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March Was a Good Month for Seafood Sales
By: Anne-Marie Roerink, President, 210 Analytics 

[bookmark: _Hlk187590832][bookmark: _Hlk174083389][bookmark: _Hlk174043741][bookmark: _Hlk179721807]March Review
· The University of Michigan's Consumer Sentiment Index for March 2025 declined to a reading of 57.0, marking a 11.9% month-over-month decline and a 28.2% year-over-year decrease from March 2024. The university attributes the decline to worsening expectations across various economic factors, including personal finances, labor markets, inflation, business conditions and stock markets.
· The March Consumer Price Index (CPI) eased slightly, mostly due to a substantial drop in gasoline prices. Food prices told a different story. Food-at-home prices increased 2.4% year-over-year, while food-away-from-home prices rose 3.8%. The report landed just after a 90-day pause on reciprocal tariffs was announced. However, tariff news changes rapidly and has prompted consumer concern over prices and availability of goods.
· The paralyzing effects of economic uncertainty, including inflation and tariffs, are leading to continued at-home meal preparation. According to the Circana shopper survey, 80% of all meal occasions were prepared at home in March. This share varied from 72.5% among Gen Z to 86.6% among Older Boomers. 
· Retail is not isolated from behavioral changes in response to economic pressure. Grocery money-saving measures are widespread. Per Circana, four population groups are showing a greater propensity for seeking savings. These include U.S. Hispanic consumers, households with incomes of less than $50,000 annually, rural households and consumers aged 55 and up. Importantly, households in the upper income brackets, who have been critical in growing retail spending for the past few years are also starting to reduce their retail spending recently. 
· The March numbers are heavily impacted by the shift in Easter which falls substantially later in 2025 (April 20th) than in 2024 (March 31st). This shifted holiday volume from March to April (and from the first to the second quarter), but also impacts promotional levels, prices, etc. 

[bookmark: _Hlk187580162]Inflation Insights
[bookmark: _Hlk182721801]In March 2025 (the four weeks ending 3/30/2025), the price per unit across all foods and beverages in the Circana MULO+ universe stood at $4.32. This reflects an increase of 3.3% over March 2024. This is very similar to the first quarter of 2025 average and increase. Importantly, the average price per unit is impacted by the shift in Easter. Retailers tend to run aggressive holiday promotions in advance of major holidays. The Easter shift resulted in a 6.3% decrease in merchandised dollars in March 2025 versus March 2024. Center-store prices averaged $4.05, an increase of 3.5% over March 2024. Fresh food prices averaged $4.31, which was an increase of 3.8% over March 2024. Eggs continued to have a substantial impact on the overall fresh perimeter and total store price points. On a per unit basis, eggs averaged $8.00, which reflects an increase of 72.2% over March 2024. 

	Food & beverages
	2019
	2020
	2021
	2022
	2023
	2024
	Q2 2024
	Q3 2024
	Q4 2024
	Q1
2025
	Mar
2025

	PPU
	$3.13
	$3.31
	$3.49
	$3.93
	$4.17
	$4.24
	$4.24
	$4.24
	$4.30
	$4.30
	$4.32

	Change 
	+2.0%
	+5.7%
	+5.5%
	+12.5%
	+6.1%
	+1.7%
	+1.5%
	+1.9%
	+2.2%
	+2.9%
	+3.3%



Source: Circana, Integrated Fresh, Total U.S., MULO+

After a mismatch in the February reporting, the four March weeks reflect Lent purchasing patterns in both 2025 and 2024. Prices were fairly stable for refrigerated seafood in the shorter- and longer-term, balancing a slight increase for shellfish versus deflation in finfish. Prices in shelf-stable are down year-over-year. Retailers ran more promotions in shelf-stable seafood, but cut back slightly on specials in frozen and refrigerated seafood versus 2024. 

