4 875 8.8 8.95 -5.7 
Jacksonville, FL 84 -18.8 897 -14.2 10.72 5.6 
Kansas City, KS 218 3.3 2,411 4.6 11.06 1.2 
Los Angeles, CA 1,354 -5.2 11,956 -1.9 8.83 3.4 
Louisville, KY 38 14.7 283 5.5 7.38 -8.1 
Miami/Ft Lauderdale 210 -18.4 2,328 -14.4 11.07 4.8 
Milwaukee, WI 67 -21.3 801 -20.2 11.93 1.4 
Minneapolis/St Paul 91 -30.5 1,038 -23.9 11.41 9.5 
Nashville, TN 86 -6.6 837 0.1 9.79 7.2 
New Orleans/Mobile 35 -13.7 317 -29.6 9.05 -18.4 
New York 1,430 23.6 12,595 16.2 8.81 -6.0 
Northern New England 575 -1.1 4,727 -0.9 8.22 0.2 
Omaha, NE 40 -31.1 351 -19.0 8.79 17.6 
Orlando, FL 153 -8.0 1,656 -3.4 10.83 5.1 
Peoria/Springfield 109 10.5 993 1.6 9.13 -8.0 
Philadelphia, PA 528 20.7 4,685 11.7 8.88 -7.5 
Phoenix/Tucson 530 1.0 4,424 -3.9 8.35 -4.9 
Pittsburgh, PA 211 -21.7 2,692 -14.2 12.78 9.6 
Portland, OR 1,229 -12.8 11,455 -2.2 9.32 12.2 
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Market Area 
All Wild 
Salmon 

000’s lbs 

YoY Pct. 
Change 

(Volume) 

All Wild  
Salmon 
$000’s 

YoY Pct. 
Change 
(Value) 

Avg. 
Price/lb 

YoY Pct. 
Change 
(Price) 

Raleigh/Greensboro 322 3.0% $3,153 3.5% $9.78 0.5% 
Richmond/Norfolk 199 7.3 1,770 -0.1 8.91 -6.9 
Roanoke, VA 144 20.2 1,064 7.3 7.38 -10.7 
Sacramento, CA 331 11.8 2,961 12.5 8.96 0.6 
Salt Lake City, UT 121 111.5 731 68.9 6.05 -20.1 
San Diego, CA 272 -12.8 2,504 -6.5 9.20 7.2 
San Fran/Oakland 872 22.7 7,185 17.2 8.24 -4.6 
Seattle/Tacoma 2,051 -15.8 20,883 -2.1 10.18 16.3 
South Carolina 307 -18.2 2,838 -13.4 9.26 5.8 
St. Louis, MO 139 12.5 1,611 13.9 11.61 1.2 
Tampa/St Petersburg 244 -17.1 2,630 -11.7 10.80 6.5 
Toledo 77 14.2 567 1.0 7.39 -11.6 
West Tex/New Mexico 346 86.5 2,153 43.9 6.23 -22.9 

U.S. Region 
All Wild 
Salmon 

000’s lbs 

YoY Pct. 
Change 

(Volume) 

All Wild  
Salmon 
$000’s 

YoY Pct. 
Change 
(Value) 

Avg. 
Price/lb 

YoY Pct. 
Change 
(Price) 

 California  3,533 3.1% $31,070 4.5% $8.79 1.4% 
 Great Lakes  2,048 0.9 18,381 -4.0 8.97 -4.8 
 Midsouth  2,666 5.8 26,425 5.5 9.91 -0.3 
 Northeast  4,583 10.8 43,319 6.5 9.45 -3.9 
 Plains  976 -7.8 10,496 -2.1 10.76 6.3 
 South Central  1,047 5.9 9,262 2.2 8.85 -3.5 
 Southeast  2,048 -12.7 19,998 -8.8 9.76 4.4 
 West  7,009 -8.2 66,181 -0.6 9.44 8.3 
 Total U.S.  23,910 -1.0% $225,133 1.0% $9.42 2.0% 

Note: Data includes scanned sales of fresh/frozen products sold in most U.S. grocery stores where the type of salmon 
was identified.  
Source: FreshLook Marketing Group, compiled by McDowell Group.       
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Volume and Value of Fresh/Frz Sockeye Salmon Sold in U.S. Grocery Stores, Aug. 2012-2013 

