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• Alaskan Pollock
 ~ -16% (-33K MT)
• Russian Pollock
 ~ (+17K MT)
• Itoyori
 ~ +9% (+7K MT)
• Japanese Pollock
 ~ -34% (-17K MT)
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As of Q1 ‘23:
1. Alaskan Pollock ~ +16%
2. Russian Pollock (Q2)  ~ +26%
3. Itoyori  ~ -24%
4. Japanese Pollock  ~ -35%
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Measurements of current consumer optimism 
1. (U. Mich) - The Index of Consumer Sentiment focuses on personal finance conditions (Inflation??)

2. (Conf. Board) The Consumer Confidence Index focuses on the labor and business market conditions

Effects of 
inflation

Far from lows

Prepared by Angel Rubio & Andrei Rjedkin



Proteins back to zero 
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• Prior to ‘19  negative correlation (strong) price and 
consumer debt payments / income ratio

• As interest rates move up, and prices up, we experienced 
inelastic behavior  but is it? Are sales down?

Prepared by Angel Rubio & Andrei Rjedkin



• Overall positive relationship b/w import price & retail value
• Retail value has been much more volatile than import values

Prepared by Angel Rubio & Andrei Rjedkin



• Positive relationship b/w import and retail values 
• On average, a 10% increase in import prices resulted in a ~14.6% 

increase in retail prices within the same month, holding all else equal. 
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• Double frozen pollock fillet prices on an inflation-adjusted 
basis have adjusted to 2016 & 2017 levels.

• Price ratios vary b/w competing proteins and pollock prices.
• Pollock fillets, DF to MST & MSC ratios adjusting lower 

from highs recorded earlier this year.

Prepared by Angel Rubio & Andrei Rjedkin



Prepared by Angel Rubio & Andrei Rjedkin

• Retail figures for frozen pollock sit slightly below Jan’13 levels on 
an inflation adjusted basis.

• Price ratios vary b/w competing proteins and pollock prices.
• Cod prices remain elevated, while tilapia prices hover below 

current pollock levels
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Pollock on the lower range vs all seafood
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• Frozen pollock prices continue to trend upward starting in 2021.

• The seasonal increase of frozen volumes have decreased from highs recorded in 
2020. 

• The spread between pollock and tilapia retail prices inverted from late 2021 
through 2022.

• The spread became positive once again in 2023. 
• On a YTD basis, the spread has averaged $0.51 per pound

Prepared by Angel Rubio & Andrei Rjedkin
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Record high price

Record low margin

Promotions on the low side

Margin back around 40%

Promotions back to pre-pandemic levels
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• Inflation is a factor, but we don’t know how much that is really impacting Pollock demand
• Data suggests that prices to consumer could decline, and stabilize demand, if it was weak
• Other proteins have seen massive adjustments from supply shocks (pandemic, HPAI, other)
• Wholesale prices back to pre-pandemic levels (except beef, pork)
• Margins for retailers stabilizing again, from large swings
• Pollock in a competitive situation if recession hits, due to price points

• Data
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2019 2020 2021 2022 2023

September 
2019

Consumer 
Survey wave 1 

fielded

March 2020
COVID-19 declared 
State of Emergency

August 2020
Consumer Survey 

wave 2 fielded

Spring 2021
Restrictions lifted, 

People begin to 
enter restaurants 
and attend events

July/August 2021
LCA findings 

launched

Consumer Survey 
wave 3 fielded

December 2021
Surimi Holiday Influencer 

Campaign 

June/ July 2022
Influencer 
Campaign

August 2022
Consumer Survey 

wave 4 fielded

Winter 2023
Grocery prices on 

the rise 

July 2023
Consumer Survey 

wave 5 fielded

January 2023
Influencer 
Campaign

August 2023
Influencer 
Campaign

Early 2019
GAPP 

Partnership 
Program 

established 
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Other

Race

11%

28% 31% 30%

9%

34%
28% 29%

Gen Z Millennials Gen X Boomers

Age

2022 2023

95%
Chicken/Poultry
(vs. 89% gen pop)

90%
Eggs

(vs. 83% gen pop)

