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 Introduction 

The overall objective of WP 5 titled “Reinforcing the Marketing of European Seabass and Seabream 
Products” is to design innovative marketing actions for the development of the market for European 
seabass and seabream by capitalizing on existing fish food health claims, increasing consumer 
confidence in the European seabass and gilthead seabream products, and strengthening 
competitiveness of the Mediterranean marine fish farming industry. The work package aims at 
designing innovative strategic marketing plans for product development, promotion and 
commercialization of European seabass and seabream aquaculture production both on the existing 
and the new markets to increase competitiveness and sustainable growth of the Mediterranean 
aquaculture products.  

Deliverable 5.7 aims to present the state of the market for European seabass and gilthead seabream 
products in the United States of America. The main elements in the evaluation of the market 
framework analysis included the present structure of the market, product supply, trade, distribution 
chain, and consumption. Special attention was given to the availability of products in the USA retail 
including product assortment in various segments of retail channels. Special analysis was carried out 
for European seabass and gilthead seabream and their substitutes products in the USA retail regarding 
certification, labels and brands focusing on own- or third-party branding and categories of messaging. 
Description of European seabass and gilthead seabream in the Ho-Re-Ca sector provides an overview 
of the two species in some of the most widespread channels for fish and seafood distribution.  

 

 Materials and methods 
In order to provide the most recent and complete data and information on the state of the research 
market, the methodology approach includes the collection and use of data on trade, consumer and 
market data, qualitative comments received from relevant stakeholders, as well as data and 
information obtained through interviews with stakeholders.   

The study is divided into six parts; 1) structure of the European seabass and gilthead seabream supply 
on the market and the apparent consumption, 2) trade of European seabass and gilthead seabream 
products, 3) supply chain and processing industry, 4) market insight including overview of the retail 
sector, including the availability of European seabass and gilthead seabream in retail, Ho-Re-Ca sector 
and consumers and their consumption patterns, 5) market segmentation of European seabass and 
gilthead seabream by various criteria, and 6) certification, labels and brands.    

 

 Summary of the results 
European seabass is an iconic Mediterranean fish species, which has demonstrated growing popularity 
and recognition as a “niche-species” in the USA. It is also known as Mediterranean seabass, Branzino, 
Bronzino and Loup de Mer. Gilthead seabream, which is currently less popular among USA consumers, 
is known as Orata and Dorade.  

The USA is a novel market for European seabass and gilthead seabream products from the 
Mediterranean aquaculture industry. It is also one of the most robust potential countries in the 
category of emerging markets. The introduction of European seabass into the USA can trace its roots 
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back along its Italian and Greek Mediterranean heritage where cultural and gastronomic traditions 
were celebrated by those who emigrated to the USA in the early part of the 20th century. As the 
Mediterranean influence increased, innovative seafood companies recognized its market potential. By 
the early 2000’s fresh European seabass was being flown into New York City thus marking the starting 
point for expanding the species.  

In 2020, the apparent market for European seabass and gilthead seabream products in the USA was 
estimated at 7 430 tonnes. The overall dynamics of the apparent market demonstrated a significant 
growth from 2 900 tonnes in 2012, increasing over 150% to the current level. The market is dominated 
by European seabass which accounts for a 95% share, whereas gilthead seabream has a 5% share. 
Higher popularity of European seabass is mainly explained by larger consumer familiarity and 
acceptance of the species, even if it is usually known by Italian name as “Branzino”, while gilthead 
seabream is at the initial stage of introduction to the market. The USA market for European seabass 
and gilthead seabream is mainly represented by fresh products. In 2020, about 85-90% of the total 
market volume of these species was represented by European seabass and gilthead seabream in fresh 
form (mostly whole fish), while the remaining 10-15% was in form of frozen products (mostly fillets).  

The USA imports all its European seabass and gilthead seabream products as it has neither a scalable 
domestic supply nor a wild fishery. In 2020, American companies imported nearly 7 080 tonnes of 
European seabass and 354 tonnes of gilthead seabream valued over USD 57 million. The upward 
trajectory for European seabass and gilthead seabream imports was curtailed due to the constraints 
of the Covid-19 pandemic in 2020. However, the first eight months of 2021 showed optimistic signs 
for recovery, surpassing the level of imports compared to similar periods in 2020 and 2019. Turkey 
and Greece are the principal supplying countries of these species to the USA, followed by Spain and 
Italy.  

California, Florida, and New York are the principal trade and consumer markets for European seabass 
and gilthead seabream products. Expanding its trade influence, New York City stands apart as a large 
hub for European seabass and gilthead seabream products. Regardless of the ownership and structure, 
restaurants that feature European seabass and gilthead seabream all fall within the scope of “fine 
dining”. The Ho-Re-Ca industry is the main sales channel for European seabass and gilthead seabream 
with approximately 80% of the apparent market volume, while about 20% is sold through the retail 
sector. Traditional stores and fishmongers dominate the sales landscape for European seabass and 
gilthead seabream products in the retail sector. In 2020, the effects and restrictions of the pandemic 
accelerated a shift from consumption of fish and seafood at restaurants to more frequent purchases 
of fish and seafood in the retail for home cooking. 

Eco-certification, value and health attributes play a key role in the buying decisions of consumers who 
purchase fish and seafood as they are paying more attention on and expressing interest in becoming 
more knowledgeable about seafood sustainability. 

  

3.1 The United States of America – structure of European seabass and gilthead 
seabream supply 
3.1.1. A history of European seabass in the USA and market estimation  

In the USA, European seabass is commonly referred to as “Branzino” or “Bronzino”. According to the 
American Heritage Dictionary of the English language, “branzino” traces its etymological roots from 
the Italian “branchia” and the Venetian iteration of “branzo”; both referencing the fish’s physiology. 
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So how did the fish become known as Italian “branzino” in the USA? The authors suggest that more 
than 3 million Italians that emigrated to the US between 1890 - 1914 brought with them their language, 
food traditions and culinary enthusiasm. Reverting to its greater Italian roots “branzino” was finally 
entered into the common USA vernacular for Dicentrarchus labrax with “branzini” being used as its 
plural. The authors could not find the etymological roots to Gilthead seabream in the USA.   

 

 

 

 

 

 

 

 

 

 

 

 

 

Settling primarily in the Northeast, this influence impacted future generations of Italians in the USA. 
Innovative seafood companies that were looking to expand their fish selection, looked to species that 
could offer something different, that was easily transported, would be affordable, and offered 
excellent quality and steady supply. With ties to the Mediterranean by way of his Sicilian roots, one of 
the largest importers of European seabass products in New York started importing and distributing 
them in roughly 2004.    

Figure 2 shows that the dominant part of the country settled by Italians was the Northeast and in 
particular New York, New Jersey and Rhode Island as noted by the darkest green color.  Spanning out 
into Pennsylvania, they established a foothold in their new homelands. Eventually, they moved across 
the country and as of April 2016, there were approximately 1,450,000 Italians claiming California as 
their home; as many as are in New Jersey.  As of 2017, over 3 million Italians claim New York as their 
home and although specific data is not available, Florida is a key state for Italians, too. The relevance 
of this data will be seen further in the report as these states dominate where European seabass 
products are moved. 

Although the USA is a relative new market for European seabass and gilthead seabream products from 
the Mediterranean aquaculture industry, it represents one of the largest and most dynamic countries 
in the category of emerging markets today.  The size and dynamics of the apparent consumer market 
for European seabass and gilthead seabream products in the USA is entirely linked to the import 
expansions of these product as there is neither a commercial-scale production of European seabass 
and gilthead seabream nor a wild fishery. Apart from one company which tried raising European 

 

 

 

 

 

 

 

 

 

 

Figure 1. A mosaic found in House VIII.2.16 in Pompeii with an illustration of European seabass 
and gilthead seabream, the National Archaeological Museum of Naples, Italy. Source: Wikimedia 
Commons.  
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seabass in a land-based operation, there is no domestic production1. The USA does not export either 
of these species.     

 

 

Figure 2. A 2019 survey by the USA Census Bureau illustrating key states of Italian ancestors. Source: 
the US Census Bureau. 

 

Based on the analysis of the trade data from the United States International Trade Commission (US 
ITC) in 2020, the apparent market for European seabass and gilthead seabream in the USA was 
estimated at 7,432 tonnes (live weight equivalent2). The overall development of the apparent market 
for these species in the past years demonstrated significant growth from 2,900 tonnes in 2012 to 7,432 
tonnes in 2020. The peak of the apparent market volume for these species was recorded in 2019 when 
it reached nearly 10,000 tonnes. In response to COVID-19 related effects, it fell 25% in 2020 (Table 1, 
Figure 3).  

 

Table 1. Apparent markets for European seabass and gilthead seabream in the USA (tonnes)  

  2012 2013 2014 2015 2016 2017 2018 2019 2020 

European 
seabass 

2 654 4 063 4 285 5 078 6 042 7 316 7 831 9 170 7 079 

Gilthead 
seabream 

249 394 399 387 390 428 544 700 354 

Total 2 903 4 457 4 684 5 466 6 432 7 745 8 375 9 870 7 432 

Source: based on statistic data from the United States International Trade Commission (US ITC) 

 
1 Mode detailed information is provided in the chapter 3.1.2 “National supply”. 
 
2 The data are shown in live weight equivalent, as used in the United States International Trade Commission. 
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The market is clearly dominated by European seabass that accounts for a 95% share, whereas gilthead 
seabream accounts for a 5% share. The dominant tendency of European seabass products has been 
historically followed since the introduction of these species in the USA due to traditionally higher 
popularity among the US consumers.  

Considering the population of 329.5 million people spread over 50 states, an average per capita 
consumption of European seabass and gilthead seabream is insignificant in the country, but it is more 
evident in certain states, for example in California and Florida.       

Following growing interest, between 2012-2020, the apparent market for European seabass showed 
a remarkable increase going from 2654 tonnes to 7079 tonnes. Responding to this growing demand, 
importers increased the quantities of products shipped from European and Mediterranean 
aquaculture producers. In the same period, the apparent market for gilthead seabream improved from 
249 tonnes to 354 tonnes respectively, following development of import volumes (Figure 3).  

The apparent market for European seabass and gilthead seabream in the USA is dominated by fresh 
products. It is estimated that in 2020, about 85-90% of the total market volume of these species was 
represented by European seabass and gilthead seabream in fresh form, while the remaining 10-15% 
was in form of frozen products.   

 

 

Figure 3. Dynamics of the apparent market for European seabass and gilthead seabream in the USA 
in 2012-2020. Source: based on data from the US ITC.  

 

3.1.2 National supply 

The national supply of European seabass and gilthead seabream into the USA is 100% imported, 
primarily from Greece and Turkey. Unlike some European countries, the USA does not have a wild 
fishery for either species.  

There is one successful US land-based recirculating aquaculture systems (RAS) in Waterbury, 
Connecticut.  Started in 2017, their consumer research indicated an overall positive opinion against 
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imported product and their marketing plan focused on the benefits of RAS farming, among them a 
streamlined supply chain, reduced environmental impact and 100% traceability. Over the next two 
years, the owner Eric Pedersen built out their facility and raised fish. By the end of 2019, they were 
stocked with healthy fish and a direct route to the market.  Then the coronavirus pandemic hit, and 
with their 2020 pivot onto mainstream e-commerce platforms, it looked like it would succeed. 
However, their biomass forecast is slated to fill only 2% of the national demand and will fill only a very 
narrow and niche market. 

Seabass or branzino is a high-value and popular fish in the USA. Pedersen says it’s what attracted him 
to the species, and the higher price point should allow him to recoup the extra costs of raising them 
on land. He aims to produce 140-150 tonnes or around 330 000 lbs of fish annually. With a target 
weight of just over 1 pound, that will be about 5,500 fish a week. “Our sweet spot is a little larger than 
the 400-gram size the European market wants. We have designed our production for an even supply 
throughout the year,” says Pedersen. 

 

 
Figure 4. European seabass raised in RAS by “Ideal 
Fish”. The company at the opening of its brand-new 
land-based aquaponic facility in Waterbury, 
Connecticut, the USA.  
Source: https://www.hatcheryinternational.com/ 
 
 
 
 

 

 
 
 

https://www.hatcheryinternational.com/
https://www.hatcheryinternational.com/
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3.2 Trade of European seabass and gilthead seabream products  
3.2.1 Import development  

In 2020, the United States of America was the world’s second largest importer of fish and seafood by 
value after the European Union. While exports have remained approximately stable, USA seafood 
imports have tripled in the last 20 years to reach a total value of USD 22.4 billion in 2020. According to 
the National Oceanic and Atmospheric Administration of the US (NOAA)3, it is estimated that between 
70-85% of the fish and seafood consumed in the United States is imported. It is further estimated that 
about half of this imported seafood is from aquaculture4. Popular aquaculture imports include shrimp, 
followed by Atlantic salmon, tilapia, and shellfish (scallops, mussels, clams, and oysters). 

The United States imports all its European seabass and gilthead seabream products as it has neither 
a scalable domestic supply nor a wild fishery. Looking at tonnage, in 2020, American companies 
imported nearly 7,080 tonnes of European seabass and 354 tonnes of gilthead seabream valued over 
USD 57 million, according to the data from the United States International Trade Commission (US ITC)5. 
European seabass is by far the preferred species accounting for a whopping 91% of the total product 
mix in 2012 to roughly 95% by the year end 2020. The USA does not export either European seabass 
or gilthead seabream. 