Market Area 
Sockeye 
Salmon 

000’s lbs 

YoY Pct. 
Change 

(Volume) 

Sockeye 
Salmon 
$000’s 

YoY Pct. 
Change 
(Value) 

Avg. 
Price/lb 

YoY Pct. 
Change 
(Price) 

Albany, NY 71.2 -16.1% $616.0 -16.0% $8.65 0.0% 

Atlanta, GA 202.6 -25.7 2,098.6 -15.4 10.36 14.0 

Baltimore/Washington DC 489.4 -5.1 5,475.6 -0.7 11.19 4.6 

Birmingham/Montgomery 64.7 -11.4 690.0 -2.3 10.67 10.2 

Boston, MA 280.0 -24.9 2,946.3 -18.3 10.52 8.8 

Buffalo/Rochester 56.5 4.3 842.6 6.7 14.90 2.3 

Charlotte, NC 205.3 -2.4 1,958.2 -1.8 9.54 0.6 

Chicago, IL 243.1 -11.1 1,960.5 -17.3 8.07 -7.0 

Cincinnati/Dayton 165.6 -11.0 1,601.0 -7.7 9.67 3.7 

Cleveland, OH 81.1 -32.1 986.0 -27.2 12.16 7.3 

Columbus, OH 89.4 -16.5 956.4 -10.7 10.70 6.9 

Dallas/Ft Worth 134.0 -16.5 1,450.7 -5.5 10.83 13.1 

Denver, CO 495.9 -7.2 5,166.4 0.6 10.42 8.5 

Detroit, MI 124.4 -29.7 1,333.1 -21.5 10.71 11.5 

Grand Rapids, MI 74.9 -29.1 888.3 -18.9 11.86 14.4 

Harrisburg/Scranton 86.1 -19.1 1,119.6 -10.3 13.00 10.9 

Hartford/Springfield 234.7 -3.5 2,701.1 -0.4 11.51 3.2 

Houston, TX 148.1 -19.9 1,469.6 -12.3 9.92 9.5 

Indianapolis, IN 60.2 -11.9 646.1 -2.5 10.74 10.7 

Jacksonville, FL 59.5 -24.3 660.6 -14.2 11.10 13.4 

Kansas City, KS 99.1 0.3 1,478.5 2.9 14.93 2.6 

Los Angeles, CA 721.3 -17.7 7,922.8 -5.9 10.98 14.3 

Louisville, KY 22.1 -22.9 207.1 -16.2 9.36 8.7 

Miami/Ft Lauderdale 140.2 -23.3 1,634.1 -11.6 11.66 15.2 

Milwaukee, WI 65.5 -18.9 781.9 -18.2 11.93 0.9 

Minneapolis/St Paul 65.7 -30.5 794.7 -24.8 12.09 8.1 

Nashville, TN 60.3 -18.5 622.7 -9.0 10.32 11.6 

New Orleans/Mobile 28.9 50.1 249.7 20.3 8.65 -19.8 

New York 324.4 -12.3 4,054.6 -5.5 12.50 7.8 

Northern New England 459.0 -8.9 3,952.1 -4.9 8.61 4.4 

Omaha, NE 29.7 -15.7 301.0 -6.3 10.13 11.2 

Orlando, FL 104.7 -19.1 1,205.3 -6.3 11.51 15.9 

Peoria/Springfield 71.6 -12.4 740.4 -9.9 10.33 2.8 

Philadelphia, PA 136.3 -16.7 1,578.2 -13.1 11.58 4.4 

Phoenix/Tucson 229.4 -27.8 2,201.0 -22.0 9.59 8.0 

Pittsburgh, PA 182.1 -23.4 2,249.9 -17.6 12.36 7.7 

Portland, OR 839.9 -18.8 7,822.7 -9.8 9.31 11.0 
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Market Area 
Sockeye 
Salmon 

000’s lbs 

YoY Pct. 
Change 

(Volume) 

Sockeye 
Salmon 
$000’s 

YoY Pct. 
Change 
(Value) 

Avg. 
Price/lb 

YoY Pct. 
Change 
(Price) 