74%
Pork

(vs. 66% gen pop)

29%
Plant-Based

(vs. 22% gen pop)

Proteins eaten in the last 3 months 

82%
Beef/Veal

(vs. 76% gen pop)

37%
(vs 28%)

Fish-Eater Consumer Profile 

D4. With which race do you most identify? Fish Eaters (n=598)
N33. How much of the grocery shopping in your household do you do? Fish Eaters (n=598)
N34. How much of the cooking in your household do you do? Fish Eaters (n=598)
N1. Please indicate the types of foods you have eaten in the past 3 months, including at home or at a restaurant. Fish Eaters (n=598)
D5. State of Residence Fish Eaters (n=598)





60%
Are a parent 

or guardian of 
a child under 

18

46%

22%

12%

3%

13%
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White

African
American/

Black/
Caribbean
American

Asian
American/

Pacific
Islander

Native
American,

Inuit or Aleut

Other

Race
50%59%

Female

D2. What is your gender? Millennial Fish Eaters (n=201)
D4. With which race do you most identify? Millennial Fish Eaters (n=201)
C1. Are you the parent or guardian of any children under the age of 18? Millennial Fish Eaters (n=201)

41%

59%

Male

Female

5.3M new millennials entered the fish-eating audience since last year, with half (2.6M) becoming familiar with Wild 
Alaska Pollock. 



Trusted Sources for Information about Fish 

41%
Friends/Family

39%
Fishers

30%
Research studies, 
Dieticians, Recipe 

Websites

28%
Food Blogs

Q8_1. Below is a list of attributes that people may use to describe fish. For each, please rate how important that attribute is to you when purchasing and/or ordering fish. Millennial Fish Eaters (n=201) 
N30. Which of the following sources do you trust when it comes to news and information about fish? Millennial Fish Eaters (n=201)

80%
Fresh Tasting

82%
Great Tasting

77%
High Quality

Important Fish Attributes 
(T3B on 10-pt scale)

71% 66%

Good 
Value

Easy to 
Prepare

Food 
Safety

Affordable Heart 
Healthy

Full-
flavored

High in 
Protein

69% 69% 68% 67% 67%



45%
YouTube

Source of Recipe Inspiration 

43%
Friends/Family

30%
Food Network

28%
Facebook

27%
Instagram, TikTok, 
Pinterest, Google

51%
45% 42% 41%

31%

New flavors Affordable
ingredients

Quick
preparation

time

Easy written
directions

Reviews

Recipe Inspiration 

Affordable ingredients & new flavors are more 
important to Millennial Fish Eaters YoY. 

N28. Where do you find most of your recipes? Millennial Fish Eaters (n=201)
N29. What inspires you to try a particular recipe? Millennial Fish Eaters (n=201) 





D2. What is your gender? Multicultural Fish Eaters (n=220)
D1. What is your current age? Multicultural Fish Eaters (n=220)
C1. Are you the parent or guardian of any children under the age of 18? Multicultural Fish Eaters (n=220)

33%

67%

Male

Female

40%
Are a parent or 
guardian of a 
child under 18

11%

47%

32%

9%

Gen Z Millennials Gen X Boomers

Age

13.1M new multicultural consumers have entered the fish-eating audience since last year, with two-thirds (9.1M) 
becoming familiar with Wild Alaska Pollock. 



Q8_1. Below is a list of attributes that people may use to describe fish. For each, please rate how important that attribute is to you when purchasing and/or ordering fish. Multicultural Fish Eater (n=220)
N30. Which of the following sources do you trust when it comes to news and information about fish? Multicultural Fish Eater (n=220)

Trusted Sources for Information about Fish 

47%
Friends / Family

30%
Fishers / 
Farmers

29%
Research 

studies, Recipe 
websites

31%
Dieticians / 

Nutritionists

81%
Fresh Tasting

81%
Great Tasting

Important Fish Attributes 
(T3B on 10-pt scale)

73% 68%

Food 
Safety

All 
Natural 

Good 
Value

Affordable 
Heart 

Healthy
Full-

flavored
High in 
Protein

72% 70% 70% 70% 69%

High 
Quality

75%



N28. Where do you find most of your recipes? Multicultural Fish Eaters (n=220)
N29. What inspires you to try a particular recipe? Multicultural Fish Eater (n=220)