 
Figure 5. Dynamics of the USA import of European seabass and gilthead seabream in 2012-2020. 
Source: based on data from the US ITC.  

In the period 2012-2020, the US imports of European seabass and gilthead seabream increased 156% 
from 2,903 tonnes in 2012 to 7,433 tonnes in 2020 (Figure 5, Table 2). Correspondingly, the import 
value of these species grew by 125% in the same period. The peak of imports was observed in 2019 
where it reached 9,170 tonnes of European seabass and 700 tonnes of gilthead seabream, followed 
by a decline of deliveries to the USA market in the subsequent year caused by Covid-19 restrictions. 
Unfortunately, the upward trajectory for European seabass and gilthead seabream was curtailed due 
to the constraints of the pandemic, as the primary sale channel for the species is through companies 

 
 The data are shown in live weight equivalent, as used in the United States Interna 
tional Trade Commission. 
w.fishwatch.gov/sustainable-seafood/the-global-picture" https://www.fishwatch.gov/sustainable-seafood/the-global-
picture 
5 https://www.usitc.gov/ 
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that distribute to the restaurant industry. In 2020, the volume of US imports of European seabass went 
down 23%, while import of gilthead seabream declined 50%, compared to the year before. 

  

Table 2. The USA import of European seabass and gilthead seabream (all product forms)  

  2012 2013 2014 2015 2016 2017 2018 2019 2020 

European 
seabass 
(tonnes) 

2 654 4 063 4 285 5 078 6 042 7 316 7 831 9 170 7 079 

European 
seabass 
(‘000 USD) 

22 619 31 275 35 945 34 132 37 674 45 228 48 718 53 220 50 086 

Gilthead 
seabream 
(tonnes) 

   249    394    399    387    390   428    544    700    354 

Gilthead 
seabream 
(‘000 USD) 

2 789 3 748 3 839 3 631 4 629 5 173 10 091 11 328 7 094 

Source: based on statistic data from the United States International Trade Commission (US ITC) 

 
European seabass and gilthead seabream products are imported to the US mainly in fresh form (Figure 
6). They are harvested and packed for air freight where they are loaded onto either cargo or 
commercial aircraft destined to key US distribution cities. In 2020, 90% of European seabass products 
were imported as “fresh”, and the rest 10% as “frozen” in terms of volume. In 2012, the share of frozen 
European seabass products was 15% in the total European seabass imports into the country. In the 
next year, the share of frozen European seabass products showed the highest record of a 21% share 
in the total European seabass imports. With the growth of supply of European seabass products into 
the country, the share of fresh products continued to be prevalent in the following years. All gilthead 
seabream products in the US are imported as fresh products (Figure 7).       
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Figure 6. Dynamics of the US import of European seabass by fresh and frozen products. Source: based 
on data from the US ITC.  

 

 
Figure 7. Shares of processing type of products for imported European seabass and gilthead 
seabream in 2020. Source: based on data from the US ITC.  

 
In terms of the dynamics of the average annual import value, European seabass and gilthead seabream 
products followed different trends in 2012-2020 (Figure 8). In 2012, the average import value unit 
price for European seabass was USD 8.52 per kg, while gilthead seabream was imported at USD 11.19 
per kg (Table 3). During 2012-2020, the average import value price of European seabass followed a 
varied tendency achieving USD 7.08 per kg in 2020, while gilthead seabream had a significant growth 
reaching USD 20.06 per kg in the same year. This growth in the import price unit of gilthead seabream 
is explained that a certain part of the import volume included wild gilthead seabream species imported 
from Europe. Limited quantities of both species available in 2020 enabled an overall expansion in the 
average import price, growing 22% for European seabass and 27% for gilthead seabream in 2020 
compared with the year before. 

 
Figure 8. Dynamics of the average import price units for European seabass and gilthead seabream 
products in the USA. Source: based on data from the US ITC.   

Regarding supplying countries, Greece was considered the primary exporting country of fresh 
European seabass until recent years, while Turkey is seemingly on its way to dominate the European 
seabass export market (Figure 9). In 2012, the share of Greece was 83% in the total US imports of 
European seabass, and it counted for 35% in 2020. In parallel, the share of Turkey, as the supplying 
country of European seabass, increased from 9% to 49% in 2012-2020. Spain has increased its share 
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from 8% to 16% in the respective period (Figure 10). Other supplying countries are represented by 
Italy, France, and other countries with minor volumes (Table 4).               

 
Table 3. Dynamics of the import price units for European seabass and gilthead seabream products in 
the USA 

 
2012 2013 2014 2015 2016 2017 2018 2019 2020 

European seabass import 
value average unit (USD 
per kg) 

8.52 7.70 8.39 6.72 6.24 6.18 6.22 5.80 7.08 

Gilthead seabream 
import value average 
unit (USD per kg) 

11.19 9.52 9.61 9.37 11.86 12.08 18.55 16.18 20.06 

Source: based on statistic data from the United States International Trade Commission (US ITC) 

 

 

    
Figure 9. Shares of supplying countries in the US imports of fresh European seabass in 2012 and 
2020 (in % of the volume). Source: based on data from the US ITC.   

 
 

 
Figure 10. USA import of fresh European seabass. Source: based on data from the US ITC.  
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Table 4. The USA import of fresh European seabass (tonnes)   

  HTS 
number 

2012 2013 2014 2015 2016 2017 2018 2019 2020 

France 030284 1 0 0 0 0 0 1 0 0 
Greece 030284 1875 2164 2219 2378 3498 3179 2811 2992 2238 
Italy 030284 6 10 4 0 2 7 5 0 0 
Netherlands 030284 2 5 5 6 6 3 3 1 22 
Spain 030284 177 272 154 167 329 573 813 1312 975 
Turkey 030284 196 755 1755 2030 1530 2464 3584 4147 3127 
Total  2258 3206 4137 4582 5364 6225 7216 8453 6362 

Source: based on statistic data from the United States International Trade Commission (US ITC) 

 

The US import of fresh gilthead seabream products amounted to 354 tonnes in 2020, increasing 42% 
since 2012 (Table 6, Figure 12). Greece had been the largest supplier of the species until 2020, when 
it was surpassed by the suppliers from Turkey (Figure 11). In 2020, Turkey had a 49% share in the US 
imports of fresh gilthead seabream, followed by Greece (45%) and Cyprus (6%). Occasional deliveries 
of gilthead seabream are also shipped from Spain and Italy (Table 5). 

The US import of frozen European seabass products reached 717 tonnes in 2020, increasing over 80% 
compared with 2012 (Figure 14). The structure of the supplier countries of frozen European seabass 
products is different compared with fresh European seabass and gilthead seabream (Figure 13). Spain 
was the leading supplier of frozen European seabass products in 2012 with a share of 74%, followed 
by Greece (26%). Eight years later, Turkey was responsible for 84% of frozen European seabass 
deliveries to the US market, followed by Greece (9%) and Spain (7%).      

   

  
Figure 11. Shares of supplying countries in the US imports of fresh gilthead seabream in 2012 and 
2020 (in % of the volume). Source: based on data from the US ITC.   
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Figure 12. USA import of fresh gilthead seabream. Source: based on data from the US ITC.   

 
Table 5. The USA import of fresh gilthead seabream (tonnes)  

  HTS 
number 

2012 2013 2014  2015  2016 2017 2018 2019 2020 

Cyprus 030285 20 69 57 47 55 49 76 92 20 
Greece 030285 217 266 256 270 257 268 289 321 158 
Italy 030285 0 1 2 1 0 1 4 2 0 
Spain 030285 6 6 0 0 0 15 24 12 2 
Turkey 030285 7 52 84 70 79 96 150 273 173 
Total  249 394 399 387 390 428 544 700 354 

Source: based on statistic data from the United States International Trade Commission (US ITC) 

 

  
Figure 13. Shares of supplying countries in the USA imports of frozen European seabass in 2012 and 
2020 (in % of the volume). Source: based on data from the US ITC.   
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Figure 14. USA import of frozen European seabass. Source: based on data from the US ITC.   

 
Table 6. The US import of frozen European seabass (tonnes)   

  HTS 
number 

2012 2013 2014 2015 2016 2017 2018 2019 2020 

Greece 030384 9 7 40 30 62 73 85 123 46 
Turkey 030384 0 20 2 43 20 33 123 177 431 
Spain 030384 25 0 0 0 0 0 110 116 37 
France 030384 0 241 0 0 0 0 0 0 0 
Total  396 857 148 496 678 1091 615 717 717 

Source: based on statistic data from the United States International Trade Commission (US ITC) 

The first eight months of 2021 have showed optimistic signs for the recovery, with import volumes of 
European seabass and gilthead seabream products to the US market surpassing the levels compared 
to similar periods in 2020 and 2019. In January-August 2021, the US imports of fresh European seabass 
made up 5,940 tonnes (Figure 15), increasing 39% compared with the similar period of 2020 and 5% 
compared with the same period in 2019.   

 
Figure 15. USA imports of fresh European seabass products by months in 2021. Source: based on 
data from the US ITC.   
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Greek companies have been rapidly increasing its share in shipments of fresh European seabass 
products to the US, with a 42% share, supplemented with a 47% share of Turkey and a 11% share of 
Spain in the first eight months of 2021.  

A similar positive development has been noted in the deliveries of fresh gilthead seabream to the USA 
market in January-August 2021 (Figure 16). During that period, USA companies imported 242 tonnes 
of fresh gilthead seabream, increasing the volume of consignments by 15% compared to the similar 
period of 2020. Greece had the major part in the supply of fresh gilthead seabream products at a 53% 
share, followed by Turkey (35%) and Spain (12%).  

Deliveries of frozen European seabass products in the first eight months of 2021 reached 570 tonnes, 
increasing 54% compared with the respective period of 2020 (Figure 17). Turkey was by far the major 
supplying country of frozen European seabass products during the eight months of 2021 and the only 
supplier in August 2021.            

 
Figure 16. USA imports of fresh gilthead seabream products by months in 2021. Source: based on 
data from the US ITC.   

 
Figure 17. USA imports of frozen European seabass products by months in 2021. Source: based on 
data from the US ITC.   
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Development of the average monthly import prices of fresh European seabass products in the first 
eight months of 2021 followed a noticeable increase compared to the monthly prices in 2020 and 2019 
(Figure 18). The average import price of fresh European seabass from Greece reached USD 8 per kg in 
August 2021, compared to USD 7 per kg in August 2020, and USD 5 per kg in August 2019. The average 
import price of fresh European seabass from Spain grew to USD 11 per kg in August 2021, up from USD 
8 per kg in August in 2020 and 2019. The average price of fresh European seabass from Turkey was 
stable at USD 8 per kg in August 2021, the same as in August 2019, and up from USD 5 per kg in August 
2019.  

The dynamics of the average monthly import prices of fresh gilthead seabream followed different 
trends for products from Greece, Turkey, and Spain (Figure 19). Whereas the prices were relatively 
stable for Greek producers achieving USD 9 per kg in August 2021, slightly down from USD 10 per kg 
in August 2020, the prices for Turkish producers were generally up reaching USD 8 per kg in August 
2021, comparing to USD 6 per kg in August 2020. The average monthly import prices of fresh gilthead 
seabream form Spain were generally down since 2020, but it should be noted that Spanish supply of 
fresh gilthead seabream also constitutes wild species, while trade data does not separate the method 
of fish production, therefore, big differences in prices of fresh gilthead seabream from Spain can be 
explained by both wild and farmed species shipped to the US market.  

The trade data does not show records for the USA import of frozen gilthead seabream from Spain and 
Greece in the second half of 2020 and first eight months of 2021. The supply of frozen European 
seabass products from Turkey continued during 2020 and first eight month of 2021. The average 
monthly import price of frozen European seabass form Turkey peaked at USD 9 per kg in June and July 
2021, returning to USD 6 per kg in August the same year (Figure 20).      

 
Figure 18. Dynamics of import prices (USD per kg) of fresh European seabass. Source: based on data 
from the US ITC.   
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Figure 19. Dynamics of import prices (USD per kg) for fresh gilthead seabream6. Source: based on 
data from the US ITC.   

 

 
Figure 20. Dynamics of import prices (USD per kg) for frozen European seabass. Source: based on 
data from the US ITC.   

 
3.3 Supply chain and processing industry  
3.3.1 Supply chain and distribution  

The supply and distribution chain for European seabass and gilthead seabream products in the USA is 
integrated into the overall fish and seafood supply and distribution chain, including the segments of 
fresh and frozen fish products. The supply flow starts with imports of 7,430 tonnes of European 
seabass and gilthead seabream products (2020). This volume goes through several importing and 
wholesale companies located mainly in New York, Florida and California. Some companies are 
multifunctional as they not only distribute but also process, allowing for a more diverse mix of 
products. Typically, the main share of imported European seabass and gilthead seabream products 
(estimated 80%) is earmarked for use in the Ho-Re-Ca sector, and primarily in the fine-dining 
restaurants (Figure 21). However, the spring and early summer months of the pandemic in 2020 did 
not make it possible to continue sales of fish and seafood to them. In a dynamic industry pivot, 

 
6 Empty spaces in the graph of figures 20 and 21 mean that no data was available/recorded for the given period.  
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distributors diverted European seabass and gilthead seabream products away from restaurants (some 
did maintain take-out service) and into the retail segment during that period.       

