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"Despite positive attitudes towards fish and shellfish in
terms of most people being confident preparing it, thinking
it is a quick-to-cook meal option and seeing it as good for a

healthy diet, the average consumer is failing to eat the
recommended two portions of fish a week by some

distance."
– Richard Caines, Senior Food and Drink Analyst

This report looks at the following areas:

• Bigger emphasis on promotion of fish as a healthy and affordable meal option needed to
encourage increased consumption

• More scope to add value to fish and shellfish sales by targeting those looking for ease of
preparation

• New products and recipe ideas offer will be important in encouraging people to increase
their repertoire of fish meals

Sales of fish and shellfish are expected to grow by just 0.6% in 2016 to £3.44 billion, following growth
of 1% in 2015. Despite seven in ten eaters and buyers of fish/shellfish agreeing that a healthy diet
should include at least two portions of fish a week, average in-home consumption of fish and shellfish
stands at less than one portion a week.
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Figure 28: Recorded above-the-line, online display and direct mail total advertising expenditure on fish and shellfish, 2012-16
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spending brands, 2015
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Eight in 10 people eat fish or shellfish
Figure 32: Usage of fish and shellfish, September 2016

Frozen fish eaten most widely, but chilled fish eaten more frequently
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Figure 33: Frequency of eating fish and shellfish, by format, September 2016

Price the biggest barrier to eating more fish
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Figure 35: Repertoire of reasons for not eating fish more often or at all, September 2016

Strong interest in seeing product through packaging
Figure 36: Products people are interested in seeing more of when shopping for fish/shellfish, September 2016

Single-serve packs enjoy strong appeal

Further interest in family-size packs
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Strong demand for convenience in fish products
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Figure 49: Leading manufacturers’ sales and shares in the UK ambient seafood market, by value and volume, 2014/15 and 2015/16
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Figure 51: Split of branded vs own-label new product launches in the UK processed fish market, by storage type, January-September
2016
Figure 52: New product launches in the UK processed fish market, by company (top 15)*, 2012-16
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