46%
YouTube

Source of Recipe Inspiration 

43%
Friends/Family

28%
Cookbooks, 

Google

25%
Facebook, cooking 

shows, Food Network

22%
Pinterest, recipe 

websites

49%
41% 41% 38%

28%

New flavors Affordable
ingredients

Easy written
directions

Quick
preparation

time

Reviews

Recipe Inspiration 

Affordable ingredients are more 
important to Multicultural Fish 

Eaters YoY. 



There’s a lot of overlap between the millennial and multicultural fish eater, offering opportunity to reach them with 
similar messaging through similar channels. 

Both audiences lean female, millennial and 
multicultural – making them feel seen in 

content and recognizing their stage in life is 
important. 

They both value taste, unique and new 
flavors and affordability when purchasing 

fish and looking for new recipes to try. 

YouTube is their top source for recipe 
inspiration while they trust fishers, research 
studies and dieticians for information about 

fish. 





Attributes that are important when eating sustainably
(somewhat / very important)

78% 75%
70% 70%

66% 65% 63% 60% 59%

Safe for the
ocean

Ensuring
supply for

future
generations

Wild caught Overfishing Zero-waste Fishery
management

Traceability Carbon
footprint

Recyclable
packaging

69%
2023

(vs. 69% in 2022, 
61% in 2021)

Importance of sustainability 
for Fish Eaters when 

purchasing/ordering fish
(very / somewhat important)

N37. How important is sustainability to you when purchasing/ordering fish? Base: Fish Eaters 2023 (n=598), 2022 (n=640) 
N38. When it comes to purchasing/ordering fish, how important are the following aspects of sustainability to you? Base: Fish Eaters 2023 (n=598), 2022 (n=640), 2021 (n=669)

The importance of sustainability attributes were all on par with 2022 data. 

Millennial Fish Eaters value sustainability 
more so than other generations (76% vs. 

67% of Gen X vs. 66% of Boomers). 



KETCHUM FOOD STUDY: Q28. IMPORTANT [i-ii] (Summary) - How important are the following to you when purchasing food products? Millennials (n=542)
KETCHUM FOOD STUDY: Q30. How much do you agree or disagree with the following statements about food purchasing and production? Millennials (n=542)

82% 
of Millennials say sustainability 

is important to them when 
purchasing foods (vs. 76% of Gen Z, 

77% of Gen X and 69% of Boomers)

50% 
of Millennials have stopped 

purchasing food products they 
like because they were 

unsustainable 
(vs. 52% of Gen Z, 33% of Gen X and 23% of 

Boomers)

73% 
of Millennials say 

environmental impact is 
important to them when 

purchasing foods
(vs. 72% of Gen Z, 70% of Gen X and 59% of 

Boomers)





Importance of Attribute to Fish Purchasing Decisions 

54%
Product of the U.S.

35%
Product of Alaska

49%
Wild Caught



Absolutely Purchase
(absolutely)

Likely to Purchase
(absolutely / very likely)

Unlikely to Purchase
(actively avoid / not likely)

Actively Avoid Purchase
(actively avoid)

United States Canada Norway China

F10. When purchasing fish, how likely would you be to purchase fish from the following countries? Base: Fish Eaters (n=598)

Russia

6%

12%

6%

3%

2%

11%

5%



43%

35% 33% 33%

4% 5% 5%

11%
16% 14%

22%

32%
35%

42%

11%

19%
14%

20%

27%

38%

45%

Interested Informed Unconcerned No different Confused Misled Annoyed

United States Russia China
F11. How would you feel if you learned the fish you purchased from your local grocery store comes from following countries? Base: Fish Eaters (n=598)

Feelings Fish Eaters would experience if they learned that the fish they purchased from their local 
grocery store came from the following countries

Positive NegativeNeutral





Q25. Overall, what prevents you from consuming Wild Alaska Pollock or consuming it more often? Base: Fish Eaters aware of Wild Alaska Pollock 2023 (n=394); 2022 (n=419); 2021 (n=275); 2020 (n=449); 2019 (n=465)
N29. What inspires you to try a particular recipe? Base: Fish Eaters 2023 (n=598); 2022 (n=640)
Q8. Below is a list of attributes that people may use to describe fish. For each, please rate how important that attribute is to you when purchasing and/or ordering fish? Base: Fish Eaters 2023 (n=598)

18% 20% 20%

30%
24%

It is too expensive

2019 2020 2021 2022 2023

What prevents Fish Eaters from 
consuming Wild Alaska Pollock or 

consuming it more often?