Of the approximate 20% of the imported volume distributed in the retail sector, traditional 
fishmongers and retail cases that are attached to a restaurant are the key channels for European 
seabass and gilthead seabream products. It is projected that about 75% of European seabass and 
gilthead seabream distributed in the retail sector, is traded through the traditional retail stores. The 
rest (25%) is sold at modern retail stores, such as supermarkets and club stores.  

Returning to the source of the larger national supply, research available by Eureka, a cross industry 
online database, drills down into the industry’s supply and distribution of fish and seafood in the USA. 
There are 4,601 reporting companies in the seafood industry spread across the 50 states (Figure 22). 
These include any company along the supply and value chain reporting fresh, frozen, finfish and 
shellfish. Of these, 993 companies reported that more than 50% of their core business included fresh 
fish and seafood, and 1,138 companies reported that more than 50% of their core business was frozen 
fish and seafood. The remaining companies reported either all fresh, all frozen, any fresh and any 
frozen fish and seafood. Companies’ information is entered into the database and can be sorted by 
several parameters. Figure 23 shows an example of “Cape Cod Shellfish and Seafood Company’s” 
overview.  

 

Figure 21. Approximate European seabass and gilthead seabream supply chain in 2020, except for 
spring and summer months when the Ho-Re-Ca sector was closed due to the effects of the pandemic. 
Based on authors’ projections of trade and retail data.      

Importing 
companies: 
7 430 tonnes

Wholesale 
and 
processing 

Traditional retail: 
1 113 tonnes

Modern 
retail: 
372 tonnes

Seafood companies 
and Restaurant 
Buying  Groups

Ho-Re-Ca: 
5 945 tonnes
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Figure 22. A map of the USA.  

 
 

Business Type: Food Wholesaler, Importer, 
Seafood and Fish Processor, Exporter, 
Distributor 

Territory: North America 

Accounts Sold: Foodservice Distributor, 
Retail Food, Restaurants, Supermarket Chain, 
Food Wholesaler 

Brand Names: Black Ice Mussels, Black Point 
Oysters, Cape Select, Green Isle Mussels, Icy 
Blue Mussels 

Products: Shellfish, Mussels, Clams, Oysters, 
Scallops, Conch, Seafood, Cod, Crab, 
Haddock, Halibut, Lobster, Salmon, Sea Bass, 
Shrimp, Snail, Sole, Striped Bass, Swordfish, 
Tilapia, Tuna 

Imp/Exp: Canada, New Zealand 
 
Processes: Filleted, Packaged, Shucked 

Product Forms: 95% Fresh 
 

Figure 23. An example of entry for “Cape Cod Shellfish & Seafood Co.”, Inc. as reported from Eureka, 
a software search program that relays financial, business type, the types of accounts that are sold, 
annual revenue, product form and products. Source: Eureka/Seafax database, 2021. 

 

The importance of identifying the specific form of the seafood is pertinent as the primary reporting 
source does not include “Branzino” as a separate reporting category but uses “European seabass” as 
the category. In addition, it does not include gilthead seabream (or any of the names used such as 
“Orata”) at all. By drilling down into the “Product Forms” and seeing that this company is a 95% “fresh 
house” and that European seabass is imported mostly fresh, the researcher can assume this “European 
seabass” is of European origin, the same as European seabass with the name “Branzino” in the USA.     
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Many states reported having fewer than 10 companies with their core business being either >50% 
fresh or >50% frozen. The authors have purposely omitted these states and have chosen to focus on 
the top 20 states reporting either >50% fresh or >50% frozen. 

At present, of the 828 companies with more than 50% fresh fish and seafood in their turnover, 45% 
of the companies are concentrated in Florida, New York, and California (Figure 24). There were 131 
company in Florida state, 126 companies in New York state, and 117 companies in California state. It 
should be noted that these three states have the highest population of Italian American residents and 
New York and Florida are home to a large percentage of Greek Americans.  

The USA has traditionally relied on commercial airspace via either dedicated cargo carriers or packed 
in the holds of passenger aircraft to import European products. Direct flights from Athens, Greece and 
Istanbul, Turkey to these key states allow fresh European seabass and gilthead seabream products to 
arrive as often as the market demands. Products reaching the Boston market (Massachusetts) will 
either cross-dock at a major European airport, i.e., London, Amsterdam, or Paris or receive product by 
overland trucker from New York. Due to the proximity of Florida, California and New York, the 
remaining states, (if they don’t import directly) can receive product by truck generally in one day. 
However, with more and more attention being paid to the impact of air traffic on the global carbon 
footprint, fish producers exporting to the USA are beginning to look at reducing their environmental 
impact. The trend going forward is more likely to become shipping by ocean container even for fresh 
product.   

Currently, of the 1,138 companies reporting that their core fish and seafood product form is frozen, 
39% of the companies are again located in California, Florida, and New York (Figure 25). Washington 
state (WA) is a primary hub for distributing frozen crab species being fished in the Bering Sea along 
with producing frozen salmon. With the exception of the inland states of Illinois (IL), Ohio (OH) and 
Missouri (MO), all others are coastal destinations and can receive frozen product via ocean freight. Of 
the 93 seafood companies reporting handling both fresh and frozen European seabass, once again, 
California, Florida and New York states are the most dominate players in this market, making up 65% 
out of the total number of companies trading fresh and frozen European seabass (totally 143 
companies, Figure 26). The companies were represented by seafood wholesalers, full-service 
wholesalers, distributors, importers, and foodservice distributors. There were 38 companies in 
California, 32 companies in Florida and 23 companies in New York states. However, as previously 
noted, the authors highlight that because there is no clear differentiating between the “sea basses”, it 
is most likely that the frozen European seabass being reported is either Dissostichus eleginoides or 
Dissostichus mawsoni commonly referred to in the USA as Chilean European seabass. 

Regarding fresh European seabass, there were 78 companies which reported trade and handling of 
over 50% of fresh European seabass. California, Florida, and New York states once again dominate in 
this category (Figure 27). California and Florida make up 48% of distributors with at least 50% of their 
products being fresh. And, because all Chilean European seabass ships into the US in frozen form, it is 
much more likely that seafood companies reporting they carry more than 50% fresh items and report 
European seabass as well, it is very likely to be European seabass or “Branzino”.   
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Figure 24. Top-20 USA states reporting seafood companies with over 50% fresh and seafood 
business.  Source: Eureka/Seafax database, 2021 

 

 
Figure 25. Top-20 states reporting seafood companies with over 50% of their fish and seafood 
business in frozen category. Source: Eureka/Seafax database, 2021 

 
Figure 26. A map of state division of companies specifically reporting trade of both fresh and frozen 
European seabass (143 records). Source: Eureka/Seafax database, 2021 
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Figure 27. A map of state division where companies trade European seabass products as over 50% 
as fresh (78 records). Source: Eureka/Seafax database, 2021  

 
Fresh European seabass is flown in and then distributed overland by truck. Despite California having 
more distributors than the state of New York, New York city claims the largest import volume making 
New York City “the European seabass hub of the USA” (Figure 28). Peaking in 2019, fresh European 
seabass being flown directly from producer to airport, was making its way into all aspects of the value 
chain: neighbourhood retailers, chain restaurants, restaurant buying groups, and independent 
distributors. The diversification among these channels will be further explored in the HoReCa 
comments. 

New York city again holds the first position in terms of frozen European seabass (Figure 29, Figure 30). 
As product is shipped via ocean freight, freight costs can be held down, perishability is negated, and 
the fact that ocean freight has a smaller carbon footprint than air freight is important to the USA 
consumer. 

 
 

 
Figure 28. Fresh European seabass volume, by city. Source: Eureka/Seafax database, 2021 
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Figure 29. Frozen European seabass by volume by city.  Source: Eureka/Seafax database, 2021 

 
 

 
Figure 30. The wholesale and distribution centre is the New Fulton fish market in New York, featuring 
37 wholesale businesses. Source: tastecooking.com   
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3.3.2 Processing industry  

Processing of fish and seafood varies in the United States from processing crab from the Bering Sea 
onboard the fishing vessel, to breaking down tuna, swordfish and other large headfish to repacking 
from bulk into smaller units so restaurants and retailers can receive product. Canning, smoking, salting, 
drying, freezing, and packing fish and shellfish are the key activities of the fish and seafood processing 
industry in the USA. The industry also includes floating factory ships which are engaged in shipboard 
seafood processing.  

According to the national statistics, the USA seafood processing industry consisted of about 550 
establishments (single-location companies and units of multi-location companies) with an estimated 
combined annual revenue of about USD 14 billion in 2020. Seafood companies range in size, revenue, 
and function. They include full-time workers and seasonal workers as in the case particularly of Alaska 
when staff is hired to work in the canneries processing the yearly run of pink and sockeye salmon. 
Large companies often enjoy the advantages of vertical integration and have economies of scale in 
purchasing and marketing, while small companies can compete effectively by specializing in niche 
markets.  

Expanding passed the market, the authors used online search engine, “Eureka”, the food industry sales 
tool to gather the data for this chapter7. Despite its breadth of fields, neither European seabass nor 
gilthead seabream are specifically listed. However, there is an overall category called “European 
seabass” which includes European seabass products, among other European seabass species. 
Therefore, in combination with “Eureka”, the authors used their industry expertise and individual 
company websites for the description of this chapter.  

 
Figure 31. Fish and seafood processing companies in the USA by their geographic location (states). 
Source: https://eureka.seafax.com/prospecting 
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In 2021, there was a total of 468 seafood processing companies in the USA, according to Eureka, 
representing all species and all product forms from fillets to breaded and shucked fish. California, 
Florida, Massachusetts, and Washington dominate the fish and seafood processing market with a 
total of 219 companies located in those states (Figure 31). Florida is a hub for breaded and battered 
fish products, Massachusetts has a robust aquaculture segment and lands the majority of fresh cod, 
haddock, and scallops. Washington processes crab and wild salmon that is caught in Alaskan waters, 
and California produces value added fish and seafood products (other states do to) that are distributed 
throughout the west coast and into the southwest (Figure 32).  Because USA distributors often carry 
both fresh and frozen products, and because both European seabass and gilthead seabream are fin 
fish, the authors used these parameters as they are most likely to encompass European seabass and 
gilthead seabream products (Table 7).  

 
Figure 32. Processors by battered, boxed, breaded, fried, marinated, stuffed, and value-added fish 
and seafood products in the USA. Source: https://eureka.seafax.com/prospecting 

 

 
Figure 33. National picture of 71 seafood business that report distributing mostly fresh fish (defined 
as “no less than 50% fresh”) and finfish. Source: https://eureka.seafax.com/prospecting 
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“NetunoUSA” is the US entity of “Netuno”, a global supplier of frozen seafood. “NetunoUSA” offers 
both frozen whole and filleted branzino packed for retail. The whole fish is individually bagged, gilled, 
gutted, and scaled. There are three sizes available, and they are packed in 5kg boxes, either 12 or 8 
boxes/master carton. The company offers branded frozen European seabass (“branzino”) fillets IVP. 
There are two sizes of fillets available and there are either 30 or 40 portions/carton. The master case 
is a 5kg box (Figure 34, Figure 35, Figure 36, Figure 37).    

 
Table 7. Examples of primary seafood processing companies dealing with European seabass and 
gilthead seabream 

Company Website Product Range European 
seabass 

Gilthead 
seabream 

Netuno, USA 
Fort Lauderdale, FL 

http://www.netunousa.com Wide range of 
frozen seafood 
products for 
wholesale, food 
service and 
retail with own 
brand   

Yes Yes 

Stavis Seafood, LLC 
Boston, MA 
 
  

http://www.stavis.com Wide range of 
frozen seafood 
products for 
wholesale, food 
service and 
retail with own 
brand   (Bos'n) 

Yes Yes  

The Lobster Place, Inc 
New York, NY 
  

http://www.lobsterplace.com Wide range of 
products selling 
mostly to 
wholesaler, 
foodservice 
distributor 

Yes, but 
they refer 
to it as 
Bronzini 

Yes, but 
they refer 
to it as 
Dorade 

Fortune 
International, Inc. 
dba: Fortune Fish & 
Gourmet 
Bensenville, IL 

http://fortunefishco.net Processing and 
packaging to 
wholesaler, and 
are a retail 
distributor 

Yes, but 
they refer 
to it as 
Loup de 
Mer 

Only 
gilthead 
seabream 
from Japan 

Fruge Distributing, 
Inc. 
Grand Prairie, TX 

www.frugeseafood.com Wholesaler, 
distributor, 
processor 

Yes; 
referred to 
as branzini 

No 

Santa Monica 
Seafood Company 
Rancho Dominguez, 
CA 

www.www.santamonicaseafood.c
om 

Wholesaler, 
distributor, 
processor 

Yes Yes 

Tampa Bay Fisheries, 
Inc. 
Dover, FL 

www.tbfisheries.com processor n/a n/a 

http://www.netunousa.com/
http://www.netunousa.com/
http://www.netunousa.com/
http://www.stavis.com/
http://www.lobsterplace.com/
http://fortunefishco.net/
http://www.frugeseafood.com/
http://www.www.santamonicaseafood.com/
http://www.www.santamonicaseafood.com/
http://www.tbfisheries.com/
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Pacific Seafood 
Sacramento, CA 

www.pacificseafood.com Multiple city 
operations 
producing a 
wide array of 
fresh and 
frozen products 
Processor, 
wholesaler, 
distributor 

