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UNLOCKING THE KEYS FOR GROWTH

Salmon’s Dominant 
Performance
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Competitive dominance comes in many forms...
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Successful brands are the apex of consumer 
power
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Some brands 
are even 
synonymous 
with their 
category
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Salmon is almost all of
the seafood case

Salmon’s Share of U.S. FinFish

% of 
Total FinFish

% of 
Refrigerated FinFish

2019 2023

37% 42%

2019 2023

64% 71%

71%
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A Growth Powerhouse

Salmon’s Growth by Temperature State

Refrigerated Frozen Shelf-Stable

2019 2023

$1.9B $2.8

2019 2023

$219M $246M

2019 2023

$454M $693M

+12%+52%+43%
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Salmon’s household penetration has grown 
faster than any other center of plate protein 
over the last 4 years

28.1%
2019

30.4%
2023

1.8% chicken wings

0.5% seafood salads

1.1% chicken thighs

2.0% meat alternatives
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Salmon is now larger than 75% 
of all Food and Beverage subcategories

Source :  Circana OnmiMarket Advantage POS for week ending 9/8/23
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Salmon is growing faster than 70% of all other 
categories

Source :  Circana OnmiMarket Advantage POS for week ending 9/8/23
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BASKET WITH SALMON$98

BASKET WITHOUT SALMON$49

Salmon drives large 
basket sizes in the store



Circana, Inc. and Circana Group, L.P. |  Proprietary and confidentialCircana, Inc. and Circana Group, L.P. |  Proprietary and confidential 14

Salmon drives high 
margin purchases 
when it is in the cart

Source: IRI, All outlets, 52 WE 10/2/2022 vs. YA
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UNLOCKING THE KEYS FOR GROWTH

The Wild Caught 
Opportunity
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Refrigerated Salmon 
2023 Sales and Growth

Refrigerated Salmon
2023 
Sales

4 Year 
Growth

Farmed Salmon $2.45B +51%

Wild Caught Salmon $275M -3%

Sockeye Salmon $207M -5.4% 

Coho Salmon $34M +11%
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Frozen Salmon 
2023 Sales and Growth

Frozen Salmon
2023 
Sales

4 Year 
Growth

Farmed Salmon $406M +133%

Sockeye Salmon $109M +70%

Pink Salmon $144M -9%

Keta Chum Salmon $60M +4.2%
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Shelf Stable Seafood
2023 Sales and Growth

Shelf Stable Seafood
2023 
Sales

4 Year 
Growth

Farmed Salmon $20M +168%

Sockeye Salmon $25M -20%

Pink Salmon $183M +9%

Tuna $2.0B +12.3%
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Current top markets for wild caught salmon
Top 10 U.S. Markets for Total Store Wild Caught Salmon

Tampa

Boise

Seattle

Richmond

Raleigh

Atlanta

Portland

Baltimore/Wash DC

Charlotte

Spokane

South Carolina
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Wild caught salmon is the only type that 
over-indexes to 1 and 2 person households

Source: Circana Panel, L52 WE 9-10-2023, Demographics, Dollar Index

Fresh Wild Caught Salmon Demographics

$100K+
Household Income

1 and 2 Person 
Households

8+ Person 
Households

Boomers Retirees

140 Index 123 Index 137 Index 149 Index 166 Index
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Wild caught shoppers could reach 
up to 25% of U.S. households
28% have children, 81% are married and 8% are Hispanic

Source: Circana ShopperSights Target Creation

Sample Target Mosaic Clusters

A01 A02 A03

American 
Royalty

Platinum 
Prosperity

Kids 
and Cabernet

Sophisticated 
City Dweller

Boomer 
Sophisticates

2.0% of HHs 1.0% of HHs 0.7% of HHs 2.2% of HHs 2.9% of HHs
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Within Circana’s West region, wild-caught 
shoppers primarily shop in the grocery channel

Source: Circana ShopperSights, Target Prioritization Across Channels, Banners or Stores, Within Mid-South IRI Standard Region

Fresh Wild Caught Salmon
ShopperSights Target % ACV Index

Fresh Wild Caught Salmon
ShopperSights Target ACV (MM)
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119
111

122

100

41

Club Drug Food Mass Dollar

$1,037.00

$369.50

$512.91

$791.13

$42.33

Food Club Drug Mass Dollar
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Albertson’s is a top choice within the West region 
for high indexing stores

Source: Circana ShopperSights, Target Prioritization Across Channels, Banners or Stores, Within Mid-South IRI Standard Region

Fresh Wild Caught Salmon
ShopperSights Target % ACV Index

Fresh Wild Caught Salmon
ShopperSights Target ACV (MM)
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233

225

217

208

204

186

185

178

171

162

Trader Joe's Co.