Inspiration for Fish Eaters 
to try a particular recipe –

Affordable Ingredients 

47%
2023

(37% in 2022)

Important Fish Attributes 
for Fish Eaters

(T3B on 10-pt scale)

68% 68%

Good value Affordable

Affordable ingredients are more 
important to Millennial Fish Eaters 

YoY (45% 2023 vs. 34% 2022). 



KETCHUM FOOD STUDY: Q28. IMPORTANT [i-ii] (Summary) - How important are the following to you when purchasing food products? Millennials (n=542)
KETCHUM FOOD STUDY: Q14. How much do you agree or disagree with the following statements? Millennials (n=542)
KETCHUM FOOD STUDY: Q4: How much do you agree or disagree with the following statements regarding budgeting and shopping for food? Millennials (n=542)

87% 
of Millennials say price is 
important to them when 

purchasing foods 

Millennials have a strict budget 
when grocery shopping (63%) 

and eating out (58%) 

60%
of Millennials have turned 

down going out to eat to save 
money



Mild taste, flaky texture, and its 
provenance will drive people down 
the funnel. 

Top Purchase Drivers 
(Ranked)

Great tasting

Fresh tasting

Safe to eat

Affordable

Heart healthy

Traceable

High quality

Flaky

Good value

Easy to prepare

Mild

Product of Alaska

Whole family will enjoy

GMO-free

Versatile

Top Taste Attributes

Great tasting

Fresh tasting

Flaky

Mild

Top Value Attributes

Affordable

Good value

Top Provenance Attributes

Traceable

Product of Alaska

We used statistical regression to measure the 
relationship between specific attributes and Wild 

Alaska Pollock purchase likelihood.



• Millennials are driving up trust in experts, including fishers / farmers (39% 2023 vs. 34% 2022) and research studies (30% 2023 vs. 24% 
2022). 

Sources Fish Eaters trust when it comes to news 
and information about fish – Top 5

*Sample size is under 100
N30. Which of the following sources do you trust when it comes to news and information about fish? Base: Fish Eaters 2023 (n=598); 2022 (n=640); Gen Z Fish Eaters 2023 (n=55), 2022 (n=70); Millennial Fish Eaters 2023 (n=201), 
2022 (n=176) 

47%

30%
28%

24%
28%

42%

36%
32% 32%

29%

Friends and family Fishers / farmers Dieticians / Nutritionists Research studies Chefs / restaurant
owners

2022 2023



• Gen Z* (49% 2023 vs. 29% 2022) and Millennials (51% 2023 vs. 43% 2022) drive the heightened interest in new flavors. 
• Secondary research shows that 73% of consumers are interested in spicy flavor options, including spicy appetizers, deserts, and beverages.

• Over a quarter (26%) of Gen Z and Millennial men are also interested in hot and spicy flavored white fish.

37% 38% 37%
42%

29%

47%
44% 43% 41%

26%

Affordable ingredients New flavors Easy written directions Quick preparation time Minimal ingredients

2022 2023
*Sample size is under 100
Sources: Flavor Innovation on the Menu, 2023 – Mintel;  Fish and Shellfish, 2023 – Mintel 
N29. What inspires you to try a particular recipe? Base: Fish Eaters 2023 (n=598); 2022 (n=640); Gen Z Fish Eaters 2023 (n=55), 2022 (n=70); Millennial Fish Eaters 2023 (n=201), 2022 (n=176)