No No 

Tampa Maid Foods, 
Inc. 
Lakeland, FL 

www.tampamaid.com Processor, 
manufacturer 
breaded, 
battered, 
stuffed  

No No 

Acme Smoked Fish 
Corp. 
Brooklyn, NY 

www.acmesmokedfish.com Own and 
private label 
cured and 
canned seafood 

No No 

 

  
 
Figure 34. Branzino, butterflied, skin-on, tail-on and boneless. Frozen, individually vacuum-packed. 
Category: fillet. Farm-raised, origin Turkey. Sizes: 6-8 oz, 8-10 oz. Certified Sustainable 
by  ASC, Friend of the Sea & GlobalG.A.P. Processed in a HACCP & BRC Certified Facility. Source: 
www.netunousa.com  

 

  
Figure 35. Branzino fillet, skin-on and boneless. Farm-raised, origin Turkey. Individually vacuum-
packed in ready retail bags. Sizes: 12 oz bag (3-5 oz fillets). Certified Sustainable by  ASC, Friend of 
the Sea & GlobalG.A.P. Processed in a HACCP & BRC Certified Facility. Source: www.netunousa.com  

 

http://www.pacificseafood.com/
http://www.tampamaid.com/
http://www.acmesmokedfish.com/
https://www.asc-aqua.org/
https://friendofthesea.org/
https://www.globalgap.org/
http://www.netunousa.com/
https://www.asc-aqua.org/
https://friendofthesea.org/
https://friendofthesea.org/
https://www.globalgap.org/
http://www.netunousa.com/
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Figure 36. Whole branzino, gilled, gutted, and scaled. Frozen. Farm-raised, origin Turkey. Individually 
vacuum-packed in ready retail bags. Sizes: ¾ - 1 lb, 1-1.5 lb. Certified Sustainable by  ASC, Friend of 
the Sea & GlobalG.A.P. Processed in a HACCP & BRC Certified Facility. Source: www.netunousa.com 

 

   

Figure 37. Branzino, fillet. Skin-on and boneless. Farm-raised, origin Turkey. Individually vacuum-
packed in ready retail bags. Sizes: 3-5 oz, 5-6 oz. Certified Sustainable by  ASC, Friend of the 
Sea & GlobalG.A.P. Processed in a HACCP & BRC Certified Facility. Source: www.netunousa.com 

 

 
 

Figure 38. Whole fresh head-on gutted branzino (European seabass) and dorade from the wild 
catch. Size 400-600, 600-800. No country of origin indicated. Source: www.stavis.com    

 
 

       
 

Figure 39. Presentation of European seabass by www.frugeseafood.com   

https://www.asc-aqua.org/
https://friendofthesea.org/
https://friendofthesea.org/
https://www.globalgap.org/
http://www.netunousa.com/
https://www.asc-aqua.org/
https://friendofthesea.org/
https://friendofthesea.org/
https://www.globalgap.org/
http://www.netunousa.com/
http://www.stavis.com/
http://www.frugeseafood.com/
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The Fulton Fish Market, which is the 8th largest seafood market in the world and the largest in the 
USA, serves as both bulk distribution hub as well as first level processing facility (Figure 40). First 
opened in 1807, the Fulton Fish Market has undergone several iterations culminating in the 2005 
building of the 400,000 square foot facility located at Hunt’s Point (L).  Home to 37 wholesale 
businesses, in 2019 it handled more than 200 million pounds of seafood valued at over $1 billion.   

Despite its size, the Fulton Fish Market does not have large scale processing capacity for small species, 
i.e., European seabass and gilthead seabream. They are distributed whole, in boxes. Their website has 
a link to which companies are carrying which species. Despite the exhaustive list, only Black European 
seabass and Chilean European seabass are listed. There is no listing for gilthead seabream either.   

  
Figure 40. The Fulton Fish Market, http:fultonfishmarket.com   

 
On one hand, the USA fish and seafood processing industry continues to gain momentum with the 
recent increase in the demand for fish from consumers. On the other hand, negative impacts from the 
effects of Covid-19 on the fish and seafood sector in general, affected fish and seafood processing 
industry in particular. Seafood processing has slowed, both because of decreased food service sales 
for businesses such as restaurants and because of health risks to workers. The seafood sector has 
incurred additional costs to implement proactive health and safety protocols specific to Covid-19 
pandemic.8 Seafood processors are implementing quarantines for incoming seasonal workers, 
modifying processing lines to increase social distancing, providing daily screenings, and procuring 
medical supplies. These actions are necessary to maintain operations and seafood production while 
protecting workers and communities9.    

 

3.4 The USA – Market insight 
3.4.1 Development of the national retail sector 

With a GDP of USD 20.9 trillion in 2020, the USA economy is the largest in the world, followed by 
China10. The biggest contributor to that GDP is the economy's service sector, which includes finance, 

 
8 Organization for Economic Co-operation and Development, Fisheries, Aquaculture and COVID-19: Issues and Policy Responses, June 4, 2020 
 
9 Testimony of Cora Campbell, Council Member, North Pacific Fishery Management Council, in U.S. Congress, Senate Committee on 
Commerce, Science, and transportation, Subcommittee on Science, Oceans, Fisheries, and Weather, “Building a stronger and more resilient 
seafood sector”, 116th Cong., 2nd session, July 29, 2020.   
10 
https://databank.worldbank.org/views/reports/reportwidget.aspx?Report_Name=CountryProfile&Id=b450fd57&tbar=y&dd=y&inf=n&zm=
n&country=USA 
 

https://databank.worldbank.org/views/reports/reportwidget.aspx?Report_Name=CountryProfile&Id=b450fd57&tbar=y&dd=y&inf=n&zm=n&country=USA
https://databank.worldbank.org/views/reports/reportwidget.aspx?Report_Name=CountryProfile&Id=b450fd57&tbar=y&dd=y&inf=n&zm=n&country=USA
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real estate, insurance, professional and business services, and healthcare. As with much of the world, 
the global recession of 2008 had notable impact. Recovering by nearly 4% between 2008 and 2009, it 
has experienced cycles of growth, steady markets, and decline. The impact of Covid-19 is readily 
evident in the nearly 6% drop since 2019. In 2020, US sales of retail food and beverage stores 
amounted to approximately USD 865 billion, increasing 10.7% more compared with 2019 and 15.3% 
to 2018 (Figure 42).  

 

 
Figure 41. Dynamics of the GDP and the GDP growth in 1990-2000 in the USA. Source: the World 
Development Indicators database, The World Bank databank.     

 
 

 
Figure 42. Annual sales of retail food and beverages stores (USD billion). Source: US Census Bureau   

 

Serving the needs of its over 331 million citizens, as of 2021, there are roughly 42 505 
supermarkets and grocery stores in the USA. They are divided into six types (Figure 43):  

- Conventional supermarkets: a store that offers a complete line of groceries, meat and 
produce with a minimum of USD 2 million in annual revenue. Stores typically carry 
approximately 15,000 items. Many stores offer bakery, deli, banking and other services. May 
be part of a national or regional chain but could be an independent. Examples Kroger & Publix.  
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- Limited assortment grocery store:  retailers that offer a limited assortment of brands, often, 
to just a few thousand SKUs. Examples: Aldi and Save-A-Lot.  

- Supercenters: a store larger than 50,000 square feet that offers a full line of groceries, meat 
and produce as well as containing other food departments. Supercenters are also mass 
merchandisers offering non-food products. Examples: Target and Wal-Mart Supercenters.  

 

Figure 43. Number of supermarkets and grocery stores by types in the USA, 2021  

 
- Warehouse Grocery: No-Frill stores that offer discounted items intended to move at higher 

volumes. Unlike warehouse clubs, warehouse stores do not require a membership or 
membership fees. Warehouse stores also offer a selection of merchandise sold in 
bulk. Examples: Food 4 Less and Super Save Foods.  

- Conventional Club Stores: similar to Warehouse Grocers in that they offer discounted items 
available in bulk however these retailers require a membership to be able to shop in their 
stores in their club stores. Examples: Sam’s Club and Costco.  

- Natural/Gourmet Stores: sells specialty food products and/or health foods and nutritional 
supplements. Both Natural and Gourmet stores tend not to be price-sensitive and sell many 
items at a premium. They often focus on local and organic food as well as imported items that 
are not carried by large conventional supermarkets. Examples: Whole Foods Market and Dean 
and Deluca.   

- Military Commissaries: stores for military personnel that are run by the United States Defense 
Commissary Agency. 

Of the more than 42,000 supermarkets and grocery stores in the US, the 10 ten grocery stores account 
for 37.3% of all stores and total 15,868 stores (Figure 44). They are further divided into Premium 
(Whole Foods), Standard (Publix) and Value (Aldi). All of these stores sell seafood out of a full-service 
case or” grab-and-go” case, frozen bunker or frozen upright or a combination of both (Table 8). 
Regional characteristics contribute to how it is sold and what species are carried.   
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There have been distinguished changes in the ways and places where USA consumers purchased fish 
and seafood products during the pandemic. There has been a wide-ranging shift from restaurants to 
retail purchases producing significant growth in fish and seafood departments. Whereas early in the 
pandemic, some fresh, chilled, and live seafood became more difficult to obtain because of supply 
chain disruptions, consumer preferences shifted to favour shelf-stable seafood products, such as 
canned and frozen items (Table 9)11. Following the recovery of the supply chain links, the demand for 
fresh and chilled fish and seafood products increased again, exceeding the level of sales compared 
with the previous year. In 2020, the sales of all fish and seafood products generated more than USD 
16.6 billion in sales for food retailers, a 28% increase compared with 201912. The category of fish and 
seafood had the highest increase compared with other food categories, including meat (18.7%) or deli 
products (up to 0.9%).  Fish and seafood sales growth took place across frozen (+35.7%), fresh (+24.9%) 
and grocery (+21.3%) seafood. The growth also took place across every species of fish and seafood 
with the top three, shrimp (+29.6%), salmon (+24.7%), and tuna (+20.4%) showing solid annual growth. 
Sales of crab (+60.2%) and lobster (+59.9%) showed the biggest growth13. 

Figure 44. Top-10 grocery stores in the US by annual revenue, 2021  

 
 
Table 8. Annual fish and seafood sales by department  

Department USD USD change Unit change 

Fresh fish and seafood  7 157 261 912 24.9% 20.7% 
Frozen fish and seafood  6 792 090 847 35.7% 27.7% 
Grocery fish and seafood  2 680 811 593 21.3% 16.9% 
Total fish and seafood  16 630 164 352 28.4% 20.5% 

Source: NielsenIQ Total Food View, Total USA, OC52: Weeks Ending 1/2/2021 

 

 

 
11 “Covid-19 and the U.S seafood sector”, Congressional Research Service.  
12 “The Power of Seafood 2021”, the Food Industry Association, 2021 
13 “Seafood sales up a whopping 28.4% in 2020”, www.supermarketnews.com  
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Table 9. Change of purchase of seafood during pandemic (%) 

 Much more (%) Somewhat more (%) Total (%) 
 

Fresh from seafood counter 19% 26% 45% 

Canned/pouched 15% 30% 45% 

Frozen only seafood 18% 24% 42% 

Fresh packaged  17% 25% 42% 
Source: NielsenIQ Total Food View, Total USA, OC52: Weeks Ending 1/2/2021 

 

According to the survey, conducted by the USA Food Industry Association14, all types of fish and 
seafood were being purchased more during 2020 compared to 2019 (Table 9). The pandemic affected 
consumer habits resulting in more frequent purchases of fresh fish and seafood (by +45% consumers 
buying more of those products), canned and pouched products (+45%), frozen (+42%) and fresh 
packaged fish and seafood (+42%).  The main effect of the pandemic restrictions resulted in increasing 
retail sales of fish and seafood due to the closure of restaurants and shifts in consumer attitude 
towards fish and seafood products. According to the results of the report, the biggest reason for 
increased consumption was that consumers tried to eat healthier (59% of consumers). Most frequent 
seafood consumers were putting more effort into making healthy and nutritious choices. At the same 
time, 74% of seafood consumers, and 43% of non-seafood consumers wanted to become more 
knowledgeable about the nutritional benefits of seafood. The pandemic has also impacted the value 
equitation for seafood as some of the consumers noted favourable price for seafood compared to 
other proteins (27%), or other proteins like meat and poultry had not been available or out-of-stock 
(17%).  Reasons for eating more fish and seafood during the pandemic:  

- Trying to eat healthier (59%), 

- Seeking more variety (44%), 

- Have been eaten more of all proteins (40%), 

- Restaurants closed/cooking seafood at home (30%),  

- Price/price compared to other proteins (27%), 

- Bored/looking for different things to cook (24%), 

- Other proteins not available (17%).   

Moreover, four in ten seafood consumers (41%) up from 29% in 2019, said sustainable certifications 
had a major impact on their seafood purchases. In fact, 71% of consumers wanted to be more 
knowledgeable about seafood sustainability.   