	
	March 2025
	Latest 52 weeks

	
	Average price per pound
	Change vs. YA
	Change vs. 2YA
	Average price per pound
	Change vs. YA
	Change 
vs. 2YA

	Total fresh seafood
	$9.48
	+0.5%
	-1.2%
	$9.62
	+0.8%
	-1.3%

	Fresh finfish
	$10.04
	-1.8%
	-4.0%
	$10.43
	-0.3%
	+0.3%

	Fresh shellfish
	$8.52
	+3.4%
	+1.4%
	$8.49
	+1.2%
	-6.5%

	Total frozen seafood
	$7.00
	+1.9%
	-6.2%
	$7.36
	-0.6%
	-6.0%

	Shelf-stable seafood
	$4.89
	-3.4%
	-5.3%
	$5.06
	-3.7%
	-1.3%



Source: Circana, Integrated Fresh, Total US, MULO+ (not shown: other items in the seafood department)

	Price per pound 
March 2025
	Average price per pound
	Change vs. YA
	Change vs. 2YA

	Fresh salmon
	$11.14
	-1.3%
	-3.9%

	Fresh crab
	$9.10
	+7.3%
	-1.4%

	Fresh shrimp
	$8.43
	+0.4%
	-5.7%

	Fresh cod
	$9.55
	+2.6%
	-8.4%

	Fresh tilapia
	$5.84
	-5.4%
	-3.6%


Price movements for the five largest sellers were mixed. Crab prices increased 7.3%, whereas salmon and tilapia prices were down. Shrimp prices were stable compared to last year but still sit below the average price per pound seen in 2023. 

[bookmark: _Hlk116283646]
	Price per pound
March 2025
	Average price per pound
	Change vs. YA
	Change vs. 2YA

	Frozen shrimp
	$7.63
	+1.6%
	-5.7%

	Frozen salmon
	$8.79
	-0.3%
	-7.6%


In the frozen food aisle, the average price per pound for shrimp rose 1.6%, whereas frozen salmon prices dipped below $9 per pound.  

Source: Circana, Integrated Fresh, Total US, MULO+ (not shown: other items in the seafood department)

Seafood Across the Store 
[bookmark: _Hlk92610860]In 2024, Lent started on February 14. This year, Lent started on March 5. The much later start to the Lent and Easter had a substantial impact on year-over-year seafood sales in February, but evened out in March. Refrigerated, frozen and shelf-stable seafood all grew dollar sales year-over-year. Additionally, all three grew pound sales compared to March 2024. Frozen seafood was the biggest category in March 2025 and also had the highest dollar gains. Shelf-stable seafood had the highest pound gains, but on a much smaller base.    

	
	March 2025
	Latest 52 weeks

	
	Dollar 
size
	Dollars
vs. YA
	Dollars 
 vs. 2YA
	Pounds
 vs. YA
	Poundsvs. 2YA
	Dollars
vs. YA
	Dollars 
 vs. 2YA
	Pounds
 vs. YA
	Pounds vs. 2YA

	Fresh seafood
	$679M
	+1.9%
	-1.7%
	+1.4%
	-0.4%
	-1.1%
	-4.5%
	-1.9%
	-3.2%

	Frozen seafood
	$738M
	+5.1%
	+2.2%
	+3.1%
	+9.0%
	-0.5%
	-5.3%
	+0.1%
	+0.7%

	Shelf-stable seafood
	$276M
	+4.4%
	+5.0%
	+8.1%
	+10.9%
	+1.5%
	+2.0%
	+5.4%
	+3.4%



Source: Circana, Integrated Fresh, Total US, MULO+

Ambient Seafood 
The later start to Lent substantially affected ambient seafood sales in February, but growth resumed in March. Cans and pouches generated $276 million in March 2025, which reflects a 4.4% increase in dollar sales and 10.9% increase in unit sales. Both growth rates are far higher than those seen in the full-year view. Ambient tuna was easily the biggest area of growth and sardines had very strong growth rates albeit on a small base. 

	
	March 2025
	Latest 52 weeks

	Type
	$ sales
	$ vs. YA
	Units vs. YA
	$ sales
	$ vs. YA
	Units vs. YA

	Ambient seafood
	$276M
	+4.4%
	+10.9%
	$3.3B
	+1.5%
	+3.1%

	Ambient tuna
	$195M
	+1.1%
	+7.2%
	$2.4B
	+1.7%
	+3.3%

	Ambient salmon
	$24M
	+5.7%
	+1.9%
	$286M
	+0.1%
	+0.0%

	Ambient sardines
	$31M
	+43.1%
	+50.9%
	$301M
	+9.9%
	+5.2%

	Ambient all other
	$21M
	-5.4%
	+0.9%
	$267M
	-5.5%
	+1.6%



Source: Circana, Integrated Fresh, Total US, MULO+

Fresh/refrigerated seafood Households buying
Annual trips/buyer
Units 
per trip
Spend 
per trip 
Annual dollars/buyer
66.0% | +0.8%
6.8 | +2.1%
2.9 | +1.8%
$6.10 | -1.1%
$42 | +1.8%


Fresh/refrigerated seafood sales were also heavily impact by the later start to Lent and Easter. Total fresh seafood sales during the four March weeks were up 1.9%, while department sales decreased by about 1% in the full year. Fresh finfish had the best performance, with sales pulling into positive territory in the full-year view.  