Whole Foods Market Inc.

Tawa Supermarkets Inc.

H Mart

The Fresh Market Inc.

Sprouts Farmers Markets

Mom's - My Organic Market

Sungwon Distributors LLC

Albertsons Companies

Fresh Thyme Market

$925.65

$1,200.00

$5.82

$97.60

$328.72

$154.25

$50.54

$317.18

$1,590.00

$5.94

Trader Joe's Co.

Whole Foods Market Inc.

Tawa Supermarkets Inc.

H Mart

The Fresh Market Inc.

Sprouts Farmers Markets

Mom's - My Organic Market

Sungwon Distributors LLC

Albertsons Companies

Fresh Thyme Market
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Safeway is a retailer that is both large and has a 
lot of shoppers that prefer Wild Caught Salmon

Source: Circana ShopperSights, Target Prioritization Across Channels, Banners or Stores, Within Mid-South IRI Standard Region

Fresh Wild Caught Salmon ShopperSights Target % ACV Index

Fresh Wild Caught Salmon ShopperSights Target ACV (MM)

298 182 101

$20.84 $1,420.00 $142.28
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Venue

Target 
ACV 
(MM)

Target 
% ACV 
Index Address

Safeway 1980 $22.30 242 1334 E. Chandler Blvd, Ste 1, Phoenix, AZ

Safeway 1543 $26.09 222 29834 N. Cave Creek Rd., Ste 125, Cave Creek, AZ

Safeway 1750 $23.02 198 6501 E. Greenway Pkwy, Bldg 4, Scottsdale, AZ

Safeway 1549 $25.08 194 14696 N. Frank Lloyd Wright, Bldg B, Scottsdale, AZ

Safeway 1663 $25.64 191 20901 N. Pima Rd, Ste A1, Scottsdale, AZ

Safeway 1253 $20.43 190 23565 N. Scottsdale Rd, Scottsdale, AZ

Safeway 2097 $1.46 189 4747 E. Greenway Rd, Phoenix, AZ

Safeway 2032 $17.67 182 10773 N. Scottsdale Rd, Scottsdale, AZ

Safeway 1491 $19.83 177 7920 E. Chaparral Rd, Scottsdale, AZ

Stores can be segmented 
to create the best clusters

Source: Circana ShopperSights, Store Prioritization Map, Safewway Stores in AZ and NM
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Safeway Phoenix 
has many high 
performing stores

Fresh Wild Caught ShopperSights Target 
Store Prioritization by Target % ACV Index

Source: Circana ShopperSights, Store Prioritization Map, Safewway Stores in AZ and NM
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Targeting high value salmon buyers is extremely 
important as a small number buy most U.S. salmon

41% 5x 50%
of all salmon is purchased 

by the top 10% of 
seafood purchasers

more trips are made each year 
by the top 10% of 

seafood purchasers

More salmon per trip is 
purchased by the top 10% of 

purchasers than the average of 
the other 90%

Less than 30% of households purchase Salmon, but of the top 10% of salmon purchasers…
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Source: Circana Survey 2023 for The Alaska Seafood Marketing Institute (ASMI) 
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79%
of seafood purchases are 
planned; not impulse

Why is the Path to Purchase so important? Influence 
and Education

 58% say Alaska salmon tastes better than Atlantic salmon

 Only 20% identified Atlantic salmon as farm-raised

 81% said seeing Alaska on a package or sign would make them a lot 
or Somewhat more likely to purchase
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UNLOCKING THE KEYS FOR GROWTH

What it Takes
to Grow
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Key Takeaways
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Finite groups and well-
defined consumers

Wild Caught Buyers 
and Markets are 

Highly Targetable
Significant Upside 

for Wild Caught

Addressable markets 
much larger than 

current household 
penetration

Salmon is a retail 
leader, but farm raised 

has grown faster

Leverage Faster 
Growth of 

Farm-Raised

Strength to build on

Wild Caught Has 
Strong Consumer 

Preference

Pricing and 
Promotion will be 

Critically Important

Retail Leaders market 
wild caught differently 
than average retailers
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Answers
Questions
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Circana can help. Plus, registered 
users get new thought leadership 
from Circana’s research, data 
and analytics experts.

Click here to subscribe, or
e-mail us at contactus@circana.com! 

Want to learn more?

http://www.iriworldwide.com/en-US/Insights/Subscribe
http://www.iriworldwide.com/en-US/Insights/Subscribe
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Thank you
Chris DuBois
EVP – Fresh / Protein Practice 
Leader, Circana
chris.dubois@circana.com
+1-312-342-8916
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