 

3.4.2 Availability of European seabass and gilthead seabream in the retail  

It should be remembered that European seabass and gilthead seabream are considered as niche 
species for premium restaurants or selected stores, and the mainstream USA retail market is barely 

 
14 “The Power of Seafood 2021”, the Food Industry Association, 2021 
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tapping into European seabass as a product, and gilthead seabream is very far behind. There have not 
been carried out public studies about the sales volumes of European seabass and gilthead seabream 
products through various sales channels in the USA. It is assessed by the authors that approximately 
20% of European seabass and gilthead seabream in the US market is sold through the retail sector, 
while the main part (80%) is vended through the Ho-Re-Ca sector. However, this estimation does not 
reflect a certain period in 2020 (spring and early summer), when sanitary restrictions of the Covid-19 
led to the temporary closure of the restaurants; therefore, up to 100% of the shortened supply of 
European seabass and gilthead seabream was traded in the retail sector during that time.   

Most of the fresh whole European seabass and fillets and whole gilthead seabream sold in the US retail 
segment is traded in traditional retail - small, independent stores (fishmongers) and markets. Some 
of those traditional stores are stand-alone markets while others have their own restaurant attached 
to them. Projections made by the authors estimate that up to 75% of the European seabass and 
gilthead seabream volume sold in retail is traded at traditional stores, while around 25% at modern 
super- and hypermarkets. 

By summarizing types of European seabass and gilthead seabream products sold through various retail 
sales channels, the following estimations for products forms and categories can be anticipated:  

- Fresh and chilled whole European seabass and gilthead seabream (about 50% of the retail 
market share), 

- Fresh and chilled fillets (about 10% of the retail market share), 

- Frozen whole European seabass (about 5% of the retail market share), 

- Frozen fillets (about 35% of the retail market share), 

Ready-to-cook and ready-to-eat European seabass products (insignificant volumes).  

Examples of the main national retail chains trading European seabass and gilthead seabream products 
on regular basis are illustrated by “Whole Foods Markets”, “Walmart” and “Wegman’s” stores (Figure 
45, Figure 46). Wegman’s retail chain, which has 106 grocery stores notably in the Northeast, carries 
fresh whole and fresh filleted European seabass. The name of species is indicated as “Bronzini”, and 
the country of origin is Greece. Fresh whole European seabass was priced EUR 30.48 per kg, while 
fresh fillets were priced EUR 34.55 per kg. 

  

Figure 45. Wegman’s Supermarket, Dedham, MA sells Greek sourced European seabass products. 
Source: authors’ photo, October 2021. 
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Figure 46. Examples of whole fresh European seabass products from Walmart stores. Source: 
www.walmart.com  

 
An outlier to the ordinary example of European seabass that is offered was observed at Walmart 
(Figure 46). Walmart stores presented a service when fresh whole large-size European seabass could 
be shipped the next day directly to consumer homes. Fresh whole European seabass was offered at 
USD 120 per order. The order contained 3 European seabass species with a total weight of 1.8 kg, i.e., 
each fish about 600g. The country of origin was Turkey. The species name was indicated as “Branzino, 
Fresh European bass (Dicentrarchus labrax)”. It should be noted that this case represents an example 
of the far above average market price. Another product offered by Walmart stores was canned seabass 
fillet “Branzino grigliato” produced in Italy (Figure 47). The seabass fillet was grilled with added olive 
oil. The product was priced USD 18.99 for a 200g package (EUR 16.4 for 200g).  

 

 

 

 

 

Figure 47. Italian canned product of grilled 
European seabass fillet sold by Walmart. 
Source: www.walmart.com 

http://www.walmart.com/
http://www.walmart.com/
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Figure 48. Number of independent seafood markets divided by states. Source: Eureka database. 

A data search from Eureka database represents only a percentage of what would be considered 
traditional fishmongers, in addition to separate fishmongers and stores with combined restaurants. 
Despite the limited data available, once again New York and Florida states dominate this landscape 
(Figure 48). The main reason for the much more presence of European seabass and gilthead seabream 
in local markets rather than in the national or larger regional stores is that demand for European 
seabass and gilthead seabream species starts from the restaurant “down”. Customers who eat and 
enjoy these species are much more likely to ask their local market to carry it. “Publix Markets”, which 
dominates the Southeast market and is considered an upper-level grocery store, directs the consumer 
looking for European seabass to let the store know the consumer is interested in the fish. Online 
consumers are instructed to “pick another store” to check for availability.  

Currently on a national promotion, whole fresh European seabass (named “branzini”) is priced at USD 
10.99/lb corresponding to EUR 22.85 per kg. For Prime member consumers, it is reduced further to 
USD 9.89/lb. (EUR 20.87 per kg). As part of an extensive fresh fish display, Whole Foods Market in 
Hingham, MA (North Atlantic Division) carries fresh seabass in the round. Full service staff offer scaling 
and gutting of fish (Figure 49. Prices vary greatly in the smaller seafood markets and go from a low of 
EUR 15.15/kg to EUR 28.50/kg due to their inherent independence. 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 49. Whole Foods Market, Hingham, MA. Source: authors’ photo 
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Figure 50. (left): Fresh fish display, Rocky Neck Fish is inside The Fruit Centre, Hingham, MA. Fresh 
European seabass is priced at EUR 15.17 per kg. No indication of the country of origin. Source: 
authors’ photo. (right): Crossbay Seashell and Fish Market, Howard Beach, NY. Fresh European 
seabass (“Bronzini”) is priced at EUR 17.14/kg 

 

 
 

Figure 51. Astoria Seafoods, Astoria, NY selling European seabass (“bronzini”) and gilthead 
seabream (“dorade”) for EUR 15.23/kg. Source: www.ontravelmode.com 

 

http://www.ontravelmode.com/
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Figure 52. Monahan’s Seafood Market, Ann Arbor, MI features Greek European seabass (“bronzini”), 
priced at EUR 28.54/kg. Product of Greece 

 
There is a range of frozen European seabass products available in different retail chains, but availability 
of products was not stable and greatly varied from store to store in different states (Figure 53, Figure 
54, Figure 55). 

 

   
Figure 53. Offered frozen at Walmart’s club store “Sam’s Choice” frozen European seabass fillets 
priced EUR 10.43 per kg. Source: www.walmart.com  

 
 

http://www.walmart.com/
http://www.walmart.com/
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Figure 54. Frozen European seabass (“Branzino”) fillets by “Meat N’ Bone company”. The country 
of origin is Turkey. Source: www.meatnbone.com   

 

  
Figure 55. (left): “Levantina” frozen European seabass fillets. The country of origin is Cyprus. Quick 
frozen, 4 fillets. The average is 5.05oz per fillet. The price USD 31.75. Certified sustainable by Friend 
of the Sea. (right) Fish box containing fresh European seabass and gilthead seabream fillets. Source: 
www.motorcityseafood.com  

 
3.4.3 Fresh European seabass and gilthead seabream available for online purchase   

The authors cannot indicate the percentage of online sales between European seabass and gilthead 
seabream, as that data does not exist. However, the authors were able to deduce from the 
preponderance of sites that featured European seabass, whether offered in the round (guts in), GGS 
(gilled, gutted, and scaled) or just cleaned and European seabass fillet was offered 5:1 over gilthead 
seabream. It is important to remember that European seabass and gilthead seabream in general are 
not a routine part of the American diet. The prices in Tables 10-13 represent authors’ observations 
from examples of companies that offer online shopping for curbside pickup, home delivery, or through 
a wholesaler that has a market attached to its business as in Wholey and Citarella. 

European seabass sold online is through both bricks and mortar stores as in “Whole Foods” and 
“Wegman’s”, break out online platforms as in “Gold Belly” and “Fresh Seafood”, and wholesalers like 
“Wholey” and “Citarella” who pivoted during the pandemic to offer products online (Table 10, Table 
11). “Whole Foods Markets” offers curbside pickup (since the pandemic) and delivers via Amazon, 

http://www.meatnbone.com/
http://www.meatnbone.com/
http://www.motorcityseafood.com/
http://www.motorcityseafood.com/
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“Wegman’s” through Instacart, “The Fulton Fish Market” via Federal Express. It is a separate company 
and sources product from purveyors at the physical Fulton Market.  An online search for fresh seafood 
is dominated by them. There are fewer offers of seabass fillets available than the whole seabass 
offerings. Some companies like “Know Seafood” and “Wild Fork Foods” offer only fillet (Table 11).  

The only purveyor to offer “bulk packed” fresh European seabass was “Wholey” company who offers 
a subscription service for home delivery. The authors assume that can be because of the lack of 
packing, the fish is packed on wet ice, in a styrofoam or waxed cardboard box and then put into an 
outer box suitable for shipping by air. 

  

Table 10. Sample prices for whole European seabass 

 
Table 11. Sample prices for European seabass fillets 

 

 
Table 12. Sample prices for whole gilthead seabream 

 
 
 
Table 13. Sample prices for gilthead seabream fillets 

 

 

Retailer Pack Weight (g)
 Pack price 

(euros) Price/kg Format
Fulton Fish Market 150 8.08€            53.29€    Fresh
Wild Fork Foods 85 4.62€            53.81€    Fresh
Know Seafood 340 13.92€          40.53€    Fresh
Samuels&Sons 907 26.10€          28.50€    Fresh
Citarella 453.6 25.23€          55.10€    Fresh
Wegman's 453.6 15.65€          34.18€    Fresh

Retailer Pack Weight (g) price (euros) Price/kg Format Cuts Available
Fulton Fish Market 680 22.37€          32.57€    Fresh Whole 
Citarella 454 11.31€          24.70€    Fresh Whole, H&G, Head/tail on

SEABREAM FILLETS Pack Weight (g)
 Pack price 

(euros) Price/kg Format
Fulton Fish Market 170 13.92€            81.07€    Fresh Skin on
Citarella 453.6 25.23€            55.10€    Fresh Skin on 

Retailer Pack Weight (g)
 Pack price 

(euros) Euros/Kg Format Cuts Available
Fulton Fish Market 907 26.09€          28.48€    Fresh GGS, Butterflied
Whole Foods Market 454 10.43€          22.78€    Fresh Head on, GGS
Wholey Fish 2722 68.73€          25.02€    Fresh Head on whole or Head off split
Gold Belly 454 13.91€          30.38€    Fresh Whole, Cleaned
Fresh Seafood 907 27.84€          30.40€    Fresh Scaled & gutted
Mercato (by Eataly) 454 12.09€          26.41€    Fresh No further description
Citarella 453.6 11.31€          24.70€    Fresh Whole, H&G, Head/tail on
Wegman's 453.6 13.92€          30.40€    Fresh Whole, Cleaned
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At “Whole Foods Markets”, the price of whole European seabass (EUR 22.78 per kg) falls below Atlantic 
Cod fillets (EUR 28.48 per kg) and above Altantic salmon fillet (EUR 20.88 per kg) the highest selling 
seafood item of the company (Figure 56). It should be remembered that the mainstream US retail 
market is barely tapping into European seabass as a product, and gilthead seabream is very far behind. 
The authors could not find any examples of either fish that was offered in a value added (product that 
includes other ingredients for ready-to-cook) fresh form. Yet, there is a plethora of recipe ideas 
available to prepare European seabass, and it will be up to the consumer to learn to prepare it. 

 

Figure 56. Price of whole European seabass in relation to other fish offerings from “Whole Foods” 
(EUR per kg). Source: “Whole Foods” company.  

 
  

Figure 57. (left) Simple oven-baked European seabass (source: www.food.com), and (right) grilled 
whole European seabass (source: www.recipeler.com) 
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3.4.4 The USA consumers and their fish consumption patterns 

With an average annual per capita consumption of fish and seafood products at only 8.66 kg, American 
seafood eaters are not European seafood eaters, who consume on average 22.4 kg per capita of fish 
and seafood products15.    

Despite its more than 95 000 miles of coastline, the US food industry has grown around its agricultural 
roots rather than its coastal. Post WWII brought the advent of commercial fertilizers made available 
as a result of loads left over from bomb making. This one change alone enabled farmers to raise bigger, 
faster, cheaper animals thus commercializing the industry to the robust state it is today. And, with that 
robust growth, resources were put towards this “new breed” of farmer encouraging mass 
commercialization and launching several national marketing campaigns: 

• "Beef. It's What's for Dinner" is an American advertising slogan and campaign aimed at promoting 
the consumption of beef. The campaign was launched in 1992 by the National Livestock and Meat 
Board. 

• "Pork. The Other White Meat." was an advertising slogan developed by advertising agency Bozell, 
Jacobs, Kenyon & Eckhardt in 1987 for the National Pork Board.  

• Consumption of fish and seafood products is promoted by the National Fisheries Institute (NFI)16, 
a non-profit organization dedicated to educating the public about food safety, sustainability, and 
nutrition (Figure 58). NFI promotes the US Dietary Guidelines that suggest Americans include fish 
and shellfish in their diets twice per week for longer, healthier lives. National Fisheries Institute’s 
“Dish on Fish” celebrating October as National Pescatarian Month is an example of the role social 
media is playing to attract Americans to eat more fish.  

There are several sources of data on the US consumer and their seafood consumption that have been 
used for this section, including but not limited to NOAA, the 2018 Atlantic States Consumer Seafood 
Survey conducted by the Atlantic Corporation, and data and surveys from the Food Marketing 
Institute.  