	
	March 2025
	Latest 52 weeks

	Type
	$ sales
	$ vs. YA
	Lbs vs. YA
	$ sales
	$ vs. YA
	Lbs vs. YA

	Total fresh seafood
	$679M
	+1.9%
	+1.4%
	$8.4B
	-1.1%
	-1.9%

	Fresh finfish
	$478M
	+5.8%
	+7.7%
	$5.6B
	+1.2%
	+1.5%

	Fresh shellfish
	$175M
	-6.7%
	-9.8%
	$2.6B
	-6.1%
	-7.2%

	All other seafood
	$26M
	-3.2%
	-5.1%
	$347M
	+1.0%
	-2.6%


Source: Circana, Integrated Fresh, Total US, MULO+

Finfish sales have been on a long comeback tour and first quarter and March sales were strong. Both dollar and pound sales increased by 2-3% at the start of 2025.
Source: Circana, Integrated Fresh, Total US, MULO+ 


The trajectory for shellfish is vastly different. Year-over-year pound gains peaked in the first quarter of 2023 and have been in the negative ever since. 

Source: Circana, Integrated Fresh, Total US, MULO+ 




	Fresh seafood
	Dollar sales
	Dollar vs. YA
	Pounds vs. YA

	March 2025
	$679M
	+1.9%
	+1.4%

	w.e. 03-09-25
	$184M
	+9.2%
	+11.2%

	w.e. 03-16-25
	$169M
	+3.9%
	+2.4%

	w.e. 03-23-25
	$162M
	+1.1%
	-0.9%

	w.e. 03-30-25
	$164M
	-6.2%
	-6.9%


The first three of the four March weeks experienced dollar sales increases. The last week was Easter week in 2024 and the only week in which both year-on-year dollars and pounds decreased. The results during the first two weeks are promising for the remaining three weeks of Lent in April, with Easter falling on April 20th. 
Top Species
Underneath the results for the total seafood department, individual species showed widely varying results. Powerhouse salmon generated more than four times the sales of number two, shrimp. This is also the first time in many, many months that shrimp overtook crab as the number two seller. Several species gained in pounds in March, including salmon, shrimp, tilapia, cod and trout. In the full-year view, salmon pound sales moved into the plus. Shrimp, tilapia, cod and trout are also showing demand growth. 

	
	March 2025
	Latest 52 weeks

	Type
	$ sales
	$ vs. YA
	Lbs vs. YA
	$ sales
	$ vs. YA
	Lbs vs. YA

	Total fresh seafood
	$679M
	+1.9%
	+1.4%
	$8.4B
	-1.1%
	-1.9%

	Salmon
	$331M
	+5.6%
	+7.0%
	$3.9B
	+0.9%
	+0.4%

	Shrimp
	$72M
	+7.7%
	+7.3%
	$893M
	-1.7%
	+1.1%

	Crab
	$67M
	-15.6%
	-21.3%
	$1.1B
	-9.2%
	-10.0%

	Lobster
	$20M
	0.0%
	-7.4%
	$386M
	-3.1%
	-17.6%

	Tilapia
	$27M
	+29.2%
	+36.6%
	$264M
	-0.1%
	+3.0%

	Cod
	$26M
	+4.3%
	+1.7%
	$257M
	+5.3%
	+6.5%

	Trout
	$20M
	+22.9%
	+30.9%
	$223M
	+2.4%
	+5.4%

	Seafood salad
	$8M
	-13.6%
	-20.0%
	$122M
	-5.7%
	-7.7%


Source: Circana, Integrated Fresh Total US, MULO+


Frozen Seafood Sales 
The total frozen food department generated $6.6 billion in sales in the four March weeks. Unlike seafood, the total frozen food department had negative unit sales due to the impact of the much later Easter. The holiday-related sales moving to April had a substantial impact in areas such as baked goods and desserts, though the success of processed meat/poultry and regular meat/poultry continued. Sales for processed meat and poultry (chicken nuggets, sausage, etc.) are starting to approach the levels of frozen seafood. Frozen meat and poultry, such as chicken breast, also grew sales year-over-year, but is smaller, at $487 million in sales. Frozen seafood had positive unit growth in March and the latest 52-week views. 