Inspiration for Fish Eaters to try a particular recipe – Top 5





Arrows indicate a statistically significant change compared to 2022. Green indicates an increase, red indicates a decrease, and no arrow indicates no change
Q1. How much would you say you know about the following types of fish? Base: Fish Eaters 2023 (n=598); 2022 (n=640); 2021 (n=669); 2020 (n=764); 2019 (n=850)

Fish familiarity
(Those who know a lot / some / only a little)

81% 79%

59% 61%

85% 86%

64% 66%

85% 86%

62% 61%

88% 85%

65% 65%

88% 87%

66%
59%

Tilapia Cod Wild Alaska Pollock Haddock

2019 2020 2021 2022 2023



What this means for 
the Wild Alaska 
Pollock industry

Create a consistent drum beat of news to stay 
top of mind with the fish-eating consumer, 
highlighting Wild Alaska Pollock’s affordability, 
taste, provenance and unique flavor combinations.  

Stay attuned to the changing consumer 
landscape and keep a pulse on new category 
entrants and those who may be aging out. 

Continue to prioritize Wild Alaska Pollock’s 
provenance story. Highlight that Wild Alaska 
Pollock is fished in the United States, particularly in 
Alaska, and its wild-caught story to resonate with 
the fish-eating consumer. 

#1

#2

#3

Continue to prioritize Wild Alaska Pollock’s 
sustainability story, sharing data-based 
messaging utilizing fishers as spokespeople. 

#5

#4
Wild Alaska Pollock continues to see slight 
increases in familiarity among fish eaters, 
surpassing haddock for the first time.  





































Year-over-year consumer research shows that the 
more consumers are familiar with Wild Alaska Pollock, 
the more they like it. As GAPP’s initiatives work to 
increase awareness and familiarity of Wild Alaska 
Pollock, we see positive increase in perception as 
well. 

Research also shows that consumers are increasingly 
relying on social media trends, as well as friends and 
family, for trusted information and recipe inspiration. 

To capitalize on these insights, GAPP launched an 
integrated Awareness and Demand campaign –
leveraging targeted influencer partners – with a focus 
on creating content that drives both trial and 
awareness. 

Overarching 
Creative

Pulse
Points

Efficiently 
Breakthrough 

Landing 
Audience 

Needs

Content

Amplification

INCREASE 
AWARENESS

DRIVE TRIAL

LIFT SALES
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GAPP’s 2023 influencer campaign cultivates a community of celebrity and social media influencers, building on past 
partners as well as engaging with new fish-friendlies. Partnerships are creating a stream of best-in-class social content for 
GAPP and members to leverage across their own social platforms.

July/Aug Pulse Jan/Feb PulseSept/Oct Pulse
Current pulse being reported on









Initial shortlist of 40 Influencers 
Chosen based on influencer relevance (follower size, content focused on 

high quality recipes, an openness to seafood) and audience relevance 
(engagement rate, alignment with target audience)

Narrowed down to 22 influencers
Chosen based on their audiences’ likelihood to purchase 

seafood or frozen seafood.

7 Influencers
4 mid-tier

3 micro 

Our pre-campaign influencer analysis helped identify the influencers most likely to attract the highest 
Wild Alaska Pollock sales .
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Kenneth Temple
@kennethtemple

28.6K IG followers

Angelica Castaneda
@angelicacastaneda_

46K IG followers

Mikayla Shocks
@mama.shocks

108K IG followers

Antonia Lofaso
@chefantonia

323K IG followers

Angela J Kim
@mommydiary

309K IG followers

Millennial Fish-Friendly 

• Alaska Pollock 
(Breaded / Frozen 
Fillet)

• Surimi

• Alaska Pollock 
(Breaded / Frozen 
Fillet)

• Alaska Pollock 
(Breaded / Frozen 
Fillet)

• Alaska Pollock 
(Breaded / Frozen 
Fillet)

• Alaska Pollock 
(Breaded / Frozen 
Fillet)

• Surimi

Pete Eats
@pete_eatss

458K IG followers

• Alaska Pollock 
(Breaded / Frozen 
Fillet)

• Surimi

Eliz + Dale
@sweatsandthecity
120K IG followers

• Alaska Pollock 
(Breaded / Frozen 
Fillet)

Fish-Friendly Fish-Friendly Fish-Friendly Millennial Millennial 

Chosen based on their followers’ potential to increase Wild Alaska Pollock purchases. 





