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Sink or swim?
Such is the question being posed by industries of all types – seafood included – as 
they face down a series of increasingly challenging obstacles heading into the 
second half of 2022.

Over two years into the pandemic, COVID-19 concerns appear to be easing in the 
U.S. Nevertheless, general anxiety continues to run high, mainly due to a fraught 
and volatile economic landscape.

According to IRI data, extreme concern related to inflation – which has reached a 
40-year high – was expressed by 49 percent of surveyed shoppers as of March 2022. 
Comparatively, 29 percent of consumer participants told IRI they were similarly 
concerned about coronavirus, signifying that “inflation has a far greater grip on the 
nation’s food spending than COVID-19 at this point in time,” the research firm said.

Consumers aren’t alone in their fears. Restaurants, retailers, and seafood business 
are also feeling financial tension, partly due to inflation as well as supply-
chain disruptions, labor shortages, and credit card processing costs – all topics 
spotlighted in this latest edition of the Key Buyer 2022 Industry Update, brought to 
you by SeafoodSource.

Trying times like these are nothing new to the North American seafood industry, 
which has a knack for taking the lemons of hardship and making a ceviche of new 
opportunities. As it contended with staffing and funding woes, the foodservice 
sector still managed to stack its menus with compelling Lenten season offerings 
this year. Retailers, meanwhile, have worked to fortify local connections with 
accelerator programs, and are collaborating with legislators to lighten the financial 
load for the inflation-strapped industry. 

Perseverance is seafood’s most enduring trend. We hope this mantra ushers you 
and your team through the rest of the year, no matter how hot the summer gets.
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For more than 85 years, Shaw Family Seafood Co. has been the 
best in the business at private label co-packing highly customized 
comfort foods with modern twists. When you partner with us  
for an effortless collaboration, you’ll discover innovative foods 
perfectly suited for your culinary needs. So let’s get started  
on your flavorful vision. 

The company you’ve known for decades as Shaw Southern Belle 
Seafood will now be known simply as Shaw Family Seafood Co.   

We’re proud to be your private label and 
co-packing partner for almost 100 years.

SHAWFAMILYSEAFOOD.COM
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RETAILERS FEELING 
OVERDRAWN BY RISING 
CREDIT CARD SWIPE FEES
BY MADELYN KEARNS

S P O T L I G H T  O N

AT THE BEGINNING OF MAY 2022, Giant Eagle 
President, CEO, and Executive Chair Laura 
Karet told the U.S. Senate Judiciary Committee 
about a million-dollar problem facing down her 
Pennsylvania, U.S.A.-headquartered grocery 
business.

Testifying before the committee on 4 May, 
Karet outlined the circumstances that led to the 
costly conundrum confronting Giant Eagle and 
many others in the U.S. retail industry at large. 

“On 22 April, 2022, with no negotiation or 
threat of competition constraining them, Visa and 
Mastercard imposed a fee increase that will cost 
Giant Eagle USD 1.3  [EUR 1.2 million] annually,”  
Karet said.

According to Visa and Mastercard, the April 2022 decision to 
impose a USD 1.2 billion (EUR 1.1 billion) increase in interchange 
rates – which are fees paid by merchants to process each credit 
or debit card transaction – was driven by multiple factors. The 
heightened swipe fees will help cover the costs of robust rewards 
programs and banking services, the two credit card giants said, as 
well as guarantee payment in cases of customer overdraft or fraud, 
per CNN Newsource. 

U.S. retailers and the trade organizations that represent them, 

however, are concerned that the elevated 
processing costs are getting out of hand.

The fee amount charged for Visa and 
Mastercard credit card transactions reached a 
record high of USD 77.5 billion (EUR 73.9 billion) in 
2021 – up 25 percent in one year alone and up 180 
percent over the previous decade, the National 
Retail Federation (NRF) said, citing Nilson Report 
data. Swipe fees for all credit card brands totaled 
USD 137.8 billion (EUR 131.4 billion) last year, more 
than double over a decade, Nilson noted. 

For many retailers, swipe fees are among 
their steepest operational costs, Jennifer Hatcher, 
the chief public policy officer and government 

relations senior vice president for FMI – the Food Industry 
Association, told SeafoodSource. 

“Most of our members report that these fees are their highest 
cost after labor,” Hatcher said.

The current economic climate is only intensifying matters, 
especially for smaller retailers, including fishmongers and seafood 
shops, Hatcher added.

“With these inflationary increases, the fees are only going up, 
because they’re a percentage of the transaction. That’s why I think 
particularly those smaller stores – who may not have focused on 

IN 2021,  
THE FEE AMOUNT 

CHARGED FOR VISA AND 
MASTERCARD CREDIT CARD 

TRANSACTIONS REACHED

$77.5 Billion



making Yellow
tail

Saving the

BigBlue

Forever Ocean’s new sashimi-grade 

Yellowtail is humanely ocean-raised,  

free of contaminants, and high in  

omega-3s. It’s a sustainably delicious  

fish that’s good for the people and 

the planet.
 
Request your FREE SAMPLE of 
NEW Forever Oceans Yellowtail at 
ForeverOceans.com/samples. 

https://www.foreveroceans.com/
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this as much before – are really going to be hit, and their customers 
as well,” Hatcher said.

NRF Chief Administrative Officer and General Counsel Stephanie 
Martz agrees that “ongoing and unwarranted increases in swipe fees 
are especially damaging to small retailers.”

“We have heard many stories from small retailers about the 
extreme challenges posed by the current payments system and 
Visa and Mastercard’s continuing monopoly,” Martz said. “It is 
small retailers who are calling for swipe fee reform more than any 
other segment of our industry. They pay the highest swipe fees 
and have the fewest resources to fight back against global credit 
card networks and Wall Street banks. They want the card industry 
to compete the same as they do.”

Consumers, too, are being impacted, with the average American 
family seeing “at least USD 700 [EUR 667] a year going towards 
paying these fees,” according to Hatcher and FMI. 

“These fees impact everyone – even if you use cash or a form of 
payment that’s less expensive, like a debit card with a pin, you’re still 
seeing the increases that are happening on the credit side because 
they’re just so significant in terms of the percentage transactions,” 
Hatcher said.

The COVID-19 pandemic has served as an escalator for the 
situation, Hatcher explained, with the percentage of online sales – 
predominantly carried out by credit and debit cards – soaring from 
10.5 percent in 2019 to almost 30 percent by the summer of 2020.