  

 

Figure 58. National Fisheries Institute’s “Dish on Fish” celebrating October as National Pescatarian 
Month. Source: www.aboutseafood.com 

 
15 “Consumption. Facts and figures on the Common Fisheries Policy”, European Commission https://ec.europa.eu/oceans-and-
fisheries/facts-and-figures/facts-and-figures-common-fisheries-policy/consumption_en 
 
16 https://aboutseafood.com/  

http://www.aboutseafood.com/
http://www.aboutseafood.com/
https://ec.europa.eu/oceans-and-fisheries/facts-and-figures/facts-and-figures-common-fisheries-policy/consumption_en
https://ec.europa.eu/oceans-and-fisheries/facts-and-figures/facts-and-figures-common-fisheries-policy/consumption_en
https://aboutseafood.com/
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According to the survey carried out by the Food Marketing Institute in 201817, only one in five adults 
can be classified as a “frequent seafood eater” (two or more times a week), only 56% of American 
consumers eat fish and seafood twice a month, and that included canned and pouched products. And 
just one in five adults can be classified as a frequent seafood eater, meaning they eat seafood two 
times a week or more (Figure 59). The survey engaged 2,096 grocery shoppers across a wide spectrum 
of the general US population. However, it is noted that seafood consumption in the US has been on 
the rise on a per-person consumption basis since 2012. American consumers ate 8.7 kg of seafood per 
capita in 2019, an increase of 0.09 kg over 2018’s figures, according to National Fisheries Institute data 
based on the National Oceanic and Atmospheric Administration’s latest “Fisheries of the United 
States” report18. The top-10 list of species made an outsized portion of the US fish and seafood 
consumption, nearly 74% (Table 14). Shrimp maintained the top spot with US consumers eating 4.7 
pounds or 2.13 kg per capita. Salmon (3.1 pounds or 1.41 kg), canned tuna (2.2 pounds or 1 kg), and 
Alaska pollock (1 pound or 0.45 kg) all saw increases over 2018 figures, when Americans consumed 19 
pounds or 8.6 kg of fish and seafood per capita. Rounding out the rest of the list were tilapia, cod, 
catfish, crab, pangasius, and clams.  

It should be considered that consumption of Alaska pollock is likely to be significantly higher because 
it serves as the raw material in the production of many frozen and breaded products (Figure 61). 
Examples of such products are fish sticks, battered fish fillets, and similar items. According to a report 
from Mercury News19 and details supplied by Gorton’s and McDonald’s, nearly all fish sticks, breaded or 
battered fish fillets are made from Alaska pollock. A part of those products can be imported in the US as 
ready-made products, as not as fish species; and therefore, not always be reflected in the actual 
consumption volumes of separate species.    

 

 

Figure 59. Frequency of seafood consumption compared with poultry and meat (%). Source: 
www.fmi.org 

 
17 “The Power of Seafood”, by Food Marketing Institute, Seafood Strategy Committee https://www.fmi.org/docs/default-
source/webinars/pdf-the-power-of-seafood-2019.pdf?sfvrsn=52794a6e_0 
 
18 https://www.fisheries.noaa.gov/resource/document/fisheries-united-states-2019 
19 www.mercurynews.com 
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https://www.fmi.org/docs/default-source/webinars/pdf-the-power-of-seafood-2019.pdf?sfvrsn=52794a6e_0
https://www.fmi.org/docs/default-source/webinars/pdf-the-power-of-seafood-2019.pdf?sfvrsn=52794a6e_0
http://www.mercurynews.com/
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Figure 60. Per capita consumption of seafood products. Source: NOAA Fisheries 

 
Table 14. Per capita consumption of fish and seafood in the USA by favored species 

Species Volume consumed in 2019 (kg) 
Shrimp 2.13 
Salmon 1.41 
Canned Tuna 1.00 
Alaskan Pollock 0.45 
Tilapia 0.44 
Cod 0.27 
Catfish 0.25 
Crab 0.24 
Pangasius 0.16 
Clams 0.14 
    
Per Capita Consumption 8.71 
Total Top 10 6.48 
All Others 2.23 
Top 10 as % of Total Consumption 74% 

Source: NOAA 

 

  

Figure 61. Photos from left to right show the use of Alaskan Pollock in fish products: McDonald’s 
Fillet-of-Fish (source: www.macdonalds.com), Fish sticks from Trident Seafoods (source: 
www.tridentseafoods.com). Alaska pollock protein noodles from Trident 
(www.tridentseafoods.com) and Gorton’s of Gloucester fishsticks (Source: www.gortons.com)  
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In 2018, the Atlantic Corporation conducted an assessment of consumers’ attitudes and preferences 
toward farm-raised shellfish, finfish, and sea vegetables, including 16 varieties of fish and seafood20.  
A total of 5,989 adults participated representing each of the 14 Atlantic coastal states. 

The results of the survey showed that flounder, shrimp, scallops, and salmon rated as top choices of 
favorite species amongst respondents. The survey showed that consumers purchased most of their 
fish and seafood products at stores and restaurants.  

When asked where consumers bought their fish and seafood to eat at home, the results showed that 
supermarkets represented the main sales channel (52%). Other stores (19%), “big box stores” (15%) 
and seafood farmers’ markets (14%) accounted for 45% of the locations (Figure 62).  

 

 

 

 

 

 

 

 

Figure 62. Where consumers buy seafood for home consumption. Source: Atlantic States Consumer 
Seafood Survey by Atlantic Corporation 

 
The value of consumer purchases at restaurants and stores was split about evenly. The survey findings 
showed that consumers spent the least amount on fish and seafood bought through mail order or 
home delivery services (Figure 63). Not surprisingly, the higher the household income, the more likely 
people were to buy seafood products whether for home consumption or dining out21.  

According to a 2020 report published by “Sustainable Fisheries”, 55% of all fish and seafood is 
purchased at a retail outlet like a grocery store or fish market, while 30% is purchased at restaurants 
(the remaining 15% include other unspecified sources). In total expenditures, 65% of dollars are spent 
at restaurants or “away from home” sources while 35% spent on fish and seafood at home (Figure 
64). Despite consumers buying more at retail, they are spending more for fish and seafood when they 
are away from home. If only 30% of fish and seafood is purchased at a restaurant but accounts for 65% 
of the spend, consumers are willing to pay more for a seafood meal away from home rather than 
prepare it at home. 

 
20 “Consumer attitude and preferences about farm-raised shellfish, finfish, and sea vegetables in the Atlantic Coast states”, by Atlantic 
Corporation, 2019.  https://www.texasaquaculture.org/PDF/2019%20PDF%20Documents/Consumer%20Attitudes%20-
%20Aquaculture%20Product.pdf  
 
21 “Consumer attitude and preferences about farm-raised shellfish, finfish, and sea vegetables in the Atlantic Coast states”, by Atlantic 
Corporation, 2019.  https://www.texasaquaculture.org/PDF/2019%20PDF%20Documents/Consumer%20Attitudes%20-
%20Aquaculture%20Product.pdf 
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Figure 63. Monthly spend by purchase location and region. Source: Atlantic States Consumer Seafood 
Survey by Atlantic Corporation 

 

 
Figure 64. Purchases and dollars spent on seafood in various sales channels (%). Source: Sustainable 
Fisheries 

 
The discoveries of the survey carried out by the Atlantic Corporation showed that knowledge of 
shellfish, finfish and sea vegetable aquaculture operations varied among the respondents by income, 
ethnic groups, age, and region. The data showed that consumers were most aware of shellfish 
aquaculture, followed by finfish aquaculture industries. The higher their income, the more likely 
people were aware of and knowledgeable about marine aquaculture industry. However, younger 
adults (aged 18-24) were more likely to be both aware and knowledgeable about aquaculture than 
adults older than 24 years old.  Hispanic consumers reported a higher level of East Coast finfish and 
aquaculture knowledge than the other ethnic groups. Regionally, Northeastern consumers reported 
the highest level of awareness of aquaculture operations and most seafood knowledge. Regardless of 
their location, most respondents said they preferred their fish and shellfish to be wild caught rather 
than farmed, but consumers will purchase more fish and seafood from aquaculture when it is readily 
available. They were also willing to pay premium-pricing for specific fish and seafood categories. In 
particular, consumers indicated a willingness to spend 44% more on fresh fish and seafood, 34% more 
on locally produced species, and 27% more on certified organic seafood (Figure 65).  
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Figure 65. Consumer willingness to pay more for aquaculture products by production method. 
Source: Atlantic States Consumer Seafood Survey by Atlantic Corporation 

Similar results from the research conducted by the Food Marketing Institute confirmed that few 
seafood consumers in the USA consider themselves knowledgeable about seafood22. Less than 30% 
of the respondents expressed that they were very knowledgeable about “how to buy seafood” (29%), 
“how to cook, prepare or flavor seafood” (28%), nutritional benefits (27%), “how to know 
freshness/quality” (26%), “different types/species” (26%), and “different ways/methods to 
cook/prepare” (24%). Most seafood consumers want to become more knowledgeable about seafood, 
and even non-seafood eaters want to be knowledgeable about seafood. For example, non-seafood 
consumers want to be more knowledgeable at “different ways/methods to cook/prepare” seafood” 
(50%), “how to cook, prepare or flavor seafood” (48%), “how to know freshness/quality” (48%), 
“different types/species” (42%), nutritional benefits (41%), and “how to buy seafood” (36%).  

Moreover, the USA consumers report a lack of information available about seafood. 48% of seafood 
consumers say there is not enough information available about seafood. 50% of non-seafood 
consumers say there is not enough information available about nutrition/health benefits of seafood. 
Analysis of the data showed that the most important consumer information sources about fish and 
seafood were “recipe website or app” (chosen by 60% of seafood consumers and 20% of non-seafood 
consumers), “cookbook or recipe” (by 53% of seafood consumers and 17% of non-seafood consumers), 
“family or friends” (by 48% of seafood consumers and 16% of non-seafood consumers). “Information 
on package or recipe” was indicated as information source by 37% of seafood consumers and 16% of 
non-seafood consumers. “Seafood department” was the least rated information source for non-
seafood consumers (7%), while the role of social media was reported by 28% of seafood consumers 
and 11% of non-consumers (Figure 66).    

Correctly chosen approaches to generate trials of fish and seafood products are crucial in reaching 
existing and potential consumers of those products (Figure 67). Results of the most preferred ways to 
generate trial abound showed that “attractive product price”, “product sampling” and 
“recommendations from friends and family” were the most favoured ways to reach both seafood 
consumer and non-consumers of seafood products. “Good/sale price” and “sampling” were chosen by 
83% of seafood consumers, followed by “recommendations from family and friends” (81%), 
“recommendations from seafood department” (71%), “recipes other than in-store” (71%), “in-store 
cooking demo” (69%), “in-store recipes” (66%), “TV/online/social media” (61%) and “money back 
guarantee” (57%).   

 
22 https://www.fmi.org/docs/default-source/webinars/pdf-the-power-of-seafood-2019.pdf?sfvrsn=52794a6e_0 
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For non-consumers of seafood, “good/sale price” (61%), “sampling” (53%), “eating at restaurant” 
(53%), and “recommendations from family and friends” (51%) were the most preferred ways to 
become familiar with seafood products (Figure 68). At the same time, “recommendations by seafood 
department” (35%) and ”money back guarantee” (39%)  were chosen by relatively low number of non-
consumers of seafood (41%).  

The authors could not find any data on the consumption of European seabass or gilthead seabream 
by US consumers particularly in retail segment. According to the “Power of Seafood 2021”, consumers 
are exploring the health benefits of eating more fish and seafood in their diets.  Perhaps by addressing 
these suggestions from the “Power Survey 2021”, the global seafood industry will see an upswing in 
consumption. 

 

 

Figure 66. Sources of information about seafood for US consumers. Source: FMI, 2019 

 

Figure 67. Approaches to generate interest in seafood.  Source: FMI, 2019 
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Figure 68. Approaches to generate interest among non-seafood consumers. Source: The Power of 
Seafood, 2021 

 
3.4.4 Ho-Re-Ca sector 

Unlike the European Ho-Re-Ca (Hotels-Restaurants-Catering), the USA refers to this segment as the 
Hospitality Industry, and not only to establishments which prepare and serve food and beverages. In 
addition to the hotels, restaurants, and catering services, it also includes companies that sell directly 
to independent restaurants, hotels restaurants, other wholesalers that would further sell to caterers, 
cruise ships, restaurant buying groups, and foodservice distributors. 

According to the USA Census Bureau, there were over 1 million restaurant locations in the country in 
202023. The National Restaurant Association highlights the current size and scope of the USA 
restaurant industry24: 

• Restaurant industry sales of USD 659 billion in 2020, down USD 240 billion from expected 
levels due to the effects of the pandemic 

• 12.5 million employees in the restaurant industry at the end of 2020, down 3.1 million from 
expected levels 

• 110 000 of restaurant locations that are temporarily or permanently closed 

• 9 in 10 restaurants have fewer than 50 employees 

• 7 in 10 restaurants are single-unit operations.  

The largest decreases were directly related to restrictions on indoor dining and consumer reluctance 
to dine out due to the risks of exposure to the coronavirus. In addition to facing consumer reluctance 
to visit restaurants, restaurants have been affected by disruptions in the supply chains of imported 
raw materials. Some of these disruptions have diminished, and for some products, imports have 
returned to levels observed in previous years25.  