Raleigh/Greensboro 227.7 -8.7% $2,171.0 -7.7% $9.53 1.1% 

Richmond/Norfolk 131.4 -12.7 1,258.8 -11.8 9.58 1.0 

Roanoke, VA 90.8 -13.3 828.6 -8.5 9.12 5.5 

Sacramento, CA 143.7 -14.3 1,619.8 2.8 11.27 20.0 

Salt Lake City, UT 26.2 -6.1 274.1 13.7 10.48 21.1 

San Diego, CA 161.3 -18.3 1,760.3 -7.2 10.91 13.7 

San Fran/Oakland 361.8 -10.7 3,942.3 1.1 10.90 13.3 

Seattle/Tacoma 1,432.4 -22.2 14,149.7 -9.8 9.88 15.9 

South Carolina 168.5 -13.1 1,773.5 -4.9 10.52 9.4 

St. Louis, MO 82.8 15.7 1,036.0 13.9 12.51 -1.6 

Tampa/St Petersburg 173.0 -27.2 1,953.0 -16.3 11.29 14.9 

Toledo 42.1 -25.8 404.3 -19.8 9.60 8.2 

West Tex/New Mexico 156.8 33.2 1,217.4 17.7 7.77 -11.6 

U.S. Region 
All Wild 
Salmon 

000’s lbs 

YoY Pct. 
Change 

(Volume) 

All Wild  
Salmon 
$000’s 

YoY Pct. 
Change 
(Value) 

Avg. 
Price/lb 

YoY Pct. 
Change 
(Price) 

 California  1,750.0 -15.4% $19,263.1 -3.1% $11.01 14.6% 

 Great Lakes  1,399.7 -20.1 14,305.3 -16.6 10.22 4.3 

 Midsouth  1,769.7 -9.4 17,979.0 -5.8 10.16 3.9 

 Northeast  2,104.4 -14.5 22,940.8 -9.4 10.90 6.0 

 Plains  634.6 -7.3 7,529.2 -2.6 11.86 5.0 

 South Central  699.2 -13.1 7,104.5 -6.3 10.16 7.9 

 Southeast  1,299.4 -19.9 14,171.2 -9.5 10.91 13.0 

 West  4,648.3 -18.6 45,472.4 -9.1 9.78 11.7 

 Total U.S.  14,305.3 -16.1% $148,765.5 -8.4% $10.40 9.2% 

Note: Data includes scanned sales of fresh/frozen products sold in most U.S. grocery stores where the type of salmon 
was identified.  
Source: FreshLook Marketing Group, compiled by McDowell Group.       
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Percent of Fresh/Frz Salmon Sales($) by Salmon Type, Aug. 2011-2012 vs. Aug. 2012-2013 

Market Area 
All Wild  
Salmon 

(Current%) 

All Wild  
Salmon 

(Prior%) 

YoY 
Change

(%) 

Sockeye  
Salmon 

(Current%) 

Sockeye 
Salmon 

(Prior%) 

YoY 
Change 

(%) 