“What we saw during the pandemic was really an increase in 
the number of customers and the number of transactions that were 
being initiated online. And those transactions, for the most part, 
were using credit cards or debit cards as payment,” she said. “For 
each of these transactions, the swipe fees associated with those 
cards are between 2 and 4 percent, and that’s with a profit margin 
in our industry of between 1 and 3 percent. Clearly, all of that cannot 
be absorbed, so the impact then is not only on the business, but 
also on the customer.”

Karet argued in her testimony that “Visa and Mastercard used 
the pandemic as an opportunity to effectively increase swipe fees.” 

“While Giant Eagle went to great lengths to insure that our 
customers and employees were safe by providing curbside pickup 
and online ordering, Visa and Mastercard used this shift in shopping 
behavior to charge us a higher ‘card not present’ rate for these 
services. This alone effectively increased the swipe fees that Giant 
Eagle paid,” Karet said. “The other members of our industry also 
witnessed an explosion in the growth of online sales, which are 
principally limited to credit or debit cards, in part due to Visa and 
Mastercard’s efforts to insure that their cards were essentially the 
only form of payment that could be used for such transactions. 
Even before the pandemic, FMI research shows card transactions 
accounted for nearly 80 percent of grocery sales across the industry. 
The rise in card payments due to the pandemic remains elevated to 
this day, meaning the cost of swipe fees on grocery stores is higher 
than ever before.” 

Karet and Martz both said they believe that a lack of competition 
in the market is partially to blame for rising swipe fees.

“At a time when retailers of all sizes are facing supply chain 
disruptions, labor shortages and rampant inflation in a still-
recovering economy, the dramatic increase in swipe fees and the 

lack of competition in the U.S. payments system require close 
examination by Congress,” Martz said. “Lack of competition is why 
swipe fees keep rising, and it is necessary that Congress demand 
answers.”

Visa and Mastercard – which control 80 percent of the market 
– are some of the only vendors Giant Eagle hasn’t been able to 
negotiate with, Karet said.

“When Giant Eagle buys ketchup or paper towels, its suppliers 
compete to give Giant Eagle the best price,” Karet said. “Ultimately, 
our customers benefit from a competitive market. In contrast, Visa 
and Mastercard do not compete for merchant business. I believe 
companies should be able to charge competitive prices for the 
goods and/or services they offer, but, from my experience, there is 
nothing competitive about two companies collectively setting fees 
that are then charged uniformly by every bank in the country at a 
rate that ends up exceeding all our business expenses, other than 
the salaries of our associates and rent.” 

Hatcher recommends seafood retailers take a close look at their 
statements now and analyze what kinds of payment methods their 
customers prefer to help combat some of the swipe strain.

“Folks should look at their statements and understand how much 
they’re paying and the different types of payments and what their 
payments mix is,” she said. “What are their customers using when 
they come to pay? And what kind of fraud are the businesses paying 
for? What are the other charges that they may be paying for?”

With these components in mind, retailers can consider ways 
“to drive customers to a lower form of payment with an incentive,” 
perhaps through point systems or other creative means, Hatcher said. 

In the meantime, organizations such as FMI are eager to work 
with Congress “to foster competition and transparency in the credit 
card market,” it said in its own testimony to the U.S. Senate Judiciary 
Committee.  

“One concept we support is requiring more than one network 
option to route financial data on a credit card – just like most cities 
have more than one road into the city,” the organization said. 
“Implementing network routing competition would be a good first 
step in addressing the unchecked card fees and lack of transparency 
retailers face as the condition of accepting credit cards for customer 
purchases. Grocers remain committed to serving all their customers, 
regardless of how they pay, but reforming the credit card market is 
imperative to our industry.” 



Ruggiero Seafood, Inc.
PO Box 5369 Newark, NJ 07105 - info@ruggieroseafood.com - www.ruggieroseafood.com 
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M A R K E T  O U T LO O K

FOODSERVICE OPERATING environments 
underwent rapid changes throughout the first 
quarter of this year, Toast, an all-in-one digital 
platform built for restaurants, noted in its Q1 
Restaurant Trends Report. “A surge in guests 
dining in” was seen among U.S. restaurants 
during this year’s first quarter, according to the 
report, with on-premise dining sales jumping 

46 percent compared to Q1 2021. Meanwhile, takeout and delivery 
sales fell by 7 percent over the same period, Toast found.

“Diners are ready for the warm weather and enjoying their 
favorite meals in person,” Toast said.

While consumers are looking forward to summer season 
reservations, many restaurants are struggling to secure what the 
National Restaurant Association (NRA) dubs their “greatest asset” 
– staff. 

“Normally during this time of year, restaurants across the country 
would be staffing up for the opening weekend of the summer 
season. These summer jobs are typically filled by a wide variety of 

individuals – teenagers, college students, teachers 
– even retirees who want to pick up a few shifts 
at the 19th hole of their local golf course,” Bruce 

Grindy, the NRA’s chief economist, wrote in a May 
2022 analysis post. “Given the current labor market 

environment, restaurants will likely need maximum 
participation from all of these groups if they want 

to fill their open vacancies for the summer season.”

RESTAURANTS PREP FOR 
SEASONAL CHALLENGES  
ON ROAD TO RECOVERY

ON-PREMISE  
DINING  

SALES JUMPED  

46%

2022
FIRST QUARTER

CREDIT: TOAST

With pandemic-related restrictions being 
lifted across the U.S., restaurant operators are 
seeing their dining rooms start to fill up once 
again in 2022. But troubles, both new and 
familiar, continue to antagonize the recovering 
sector, mainly in the form of labor shortages, 
a lack of financial assistance, and supply-chain 
disruptions spurred by record-high inflation. 

BY MADELYN KEARNS



https://netunousa.com/
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Many restaurants are “below normal 
staffing levels,” Grindy noted, and are 
“working to rebuild their teams back to pre-
pandemic levels.” In the NRA’s May tracking 
survey, 58 percent of foodservice operators 
cited employee recruitment and retention 
as the top challenge they’re facing. As 
of the end of March, Job Openings and 
Labor Turnover Survey (JOLTS) data from 
the Bureau of Labor Statistics tallied the 
number of job openings for the restaurants 
and accommodations sector at nearly  
1.5 million. 

“While this was down somewhat from 
the record 1.8 million unfilled job openings 
recorded in December 2021, it was nearly 
double the typical readings during the 
months leading up to the pandemic,” 
Grindy said. 

