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AGENDA

• What is our competition up to in the NEU market (other fish or 

other proteins etc.)

• A long-term effort that has paid off 

• Kantar Research findings



CO MPET ITO R  A N A LYS I S
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IN THE MEAT/FISH/PROTEIN CATEGORY, DISCOUNTERS HAVE STOLEN 8.4 
MILLION KG FROM THE OTHER CHANNELS
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IN THE UK’S PRICE SENSITIVE MARKET, CHEAPER PROTEINS ARE 
PREVAILING, BUT EVEN WITHIN THAT CATEGORY CONSUMERS 
ARE TRADING DOWN.
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Ex: Chicken – switching to Wings/Legs/Thighs

£3.38/kg
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ECONOMIC CONCERNS ARE IMPACTING PEOPLE’S ABILITY TO 
ACT SUSTAINABLY.
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- Harder to act sustainably due to financial or social constraints (GB only)
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COMPETITIVE LANDSCAPE

A key competitor is plant-based proteins. 

UK consumers are shifting toward more plant-based 

eating and new product development has focused 

on plant proteins. 

An estimated 16 million UK consumers could be 

meat-free in the next few years and growth is 

driven by younger consumers. 

There are no winners in the meat and poultry 

category this year. 

According to the Grocer, meat and poultry sales are 

down. Red meat sales are in the red – with the 

cost-of-living crisis, high-cost proteins have 

suffered. Consumers have traded down to cheaper 

cuts.

Almost no fresh animal protein has avoided the 

downward trend. 

The Seafood Category in the UK lost ground in 

2022 and 2023 remains tough. 

At retail, only the ambient category saw growth in 

2022. Of the fresh category, Basa was the real 

winner, as a cheaper alternative to other whitefish 

species. 

Salmon saw the biggest absolute fall in value.

Foodservice recovery  remains slow with seafood 

sales still 20% behind pre-Covid levels. 
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PLANT-BASED CAMPAIGNS: ‘TASTES JUST LIKE…’



NOT TO BE LEFT OUT, ANIMAL-BASED PROTEINS ARE 
LEANING INTO TECH
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But Plant-Based stays a step 

ahead! 
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OUR FISH FRIENDS HAVE GONE WITH A MORE 
TRADITIONAL APPROACH
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BELIEVE IT OR NOT, IT’S ACTUALLY CANNED THAT’S 
THE COOL SEAFOOD NOW



L O N G  TERM  EF F O RT
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EVOLUTION OF RETAIL MERCHANDISING STRATEGY
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EARLY DAYS E -COMMERCE



Alaska Seafood15

ONE-OFF TACTICAL 

CAMPAIGNS
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NEW PARTNERSHIPS WITH SPECIALITY 

RETAILERS, LED BY ONLINE
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LEVERAGING E -COMMERCE TOOLS AND 

EXECUTING STRATEGIC  CONSUMER 

CAMPAIGNS WITH MULTIPLE  TOUCHPOINTS
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UTIL IZ ING D IGITAL TOOLS -  QR CODES



Alaska Seafood19

INTERACTIVE PROMOTION



E-COMMERCE TOOL CITRUS
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Retailer Spend Impressions Clicks Sales 

Volume

Sales 

Value

ROAS

Sainsbury’s £18,030 9.9m 20,520 11,916 £89,720 498%

Waitrose £6,960 960k 15,904 9,850 £91,844 1,319%

Tesco £5,010 2.5m 12,496 5,402 £37,312 744%

TOTAL £30,000 13.4m 48,920 27,168 £218,876 730%



Alaska Seafood21

EXAMPLE ADS PROMOTED ON C ITRUS PLATFORM
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SOCIAL MEDIA CAMPAIGN
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OUT OF HOME ADS
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COMING SOON.. .