	
	March 2025
	Latest 52 weeks

	
	Dollar sales
	Dollars vs. YA
	Units 
vs. YA
	Dollar sales
	Dollars vs. YA
	Units 
vs. YA

	Frozen food department
	$6.6B
	+0.9%
	-1.2%
			$85.9B
	+1.5%
	+1.2%

	Meals 
	$2.2B
	-1.3%
	-1.4%
	$28.2B
	-0.7%
	-0.4%

	Seafood
	$738M
	+5.1%
	+5.4%
	$8.2B
	-0.5%
	+0.7%

	Processed meat/poultry
	$607M
	+10.4%
	+8.9%
	$7.6B
	+10.6%
	+10.0%

	Meat/poultry 
	$487M
	+5.3%
	+6.4%
	$6.7B
	+4.1%
	+3.2%


Source: Circana, Integrated Fresh, Total US, MULO+

March was a strong month for frozen seafood. Dollar sales grew more than 5% and pounds grew by 3.1%. The latter was driven by big gains in finfish sales, though shellfish (predominantly shrimp) also grew year-on-year. 

	Dollar sales
	2020
	2021
	2022
	2023
	2024
	Q2 24
	Q3 24
	Q4 24
	Q1 25
	Mar 25
	$ 
vs YA
	Pounds 
vs YA

	Frozen seafood
	+38%
	+2%
	-1%
	-4%
	-3%
	-5%
	-2%
	-1.0%
	-0.1%
	$738M
	+5.1%
	+3.1%

	Shellfish
	+42%
	+4%
	-5%
	-6%
	-3%
	-7%
	-3%
	-3.2%
	+0.4%
	$406M
	+2.6%
	+1.4%

	Finfish
	+32%
	-1%
	+7%
	-2%
	-1%
	-3%
	+0%
	+1.8%
	-1.1%
	$307M
	+8.4%
	+5.1%

	All other frozen seafood
	+36%
	+6%
	-4%
	+3%
	-4%
	-2%
	-7%
	+12.8%
	+6.2%
	$24M
	+7.4%
	-0.8%

	Seafood alternatives
	+22%
	+19%
	+16%
	-15%
	-5%
	-3%
	-5%
	-3.4%
	-2.0%
	$789K
	+7.3%
	+3.0%



Source: Circana, Integrated Fresh, Total US, MULO+


Top 5 Frozen Species 
Shrimp were the frozen seafood powerhouse, with sales of $4.1 billion in the latest 52 weeks. Shrimp has seen an improvement in performance since September 2024, with a brief pause due the Lent date mismatch in the February reporting. Growth resumed in March. Additionally, salmon pounds are also growing once more. 