Compounding labor woes for the U.S. 
foodservice industry is the Senate’s recent 
decision to strike down the Small Business 
COVID Relief Act of 2022 (S. 4008), legislation 
that included USD 40 billion (EUR 37 billion) 
intended to replenish the Restaurant 
Revitalization Fund (RRF), according to NRA 
President and CEO Michelle Korsmo. 

“Restaurants that are still trying to make 
up for what was lost in the pandemic today 
are struggling with workforce shortages, 
record-high inflation, and supply-chain 
constraints,” Korsmo said in May. “[This vote 
will] further exacerbate those challenges 
and result in more economic hardships for 
the families and communities across the 
country that rely on the restaurant and 
foodservice industry.” 

An estimated 177,300 restaurants have 
been waiting for a RRF grant, according  
to the Independent Restaurant Coalition 
(IRC). The organization expects that more 
than half of those operations will close 
in the coming months in the wake of the 
Senate’s vote.

The NRA said that even though there 
appears to be progress toward recovery 
from a consumer spending perspective, 
restaurants – which operate on 3 to 5 
percent pre-tax profit margins – are up 
against a deluge of new obstacles that make 
paying off pandemic debt more difficult, if 
not impossible.

“Soaring food prices, supply chain 
constraints, and workforce shortages make 
it impossible for many restaurants to pay 
off debt that was accumulated during the 
pandemic,” the association said.

As is the case with most industries and 
individuals as of late, 40-year-high inflation 
rates are having an impact on restaurants 
as well as their active and prospective 
clientele. IRI’s April 2022 consumer survey 
found that 35 percent of participants 
planned to cut back on restaurant spending 
amid the current economic climate. 

High prices across the board, from gas to 
food to housing, have been prompting many 
consumers to reevaluate and reprioritize 
their spending. Inflation has also been 

pushing restauranteurs to undergo a similar 
process with their menus: The U.S. Bureau of 
Labor Statistics reported that menu prices 
increased by 7.2 percent in April 2022 over 
the last year, representing the largest one-
year influx seen since November 1981.

It’s a web of interconnected challenges, 
according to On the Line’s Justin Guinn.

“Food inflation is driving ingredient 
prices higher. Wages are up. Labor capacity 
remains a struggle. Gas prices are shrinking 
consumer spending,” Guinn wrote in a recent 
post for On the Line, a Toast publication.  

While there’s plenty of hardship for 
foodservice right now, Guinn said points 
of hope – and growth – are also present.

“While it’s mostly grim, it’s not all grim. 
There are a few positive numbers across the 
industry to brighten the scene,” Guinn said. 
“Restaurants just recorded the best year-
over-year increase in their share of the 
consumer food dollar. Data from the  
U.S. Census Bureau indicates restaurant 
spending accounted for 54.9 percent of the 
food dollar. That’s up 2.6 percent from  
52.3 percent in April 2021. Also encouraging 
is data from Revenue Management 
Solutions showing that while overall 
restaurant traffic is down 9.4 percent [year-
over-year], the drop in traffic is exclusive to 
drive-thru, which saw a 13.4 percent 
decrease. Dine-in, take-out, and delivery 
were up 2.4, 0.8, and 0.8 percent, 
respectively. It’s by no means great growth, 
but growth nonetheless.” 

M A R K E T  O U T LO O K

HAVE BEEN 
WAITING FOR 
A RRF GRANT.

AN ESTIMATED

177,300
RESTAURANTS

– INDEPENDENT RESTAURANT COALITION
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INFLATION EATING AWAY AT 
CONSUMERS’ WALLETS AND 
SEAFOOD SHOPPING HABITS
BY BHAVANA SCALIA-BRUCE 

PIVOTAL E VENTS have impacted 
consumerism across the United States in 
2022, as is reflected in seafood sales and 
generational eating habits.

The first half of the year has brought 
about economic changes related to 
inflation, Russia’s invasion of Ukraine, and 
the still ongoing COVID-19 pandemic. 
Seafood suppliers have been struggling in 
the face of these current events, contending 
with labor shortages as well as a myriad of 
other supply-chain challenges. 

Consumers, too, are feeling the strain, 
grappling with the highest level of inflation 
seen in 40 years. Rising food and gas prices 
are altering American purchasing habits, 
with a recent CNN poll finding that 63 
percent of U.S. consumer respondents 
have reduced nonessential spending and 
changed the way they shop for groceries. 
The economy was cited by 50 percent of 
the poll’s participants as the most important 

national issue – up 36 percent compared to 
the last polling in November – followed by 
the Russia-Ukraine war (14 percent). 

A report conducted by First Insight found 
that 37 percent of consumers had plans to 
reduce their consumption of meat and 
seafood in response to rising prices. Nearly 
all Americans (97 percent) surveyed said they 
will be changing up the way they spend to 
afford their top four most-critical purchases, 
which include groceries (56 percent), gasoline 
(43 percent), housing costs (29 percent), and 
healthcare (18 percent). 

Consumers “are extremely aware” of 
inflation, IRI data shows, with 92 percent of 
surveyed primary shoppers in March saying 
they believed food prices were somewhat or 
a lot higher than in 2021. Extreme concern 
over inflation was reported to IRI by 49 
percent of surveyed shoppers at the end of 
the first quarter, compared to the 29 percent 
who expressed a similar level of concern 
over coronavirus, signifying that “inflation 
has a far greater grip on the nation’s food 
spending than COVID-19 at this point in 
time,” IRI said. 

56%

97%
OF CONSUMERS  

SURVEYED IN 2022  
ARE CHANGING UP  

THE WAY THEY  
SPEND

56% 
INCLUDED 

GROCERIES AS A 
CRITICAL COST 

43% 
INCLUDED  
GASOLINE AS A  
CRITICAL COST 

29% 
INCLUDED  
HOUSING AS A 
CRITICAL COST  

18% 
INCLUDED  

MEDICAL CARE AS  
A CRITICAL COST CREDIT: FIRST INSIGHT 



56%

wild-caught

sea scallops

Visit truenorthseafood.com for more information.

TRY OUR NEW SEA SCALLOPS!
Wild-caught in the USA, our sea scallops boast a sweet and 
succulent flavor indicative of true Atlantic seafood delicacies. 
13g of protein per 110g serving and a convenient 4-minute 
cook time. Enjoy on their own or add them to pastas, salads, 
or vegetables for a delicious meal in minutes.

https://www.truenorthseafood.com/
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According to 210 Analytics Principal 
Anne-Marie Roerink, price spikes aren’t 
expected to abate amid Russian sanctions, 
especially when it comes to species like 
crab, cod, and Alaska pollock. Roerink said 
in May that the stable of modern obstacles – 
from the war in Ukraine and renewed COVID 
lockdowns in China to record inflation and 
labor shortages – “will have a continued 
effect on food and frozen food sales in the 
months to come.”

