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THE UK FISH RETAIL SECTOR HAS REMAINED STABLE OVER THE 
PAST YEAR WITH LITTLE VOLUME OR VALUE CHANGE FOR THE 
CATEGORY AS A WHOLE

The chilled fish sector accounts for the majority of sales holding 48% 
of market. Frozen fish sales have dropped in volume currently 
standing at 32% whilst ambient takes 19% share of volume sold.

Natural fish accounts for 60% of the chilled sector value share and 
31% of value within the frozen sector. Prepared fish and fish ready 
meals are popular in chilled sector whilst fish fingers and battered 
fish are popular within frozen.

Sushi has seen strong growth in both the chilled and frozen sector 
indicating that sushi is a popular choice for the more health-
conscious consumer on-the-go.

SHOPPERS DEMAND A GREATER VARIETY OF FISH AND MORE 
VALUE ADDED PRODUCTS. AT THE SAME TIME, FISH CONSUMERS 
WOULD LIKE TO SEE MORE ON PACK RECOMMENDATIONS ON 
HOW TO PREPARE FISH

Quality, price and healthy options are most important attributes for 
consumers when buying fish.

Fish shoppers are interested in new product development and 
would like to see a greater choice of fish products on shelf. However, 
consumers demand more information on packs regarding cooking 
instructions and recipe ideas.

Due to sustainability concerns, shoppers are starting to experiment 
with lesser known and more sustainable fish species that retailers 
start to offer on shelfs. 

Also, fish mongers and chefs are experimenting with different ways 
to use the whole fish and offer unique ways of fish parts and 
products that appeal to the modern fish shopper.

The UK fish retail sector has held steady over the last year
There is demand for NPD in the category with quality and sustainability being key for consumers



UK fish and seafood 
category performance



The UK fish and seafood retail market is worth £3.3bn with 313m kg sold
The chilled sector accounts for 48% of volume sold which takes 64%

Source: Seafish Report - Nielsen ScanTrack 23/03/2019

UK fish & seafood retail category performance, 52 w/e 23/03/2019

Value
£3.3bn

Volume
313m kg

YoY%
+0.3%

YoY%
-0.9%

Chilled
£2.1bn

(YoY -0.1%)

Ambient
£442m

(YoY +2.5%)

Chilled
151m kg

(YoY +0.6%)

Ambient
61m kg

(YoY -1.1%)

Although

Frozen
£736m

(YoY 0.0%)

Frozen
101m kg

(YoY -3.0%)

64% 22% 13%

Chilled Frozen Ambient

% Value Share

48% 32% 19%

Chilled Frozen Ambient

% Volume Share



Natural fish accounts for 60% of chilled fish and 31% for frozen fish sales
Sushi, fish batter and fish fingers are seeing strong growth in the chilled fish sector

UK Sub-category value % share, 2019

Source: Seafish Report - Nielsen ScanTrack 23/03/2019

Chilled sector

Frozen sector

YoY % +2% -6% +5% -14% +36% +4% +4% -17% -3% +4%

60%

13%
7% 5% 4% 4% 4% 1% 1% 0.1%

Fish Natural Fish Prepared Fish Ready
Meals

Fish Sauce Sushi Fish Cakes Fish Breaded Fish Dusted Fish Batter Fish Fingers

+2% -4% -9% -9% +9% -1% +2% -9% +21% +26%YoY %

31%

19% 16% 15%
5% 4% 4% 4% 3% 0.1%

Fish Natural Fish Fingers Fish Batter Fish Breaded Fish Ready
Meals

Fish Prepared Fish Sauce Fish Dusted Fish Cakes Sushi



In the UK, salmon holds the majority of sales and is worth £929m
Pollock has seen major growth over the past year with an increase in sales of +15% YoY

Source: Seafish Report - Nielsen ScanTrack 23/03/2019

£929m

£410m

£336m

£291m

£204m

£167m

£163m

£130m

£105m

£62m

Salmon

Cod

Tuna

Warmwater Prawns

Haddock

Mixed Seafood

Cold Water Prawns

Pollock

Mackerel

Sea Bass

UK Top 10 Fish species retail performance, 52 w/e 23/03/2019

YoY % Volume

53m kg

46m kg

45m kg

21m kg

19m kg

18m kg

12m kg

28m kg

13m kg

4m kg

Value YoY %

+1 %

-1 %

+3 %

+3 %

-3 %

+3 %

-2 %

+15 %

-1 %

+3 %

+4 %

-4 %

-2 %

+3 %

-7 %

+3 %

-6 %

+10 %

+1 %

+6 %



Crabsticks have increased sales by 10% in value and 20% in volume worth £28m
Trout, Sole and Plaice have struggled over the past year all in double-digit decline