	Top 5 frozen species
	March 2025
	Latest 52 weeks

	Type
	$ sales
	$ vs. YA
	Lbs vs. YA
	$ sales
	$ vs. YA
	Lbs vs. YA

	Frozen shrimp
	$347M
	+3.1%
	+1.5%
	$4.1B
	-0.2%
	+1.3%

	Frozen salmon
	$91M
	+7.8%
	+8.2%
	$1.0B
	-3.4%
	+0.3%

	Frozen pollock
	$72M
	+11.4%
	+6.6%
	$613M
	+2.2%
	-0.3%

	Frozen tilapia
	$51M
	+5.5%
	-0.1%
	$539M
	-1.1%
	-5.3%

	Frozen cod
	$31M
	+4.1%
	-3.6%
	$303M
	-2.0%
	-6.6%


[bookmark: _Hlk121583547][bookmark: _Hlk116291245]
[bookmark: _Hlk118920915][bookmark: _Hlk127026660]
What’s Next?
· The February, March and April reports are all affected by the very different timing of Easter in 2024 and 2023. While February was negatively impacted, the March weeks are somewhat more comparable with the exception of the fourth week, which was Eater in 2024. Come April, seafood sales will benefit from an additional three weeks of holiday-related sales going up against three everyday weeks in 2024. This will likely result into a strong growth month, though prices and availability will have a big impact on the results.  
· The ongoing news about tariffs has already resulted in 30% of shoppers stockpiling some items out of concerns for rising prices or out-of-stocks. This includes pantry staples such as pasta, rice and cereal (62%), canned foods (55%), bottled/canned beverages (47%), coffee (35%) and items such as home care and cleaning products. 
[image: A logo with white text
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· [bookmark: _Hlk182727707]While the meal landscape remains home-centric, 78% of consumers did consume at least one restaurant meal in March 2025. Delivery and takeout make up an ever-growing share of restaurant sales. Gen Z and Millennials are the driving forces behind delivery and takeout. For instance, while 58% of Gen Z have gotten restaurant takeout in the past month, only 34% of Boomers have done so. Likewise, 35% of Gen Z have gotten delivery versus just 9% of Boomers.  

[image: ][image: ]Questions or looking for more information?
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[bookmark: _Hlk166244871][bookmark: _Hlk166244872]Or reach us here			aroerink@210analytics.com  FOR PUBLIC USE
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Or reach us here			aroerink@210analytics.com
Date ranges: 

2024: 52 weeks ending 12/29/2024
Q4 2024: 13 weeks ending 12/29/2024
Q1 2025: 13 weeks ending 3/30/2025
March 2025: 4 weeks ending 3/30/2025



Fresh finfish | Dollar and volume sale vs. YA

$ vs. YA	
2020	2021	Q1 22	Q2 22	Q3 22	Q4 22	Q1 23	Q2 23	Q3 23	Q4 23	Q1 24	Q2 24	Q3 24	Q4 24	Q1 25	Mar 25	0.2048200166972387	9.8277108965361945E-2	4.1984639056850334E-2	6.505371460729209E-2	3.8459226024367459E-2	2.5134137186452299E-2	4.5887546751452145E-2	4.0676270782707222E-3	-9.0413468779247368E-3	-2.9790484393234711E-2	-4.4999999999999998E-2	-1.4999999999999999E-2	4.0000000000000001E-3	2.3E-2	2.5000000000000001E-2	5.8000000000000003E-2	Lbs vs. YA	
2020	2021	Q1 22	Q2 22	Q3 22	Q4 22	Q1 23	Q2 23	Q3 23	Q4 23	Q1 24	Q2 24	Q3 24	Q4 24	Q1 25	Mar 25	0.21612143755047789	2.9661600528784558E-2	-6.9006928508311915E-2	-6.0604176537040221E-2	-4.7327185792591861E-2	-3.3686664878362534E-2	-2.2463091503221268E-2	-1.8811345521405086E-2	-1.5225006700881137E-2	-4.255941365231905E-2	-2.5000000000000001E-2	-2E-3	4.0000000000000001E-3	2.4E-2	2.4E-2	7.6999999999999999E-2	



Fresh shellfish | Dollar and volume sale vs. YA

$ vs. YA	
2020	2021	Q1 22	Q2 22	Q3 22	Q4 22	Q1 23	Q2 23	Q3 23	Q4 23	Q1 24	Q2 24	Q3 24	Q4 24	Q1 25	Mar 25	0.43878525962161319	2.0446607749305748E-2	-0.19372159523663715	-0.21568443215096841	-0.11662998323529136	-9.5684531390933969E-2	1.5292022796500984E-2	-1.0536879344479753E-2	-8.046566298416695E-2	-0.10197981766643789	-0.10299999999999999	-9.4E-2	-0.03	-6.6000000000000003E-2	-3.6999999999999998E-2	-6.7000000000000004E-2	Lbs vs. YA	
2020	2021	Q1 22	Q2 22	Q3 22	Q4 22	Q1 23	Q2 23	Q3 23	Q4 23	Q1 24	Q2 24	Q3 24	Q4 24	Q1 25	Mar 25	0.38838021911923787	-4.2613655037908447E-2	-0.19148523329527564	-0.17548667146119049	-5.2642001773735923E-2	-1.5983682345610054E-2	0.11363120529620017	7.9793243820720741E-2	-2.4441282541258274E-3	1.5053952111881978E-2	-7.0000000000000007E-2	-7.5999999999999998E-2	-1.4E-2	-0.10100000000000001	-8.5000000000000006E-2	-9.8000000000000004E-2	
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