A combination of inflation and the 
COVID-19 pandemic has prompted 
Americans to dine out less, IRI said, opting 

instead for more home-based solutions 
such as takeout and to-go meals. In March 
2022, 80 percent of consumers told IRI they 
recently made restaurant purchases, most-
commonly takeout (52 percent), followed 
by on-premises dining (48 percent), and 
delivery (23 percent). In April, 35 percent 
of consumers surveyed for the month 
said they were cutting back on restaurant 
spending.

The share of meals expected to be 
prepared at home dropped slightly in April 
to 78.8 percent, meaning that a reduction in 
restaurant spending may not automatically 
translate to fewer visits, Roerink noted.

“This points to consumers visiting 
restaurants a bit more than during December 
through February, but they are finding ways 
to reduce their spending,” she said.

A majority of U.S. consumers (91 percent) 
queried by IRI said they expect to cook from 
scratch as much (72 percent) as last year or 
more often (19 percent). Moreover, Roerink 
said “renewed in-person socializing with 
friends and family” is inching upward, “with 
15 percent expecting to entertain more.” 

On the retail side, frozen seafood 
sales rose 2.8 percent and shelf-stable 
seafood sales increased 9.6 percent in 
April 2022 compared to the same month 
in 2021, according to IRI and 210 Analytics. 
Fresh seafood sales, however, dropped 
11.8 percent to USD 493 million (EUR 468 
million), potentially due to prices hikes in 
the category – IRI and 210 Analytics found 
that fresh seafood sales jumped an average 
of 13.5 percent per unit in April, higher than 
the 12.1 percent increase seen in March. 

Trends show consistent and increasing 
popularity for shelf-stable seafood. Shelf-

stable seafood, primarily generated by tuna, 
reached USD 222 million (EUR 206 million) in 
sales in the month of March 2022 alone, IRI 
found, showing an increase from the USD 
200 million (EUR 186 million) observed in 
February 2022. 

“Frozen and canned have two 
advantages over fresh seafood during 
inflationary times like these,” Roerink told 
SeafoodSource in April. “The number-one 
advantage is shelf-life – whereas fresh 
seafood needs to be used or frozen within 
a few days of purchase, frozen and canned 
seafood have little to no waste.”

Roerink added that “frozen and canned 
have a more favorable unit price, which 

underscores the idea of it being more 
price-advantageous.” 

“People may decide on a tuna salad 
sandwich instead of a fresh or frozen cod 
filet, for instance,” she said. 

There are numerous additional factors 
that key demographics, such as millennials 
and Generation Z, have on their radar. 
Alongside accessible and affordable 
seafood, consumers also crave healthy, 
delicious options – and the equipment 
that can help bring such dishes to life. A 
popular cooking fad during the pandemic 
has been purchasing an air fryer, which 

enables consumers to prepare frozen or 
fresh seafood in a quick and accessible way 
that also has some healthful benefits.

“Since the start of the COVID-19 
pandemic, air frying and health have been 
trending,” Gorton’s Seafood, a Gloucester, 
Massachusetts, U.S.A.-based supplier, told 
SeafoodSource last year. “Air fryers were the 
number one appliance in [year-over-year] 
absolute [dollar] growth and units increased 
by nearly 40 percent (NPD Small Appliance 
POS, 52 weeks ending 15 January, 2021). 
Consumers still want delicious, coated 
seafood, but without the guilt.” 

Wellness and sustainability continue to 
be top seafood consumption con-
siderations, a trend corroborated by 
Datassential’s Insider database, which 
found that 89 percent of surveyed 
consumers believed seafood to be healthy. 
Increases in seafood consumption were 
seen across generations, Datassential 
recently found, from Generation Z (26 
percent) and millennials (21 percent) to 
Generation X (16 percent) and Baby 
Boomers (13 percent). 

GENERATION Z

26%
MILLENNIALS

21%

BABY 
BOOMERS

13%
GENERATION X

16%

89%
OF CONSUMERS  

BELIEVED SEAFOOD TO 
BE HEALTHY

CREDIT: DATASSENTIAL

CONSUMERS 
HAVE SEEN A

40%
INCREASE IN  

AIR FRYER UNITS  
SINCE THE START  
OF THE COVID-19 

PANDEMIC.
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THE NUMBER OF RESTAURANTS launching new seafood dishes fell in February and March of this year 
compared to 2021, Datassential found. For those who did innovate new Lenten offerings in 2022, however, 
creativity reigned, the analytics firm said.

“I’d say the story is that for operators who choose to offer a Lenten special, it seems to be a core part 
of their business and successful as they are opting to add items,” Datassential Associate Director Claire 
Conaghan told SeafoodSource.

Shrimp, tacos, sandwiches, and fish specials proved popular among new offerings rolled out during 
the 2022 Lenten season.

Shrimp spotlight 
Nashville, Tennessee, U.S.A.-headquartered Captain D’s introduced a Double Dozen Shrimp special, 

which included 24 lightly battered Gold’n Crispy Shrimp served with a choice of two sides and Captain 
D’s Hush Puppies. Guests could also choose a dozen Gold’n Crispy Shrimp and a piece of Signature Batter 
Dipped Fish with a side and drink, Captain D’s said, or they could “Double Down” with 24 Gold’n Crispy 

The 2022 Lenten season, which spanned from 2 March to 14 April,  
saw restaurant operators seeming to rely on classic seafood offerings  
rather than creating new ones, according to Chicago, Illinois, U.S.A.- 
based Datassential and its Insider database. 

CAPTAIN D’S

BY CHRISTINE BLANK

Review: Shrimp, seafood tacos lead  
 2022 Lenten season menus
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Shrimp, two pieces of Batter Dipped 
Fish, a choice of two sides, and hush 
puppies.

“Shrimp is one of our most 
popular menu items, and this new 
shrimp delivers on taste, quality 
and abundance,” Captain D’s Chief 
Marketing Officer Bindi Menon said.

Shrimp was also the focus of a 
Lent promotion at certain Applebee’s 
franchisees. Customers of the Glendale, 
California, U.S.A.-headquartered chain 
could add a Dozen Double Crunch 
Shrimp to any seafood entree for USD 
2.00 (EUR 1.81) at specified locations.

