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This factsheet provides a summary of the performance of the total seafood category in the 
GB multiple retail market to March 2017. 

Over the past nine years, total seafood  - the sum of total chilled, frozen and ambient 
seafood sectors - has been in price driven growth, with value up 18.6% and volume down 
18.9%.  In March 2017, total seafood became the highest value protein category, pushing 
total red meat into second place. Total seafood was simultaneously valued 31% higher 
than total poultry.  Total chilled was the only sector in true growth along with the total 
natural, cakes and sushi segments of the retail market. Farmed seafood species continued 
to grow in popularity, with salmon taking the number one position and warm water 
prawns likely to displace haddock by the end of the year. Cheaper options such as pollock 
and mixed seafood also grew share in the same period.

This document analyses the detail behind this overall picture, specifically covering: 
	 Historic retail seafood sector trends
	 Current seafood sector performance 
	 Total seafood segment performance
	 Total species performance
	 Total seafood versus other proteins
	 Total seafood shopper 
	 Retail channel performance and outlook 



Current Seafood Sector 
Performance
Seafish has detailed EPOS (Electronic Point 
of Sale) data available for the past nine 
years, which can be used to form a long-
term picture of the changes in the seafood 
sectors, segments and species.
 
This shows that by the end of March 2017, 
total GB seafood sales were worth £3.14bn 
(+0.7%), with a volume of 327,004 tonnes 
(-0.8%) and an average price of £9.60/
kg (+1.5%) (Nielsen Scantrack: 52 weeks 
to 25.3.17 - excludes discounters). Over 
the nine years from March 2008 to March 
2017 total seafood has been in price 
driven growth, with volume down by 16% 
and value up by 16%, pushing the average 
price up by 38%. 

In 2017, chilled seafood continues to dominate the GB seafood retail market by both value and 
volume with sales worth £2.02bn (+1.4%) and a volume of 153,893 tonnes (+1.8%); with an 
average price of £13.15/kg (0.3%). In 2017, chilled seafood took a 64.4% share of the seafood 
retail market by value and 47.1% by volume. Over the past nine years since March 2008, chilled 
has increased retail volume share by 31.9%, whilst frozen and ambient have decreased by -8.3% 
and -29% respectively.                                  

Historic Retail Seafood Sector Trends
Overall, GB seafood consumption had been growing slowly but steadily since the mid 1970’s until 
recession hit in 2007; when the relatively high price of seafood meant it struggled to compete 
with cheaper proteins. 

From 2007, seafood sold by multiple retailers  (grocers with multiple branches across the 
country) has experienced a sustained period of inflation and price driven growth as consumption 
fell. Around 2009, retail shoppers became polarized, saving money where possible on basics, but 
not averse to spending more on quality – and prioritising ‘value for money’. 
In October 2016, total seafood finally returned to true growth for a short period before volume 
returned to decline in January 2017.
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Sector Value Share of Seafood 2017

(Nielsen Scantrack –52wks to 25.3.1 - % Share Chg)

Long Term Seafood Sector Value Trends Long Term Seafood Sector Volume Trends



Over the short term (52 wks. to 25.3.17), total natural was worth £1.39bn (+1.1%), with 93,836 
(0.5%) tonnes. It is the total natural, meals, fingers, battered, sushi and dusted segments of total 
seafood that have been in full (volume and value) growth. Dusted (a recently coded segment) 
continues to show strong, double digit volume and value growth, being perceived as a healthier 
and more flavoursome alternative to breaded and battered. Over the same period, only total 
prepared, sauce, breaded, and cakes were in decline.

Over the long term (nine years to March 2017) only the total natural, cakes, and sushi segments 
were in full growth. The growth in these sectors is principally due to growth in chilled natural, 
chilled cakes and chilled sushi. Five seafood sectors were in full decline over the long term, 
including total prepared, total meals and total sauce. In general, segments that exhibited the 
highest long term average price increases also showed the greatest volume decline. 

Total Seafood Segment Performance
Total seafood is the sum of total chilled, frozen and ambient sectors and can be split into 10 
segments (by product type), which have been set out in the graphics below.   The total natural 
segment (no additional ingredients) currently takes the largest share, by both value (44%) and 
volume (29%), of the total seafood category. Total natural, along with the total prepared segment 
(where other items are present e.g. cod and bacon kebabs) together make up nearly three 
quarters of the retail seafood category by value. Total meals, sauce and breaded are the next most 
popular seafood segments each taking 6% value share.                                     

Total Segment Winners 2008 vs 2017  
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Value Segment Share of Total Seafood 2017 (value) Volume Segment Share of Total Seafood 2017 (tonnes) 

(Nielsen Scantrack –9yrs/52wks to 25.3.17)

“Over the long term (nine years to March 2017) only the total natural, cakes, and sushi 
segments were in full growth.”