Source: Seafish Report - Nielsen ScanTrack 23/03/2019

UK Top 11-20 Fish retail species performance, 52 w/e 23/03/2019

Value Volume

£48m

£48m

£33m

£31m

£28m

£27m

£24m

£21m

£20m

£16m

Scampi

Basa

Trout

Sardines

Crabstick

Crab

Sole

Plaice

Mussels

Scallops

4m kg

5m kg

2m kg

6m kg

7m kg

1m kg

2m kg

2m kg

3m kg

672,000
kg

YoY % YoY %

+0.3 %

-6%

-10 %

+5 %

+10 %

-6 %

-10 %

-24 %

-9 %

-0.1 %

-2 %

-10 %

-15 %

+7 %

+20 %

+2 %

-14 %

-30 %

-9 %

-13 %
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Average grocery category Fresh fish and seafood

Source:  IGD 2019, Category benchmark research,  Jun-Sep’18. Base: 3,633 British supermarket shoppers

Quality and price are key to shoppers when purchasing fresh fish 
Health, origin and ethically produced are also especially important in this category

Importance of different attributes in shoppers’ purchase decisions – fresh fish and seafood
Mean score out of 10, where 1 is low importance and 10 is high importance

In this category shoppers need to be able to clearly see the products when in-store, so that they can make an informed decision based on the 
appearance of the product. Simplicity is key on packaging in this category that will aid shoppers in their decision-making process. E.g. 

provenance, sourcing information, nutritional information and cooking instructions.



Lesser known fish species are gaining popularity among consumers
Aids sustainability aspects and meets demand for greater variety of fish products on shelf

Source: The Grocer ‘Fish Report’ 10 November 2018

‘What’s the Catch?’

In June 2019, Aldi has launched a range of lesser-
known fish species made up entirely of bycatch 
fish, including Gurnard, megrim sole, whiting, 
pouting.

‘What the fish?’ 

In September 2018, Iceland was first to introduce a 
bag of unpopular fish on shelfs that would 
otherwise be thrown back in the sea.

Supporting British fisheries in sourcing more sustainable alternatives to traditional white fish



Due to environmental concerns, consumers are seeking sustainable alternatives
Eating up all that a fish has to offer aiming to reduce waste and challenging the supply chain

Fish mongers and high-class chefs are experimenting with the use of the whole fish in different ways; fin-to-gill, charcuterie and plant-based 
alternatives . Some examples are shown below.

Tilefish Cheeks, collar 
and the hidden bits

(Dan Barber, US)

Sous vide trout heads
(Saison, US)

Source: tfp trendwatching 2019-2020

Seafood Charcuterie
Scallop and lobster sausage, 
hot-smoked eel, Prosciutto-

style cured ahi tuna, dry 
cured swordfish, spicy pork 
fat and tuna blood salami, 

octopus salami
(Buca Yorkville, Toronto)

Monkfish Merguez
Monkfish and shrimp 
together with garlic, 
paprika and harissa
(The Salt Line, US)

Ocean Hugger Foods
‘Ahimi’ - Plant-based tuna 

made from tomatoes; 
Carrot-based salmon; 
Eggplant-based eel

New Wave Foods
Plant-based shrimp made 

from algae;
Plant-based crab, lobster, 
salmon, tuna and pollock



Source: Scotland Food & Drink, Local and Scottish Consumer Perception research July 2019 (Exclusive to members of SF&D)

Availability of local products in retail is important to majority of those in Scotland
The majority of Scottish fish consumers perceive Scottish fish as better-quality vs fish from elsewhere

50% 50%
58% 57%

Retail Foodservice

UK pop.

Scotland pop.

Those who state it is important to have local 
products/ ingredients in retail/ foodservice…

Why?

Those who state availability of 
locally sourced products is 

important believe so because of 
environmental concerns, to 

help boost the local economy 
and quality, taste and freshness 

of the product

Of fish retail shoppers in 
Scotland claim they would be 

more likely to buy the 
product if they knew it was 
made in Scotland (similar 

number of fish consumers in 
foodservice channel, 72%)

69%

Of  salmon retail shoppers in 
Scotland claim they would be 

more likely to buy the product is 
they knew it was made in 

Scotland (similar number of 
salmon consumers in 

foodservice channel, 66%)

73%

Perception of Scottish fish: Those who 

state better quality vs elsewhere (those 

who buy category in home)

72%
Scotland pop.

62%
UK pop.

Salmon

Fish exc salmon 69%
Scotland pop.

44%
UK pop.