New Orleans, Louisiana, U.S.A.-based 
chain Krystal debuted four fried shrimp 
offerings for Lent: Shrimp Po’ Boy, Buffalo 
Ranch Shrimp Po’ Boy, Shrimp Po’ Boy 
Combo, and Double Dozen Basket. The 
Shrimp Po’ Bo’ Boy included fried bite-
sized shrimp in a steamed Pup bun and 
was topped with remoulade and pickles. 
The Buffalo Ranch Shrimp Po’ Boy featured 
Buffalo and ranch sauces. Krystal’s Double 
Dozen Basket featured 24 fried popcorn 
shrimp, fries, hush puppies, and a side of 
remoulade.

“New Orleans is known for [its] unique 
and flavorful cuisine and we were inspired 
by the ‘Big Easy’ for our Lenten menu,” 
Krystal Chief Marketing Officer Alice 
Crowder said earlier this year. “We’re excited 
to bring back some favorites and serve up 
some new offerings this season. We put 
together highly craveable bites that evoke 
the spirit and great tastes of the popular 
Southern city.”

White Castle brought back its Shrimp 
Nibblers, which it has offered every year 
since 2015 during the Lenten season. The 
breaded shrimp were sold in small, medium, 
and sack sizes, the Columbus, Ohio, U.S.A.-
based company said. White Castle’s 
year-round seafood menu items include 
the Panko Fish Slider and Fish Nibbler, both 
made with Alaska pollock.

Car lsb ad,  Cal i fornia ,  U. S . A . -
headquartered Rubio’s Coastal Grill 
elected to use wild red Argentine shrimp 
in its three limited-time dishes released 
around Lent. Its restaurants in California, 
Nevada, and Arizona carried Chipotle Honey 
Argentinean Shrimp Bowl, Chipotle Honey 
Argentinian Shrimp Burrito, and Chipotle 
Honey Argentinean Shrimp Two Taco Plate.

“The rich, fresh, sweet-tasting wild-
caught red Argentinian shrimp never fails 
to delight guests, and we’re thrilled it’s back 
on the menu,” Rubio’s Co-Founder Ralph 
Rubio said.

The shrimp are sourced from the “icy, 
pristine waters off the far southeastern 
tip of Argentina,” Rubio said, and are 
“wild-caught, never farmed, continuing 
our commitment to serving responsibly 
sourced seafood wherever possible.”

Regional Mexican food chain Tijuana 
Flats offered shrimp on its menu for the 
first time this Lenten season. The Orlando, 
Florida, U.S.A.-based chain rolled out 
three new shrimp dishes to celebrate the 
addition of the new protein, including its 
Crispy Shrimp & Corn Tacos, which boast 
crispy fried shrimp, avocado sauce, cilantro 
cabbage, corn salsa, garlic lime sauce 
drizzle, queso fresco, and pickled red onions 
in soft corn and flour blend tortilla. It also 
debuted a Garlic Lime Shrimp Bowl, which 
includes sautéed shrimp, cilantro lime rice, 
black beans, poblano peppers, onions, corn 
salsa, garlic lime sauce, guacamole, queso 
fresco, cilantro cabbage, and pickled red 

onions. And the restaurant chain’s 
new Fajita Shrimp Quesadilla – the 
last of the lineup released around 
Lent – includes sautéed shrimp, 
poblano peppers, onions, cheddar 
jack cheese, garlic lime sauce, 
guacamole, and sour cream.

“The new dishes were created 
in the Tijuana Flats test kitchen by 
Executive Chef Joel Reynders to 
create more variety on the menu and 
satisfy guests by offering the most 
popular seafood option in the U.S.,” 
the company said.

Reynders said the company had been 
testing shrimp on its menu at select 
locations for several months leading up to 
the February debut, and that “feedback has 
been overwhelmingly positive, and we are 
confident that this product launch will be a 
guest favorite for years to come.”

Taco time
In time for Lent, Denver, Colorado, 

U.S.A.-based Taco Del Mar launched Crispy 
Shrimp Tacos, which included shredded 
cabbage, made-in-house Baja white sauce, 
and pico de gallo, with an option to add 
crispy shrimp to any menu entrée, the 
company said. The large, lightly-breaded, 
oven-baked crispy shrimp joined the menu 
alongside Taco Del Mar’s signature item, the 
Rippin’ Fish Taco.

Cheyenne, Wyoming, U.S.A.-based Taco 
John’s, meanwhile, partnered with the 
Alaska Seafood Marketing Institute (ASMI) 
on its Alaska Flounder Fish Tacos, available 
for purchase at USD 5.00 (EUR 4.52) for  
two tacos. 

“Taco John’s is committed to pushing 
the culinary boundaries of what guests 

LO O K I N G  B A C K

TACO JOHN’S

WHITE CASTLE
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expect to see at a quick-
service restaurant,” Taco 
John’s Corporate Chef and 
Director of Menu Innovation 
Brad Bergaus said of the 
offering. “Our fans can say 
goodbye to a boring fish 
sandwich and hello to this 
bold fish taco with gnarly 
breaded Alaska flounder. 
It ’s packed with quality 
ingredients and provides 
fresh flavor at an incredible 
value that you can’t get 
anywhere else.” 

Scottsdale, Arizona, 
U.S.A.-based Taco Time 
reintroduced its Fish Taco 
for Lent. The item, which 
was available until 26 April, featured crispy 
white fish, shredded cheddar, cabbage, and 
salsa fresca, and was topped with a creamy 
cilantro lime sauce.

“Our customers spoke, and we listened 
… These tacos continue to be a seasonal 
fan-favorite and are always welcomed 
back with a joyful response,” Kim Heath, 
the senior director of marketing for Taco 
Time’s parent company Kahala Brands, said.

Sandwiches and then some
Sub sandwich chain Quiznos, based 

out of Denver, Colorado, U.S.A., returned 
its Lobster Classic sandwich, and its Old 
Bay Lobster Club. The Lobster Classic Sub 

was made with a lobster 
and seafood salad mix 
with shredded lettuce on 
butter-toasted Italian white 
bread with a lemon wedge 
garnish, while the Old Bay 
Lobster Club included the 
same lobster and seafood 
salad mix, along with Old Bay 
seasoning, bacon, lettuce, 
tomato, and spicy mayo on 
a butter-toasted Italian white 
bread with lemon garnish.