Total Seafood Segment Trends 2008/2016 vs 2017

Total Segment Losers 2008 vs 2017
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Segment Volume Performance 2008/2016 vs 2017



Over the long term (nine years to 
25th March 2017) five of the top 
ten species (total salmon, warm 
water prawns, mixed seafood, 
pollock and seabass) were in full 
growth. Volume growth of over 
100% was seen from mixed seafood, 
(attractive to shoppers due to price 
and convenience); cheaper whitefish 
such as pollock; and farmed species 
including seabass, seabream and 
basa.  The species in volume decline 
included cod, tuna, haddock, cold-
water prawns, and scampi. Price 
changes have influenced much of the 
species trends since austerity (2007 
onwards), where significant price increases have impacted negatively on volume sales; the main 
exceptions being total salmon, warm water prawns, crab and pollock where consumption has 
continued to increase despite double digit price increases. 

The consumption of traditional whitefish species has been in steady decline since the 
1980s. Chilled whitefish consumption fell 62% from 1980 to 2015 (latest data), compared 
to chilled salmon up 293% (Defra family food), whilst salmon and other farmed seafood 
species have grown in popularity. Total salmon continued to grow through austerity, 
despite being nearly double (92%) the price of total cod in March 2017. Lower prices and 
improved availability has driven cod consumption in recent years.  

Species Volume Performance 2008/2016 vs 2017
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Total Species Performance
Salmon dominates total seafood with a 33% 
value share of the top ten species, selling 
over twice the amount of cod - its nearest 
competitor - by value.  

Over the short term (52 wks. to 25th March 
2017), total salmon was worth £873 million 
(-0.8%), with 56,701 tonnes (-1.8%). Smoked 
salmon makes up 36% of total chilled salmon 
sales by value.

Over the short term (52 wks. to 25th March 
2017), total salmon was worth £873 million 
(-0.8%), with 56,701 tonnes (-1.8%). Smoked 
salmon makes up 36% of total chilled salmon 
sales by value. Total cod, worth £384 million, 
(4.4%) with 47,960 tonnes recently displaced tuna as the second most popular species with 15% 
value share; followed closely by tuna (12%), warm water prawns (10%) and haddock (7%). By 
volume, the top three species, total salmon, tuna and cod each take a similar share of the top 
ten species at 21%, 19% and 18% respectively. Total cod, warm water prawns, haddock, mixed 
seafood, pollock, seabass and basa were the main species in full growth. 

Top Ten Total Species Value Share 2017



Total Species Trends 2008/2016 vs 2017

Total Seafood vs Other Proteins
In March 2017, the total seafood category became the highest value protein category - pushing 
total red meat into second place, whilst simultaneously being 31% higher than poultry.  Inflation 
continues to drive the seafood category value growth; since all seafood sectors increased value 
from last year whilst all other meat 
and poultry categories lost value, 
with slower inflation or deflation 
being the likely contributing factor. 

All categories will have experienced 
some degree of ‘shrinkflation’ over 
the past year as manufacturers 
release smaller pack sizes to combat 
rising prices. Unit sales have fallen 
across all protein categories with the 
exception of beef, poultry and chilled 
seafood. Price per unit has fallen 
across all protein categories with 
the exception of ‘other’ red meat and 
total, chilled and frozen seafood.

6

(Nielsen Scantrack –9yrs/52wks to 25.3.17)



The Total Seafood Shopper
In 2017, the number of shoppers purchasing 
seafood remained the same despite price 
increases. Total seafood penetration is very high, 
at 96.9%.  Compared with the previous year, 
shoppers bought seafood more often, but with 
smaller baskets - a trend that has continued from 
previous years. Shoppers bought an average 0.5kg 
of seafood per trip - spending on average £4.02 
each trip ; and bought seafood 30.8 times per year, 
spending a total of £124, equating to 15.1kg/yr. 
 
Nielsen demographics define the chilled seafood 
shopper as more affluent than the average total 
seafood buyer, but in all other respects seafood 
sector shoppers are similar. Total seafood 
shoppers are predominantly affluent AB/C1, 
older (45-64) couples and singles, typically in 
two person households without children present. 
Where children are present they are typically
aged 5-10 yrs.

Where are shoppers purchasing 
seafood?
Although many retailers retain counter displays 
for store theatre, in March 2017, 93% of seafood 
was sold prepack, rather than from the fish 
counter. The percentage of prepackaged seafood 
has grown strongly in recent years, with shoppers 
reporting being intimidated by having to ask the 
fishmonger, and wanting to be in and out of store 
as quickly as possible.  

Tesco is currently the largest GB seafood retailer, 
followed by Sainsbury’s, Morrisons and Aldi. Over 
the past nine years discounters have substantially 
grown total seafood share.  Aldi has seen the 
largest growth from a 1.5%  share in 2008 to 
8.8% in 2017, up nearly 500%; the quality and 
‘Britishness’ messages resonating with shoppers.