Shoppers claim that they would like to see a greater choice of fish products
Consumers find it hard to make a choice and require advice in making purchase decisions

Source:  IGD 2019, Category benchmark research,  Jun-Sep’18. Base: 3,633 British supermarket shoppers

Shoppers demand more 
availability and variety of fish 
products in shelfs, as well as 
higher quality but affordable 

products
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‘I would have liked a greater choice of products’ mean score out of 10  
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Source: IGD ShopperVista 2018
Category benchmark research, Jun-Sep’18.  Base: 3,633 British supermarket shoppers

9 in 10 shoppers are interested in new product development within the fish sector
To stand out NPD should be distinctive and unique to differentiate from the existing range

“I am open to purchasing new and different products” - % of respondents who agree



Sea snacks are on the rise due to its health credentials
This new snacking category that provides a low-calorie and high-protein alternative

Seachips (UK)
Made from wasted salmon skin

Jerky (Scotland)
Made from salmon

Salmon Jerky (UK)

Source: tfp trendwatching 2019-2020, Mintel 2016, https://www.foodbev.com/news/salmon-skin-crisp-company-sea-chips-secures-sainsburys-listing/

Taking inspiration from popular Asian fish 
skin crisps, Sea Chips aims to tackle the 
global issue of food waste by using often-
discarded but nutrient-packed salmon 
skin to create a healthy snack alternative 
to potato chips.

Burrito style sushi

Burrito style sushi
Selfridges offers convenient 
sushi rolls with salmon avo

and miso cured salmon

https://www.foodbev.com/news/salmon-skin-crisp-company-sea-chips-secures-sainsburys-listing/


Greatest demand for more ideas and information within the fish & seafood sector
This is an opportunity to inspire and gain new shoppers in the category

Source: IGD ShopperVista 2018
Category benchmark research, Jun-Sep’18.  Base: 3,633 British supermarket shoppers

‘I would like more ideas or information at the shelf to help me make a decision’ – mean score out of 10



Recipe ideas on websites and on pack in-store help shoppers make a purchase choice
Retailers are investing in food-to-go counters in-store which support the category

Source:  IGD 2019, Category benchmark research,  Jun-Sep’18. Base: 3,633 British supermarket shoppers

Cooking suggestions and recipe ideas are the most 
requested types of information by fresh fish and seafood 
shoppers. Information on pack, such as recipe-ideas, cooking 
suggestions and food-pairing would help consumers make a 
choice

Retailers’ websites provide an effective platform for inspiring 
shoppers in this category and recipes online are a great way 
to influence what online shoppers add to their baskets

Tesco and Yo! Sushi have 
extended partnership and 
will be rolled out in more 
Tesco stores this year

Waitrose Sushi Daily Counter

Food to Go: Growth of sushi counters in supermarketsRecipe suggestions help guide shoppers purchase decisions



Scotland Food & Drink 
Market Intelligence Services



Understand the market
Know the size of the potential opportunity and 
whether the category is in growth or decline. We 
can assist you in uncovering what is happening 
within your market

Demonstrate brand and product performance
Our analysis gains and retains shelf space for 
Scottish food and drink business by providing 
insight into your brand (and competitors) 
performance down to individual product level

Produce successful, innovative products
We can work with you from idea generation to 
evaluation of the product in market. During 
development, we help you get closer to 
consumers to incorporate feedback during the 
design process

Understand and uncover consumer needs
Discover the ‘why’ that drives consumer 
behaviour. Propel brand performance by basing 
decisions on an understanding of customers’ 
current and emergent needs

Our market research team can provide you with independent research, analysis and expertise through a range of methodologies, such as primary research 
(from online surveys to focus groups) and EPOS data analysis. We can support your business growth by working with you on a one-to-one basis – it’s a 
tailored approach that gives you the edge, at membership rates

We’re here to help grow your business on a one-to-one basis
This ensures confidentiality and tailors research and analysis to your business needs
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Meet the Market Intelligence team to support your business

HAYLEY BRUCE
Commercial Market 
Intelligence Manager

WIEBKE PETERSEN
Market Intelligence Officer

Member of the Market Research Society 
Advanced Certificate in Market and Social Research 
Practice, Market Research Society
MSc Marketing, Edinburgh Napier University

MSc Nutritional and Consumer Economics, University of Kiel
MSc Agricultural Business, University of Kiel
Diploma in Dietetics, University Medical Centre Hamburg

With 6 years experience, Hayley previously worked within 
an Insight team of a FTSE 50 company where she led and 
managed primary research projects. She has experience in 
quantitative, qualitative and mixed methodology studies 
over a range of business areas

Since joining Scotland Food & Drink, Hayley has worked on 
several EPOS data analysis projects for food and drink 
manufacturers

Wiebke has  a background in quantitative and qualitative 
research. She is a key member of the Market Intelligence 
team at Scotland Food & Drink. Over the last 2 years, 
Wiebke has worked on a range of EPOS data analysis 
projects and she is the account lead on the analysis of EPOS 
data for one of our snack food clients, providing regular 
analysis every 2 months



Contact
Hayley Bruce
Commercial Market Intelligence Manager
hayley@foodanddrink.scot
Tel: 0131 335 0947

mailto:ayley@foodanddrink.scot