“We are thrilled to be 
bringing back these two 
sandwiches this year,” 
Quiznos Vice President of 
Culinary Innovation Mike 
Gieseman said. “The delicious 

Lobster Classic and newer, but just as loved, 
Old Bay Lobster Club are some of our most 
popular seasonal treats and we can’t wait for 
our guests to enjoy them again.”

Atlanta, Georgia, U.S.A.-headquartered 
Arby’s also rolled out several fish-focused 
items for Lent 2022, including a new Spicy 
Fish Sandwich. The crispy fish fillet was 
served on a toasted sesame bun with 
shredded lettuce, tomato, tartar sauce, and 
fire-roasted jalapenos, according to Chew 
Boom. Arby’s also brought back its Crispy 

Fish Sandwich and its King’s Hawaiian Fish 
Deluxe Sandwich, which was served on a 
toasted King’s Hawaiian Roll.

O’Charley’s Restaurant and Bar, based 
out of Nashville, Tennessee, U.S.A., launched 
a special Hook, Line & Southern menu for 
Lent. Entree options included: Shrimp & 
Stuffed Crab; Crab Cake Dinner; Steak & Cake 
(Crab, that is); Basil Butter Mahi’ Southern 
Surf & Turf, featuring Mississippi farm-raised 
catfish, fried shrimp, and chicken tenders; 
Bayou Tenders; Salmon Caesar; and Cajun 
Catfish O’Boy.

While Louisville, Kentucky, U.S.A.-
headquartered Long John Silver’s did not 
launch new items for Lent, it did promote its 
Fish & Shrimp Combo, which features wild-
caught Alaska pollock and three pieces of 
shrimp, and its Sea-Shares offering, which 
includes a choice of 15 grilled shrimp, 
15 batter-dipped shrimp, or a shareable 
serving of breaded popcorn shrimp for USD 
10.00 (EUR 8.93). 

Great expectations
Because consumers have grown to 

expect seafood during Lent – Lifeway 
Research found that 24 percent of 
consumers observe the season – the 
importance of marketing the protein is high 
for restaurants, according to foodservice 
distributor Gordon Food Service (GFS).

“If seafood and other meatless offerings 
aren’t on your Lent menu, you could miss 
out,” GFS said.

“Whether it’s promotions or limited-
time offers (LTOs), make sure your message 
gets out and your menu is on-brand. If you 
have a sandwich menu, consider a fish 
burger or fried-fish sandwich. If your 
specialty is Italian, shrimp scampi or clam 
risotto may be a solid Lent option. The point 
is to enhance your menu, appealing to 
customers who observe Lent while also 
maintaining the signature foods you’re 
known for,” the firm added. 

LO O K I N G  B A C K

QUIZNOS

ARBY’S

24%
OF CONSUMERS 
OBSERVE THE 

LENTEN SEASON.
                         – LIFEWAY RESEARCH

O’CHARLEY’S

“We are thrilled to be 
bringing back these two 
sandwiches this year.”

                                               – MIKE GIESEMAN, QUIZNOS
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SEAFOOD PACKAGING COMPANIES are 
working hard to innovate new, sustainable 
packaging products to meet a growing 
push against the use of plastics. 

The drive for more sustainable packaging 
isn’t new. Nearly two years ago, Scott Corey, 
the director of marketing for seafood 
and adjacent markets at Charlotte, North 
Carolina, U.S.A.-based Sealed Air – a company 
manufacturing packaging products for the 
seafood industry – told SeafoodSource that 
sustainability was on everyone’s mind. 

“Sustainability is on everyone’s mind, 
and not just in a corporate, buzzword way,” 
he said at the time. “In their hearts, people 

want to do things better for the planet. We 
have a waste problem globally – we hear 
about it every day.”

Nearly two years later, during 
Seafood Expo North America in Boston, 
Massachusetts, U.S.A. – the first one held 
in-person since the start of the COVID-19 
pandemic – Corey again said Sealed Air is 
committing to increasing the sustainability 
of its packaging as consumers and 

companies alike continue to push for less 
plastics in packaging. 

“We’re a plastics company, and 
everybody is trying to get rid of plastics. So, 
we’re trying to become more sustainable,” 
he said. “That’s more what consumers are 
looking for.”

This desire for more sustainability, 
according to Corey, is largely coming on 
the retail side of the seafood industry due 
to its customer-facing nature. 

“In foodservice, they also are pushing in 
the direction of more sustainability, probably 
not as aggressively as consumer-facing 
products because the consumer really drives 
preferences,” he said. “But [the foodservice 
sector] also wants to do things better for 
the environment, so we are innovating for 
foodservice packages as well.”

To move away from plastics, Corey said 
Sealed Air has been pursuing alternative 
materials that have been commonly used 
as seafood packaging for decades. Some 
of those innovations, he said, are already 
seeing a great deal of interest from 
companies and retailers looking to reduce 
their overall plastic use. 

One product he highlighted was Sealed 
Air’s new plant-based roll-stock, an offering 
that helps reduce the use of oil-based 
plastics. 

“It looks like plastic and it is plastic, but 
part of this plastic material is made with 
cornstarch, which is a renewable – it’s a 

SEALED AIR HAS CREATED NEW 
PLANT-BASED ROLL STOCK, A 
PRODUCT THAT HELPS REDUCE 
THE USE OF OIL-BASED PLASTICS. 

Sustainability  
INFLUENCING 
SEAFOOD 
PACKAGERS 
BEYOND PLASTICS 
BY CHRIS CHASE
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plant. That’s more sustainable and better 
for the planet than using oil-based,” Corey 
said. “This is really popular for us – we’ve 
sold a lot of it – and we’re continuing to tell 
the story and drive sustainability.”

Another product the company has seen 
success with is its new fiber-flex material. 
The material, Corey said, uses significantly 
less plastic than its predecessors and can 
use the same exact equipment. 

“Our new fiber-flex material uses about 
96 percent less plastic. It’s made out of 
paper, and runs on the same equipment 
[as other roll-stocks],” he said. 

The product has other benefits as 
well – it weighs less than prior products, 
meaning it results in less weight during 
transportation. 

“It’s less plastics to begin with, it’s lower 
weight, [benefitting] transportation trucks,” 
Corey said.

Sustainability is also driving overall 
trends in packaging appearance. Taunton, 
Massachusetts, U.S.A.-headquartered Harpak-
ULMA Product Manager for Thermoforming 
Ken Forziati told SeafoodSource the company 
has seen case-ready seafood remain one of 
packaging’s hottest trends in 2022, and that 
developments in vacuum skin packaging and 
flow-wrap solutions are boosting seafoods’ 
presence in stores. 