 
23 According to the US Census Bureau, 2021, https://www.census.gov/ 
 
24 National Restaurant Association, https://restaurant.org/research-and-media/research/industry-statistics/national-statistics/ 
 
25 “Covid-19 and the U.S. Seafood sector”, 2021, Congressional Research Study  
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In 2021, food and beverage sales in the restaurant and foodservice industry were projected to 
total USD 789 billion, up 19.7% from 2020. However, revenue over the first nine months of 2021 show 
that this sales trajectory isn’t sustainable, according to most restaurant operators. Nearly 6 in 10 
operators said business conditions were worse in September than they were in June, according to a 
National Restaurant Association survey26. 

Reinforced by the easing of capacity restrictions, rising vaccination numbers and the reopening of 
outdoor patios, consumer spending in restaurants trended steadily higher during the spring and 
summer months. Eating and drinking places registered total sales of USD 72.4 billion on a seasonally 
adjusted basis in September, according to preliminary data from the US Census Bureau. That was only 
slightly higher than the readings of USD 72.1 billion in July and USD 72.2 billion in August. However, in 
inflation-adjusted terms, receipts from the restaurant industry in September were down 0.5% from 
July’s level27.  

Analysis of the latest economic data and surveys of restaurant operators and consumers in mid-2021 
by the National Restaurant Association allowed to highlight the following findings: 

• 3 in 4 restaurant operators say recruitment and retention is their toughest challenge despite 
employment gains. 

• Restaurant sales are trending higher. 

• Wholesale food prices are trending sharply higher. A first in its 54-year history, the Bureau of 
Labor Statistics index registered gains above 2% in 3 consecutive months. 

• Menu prices are increasing due to sharply higher food, labor, and fuel costs. 

• Case rise of the COVID-19 delta variant is impacting restaurant visits28. 

There are up to 19 various types of restaurants in the USA29, however, they can be generally grouped 
into four main categories: “quick service”, “fast casual”, “casual dining” and “fine-dining” (Figure 69).   

As a leading contributor to the global restaurant market, USA quick service (QRS) restaurants are 
dominated by “fast food” chains such as McDonald’s, Starbucks, Pizza Hut, etc. The industry’s output 
increased by over 50% since 2007, reaching an all-time high of approximately USD 279 billion in 2020.  

Fast casual is a blend of fast-food dining and casual dining seen in restaurant chains like Panera, 
Chipotle Mexican Grill, etc. Fast casual typically has no table service; orders are placed and paid for, 
and customers are then directed to an assembly area where their food is ready. It is also growing at a 
high rate: according to Allied Market research, the 2019 market for fast-casual fare was USD 125.6 
billion and is expected to hit USD 209 billion by 2027. 

 
26 National Restaurant Association, https://restaurant.org/research-and-media/research/economists-notebook/economic-indicators/total-
restaurant-industry-sales/ 
 
 
27 National Restaurant Association, https://restaurant.org/research-and-media/research/economists-notebook/economic-indicators/total-
restaurant-industry-sales/ 
 
28 https://restaurant.org/research-and-media/research/research-reports/2021-state-of-the-restaurant-industry-mid-year-update/  
 
29 https://getsling.com/blog/types-of-restaurants/ 
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Casual dining has price points of approximately USD 15 per meal and offers menus with a much wider 
range of choices than QSRs. They include more beef, fish and poultry options, as well as an extensive 
line of salads. Additionally, most casual dining restaurants serve alcohol. TGI Friday’s, Applebee’s, and 
many of the Darden Group restaurants are examples of casual dining locations. 

Full-service restaurants (FRS) are restaurants engaged in providing food service to customers who 
order and are served while seated and pay after eating. The output of the US full-service restaurant 
(FSR) industry experienced similar growth in recent years and reached a total of over USD 80 billion in 
2020. Full-service restaurants include fine dining, also referred to as “white tablecloth” restaurants.   
Fine dining establishments can be privately owned and operated or, as in the case of Las Vegas and 
Atlantic City (NJ), owned and operated by large corporations, and are often associated with luxury 
hotels.  

Restaurants rely on their suppliers to get the best quality at the best price. There are many 
establishments who are loyal to their local distributor, but increasingly, restaurant buying groups allow 
those smaller establishments to take advantage of collective purchasing. As the supply chain continues 
to consolidate, the role of restaurant buying groups will become increasingly important (Figure 70).  

 

 
Figure 69. The four types of restaurants within the USA hospitality industry 

 
It is estimated that restaurants and out-of-home locations account for approximately two-thirds of 
consumer expenditures on fish and seafood products.30 The effects of the pandemic on these outlets 
is different and varies from place to place.  One study estimated that in March 2020, demand for fish 
and seafood consumed in restaurants dropped by 30%, with the greatest impact in inland states and 
the Northeast31. Loss of expenditures at high-end restaurants have affected prices of fresh, high value 
products, which is especially relevant for restaurants offering fresh seafood products.  In other cases, 
locally produced seafood is supplied to restaurants and seafood markets, especially in coastal areas 
frequented by tourists. Decreases in tourism have affected these businesses and associated local 

 
30 David C. Love et al., “Food sources and expenditures for seafood in the United States”, Nutrients, vol.12, no. 6, (June 20, 2020). Food 
services include restaurants, cafeterias, and other service industries that serve food outside the home.  
 
31 David R.White et al., “Early effects of Covid-19 interventions on U.S. fisheries and seafood”, OSF Preprints, June 2, 2020. 
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processing32. Although the causes and scope of these impacts vary, the most serious disruptions of the 
seafood sector appear to stem from lost food service sales33.  

 

 

 

Figure 70. Comparison for restaurant buying groups in the USA.  
http://www.eaterybuyinggroup.com/  

 

 
32 Covid-19 and the U.S. Seafood sector”, 2021, Congressional Research Study 
 
33 Statement from NOAA, NMFS, in U.S. Senate, Committee on Commerce, Science and Transportation, Subcommittee on Science, 
Oceans, Fisheries and Weather, Impacts of Covid-19 Pandemic on U.S. Fisheries, 116th Cong., 2nd session, July 29, 2020. Covid-19 and the 
U.S. Seafood sector”, 2021, Congressional Research Study 
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Looking into the future of the restaurant industry, the National Restaurant Association34 anticipated 
key trends across industry structure, technology and data, workforce, sales, profitability and income, 
marketing, food safety and security, food and menus, sustainability, health and nutrition, and training 
and development. According to the data estimations, projected industry sales of USD 1.2 trillion in 
2030 providing employment opportunities for 17 million individuals. Among numerous conclusions, 
the major outcomes in the categories of most likely developments by 2030 in “food and menu” and 
“health and nutrition” included:   

- Restaurants will offer more healthy option on their menus; 
- Consumers plates will be more sophisticated; 
- Global-cuisine-theme restaurants will growth in popularity; 
- Restaurants will offer more fresh produce options on their menus; 
- Consumer interest in food sourcing will increase; 
- Local food sourcing will become more commonplace; 
- Restaurants will offer more healthy food and beverage for children; 
- Restaurants will be more creative and innovative in making dishes healthful; 
- Restaurants will offer more menu items that are sustainably sourced; 
- More restaurants will promote their sustainability practices in marketing to consumer; 
- Non-traditional operators will bring new ideas/approaches to the restaurant industry.  

 
3.4.5 European seabass and gilthead seabream in Ho-Re-Ca  

Restaurants that feature European seabass and gilthead seabream all fall within the scope of fine 
dining as the entrée price for these are all greatly over the casual dining threshold. A national data 
collection of what restaurants charge for European seabass, reveals that consumers should expect and 
be willing to pay at least EUR 30 per meal. The restaurants within the data set are mostly independent 
sites apart from Las Vegas where most of the restaurants reviewed were within a casino/hotel (Figure 
71). 

European seabass has found its niche in the USA restaurant system, but only if it is a fine dining or 
“white tablecloth” restaurant as detailed by prices/entrée. Given the price parameters of other levels 
of dining, European seabass and gilthead seabream are unlikely to find their way onto those menus. 
With gilthead seabream only being offered on 1 or 2 fine dining menus, its role in the restaurant sector 
is minimal. 

In the category of restaurant chains, “Eddie V’s Prime Seafood” was the only seafood restaurant of 
these restaurant chains to feature European seabass (as “branzino”) on the menu. The price of the 
meal was EUR 35.80, and the restaurant would be considered a fine dining location. The only other 
fine dining restaurants on the list were “McCormick & Schmicks” and “Legal Seafood”; neither of which 
had European seabass (“branzino”) on their menus.  The remaining represent fast casual and casual 
dining formats (Figure 72).  

Figure 73 shows seafood restaurant chains by sales. “Red Lobster” has 679 locations as of 2019.  They 
are considered casual dining and bring in over EUR 2 billion in annual sales. “Eddie V’s Prime Seafood”, 
the only restaurant in this sample that served European seabass had 21 locations nationwide realizing 
EUR 127 million in sales. 

 
34 National Restaurant Association, Report “Restaurant Industry 2030 – actionable insights for the future”, by National Restaurant Association 
Research and Knowledge Group,  https://restaurant.org/nra/media/restaurant-2030/restaurant2030.pdf 
 

https://restaurant.org/nra/media/restaurant-2030/restaurant2030.pdf
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Figure 71. Survey of restaurants featuring branzino on their menu.  Prepared “Mediterranean” style: 
fennel, herbs, grilled or roasted whole dominated the offerings. Source: based on various sources  

Figure 72. Selected seafood restaurant chains by units. Source: Technomic; Restaurant Survey 
Business Period 2018 

 

Figure 73. Selected seafood restaurant chains by sales. Source: Technomic; Restaurant Survey 
Business Period 2018.   
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Considering independent establishments, European seabass has enjoyed a booming popularity in 
numerous fine-dining restaurants in recent years, according to reviews of restaurant chefs. European 
seabass is mostly served in the restaurants that feature Mediterranean cuisine (Figure 74, Figure 75). 
High attractiveness of Italian gastronomy greatly contributed to the introduction of European seabass 
and gilthead seabream in the restaurants in the USA. According to Nation’s restaurant news35, Italian 
cuisine was the top-choice priority among Americans, followed by Mexican and Chinese cuisines.   

It should also be noted that a part of European seabass popularity may well be that European seabass 
“sort of escaped the stigma” of controversial information about farmed species, as noted by restaurant 
chefs. The subject of fish farming and the aquaculture industry is mentioned much more often in 
relation, for example, to salmon and other farmed fish and seafood species.  

 

  
Figure 74. Ways of serving European seabass in restaurants. (left): “Branzino”, restaurant “Prime”, 
New York (Source: www.iloveny.com) and (right) European seabass at Italian restaurant “Branzino”, 
Philadelphia (Source: www.branzinophilly.com)  

  

  
 
Figure 75. Typical ways of serving European seabass in restaurants. (left): Whole grilled European 
seabass in Guru restaurant, Chicago (Source: www.gururestaurant.com) and (right) grilled European 
seabass fillet at California Fish Grill (Source: www.cafishgrill.com)  

 
 

 
35 https://www.caminofinancial.com/most-popular-types-of-restaurants-in-the-u-s/ 

http://www.iloveny.com/
http://www.iloveny.com/
http://www.branzinophilly.com/
http://www.branzinophilly.com/
http://www.gururestaurant.com/
http://www.gururestaurant.com/
http://www.cafishgrill.com/
http://www.cafishgrill.com/
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3.5 Market segmentation of European seabass and gilthead seabream 
3.5.1 Segmentation of wild and farmed European seabass and gilthead seabream 

The USA imports only European seabass and gilthead seabream that is farmed with the exception of 
occasional small quantities of wild species imported from European producers. It is estimated that 
about 99.5% and more of the European seabass and gilthead seabream volume available on the 
market is from aquaculture.    

 

3.5.2 Segmentation by product attributes   

The following segmentation of sizes and product forms of European seabass and gilthead seabream 
are most seen in the USA market:   

• Size – whole -typically sold in grams 

o 400-600 grams 
o 600-800 grams 
o 800-1000 grams 

It should be noted that contrary to the needs and demand of the European market, the USA market 
demands larger-size European seabass, at least 400 grams. This is reflecting special demand and needs 
of the Ho-Re-Ca sector, which is the primary sales channel of European seabass in the USA market, 
while the retail sector, which has larger demand for smaller-size fish, dominates sales of European 
seabass in Europe.   

• Size – fillets – typically sold in ounces 

o 10 oz. (284 grams) 
o 12 oz. (340 grams) 

• Product form 

o fresh, whole (in the round) 
o fresh, GGS (gilled, gutted, scaled) 
o fresh fillets 
o fresh, butterflied 
o frozen, GGS 
o frozen fillets 

• Suggested cooking method (most common) 

o baking 
o broiling 
o grilling 

 

It should be noted that it is not common but increasing trend to serve raw European seabass as 
sushi/sashimi and in ceviche, especially in ethnic restaurants.  

 

3.5.3 European seabass and gilthead seabream substitutes 

It is estimated that direct commodity substitutes for European seabass include Black European 
seabass, striped bass, barramundi, and snapper. Atlantic cod and haddock could also be considered 
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partly as substitute products due to their higher pricing segment (Figure 76). There are obvious visual 
differences between these species and European seabass, but those consumers looking to cook at 
home, could use any of these species in their favored recipes. Prices for these vary with frozen 
barramundi fillets at USD 8.72 per kg to fresh Atlantic cod fillet retailing for USD 33 per kg at Whole 
Foods Market. 

