
The seafood consumer is a moving target, and 

building a consumer strategy that fails to account 

for these changes is a recipe to leave opportunity 

on the table. 

Alaska Seafood Marketing Institute (ASMI) is 

keenly aware of this reality and reached out to 

Technomic to build a custom consumer 

segmentation that is future-minded and flexible 

enough to identify, describe and grow as the 

seafood consumer landscape continues to shift. 

Technomic, in collaboration with ASMI, developed 

an online questionnaire designed to achieve this 

segmentation, based on the findings of secondary 

research conducted in September 2017. In January 

2018, Technomic fielded the questionnaire, tapping 

a nationally representative sample of 4,000 

American seafood consumers (18+).

These findings represent the first iteration in an 

ongoing Seafood Consumer Tracker. 
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Demographic segments can vary wildly and 

can often fail to produce a cohesive 

consumer strategy. Technomic’s Seafood 

Consumer Segmentation uses a battery of 

psychographic and behavioral measures to 

reveal 5 distinct and like-minded groups of 

seafood consumers. 

The Originator and 

Optimizer represent 55% of 

consumer seafood spend

■ The Pragmatist 

Goes for the simplest and most affordable 

solution 

■ The Conscious Consumer 

Careful to source goods that align with their 

worldview

■ The Traditionalist 

Sticks to what they know and unlikely to change 

■ The Originator 

Always on-trend, always socializing 

■ The Optimizer 

Uses technology to facilitate their busy lifestyle

PSYCHOGRAPHIC SEAFOOD 

CONSUMER LANDSCAPE

Base: 3,579
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There are advantages to targeting each group 

identified in the segmentation; however the 

greatest opportunity lies in two groups of 

Seafood Super Consumers, Originators and 

Optimizers. These two consumer groups 

collectively account for over half of annual 

consumer seafood spend and are poised for 

growth in category spend and purchasing 

power in years to come.

The Originator is adventurous and tuned into 

current trends. This group is purposeful in their 

purchasing decisions and pays close attention 

to the quality and the details around the 

products and recipes they use.

The Optimizer is more value-driven, and 

messages around variety, convenience and 

value for price paid are key to reaching this 

group. This group is brand sticky, relying on 

familiar labels to minimize time and effort in the 

purchasing decision. 

Both groups are highly active on digital 

channels. 

PSYCHOGRAPHIC SEAFOOD CONSUMER LANDSCAPE

Keys to the Segment
• Accounts for 24% of seafood spend

• 44% are eating more seafood than 

two years ago 

• Restaurants are entertainment best 

enjoyed with friends and family 

• Enjoys cooking for others and puts 

thought into meals 

• Experimental in the kitchen 

• Concerned about climate change 

• Talks about food online and in-person 

• 62% have made a recent purchase 

just to try something new

The Originator

Keys to the Segment
• Accounts for 31% of seafood spend

• 30% are eating more seafood than 

two years ago 

• Hectic lifestyle drives need for 

convenient meal solutions 

• Active on social media and other 

digital channels 

• Views food as a tool to get them 

through the day

• Less likely to experiment with new 

products for the sake of it

The Optimizer

Note: Household Income Index balanced for region and urbanicity. 

3



© 2018 Technomic Inc.

Equally important to understanding who the 

seafood consumers of the future are, is 

learning how they shop. 

Health has become a driver for the majority 

of US consumers, with 64% of seafood 

eaters making a food purchase within the 

past month that was driven by health. 

Healthy eating and purchases driven by 

experimentation are particularly salient 

among Originators. 

At the same time, ecommerce has continued 

to grow its influence in how healthy eating 

and experimentation occur. 

29% of seafood eaters order groceries online 

for delivery. 30% order online and pick up in-

store. 

The upshot: the consumer purchasing 

decision will increasingly take place before 

the consumer has even entered the store or 

restaurant. 

SHIFTS IN SHOPPING
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Order Online for
Delivery to Home from

Online Only Grocer
Service

Order Online for
Delivery from Grocer

Order Online and Pick
Up Inside the Store

Online Meal Kit
Subscription

Population Originator Optimizer

64%

43%

31%

36%

32%

31%

76%

62%

49%

42%

41%

36%

46%

26%

22%

33%

18%

24%

It was healthy

I wanted to try
something new

A friend or family
member recommended

it to me

It was local

It did not contain any
additives/artificial

coloring

It was grown/raised in
the US

Population Originator Optimizer

% of Seafood Eaters Currently Utilizing Ecommerce to Source Groceries

Drivers of Food Purchases 

in the Past 30 Days
(Multiple select)

Digital Channels 

on the Rise

Which of the following have you done in the past 30 days? Please select all that apply.

How often do you purchase groceries for at-home consumption from the following  e-commerce options?

Base: 3,579
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Seafood, among other proteins that are 

considered to be healthier and more 

sustainable choices, is poised for continued 

increase in usage. 35% of seafood eaters are 

eating more seafood than they were two 

years ago.