“Automation, materials, and methods 
are evolving quickly, making fresh, healthy, 
and appealing case-ready seafood one of 
the hottest trends in packaging today,” 
Forziati said. “It used to be that the only 
thing the smaller grocery stores had was 
frozen seafood. Now they have a whole 
counter set up, and you can see scallops 
and prepared meals with shrimp and fish. 
There’s all kinds of convenience-friendly 
options available that were previously never 
available in those stores.”

Part of the case-ready trend, Forziati 
said, is a push for more convenient options, 
spurred in part by the COVID-19 pandemic. 
Oven-ready trays are becoming popular, 
and aluminum-based trays are often more 
sustainable and recyclable than their plastic 
counterparts. Couple the trays with plant-
based thermoformed wraps and packaging 
becomes much more sustainable while also 
meeting consumer demands. 

Corey said Sealed Air has also seen a 
shift in consumer demand in the seafood 
sector. 

“Consumers are looking for more take-
home, ready-to-eat [foods], things that can 
be put in the oven that are easy to prepare. 
There’s a lot more sales in the grocery stores 
for ready-made meals,” he said. 

Food waste, Forziati said, is another piece 
of the sustainability puzzle – something that 
can also be addressed through packaging 
innovation. Not only do “portion-controlled 
skin packs look great,” Forziati said, “but 
they result in reduced food waste since 
consumers are less 
likely to buy more than 
they need.” 

Proper packaging 
can also extend the 
shelf-life of seafood 
products. 

“If you bring in a 
fresh piece of fish to 
display in the case, you 
probably have three 
or four days in terms 
of shelf-life, whereas 
a case-ready, vacuum 
skin packed item would offer more like up 
to 10 days – basically double,” Forziati said.

Some of the food trends may be at a 
crossroads, however. With rising inflation 
and decreasing retail sales in some cases, 
Corey said some trends may be shifting. 

“We saw a big shift from foodservice 
to retail,” Corey said. “The companies that 
were focused primarily on foodservice really 
struggled, and those focused on retail did 
really well during the pandemic. But now, 
we’re seeing a shift back.”

Despite the uncertain market, Forziati 
said that effective packaging can be a great 
way to secure seafood consumers – if done 
well. Packaging that shows how to cook 
products helps lower consumer barriers, 
especially when other barriers like hesitance 
regarding sustainability are removed. 

“Packaging is actually breaking down 
barriers for people that might otherwise be 
hesitant to consume seafood for whatever 
reason: because they’re not knowledgeable, 
because they don’t know how to cook it, or 
they think they don’t know how to cook it, 
or they don’t know how to select it,” he said. 
“That appears to be helping overcome some 
of the long-standing consumer reluctance 
around fresh seafood, and is likely helping 
to drive some of the increased consumption 
we’re seeing.”

In the long-run, the choice to use more 
sustainable packaging materials may be 
out of companies’ hands. The U.S. states 
of Maryland, Maine, Vermont, New York, 
and New Jersey have all passed some form 
of polystyrene foam ban, eliminating the 
popular packaging material from use. 
The U.S. state of Colorado passed a ban 
that will be enacted in 2024, and Florida 
is also considering a ban later in 2022 
following a proposal by Florida Agriculture 
Commissioner Nikki Fried.

Atlanta, Georgia, U.S.A. -based Aptar 
Food + Beverage is already working to shift 
its production, Christa Biggs, the manager 
of business development for the company’s 
food protection division, told SeafoodSource. 
Aptar is one of the largest manufacturers of 
plastics in the world, and making a shift to 
other materials is vital to the future success 
of the company, Biggs said. 

Biggs said it’s retailers leading the way 
more than anyone else when it comes to 
sustainable packaging reforms. 

“They’re the ones I’ve seen on my end 
push for more-sustainable packaging,” 
Biggs said. “In terms of retail, and what I’ve 
seen from seafood customers a little more 
downstream, they are most focused on 
getting rid of that polystyrene foam from a 
sustainability standpoint.” 

“IF YOU BRING IN A FRESH 
PIECE OF FISH TO DISPLAY IN 
THE CASE, YOU PROBABLY 
HAVE THREE OR FOUR DAYS 
IN TERMS OF SHELF-LIFE, 
WHEREAS A CASE-READY, 
VACUUM SKIN PACKED 
ITEM WOULD OFFER MORE 
LIKE UP TO 10 DAYS – 
BASICALLY DOUBLE.”

– KEN FORZIATI, HARPAK-ULMA
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ACCELERATOR PROGRAMS 
HELPING RETAILERS RAMP 
UP LOCAL PRODUCTS, 
CONNECTIONS   
BY MADELYN KEARNS

“I do feel that this chaos brought on a transition – stay as local as 
possible,” Seacore Seafood Inc. Product Director Joseph Chiaravalloti 
said last year regarding the drive toward localization, as observed 
by the Vaughan, Ontario, Canada-headquartered business. “[The 
pandemic] gave everybody the opportunity to give your heads a 
good shake and see that maybe we should be changing the ideas of 
where we’re getting our product. With everything 
that happened with this global pandemic, locality 
is key for certain people.”

Leveraging local connections has continued to 
trend in 2022. Landover, Maryland, U.S.A.-based 
Giant Food, for instance, built a “fresh and local” 
focus into its strategy for the year.

“In seafood, many of our products are sourced 
globally, but we’re refocused on enhancing 
our local offerings to include local crabmeat, 
shellfish, and local finfish such as striped bass and 
blue catfish,” the company, which operates 164 
grocery stores across Virginia, Maryland, Delaware,  
and Washington D.C., told SeafoodSource of its 
2022 plans. 

Meanwhile, retailers such as Cincinnati, Ohio, U.S.A.-
headquartered Kroger and Austin, Texas, U.S.A.-based Whole Foods 
Market have been seeding local connections via their respective 
accelerator programs. 

Kroger, which operates nearly 2,800 grocery stores in the U.S., 
announced the return of its Go Fresh & Local Supplier Accelerator 

in May 2022. Entering its second year, the program 
is seen as a stepping-stone by the retailer towards 
its goal of investing USD 10 billion (EUR 9.5 billion) 
in diverse suppliers by 2030.  