Albany, NY 18.3% 17.5% 0.8% 11% 14% -2.5% 

Atlanta, GA 12.6 15.0 -2.4 8.6 11.5 -2.9 

Baltimore/Washington DC 17.7 17.1 0.6 11.4 12.4 -1.1 

Birmingham/Montgomery 10.6 12.4 -1.8 7.8 8.8 -1.0 

Boston, MA 13.6 14.7 -1.2 9.1 11.7 -2.7 

Buffalo/Rochester 20.5 19.4 1.1 9.6 9.7 -0.1 

Charlotte, NC 40.1 45.5 -5.4 26.2 30.9 -4.7 

Chicago, IL 10.5 10.5 0.0 7.1 9.3 -2.2 

Cincinnati/Dayton 23.2 25.3 -2.2 19.8 23.6 -3.8 

Cleveland, OH 15.2 19.7 -4.5 13.3 17.7 -4.5 

Columbus, OH 20.2 20.9 -0.8 15.9 18.6 -2.7 

Dallas/Ft Worth 10.6 11.7 -1.1 8.6 10.4 -1.8 

Denver, CO 38.6 37.7 0.9 29.0 31.5 -2.5 

Detroit, MI 13.1 14.4 -1.3 9.8 12.6 -2.8 

Grand Rapids, MI 20.0 22.2 -2.3 15.8 20.6 -4.8 

Harrisburg/Scranton 13.8 13.7 0.1 7.1 8.5 -1.4 

Hartford/Springfield 21.1 19.5 1.6 13.4 14.0 -0.7 

Houston, TX 12.0 15.1 -3.1 9.7 13.0 -3.3 

Indianapolis, IN 17.1 16.8 0.3 12.6 13.8 -1.2 

Jacksonville, FL 10.8 14.2 -3.4 8.0 10.5 -2.5 

Kansas City, KS 34.0 38.6 -4.6 20.9 24.1 -3.2 

Los Angeles, CA 19.2 20.8 -1.7 12.7 14.4 -1.7 

Louisville, KY 10.5 12.2 -1.8 7.6 11.2 -3.6 

Miami/Ft Lauderdale 6.5 8.4 -1.9 4.6 5.7 -1.2 

Milwaukee, WI 12.1 15.3 -3.2 11.8 14.5 -2.7 

Minneapolis/St Paul 13.7 17.1 -3.4 10.5 13.2 -2.8 

Nashville, TN 15.4 17.9 -2.5 11.4 14.6 -3.2 

New Orleans/Mobile 5.2 8.3 -3.0 4.1 3.8 0.3 

New York 15.7 14.3 1.3 5.0 5.7 -0.6 

Northern New England 20.2 20.9 -0.7 16.9 18.2 -1.3 

Omaha, NE 10.9 15.3 -4.4 9.3 11.3 -2.0 

Orlando, FL 10.1 11.2 -1.1 7.3 8.4 -1.1 

Peoria/Springfield 19.2 20.6 -1.5 14.3 17.4 -3.1 

Philadelphia, PA 12.7 12.4 0.3 4.3 5.4 -1.1 

Phoenix/Tucson 25.7 28.5 -2.8 12.8 17.5 -4.7 

Pittsburgh, PA 23.1 26.6 -3.5 19.3 23.2 -3.9 

Portland, OR 77.9 81.6 -3.7 53.2 60.4 -7.3 

Raleigh/Greensboro 33.0 37.7 -4.7 22.7 29.1 -6.4 
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Market Area 
All Wild  
Salmon 

(Current%) 

All Wild  
Salmon 

(Prior%) 

YoY 
Change

(%) 

Sockeye  
Salmon 

(Current%) 

Sockeye 
Salmon 

(Prior%) 

YoY 
Change 

(%) 

Richmond/Norfolk 17.3 19.7 -2.4 12.3 15.9 -3.6 

Roanoke, VA 18.8 19.9 -1.1 14.7 18.2 -3.5 

Sacramento, CA 29.6 26.1 3.5 16.2 15.6 0.6 

Salt Lake City, UT 13.4 8.6 4.8 5.0 4.8 0.2 

San Diego, CA 21.6 23.5 -1.9 15.2 16.6 -1.4 

San Fran/Oakland 26.2 22.1 4.1 14.4 14.1 0.3 

Seattle/Tacoma 84.9 89.0 -4.1 57.5 65.4 -7.9 

South Carolina 19.3 25.5 -6.2 12.0 14.5 -2.5 

St. Louis, MO 14.3 14.0 0.3 9.2 9.0 0.2 

Tampa/St Petersburg 12.1 14.4 -2.3 9.0 11.3 -2.3 

Toledo 18.4 19.3 -0.9 13.1 17.4 -4.2 

West Tex/New Mexico 18.5 14.1 4.4 10.5 9.7 0.7 

Total U.S.  22.1% 20.8% -1.3% 16.1% 13.8% -2.3% 

Note: Data includes scanned sales of fresh/frozen products sold in most U.S. grocery stores where the type of salmon 
was identified.  
Source: FreshLook Marketing Group, compiled by McDowell Group.       
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Fresh/Frozen Salmon Sales in U.S. Grocery per Capita by Salmon Type, Aug. 2012-2013 

Market Area 
Farmed 
Salmon 

($Capita) 

Wild 
Salmon 

($Capita) 

Sockeye 
Salmon 

($Capita) 

