
Direct sales to institutions
Seafood sales to organizations that do not primarily prepare food. For example, schools, prisons, 
universities, hospitals, and foodbanks.
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FACT SHEET 2: MARKETING STRATEGIES

Direct sales to consumers
Products are usually minimally processed and sales are conducted by close family members 
or facilitated by other businesses, with ownership of seafood products not changing hands until 
sales to consumers. Examples include off-the-boat/dock sales, farmer’s markets, community-
supported fisheries (CSFs), and seafood buying clubs.

The 2023 American Seafood Harvesters Marketing Practices Survey is the first-ever national 
assessment of the direct seafood sector. The survey aims to fill a gap in our understanding of the domestic seafood 
market in the US and bring greater focus to the socioeconomic contributions of seafood in the nation’s local and 
regional food systems. This document describes popular direct seafood marketing strategies and is the second in a 
series of four that highlight findings from the survey.

Through a series of focus groups with direct seafood marketers, we learned that direct seafood marketing strategies 
involve shorter and fairer supply chains between harvesters and the final consumer. They include seafood distribution 
pathways in which harvesters sell their catch directly to consumers, restaurants, institutions, and other outlets by 
partnering with or bypassing seafood distributors and processors (i.e., removing the “middleman”).

The percentage of direct marketing strategies used by direct seafood businesses varied by regions of the 
US. Direct-to-consumer sales are the most popular marketing strategy nationally and in nearly every region. 
Regarding specific direct marketing channels, Off the boat sales were the most popular option used by direct 
seafood marketers across the US. Other popular direct marketing channels varied by region, but overall direct 
sales to Fishmongers and Restaurants were the next most popular marketing channels.
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Direct sales to retail
Products typically processed by retailers. Ownership of a product changes hands. For example, 
Fishmongers, independent grocery stores, and fishermen’s co-ops.

Direct sales to foodservices
Seafood sales to businesses that prepare food. For example, restaurants, fast food outlets, 
seafood shacks, and food trucks.
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Direct sales to source identified distributors (SID)
Businesses not owned by the harvester or immediate family. Seafood sold through this channel 
differs from “conventionally marketed” seafood, in that it is accompanied by information of the 
vessel or seafood harvester who caught it, resulting in additional benefit to the harvester.

....................................................................................................

....................................................................................................



Face-to-face connections with seafood customers are an approach most direct seafood marketers use. In-
person seafood sales and pick-ups were on average the most common approach to selling seafood (85%), 
with only 9% of direct seafood sales conducted online with in-person pick ups and 5% were completely online 
with seafood shipped to customer’s homes.
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