“Kroger is fully committed to supporting a 
diverse group of innovative, local suppliers who 
can bring a great assortment of fresh products 
to our customers,” Kroger Chief Merchant and 
Marketing Officer Stuart Aitken said.

The 30 suppliers selected for the program 
will attend a two-day event held in Cincinnati in 
August, Kroger said. Program finalists will have 
the opportunity showcase their products and 
network with category managers, leaders, and 
entrepreneurs throughout the process. Ultimately, 

Retailers’ partnerships with local suppliers, including  
seafood providers, have taken on whole new 
resonance over the past few years amid the many 
disruptions of the COVID-19 pandemic. 

“KROGER IS FULLY  
COMMITTED TO  
SUPPORTING A DIVERSE 
GROUP OF INNOVATIVE, 
LOCAL SUPPLIERS WHO 
CAN BRING A GREAT 
ASSORTMENT OF FRESH 
PRODUCTS TO OUR  
CUSTOMERS.”   
                   – STUART AITKEN, KROGER
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15 suppliers will earn an invitation to present to a panel of Kroger 
executives, where five winners will be chosen. Product placement 
on shelves within Kroger’s family of companies, recommended 
partnerships with sponsors, and business development coaching 
from Kroger merchandising and sales leaders are included in the 
grand-prize packages.

“We have been a supporter and advocate of small businesses 
since our founding as a local grocer in 1883 in Cincinnati, Ohio. 
We’re excited to launch this Go Fresh & Local Supplier Accelerator 
experience to offer additional opportunities for fresh suppliers of 
every size to collaborate and help our businesses grow, succeed, 
and innovate,” Dan De La Rosa, Kroger’s group vice president of 
fresh merchandising, said of the program on the retailer’s website. 
“Through the Go Fresh & Local Supplier Accelerator, we look forward 
to using this platform to discover new U.S.-based small- and diverse-
business enterprises to bring fresh, local, and regional products to 
our shelves.”

The success of the program in 2021 inspired Kroger to reintroduce 
it, according to De La Rosa.

“Go Fresh and Local cohort brought fresh ideas and innovative 
new products to the table that blew our judges away,” De La Rosa 
said. “Every single one of last year’s cohort has now seen their 
products on Kroger shelves, helping us bring the tastes and flavors 
our customers love straight to local stores.”  

In March 2022, Whole Foods Market began accepting applications 
for its Local and Emerging Accelerator Program, which was designed 
to support the company’s “longstanding core value of seeking win-
win partnerships with local suppliers,” it said. 

Suppliers who engage with the program receive mentorship 
directly from Whole Foods Market experts, tailored education for 
small and emerging producers, and the potential 
for financial support to promote business 
growth, the retailer said, adding that “selected 
producers’ products will gain placement on 
the shelves of their home city’s Whole Foods 
Market stores.”

“Since we opened our first store, we have been on the lookout 
for small, local, and emerging producers with products that our 
customers will love. Over the years, we’ve helped many of these 
producers find their footing and grow their businesses, and we are 
thrilled to formalize this assistance with our Local and Emerging 
Acceleration Program,” Will Betts, Whole Foods’ vice president of 
local merchandising, said. “Our first cohort will include 10 promising 
local producers, who will be supported with education, industry 
expertise and mentorship.”

The initial cohort for the 
program, to be announced 
this summer by Whole 
Foods, will participate in a 
10-week curriculum taught 
by the retailer’s experts 
and undergo “a year-long 
mentorship with a Local 
Forager and have access 
to other growth-related 
supplier benefits,” the 
company said.

“ B e c a u s e  W h o l e 
Foods Market may carry 
products from selected 
suppliers, among other 
requirements, all products 
must meet Whole Foods 
Market quality standards 

and product safety requirements prior to being 
unveiled in the stores,” Whole Foods added.

Successful completion of the program could 
also potentially result in a USD 25,000 (EUR 23,472) 
equity investment for suppliers from “a donor-
advised fund managed by the Austin Community 
Foundation, with proceeds benefiting Whole 
Foods Market’s private operating foundations,” 
the retailer said. Participating in the program, 
with products on Whole Foods’ shelves, qualifies 
producers to become contenders for the retailer’s 
Supplier of the Year Awards, which just celebrated 
its 10th edition. Seafood firms American Tuna and 
Raw Seafoods recently won Supplier of the Year 
and Supply Chain Support awards, respectively. 

Last year, Whole Foods added 500 new local 
brands to its supplier roster and 6,500 new local 
items to shelves, the company confirmed. 

R E TA I L  S T R AT E G I E S

“Since we opened our  
first store, we have been 
on the lookout for small, 
local, and emerging 
producers with products 
that our customers  
will love.” – WILL BETTS, WHOLE FOODS 

500 
NEW LOCAL 
BRANDS

6,500 
NEW LOCAL 
ITEMS

Whole Foods’ 2021 
additions:
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Interested in attending a Seafood Expo event? 
Contact info@seafoodexpo.com for more information.
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Seafood Expo Global 
Seafood Processing Global
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Seafood Expo Asia

THE OFFICIAL MEDIA FOR SEAFOOD EXPO EVENTS 
SeafoodSource is the most trusted and largest digital 
knowledge resource for the seafood industry.  
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SeafoodSource.com

SEAFOOD EXPO
A World of Seafood

Discover where global seafood buyers find the suppliers, 
opportunities and resources to move business forward.
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100%	Sustainable
Artisanal,	Community	Based
Caught	One	by	One
No	By-catch

whole tuna, G&G, H&G
tuna chunks, steaks, trims, loins

 private	label tuna cans, pouches
and more...

info@ensisgroup.com   		ensisfisheries.com    Tel: +960 3356677 / +960 3355403

PREMIUM QUALITY POLE	&	LINE
YOUR BEST SOURCE FOR

MALDIVESMALDIVES TUNATUNA

NOW AVAILABLE
Catch up on a session you might have 
missed, or re-live your favorites from  
the first in-person Seafood Expo North 
America event in three years! 
 

Access all twenty eight available Seafood 
Expo North America 2022 conference 
session videos, from the convenience of 
wherever your business takes you.

The complete digital ticket:  
Seafood Expo  
North America 2022
(28-Video Package)

WATCH NOW

DID YOU KNOW?
SeafoodSource Premium members receive access to all 
conference videos for FREE (a savings of $250) – one of the  
many benefits to Premium membership.

NOT YET A MEMBER?  
As a Key Buyer, you’re entitled to a FREE SeafoodSource  
Premium membership.

JOIN PREMIUM 
FOR FREE
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