Sockeye as Pct.  
of $Capita 

Albany, NY $4.08 $0.91 $0.55 11.0% 

Atlanta, GA 4.17 0.60 0.41 8.6 

Baltimore/Washington DC 4.76 1.02 0.66 11.4 

Birmingham/Montgomery 1.96 0.23 0.17 7.8 

Boston, MA 5.03 0.79 0.53 9.1 

Buffalo/Rochester 2.84 0.73 0.34 9.6 

Charlotte, NC 1.65 1.10 0.72 26.2 

Chicago, IL 2.71 0.32 0.22 7.1 

Cincinnati/Dayton 2.10 0.63 0.54 19.8 

Cleveland, OH 3.07 0.55 0.48 13.3 

Columbus, OH 2.38 0.60 0.47 15.9 

Dallas/Ft Worth 2.31 0.27 0.22 8.6 

Denver, CO 2.85 1.80 1.35 29.0 

Detroit, MI 2.49 0.38 0.28 9.8 

Grand Rapids, MI 2.66 0.66 0.53 15.8 

Harrisburg/Scranton 3.03 0.48 0.25 7.1 

Hartford/Springfield 4.94 1.32 0.84 13.4 

Houston, TX 2.16 0.29 0.24 9.7 

Indianapolis, IN 1.90 0.39 0.29 12.6 

Jacksonville, FL 4.55 0.55 0.41 8.0 

Kansas City, KS 2.35 1.21 0.74 20.9 

Los Angeles, CA 2.89 0.68 0.45 12.7 

Louisville, KY 1.91 0.22 0.16 7.6 

Miami/Ft Lauderdale 5.81 0.40 0.28 4.6 

Milwaukee, WI 2.10 0.29 0.28 11.8 

Minneapolis/St Paul 2.03 0.32 0.25 10.5 

Nashville, TN 2.54 0.46 0.34 11.4 

New Orleans/Mobile 1.91 0.11 0.08 4.1 

New York 3.43 0.64 0.21 5.0 

Northern New England 5.69 1.44 1.21 16.9 

Omaha, NE 2.49 0.30 0.26 9.3 

Orlando, FL 4.54 0.51 0.37 7.3 

Peoria/Springfield 2.12 0.50 0.37 14.3 

Philadelphia, PA 4.93 0.72 0.24 4.3 

Phoenix/Tucson 2.58 0.89 0.44 12.8 

Pittsburgh, PA 3.56 1.07 0.89 19.3 

Portland, OR 1.00 3.53 2.41 53.2 

Raleigh/Greensboro 1.86 0.91 0.63 22.7 
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Market Area 
Farmed 
Salmon 

($Capita) 

Wild 
Salmon 

($Capita) 

Sockeye 
Salmon 

($Capita) 

Sockeye as Pct.  
of $Capita 

Richmond/Norfolk $2.95 $0.62 $0.44 12.3% 

Roanoke, VA 1.94 0.45 0.35 14.7 

Sacramento, CA 2.41 1.02 0.56 16.2 

Salt Lake City, UT 2.17 0.34 0.13 5.0 

San Diego, CA 2.85 0.78 0.55 15.2 

San Fran/Oakland 3.20 1.14 0.63 14.4 

Seattle/Tacoma 1.04 5.86 3.97 57.5 

South Carolina 2.29 0.55 0.34 12.0 

St. Louis, MO 3.70 0.62 0.40 9.2 

Tampa/St Petersburg 5.32 0.73 0.54 9.0 

Toledo 1.26 0.28 0.20 13.1 

West Tex/New Mexico 2.36 0.54 0.30 10.5 

U.S. Region 
Farmed 
Salmon 

($Capita) 

Wild 
Salmon 

($Capita) 

Sockeye 
Salmon 

($Capita) 

Sockeye as Pct.  
of $Capita 

 California  $2.70 $0.80 $0.50 14.2 

 Great Lakes  2.09 0.38 0.30 12.1 

 Midsouth  2.63 0.69 0.47 14.2 

 Northeast  3.82 0.76 0.40 8.8 

 Plains  2.32 0.50 0.36 12.7 

 South Central  1.87 0.25 0.19 9.1 

 Southeast  3.63 0.48 0.34 8.2 

 West  1.92 1.98 1.36 34.9 

 Total U.S.  $2.72 $0.71 $0.47 13.8% 

Note: Data includes scanned sales of fresh/frozen products sold in most U.S. grocery stores where the type 
of salmon was identified.  
Source: FreshLook Marketing Group, compiled/calculated by McDowell Group.       
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