Influencer content prompted a 43% lift in Wild Alaska Pollock among people 
who saw the campaign vs. those that did not.

Wild Alaska Pollock
Sales Lift for Influencer Content

43%

Campaign sales period analyzed 6/18/2023 – 8/30/2023. 



133%

YoY Conversion for 
Wild Alaska Pollock for 
Influencer Audiences

Influencer audiences bought Wild Alaska Pollock at a higher rate during the 
campaign compared to the same time last year.

Campaign sales period analyzed 6/18/2023 – 8/30/2023. 



Favorable Opinion of Wild Alaska Pollock^
(excellent / very good)

July/August ExposedJuly/August Unexposed

29%26%

^Directional difference between Exposed and Unexposed audiences.

+3ppts



53%

40% 38% 36% 36%
33%

30% 30% 31%

22% 23%
20%

High in protein Nutritous Easy to cook with High quality Heart Healthy Great tasting

July/August Exposed July/August Unexposed

Attributes Associated with Wild Alaska Pollock^

Those exposed to the July/August campaign are more likely to associate a variety of positive attributes with Wild Alaska Pollock. For 
future campaigns, there are opportunities to communicate the benefits of wild-caught, fresh taste, and affordability.

^Directional difference between Exposed and Unexposed audiences on all except “None of the above.”





Angelica Castaneda
@angelicacastaneda_

46K IG followers

Angela J Kim
@mommydiary
309K IG followers











Win with Wild Alaska Pollock 
on Campus!

• Channel: Educational and 
Business Foodservice

• Target: Students, Millennials
• Features four Wild Alaska 

Pollock products

Sam’s Club 2024 Wild 
Alaska Pollock Product 

Campaign!

• Channel: Club Stores
• Back to School focus 

in fall of 2024
• Features one new 

and one existing 
product

Craft Beer-Battered Wild 
Alaska Pollock Fillet 

Campaign!  

• Channels: Casual dining 
and taverns/pubs

• Potential for new chain 
customer

• Digital/Social media,  
POP and buyer 
engagement



Surimi Education Campaign 
Using Social/Digital Media!

• Target consumer:  18 –
44

• All Retailers
• Point of emphasis is Crab 

Classic is REAL seafood
• Digital and social media 

with influencer 
engagement  

GAPP/Trident Seafoods/Oak 
View Group/Climate Pledge 

Arena/Seattle Kraken 
Partnership!

• Focus on under-penetrated 
sports/entertainment venues

• Take proof of seafood working 
at CPA to Oak View Group 
portfolio of 
sports/entertainment venues



GAPP/H-E-B Retail Media 
Partnership!

• Features H-E-B’s “Great 
Catch” line of Wild Alaska 
Pollock surimi and fillet 
products

• Comprehensive 
Omnichannel approach

Arby’s Crispy Fish 
Sandwich Campaign!

• Lent promotion of Arby’s 
signature crispy Wild 
Alaska Pollock fillet 
sandwich

• National coverage on 
owned Arby’s social 
media, paid social and 
digital radio



Taste the Deliciousness of 
Spicy Wild Alaska Pollock Roe 

at Costco Japan!

• Emphasizes the superiority 
of Wild Alaska Pollock Roe 
over Russian product

• In-store promotions in all 
Japan Costco locations

Incremental Sales Lift of Wild 
Alaska Pollock Kanikama for 

Costco Japan!

• Promotes product launched in 
Japan Costco stores in 
November, 2022

• In-store demos, recipes, 
promotional pricing and 
celebrity endorsement



Japanese Temptation!

• Emphasizes Japanese origin 
and superiority of Wild 
Alaska Pollock Krissia® 
brand surimi

• Supported by broadcast TV 
commercials, influencer 
social/media and SEO and 
SEM 

Alaska Taste to Colombia!

• First Colombian Partner
• Promotes six surimi and 

fillet products launched 
in 2022 

• Will promote in retail, 
foodservice and school 
lunch channels






