• Digital partnerships 

and recipe development with Great British 

Chefs

• In-store and online Waitrose promotion for 

pollock fillets

• New canned ad creative to support in store 

promotional push

• New digital content in partnership with Fish 

Tales in NL

• Trade servicing push in Sweden, Denmark, 

Finland

• Foodservice push for black cod



KA N TA R  CO N SUMER  RESEA RCH  
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Most Important Purchase Factors When Buying Seafood:

Kantar data | Total Fish Link Q | 52 we 16 April 23
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1. Price

2. Species

3. How it looks

4. Health Benefits 



We know price is particularly important within seafood given the price of red 

meat as a comparison…

Kantar data | Total Fish Link Q | 52 we 16 April 23

£10.83/kg £7.24/kg

Total Fish

Total Red Meat
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As price is on consumer minds, what makes us willing to pay more?

Kantar data | Total Fish Link Q | 52 we 16 April 23

% of buyers who are willing to pay more for x

Skinless/Boneless

43.5%

Species

37.6%
Fresh

30.8%
Health 

Benefits

29%
Environmentally

friendly

24.8%
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Trusted Sources

Canada
77%

(29%)

United 
States

59% (8%)

Russia
28% (5%)

China
11%

(6%)

Very High Trust

High Trust

50:50 Trust

Low Trust

Alaska
72%

(52%)

% Trust

(% Aware)

Norway 82% (48%)

Iceland 82% (53%)

Netherlands 81% (9%)

France 64% (17%)

Germany 70% (2%)

Kantar – Alaskan Fish LinkQ – 52we 17 May 2020

England 87% (61%)

Scotland 87% (71%)
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Species Awareness: 
Which of the following species are you familiar with?

Kantar data | Total Fish Link Q | 52 we 16 April 23

1. Cod – 95.1%

2. Salmon – 94.5%

3. Tuna – 91.9%

4. Haddock – 91.5%

5. Mackerel – 81.4%

6. Sardines – 79.2%

7. Pollock – 68.1%

12. Yellowfin Sole – 27.9%
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Does Awareness Translate to Purchase? Sometimes. 

Kantar data | Total Fish Link Q | 52 we 16 April 23
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Consumer Awareness of YFS Origin

Kantar data | Total Fish Link Q | 52 we 16 April 23
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There is some association 

of YFS with Alaska and/or 

Canada, but most 

consumers don’t know 

where it comes from. 



Kantar data | Total Fish Link Q | 52 we 16 April 23

Consumers Think Positively of Yellowfin Sole

What do you associate with YFS?

1. Good flavor/taste – 25%

2. High Quality – 15.3%

3. ‘Fresh’ (rather than frozen) – 13.4%

4. Skinless/Boneless – 12%

5. Health Benefits – 11.7% 

6. Wild-Caught – 10.8%
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71% Definitely or Probably 

Would Consider Buying in the 

Future



So, what do you associate with this species?

Kantar data | Total Fish Link Q | 52 we 16 April 23 34

Pollock Salmon Cod Sole Halibut
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A household 
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%)
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3 Good Flavour/ 

Taste (17.7%)

A household 

favourite (38.8%)
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Fresh - (18.5%) Fresh (16.2%)



62% of Consumers Will Consider Buying Canned Salmon in the Future 

Kantar data | Total Fish Link Q | 52 we 16 April 23
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We’re 

#2!



What Motivates Consumers to Buy Canned Salmon?

And What Holds Them Back? 

Kantar data | Total Fish Link Q | 52 we 16 April 23

Barriers to Purchase - Canned Salmon:

• I don’t like the taste – 36%

• I don’t think to buy it – 15.9%

• I don’t know what to use it for – 11%
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Selling Points – Canned Salmon

• Health Benefits – 84%

• Quick & Easy – 66%

• Versatility – 46%



How Can We Encourage More Consumers to Buy More Canned Fish?

Kantar data | Total Fish Link Q | 52 we 16 April 23

Buyer % - What would encourage you to buy more canned fish?

More affordable

39.7%

More promotions

31.1%

Easier to open

16.2%

Lower mercury levels

16.1%

More uses for it

14%
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Kantar data | Total Fish Link Q | 52 we 16 April 23

These reasons for purchase meant 36.5% of 

shoppers said they would be likely to buy 

Alaska Salmon again in the next 12 months
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