Premium quality orientated retailers like M&S, 
Waitrose and the Co-Operative have also grown 
share as shoppers hunt for quality and value for 
money.  These retailers also overtrade in seafood, 
which means their share of seafood sales value is 
higher than their share of the FMCG market overall.

Seafood Share of Trade % Change 
2008/16 vs 2017  (Value)

Seafood KPI’s
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Seafood Demographics % Shoppers (by volume)



Retail Channel Performance and 
Outlook to 2022
The retail environment has been a battle 
ground in recent years with the emergence of 
discounters driving down grocery spend and 
the multiples lowering prices to defend share. 
Hypermarkets and ‘main estate’ (supermarkets) 
have been in decline as shoppers switch to 
shopping more often but with smaller baskets.  
Discounters, convenience and online channels 
have all grown share. The discount and online 
channels have grown strongly in the five years to 
2016, up 119.3% and 56.8% respectively.

Total grocery is forecast to remain in value 
growth over both the long and short term, 
predicted to rise 14.9% from 2017 to 2022 worth 
£211.9bn (IGD).

In 2017, larger stores, hypermarkets and 
supermarkets took nearly 60% of total grocery 
spend, followed by convenience and discounters. 
Online took a relatively small 5% share but the 
channel is growing fast.

Brexit is likely to be the driving force shaping the 
UK grocery market in the short/medium term.  
Opportunities for volume growth will be reduced 
as disposable incomes shrink and population 
growth slows. With the considerable uncertainty 
created by the Brexit process, shoppers will 
continue to shop cautiously; but retailers are not 
entirely unprepared, having recently experienced 
austerity. Expect grocers to focus on further 
operational efficiencies to counter cost increases; 
and successful suppliers will be agile and willing 
to remain flexible in the years ahead.

“Investments by retailers over the last few years to cut their operating costs, reduce complexity 
and reconnect with shoppers strengthens the sector’s ability to cope with the challenges that 
lie ahead. As retailers look to differentiate, innovation will be key to adding value to categories, 
particularly new product development (NPD) centred on current shopper priorities such as 
health and convenience”   Institute of Grocery Distribution Ref IGD 2017.

Seafood missions are currently biased to the main shop and top up shop; with over 
80% of seafood being sold through the main estate channel. To successfully compete 
with other proteins, seafood needs to protect its main estate core and target the right 
products for the increasing shopper missions in the growing convenience, discount 
and online channels.

Predicted Retail Channel Performance to 2022 (Value)
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Channel Value Share of Grocery March 2017



Online is predicted to remain the fastest growing channel, but its expansion is expected to slow. 
Discounters are predicted to grow their market share faster than previously forecast and, they 
are also predicted to add the most value (£10bn) to grocery. The outlook for sales growth through 
larger stores is also more positive, though they will continue to lose market share.

Predicted Grocery Share and Value Contribution to Growth 2022

Key Channel Insight Key Channel Actions

Key Channel Trends to 2022 (ref IGD)
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Retail data: AC Nielsen Scantrack/Homescan: 52 weeks to May 21st 2017 
(excludes discounters and seafood sandwiches) (%) values represent change 
from the previous year unless otherwise stated
Kantar World Panel Seafood Shopper Journey Report 2015
Kantar World Panel Seafood Channel Report 2016
Defra Family Food Survey 
Institute of Grocery Distribution, UK Market and Channel Forecasts 2017-2022
Institute of Grocery Distribution,  2016 Category Benchmarks
Institute of Grocery Distribution,  Quality in Focus 2016 Update

More Information:
For the full range of market insight factsheets, covering different sectors of the seafood 
industry go to the Seafish website -
http://www.seafish.org/research-economics/market-insight/market-insight-factsheets

Subscribe to market insight reports:
Individuals working full time for a Seafood businesses can apply for a password to access Seafish 
Retail, Foodservice, Shopper and Trade Reports directly. Click here to subscribe

Further Reading – 

	 Seafish Seafood Consumption Fact Sheet 2017
	 Seafish Key  Category Insights Report  Q4  2016 (subscription only)
	

Data:

10

http://www.seafish.org/research-economics/market-insight/market-insight-factsheets
http://seafish.us8.list-manage1.com/subscribe?u=87b1bda9e15e993468c50ac9e&id=9474d19d29
http://www.seafish.org/media/publications/Seafood_Consumption_2017_.pdf
http://www.seafish.org/media/publications/temp_secure/Retail%20Market%20Data/Consumer%20and%20Shopper%20Insight/2017/Category%20Insight%20Report%20Dec%2016%20Final.pdf
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Our Mission: supporting a
profitable, sustainable and
socially responsible future 
for the seafood industry
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