There is appetite among the general 

population and especially among Originators 

to find ways to incorporate seafood into 

everyday meals in lieu of other proteins (e.g. 

beef, pork, etc.). 

While word of mouth remains a viable 

channel for sharing recipes and preparation 

techniques, these forms of knowledge are 

now more often acquired online. 
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Recipe Websites

Family/ Friends

Cookbooks

Product Packaging

Social Media

Food Blogs

Population

Originator

Optimizer

CHANGES IN TASTE

Sources for Learning About Seafood Preparation (Multiple select)

% of Seafood Consumer Segments 

Increasing Protein Consumption
(By category)

Seafood Beef

Population 35% 12%

Pragmatist 30% 13%

Conscious Consumer 43% 7%

Traditionalist 30% 8%

Originator 44% 14%

Optimizer 30% 17%

Are you eating more of or less of the following protein sources than you were two years ago? 

How do you get information about how to cook fish/seafood? 

Base: 3,579
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The consumer of the future demands 

transparency and seafood is no exception. 

53% of seafood eaters view it as important to 

know the origin when purchasing seafood. 

Transparency is even more or a priority to 

the most valuable consumers. 

When consumers share their data every day 

– when using their phones, when they pay 

for something at the store, etc. – there is an 

appreciation when data sharing is a two-way 

street.

Seafood with an Alaska origin is inherently 

linked to positive attributes such as high 

quality, sustainable harvesting, and being a 

product of the US. As a result, consumers 

recognize Alaska seafood at a higher value.
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At Retail At Foodservice

61% 66% 68% 61% 65% 69%

KNOWLEDGE IS POWER

Importance of Knowing Seafood 

Origin when Purchasing
(Top 2 box)

How important is it that you know where your fish/seafood came from when dining at-home and away-from-home (i.e. where it was 

caught, raised, etc.)? 

If a  restaurant/retailer uses the ASMI logo to describe the fish/seafood offering, would you be more likely to… (please answer on a scale 

of 1-5 where 1 = Disagree completely and 5 = Agree completely 

You mention you would me more willing to pay more for Alaska fish/seafood at a restaurant. How much more would you be willing to pay? 

Base: 3,579

% Willing to Pay More for Alaska Seafood 
(Top 2 box: agree & agree completely)
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The brand equity gained by offering Alaska 

seafood extends beyond perceptions of 

freshness and quality of the seafood itself. 

Alaska seafood elicits an emotional response 

from consumers that benefits the foodservice 

and retail establishments who offer it. 

Consumers are more likely to trust these 

establishments and view them as places they 

are likely to return to, among other positive 

emotional responses (e.g. Consumers are 

more likely to feel that these establishments 

are proud of their offering and care about 

providing the best product possible to their 

customers). 

ALASKA IMPACT 

ON CONSUMER 

SENTIMENT

Restaurant Retailer

Trust the _______ is proud to serve Alaska fish/seafood 66% 65%

Trust the _______ wants to make a good impression on its 

customers
63% 63%

Trust the _______ cares about the quality of the food it serves 62% 61%

Trust the _______ is a good place to get fish/seafood 62% 61%

Trust the _______ has high quality food 58% 59%

Trust the _______ cares about the environment 45% 45%

Order a fish/seafood dish 63% 59%

Return to the _______ in the near future 54% 53%

Be willing to pay more for Alaska fish/seafood from this _______ 40% 40%

Recommend the _______ to family and friends 48% 49%

Be willing to pay more for fish/seafood from this _______ 39% 40%

If a  restaurant/retailer uses the ASMI logo to describe the fish/seafood offering, would you be more likely to… (please answer 

on a scale of 1-5 where 1 = Disagree completely and 5 = Agree completely 

Base: 3,579
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C O N TA C T S

Victoria Parr
vparr@alaskaseafood.org

Will Notini
wnotini@technomic.com

1
The consumer landscape has shifted, and the 

most valuable seafood consumers are actively 

shaping the way they shop to discover the 

products, services and recipes that fit within 

their lifestyle. 

2
The strength of digital platforms for shopping, 

recipes and seafood preparation knowledge 

elevates the importance of brand recognition 

and brand equity. When the consumer 

purchasing decision is already made prior to 

entering the store or restaurant, providing a 

branded offering that stands for quality, 

sustainability and transparency is key for 

driving customer loyalty. 

3
The Alaska brand is ready-made to fit within 

these shopper and patron trends, and has 

equity that radiates beyond the product itself. 

Consumers view establishments that offer 

Alaska seafood products as having a higher 

degree of pride in their offering as well as a 

higher esteem for the customer in both retail 

and foodservice contexts. 

PARTNERING FOR 

SUCCESS

mailto:vparr@alaskaseafood..org
mailto:kfenner@technomic.com