It should be noted that barramundi is most often available bagged in the frozen upright case and 
tagged “the sustainable European seabass”. Figure 76 is an example of frozen barramundi fillets 
retailing for USD 9.99 per 12 oz (EUR 8.72 per 0.34kg or EUR 25.7 per kg). 

   

   
 
Figure 76. Frozen fillets of Australis’s ocean-farmed barramundi. Source: www.thebetterfish.com   

 
Gilthead seabream remains well behind its Mediterranean counterpart in the US marketA. Possible 
reasons for this can be insufficient consumer awareness and knowledge about this species, and that 
American consumers mix gilthead seabream up with scup (Stenotomus chrysops). Along with many 
other fish of the family Sparidae, scup species are commonly referred to as porgies (Figure 77, Figure 
78). 

Porgy is a wild species known throughout New England but can be fished all the way down the east 
coast to Florida. Despite having many other names—scup, gilthead seabream, ironsides, maiden—it 
was better known as a bycatch fish. Porgy has long been considered as underutilized and discarded 
species in the USA. The species is a slow swimmer and easy to catch. This means that fishermen are 
likely to catch porgy instead of the more marketable species36. Because of their small size, porgy is 
often served as a whole fish, and they are bony fish and tricky to fillet. Prices can start at USD 3.99/lb. 
(EUR 7 per kg) for fresh wild porgy at a New Bedford fish market. Until this impression is dissolved, 
gilthead seabream cannot reach its full market potential in the USA, except with buyers of 
Mediterranean origins, who tend to know more about fish from the Mediterranean area.  

 
36 https://cravefishbar.com/fish-profile/porgy/ 

http://www.thebetterfish.com/
http://www.thebetterfish.com/
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Figure 77. (left) Fresh whole wild porgy at Fulton market USD 5.99, 1.25 lb average. Source: Fulton 
market and (right) fresh whole porgy fish at Citarela. Source: Citarela.   

  
Figure 78. (left) Baked porgy. Source: www.cookstr.com and (right) broiled whole porgy with 
blistered shishito and tomato recipe. Source: www.serious eaters.com  

 

3.6 Certification, labels, and brands 
3.6.1 Certification  
On the global scale, there is a wealth of certification and eco-label schemes; and each has different 
goals, and target farms or fisheries at different levels of production37. Certifying audits address internal 
and external parameters: production, labeling, food safety, traceability, animal and worker rights, and 
sustainability and generally fall into one of three categories: first party (the company itself), second 
party (industry wide accredited standards), and third party (independently certified standards).  

First party audits, often referred to as internal audits are conducted by a member of the company 
itself and are designed so the company can assess whether they are in compliance with the standards 
management has set for itself, and to set a gold standard, guiding consumers to seafood raised or 
harvested according to true best practices. Second party audits are external audits and include audits 
that are conducted by parties having an interest in the organization. Second party audits can be 
conducted by customers to ensure the supplier is adhering to certain parameters set under a contract.  

 
37 Source: www.oceana.org  

http://www.cookstr.com/
http://www.oceana.org/
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The second approach aims to prompt improvements over a wider share of a sector. National standards 
often adopt the second approach. Therefore, international benchmarks like the Global Sustainable 
Seafood Initiative (GSSI) were developed to fill in the gaps. Its mission is “to ensure confidence in the 
supply and promotion of certified seafood as well as to promote improvement in the seafood 
certification schemes38.” High credibility tends to be associated with third party audits because there 
is no prior relationship between the auditor and the auditee (the organization being audited). The 
most recognized third-party audit is when an organization has decided to create a system that 
conforms to a standard set of requirements, i.e., SQF (Safe Quality Food) and BAP (Best Aquaculture 
Practices). 
 

 
Figure 79. Full service fresh case with a vast array of finfish and shellfish. Source: Photo courtesy of 
supermarket news 

 
Along the supply chain, many companies that are directly consumer facing will do business only with 
suppliers that are in compliance with third-party audits to ensure that their customers are buying 
products that are confirmed certified. With the increased interest in global environmental issues, some 
American retail consumers are looking for products that align with their own values. Examples of this 
would be MSC (Marine Stewardship Council) which addresses a wide range of parameters pertaining 
to wild caught fisheries. “Business-to-consumer” companies that offer farmed seafood will for 
certification as it pertains to aquaculture. Because European seabass and gilthead seabream are 
imported, the third-party audit that suppliers would look for is ASC (Aquaculture Stewardship Council), 
as that is the primary certifying body for European fish farms or BAP (Best Aquaculture Practices).  

• BAP (Best Aquaculture Practices)39 – certifying aquaculture in 39 countries.  According to the 
website, there are only 3 entries for Turkey and none in Greece 

 
38 Source: www.ourgssi.org 
 
39 Source: www.bapcertification.org 
 

http://www.ourgssi.org/
http://www.bapcertification.org/
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• ASC (Aquaculture Stewardship Council)40 – certifying primarily in Europe. Whereas BAP 
certifies the operational aspect of farming, ASC does not certify these. They address the 
environmental and social impacts of aquaculture. There are currently 17 ASC certified 
European seabass and gilthead seabream suppliers in Greece, 23 in Turkey and 14 ASC certified 
European seabass and gilthead seabream farms in Greece and 16 in Turkey 

• Seafood Watch41, organized by The Monterey Bay Aquarium, is a consumer guide to 
sustainability (Figure 80). Consumers can take a pocket edition to their store to help them 
make educating choices. Neither European seabass nor gilthead seabream are on the list. 
There is a comprehensive application process but it is regarded by some companies as an 
opportunity to increase consumer interest. 

    

 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 80. Recommendations by Seafood Watch. Source: www.seafoodwatch.org   

 

 
Figure 81. (right) Signage at “Whole Foods Markets” lets the consumer know that their products 
are independently audited. Source: www.wholefoodsmarket.com and (left) “Whole Foods” named 
as best USA retailer for sustainable seafood. Source: www.intrafish.com   

 

 
40 Source: www.asc-aqua.org 
 
41 https://www.seafoodwatch.org/globalassets/sfw/pdf/guides/seafood-watch-national-guide.pdf 

 

http://www.seafoodwatch.org/
http://www.wholefoodsmarket.com/
http://www.intrafish.com/
http://www.asc-aqua.org/
https://www.seafoodwatch.org/globalassets/sfw/pdf/guides/seafood-watch-national-guide.pdf
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Within food safety at the processing level, these are the primary third-party audits that USA buyers 
look for in their European suppliers: 

• HACCP: Hazard Analysis Critical Control Points: Administered by the USA Food and Drug 
Administration (FDA)42, HACCP is a management system in which food safety is addressed 
through the analysis and control of biological, chemical, and physical hazards from raw 
material production, procurement, and handling, to manufacturing, distribution and 
consumption of the finished product. There are protocols specific to the seafood industry.   

• The Safe Quality Food (SQF)43 program is a rigorous and credible food safety and quality 
program that is recognized by stakeholders along the value chain including retailers, brand 
owners and food service providers world-wide. Recognized by the Global Food Safety Initiative 
(GFSI), the SQF range of food safety and quality codes are designed to meet industry, 
customer, and regulatory requirements for all sectors of the food supply chain from farm to 
end user.  

The following standards are applied for European seabass and gilthead seabream products traded 
in the USA (Figure 82): 

• Sustainability/eco-certifications: 
o ASC (Aquaculture Stewardship Council) 
o Global G.A.P (Good Aquaculture Practices) 
o Friend of the Sea 

• Processing certifications: 
o HACCP 
o BRC (British Royal Consortium) 

Contrary to the larger retailers that require certifications and “country of origin” labelling, small 
traditional fishmongers may not put certification labels where applicable. Figure 83 is an example of a 
local fish market without note of the country of origin. Fresh whole European seabass is placed in the 
middle of the picture, is labeled “branzino”, as USA consumers are more used to this name than 
European seabass. It should be noted that the species to the left of the European seabass is not 
gilthead seabream, but Porgies which is in the same Sparidae family as gilthead seabream. They are 
clearly very similar to it in the visual context. As mentioned earlier in the report, one of the reasons 
gilthead seabream may have a difficult time breaking into retail markets is due to the similarity in look 
between porgies and gilthead seabream. Porgies are considered a less valuable fish and pricing reflects 
that. 

 

 
42 https://www.fda.gov/food/hazard-analysis-critical-control-point-haccp/seafood-haccp 

 
43 https://www.sqfi.com/ 
 

https://www.fda.gov/food/hazard-analysis-critical-control-point-haccp/seafood-haccp
https://www.sqfi.com/
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Figure 82. An example of farm-raised European seabass product traded by NettunoUSA with two 
sustainability certifications (”Friend of the Sea” and ”ASC”). Source: https://netunousa.com/  

 

 

 

Figure 83. Fresh European seabass (”branzino”) 
in full-service case. Source: 
www.crossbayseashell.com 

 
 
 
 
 
 
 
 

 
 
 

http://www.crossbayseashell.com/
http://www.crossbayseashell.com/
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3.6.2 Own or third party branding  
Several USA seafood companies are involved in production of private label products of frozen 
European seabass fillets.  Frozen European seabass fillets for the retail market are offered in either 
“packer brand” or private label packaging. Figure 84 are examples of private label products of frozen 
European seabass fillets (under the name “branzino”) offered at selected retail stores.   

 

     
Figure 84. Example of private label European seabass product. Source: Trader Joe Company  

 
With 465 stores spread across 42 states, “Trader Joe’s” recently introduced frozen European seabass 
fillets as a new item under its own private label. The country of origin is Turkey and the method of 
production is from aquaculture. Four IQF portions in a package of 450g was priced USD 9.99 (EUR 8.72 
per package or EUR 19.17 per kg). Box store giant Costco featured a branded product of frozen 
European seabass fillets (“Branzino” or “Mediterranean Sea Bass”) falling outside their “Kirkland” 
private label. The country of origin is Turkey. Available only through their 17 Business Centers located 
mostly on the west coast, and distributed by Unipro Food Service, this might be Costco’s way of testing 
its mainstream retail (Figure 85). 

 

 

 
Figure 85. Frozen European seabass fillets by “Harvest of the Sea”. Source: 
www.costcobusinessdelivery.com 

 

http://www.costcobusinessdelivery.com/
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 3.6.3 Convenience messaging  

As most European seabass and gilthead seabream is consumed in restaurants, other than the fact that 
is being prepared professionally, there is no inherent convenience in the fish itself (Figure 86). For 
wholesalers that is a further processor, they can offer different cuts to their culinary clients. 

 
 

 

 

 

 

 

Figure 86. Demo of three ways branzino is offered. Photo courtesy of Santa Monica Seafood 

At the supermarket retailer such as Whole Foods, their counter staff is 
trained to further process whole fish to a gilled, gutted, and scaled product.  
Not only for restaurants anymore, gilled, gutted, and scaled fish can now be 
prepared by home cooks. For frozen prepacked European seabass products 
like those offered by Trader Joe’s, NetunoUSA, Harvest of the Sea and 
Walmart, IQF and/or IVP portions allow the consumer to defrost what they 
need and keep the balance frozen (Figure 87). Verbiage such as skin-on or 
boneless or well-trimmed are included on consumer facing packaging.   

 
  
Figure 87. Example of convenience messaging on frozen 
European seabass product. Source: NetunoUSA 

 

3.6.4 Value messaging  

There are no particular value messages for consumers regarding European seabass and gilthead 
seabream products. Retail prices for fresh European seabass differ greatly depending on the outlet. 
National brand Whole Foods Markets sells whole European seabass for EUR 23.08 per kg. Regional 
brand Wegman’s sells whole European seabass for EUR 30.56 per kg.  Both retailers would be 
considered a modern premium supermarket. Neither retailer sells gilthead seabream. 

Traditional markets sell whole European seabass and gilthead seabream and can be most often found 
in neighbourhood markets with European seabass prices ranging from EUR 14.84 per kg to EUR 
19.23per kg.  Traditional markets selling gilthead seabream charge from EUR 7.68 per kg to EUR 17.23 
per kg.  

The authors think it warrants noting that in restaurants, meals with European seabass as the center-
of-the-plate range from EUR 25.34 to EUR 32.33. Considering quick service restaurants average EUR 
4.81 per meal, fast casual average EUR 9.57 per meal, casual averages EUR 13.05 per meal and fine 
dining jumps to EUR 61.77 per meal mainstream access to European seabass and gilthead seabream 
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(when offered) in restaurants is going to be limited to those with enough discretionary income to 
afford it. 

 

3.6.5 Health attribute messaging   

There has been a steady increase in the interest in foods that promote heart health, help reduce 
cholesterol,  and are lean and low in calories. Known as the “Mediterranean Diet”, retailers are using 
this moniker as a reference to Europe to attract buyers (Figure 88). The majority of the USA companies 
processing and trading European seabass use strong links to the Mediterranean region regarding the 
market name of the species, its image, gastronomy and social attributes (Figure 89). 

  

 

Figure 88. “Mediterranean food pyramid” and addressing health benefits of eating fish as part of 
Mediterranean diet in “Neurology”, the medical journal of the American Academy of Neurology. 
Source: www.nutritionreview.org  

 

 
Figure 89. Presentation of Mediterranean-style European seabass product to US consumers. Source 
www.mercato.com 

  

http://www.nutritionreview.org/
http://www.mercato.com/
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