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Executive Summary

Walleye is a popular sport and eating fish in the North
Central Region (NCR). Virtually all U. S. walleye fisheries
are off-limits to commercial fishermen in favor of sport
fishermen. The commercial demand for walleye is supplied
primarily by the Canadian market which has experienced
some declines in its walleye fisheries. Because of walleye’s
popularity, high market value, and supply limitations,
interest in the commercial culture of walleye has intensified
in recent years. Considerable funds have been invested in
developing commercial culture practices. This study
examines marketing challenges and opportunities for
commercial walleye aquaculture.

Methods

In this study, a mail survey was conducted of retail and
wholesale firms in the food industry, i.e., restaurants,
supermarkets, seafood wholesalers, seafood retailers,
foodservice distributors, grocery wholesalers, and fish
brokers. Different survey instruments were developed for
different firm types. Survey questions requested general
information on firm characteristics and fish/seafood
purchase/sales behavior along with specific information on
purchase/sales of walleye. A mailing list was purchased
from a private company. Survey mailings occurred between
August 1996 and March 1997.

Firm Characteristics Positively
Influencing Walleye Sales
Restaurants
(tableservice establishments not part of a chain and not
primarily serving pizza)
* More formal ambiance/more expensive menu
* Higher annual sales volume
* Greater presence of seafood on menu
* Location factors:
- proximity to Great Lakes, closer proximity means
more likely to serve walleye
- state: predominantly Minnesota, followed by other
states in northern tier of NCR
Supermarkets
(grocer stores with $2 million or more in sales)
+ Status as “chain” store (group of 11 or more)
» Larger physical size
* Higher annual sales volume
* Larger seafood department
* Seafood department offers full-service rather than self-
service only
Wholesalers
(seafood wholesalers and retailers, foodservice
distributors, and grocery wholesalers)
* Firm type: seafood retailers most likely to sell walleye,
while grocery wholesalers were least likely
* Location: highest percentages of walleye sellers in
Minnesota and Michigan

* Firm size: larger firms more likely to sell walleye

Market Penetration
(percentage of firms, by type, that sold walleye in 1996)

*41% of Restaurants
*71% of Supermarkets
*52% of Seafood wholesalers
* 68% of Seafood retailers
*41% of Foodservice distributors
* 5% of Grocery wholesalers

Details on Purchases and Sales of Walleye
Products by Firm Type for July 1996
Seasonality
* Discernible cyclial patterns in wholesale prices paid,
customer demand, availability of walleye supplies
* Cycles are more dramatic for wholesale firms than for
restaurants
* Most firms sell walleye year round
* Restaurants: 2/3 sell walleye daily, while 1/4 sell
walleye 1-4 times weekly
Walleye Purchases by Restaurants
* Product forms preferred:
- frozen fillets, 67% of firms
- fresh fillets, 27% of firms
* Product forms purchased in 1996
- frozen fillets, 78% of firms
- fresh fillets, 16% of firms
» Skin-on fillets preferred to skinless fillets
* Fillet sizes commonly purchased (% of firms buying
that size):
- frozen fillets: 8-10 oz. (27%), 10-12 oz. (26%),
4-6 0z. (20%)
- fresh fillets: 8-10 oz. (33%), 6-80z. (24%)),
10-12 oz. (24%)
* Price paid in July 1996
- frozen fillets, $5.82 per Ib. on average
- fresh fillets, $6.09 per Ib. on average
* Frequency: weekly deliveries strongly preferred for
fresh and frozen fillets
* Quantity delivered weekly:
- frozen fillets, 29 Ibs. on average
- fresh fillets, 42 Ibs. on average
* Suppliers:
- frozen fillets: 65% from foodservice distributors,
22% from seafood wholesalers
- fresh fillets: 68% from seafood wholesalers,
18% from foodservice distributors

Walleye Purchases and Sales by Wholesalers
* Product forms purchased and sold by seafood
wholesalers (% of firms)
Purchases:
- 68% frozen skin-on fillets
- 64% fresh rounds
-56% fresh skin-on fillets
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Sales:
- 87% frozen skin-on fillets
- 70% fresh skin-on fillets
-43% fresh skinless fillets

(% of firms)
Purchases:
- 57% frozen skin-on fillets
-43% fresh skin-on fillets
- 36% fresh rounds
Sales:
- 50% frozen skin-on fillets
-46% fresh skin-on fillets
-29% fresh skinless fillets
* Product forms purchased and sold by foodservice
distributors (% of firms)
Purchases:
- 73% frozen skin-on fillets
-47% frozen skinless fillets
-20% fresh skinless fillets
Sales:
- 100% frozen skin-on fillets
- 64% frozen skinless fillets
- 27% fresh skinless fillets
* Prices paid in July 1996
- fresh rounds, $2.21 per Ib. on average
- frozen fillets, $5.54 per Ib. on average
- fresh fillets, $5.27 per Ib. on average
* Sizes commonly purchased (% of firm buying that
size):
- fresh rounds: 2.0 1bs. (62%), 1.5 1bs. (19%)
- frozen fillets: 8-10 oz. (46%), 6-8 0z. (33%)
- fresh fillets: 8-10 oz. (29%), 17% each 6-8 oz.,
10-12 oz., 16 oz.
* Frequency: weekly deliveries strongly preferred by
all firm types for all product forms
* Customers of wholesale firms
Restaurants served by:
- 85% of seafood wholesalers
-27% of seafood retailers
Customers served by:
-30% of seafood wholesalers
- 100% of seafood retailers
Supermarkets served by:
- 50% of seafood wholesalers
- 5% of seafood retailers
-25% of foodservice distributors
* Product forms purchased by customers (% of firms)
Restaurants:
-27% fresh fillets
- 54% frozen fillets
- 12% fresh other
- 7% frozen other
Consumers:
- 52% fresh fillets
-27% frozen fillets

* Product forms purchased and sold by seafood retailers

-21% fresh other
Supermarkets:

- 54% fresh fillets

-23% frozen fillets

-23% fresh other

Conclusions and Implications

* Market survey data help persons involved in walleye
aquaculture to plan production, marketing, lending,
research, and educational strategies

* Aquaculturists could target marketing efforts toward
those firms having characteristics which appear to
positively influence walleye sales

* The market views frozen fillets as an acceptable
walleye product form which influences:

- location of production facilities

- decisions on timing of production

- location of markets served

- consideration of freezing technologies and storage
needs

* Restaurants highly prefer fillets, so to serve this
market aquaculturists will need to:

- undertake filleting themselves, or
- form processing and/or marketing cooperatives

» Weekly deliveries of product are highly referred which

impacts:

- marketing strategies

- storage and technology (i.e., cryovac, IQF, etc.)
considerations
* Alternative do exist in the marketplace for selling on
a monthly basis, for selling fresh whole/round
walleye rather than fillets; and for selling different
sizes of products
- aquaculturists will need to determine which delivery
schedules, product forms, and product sizes they
can produce most cost effectively

- aquaculturists will need to shop around to find
buyers willing to accommodate sellers’ preferences
regarding delivery schedules, product forms, and
product sizes
* Aquaculturists will need to time sales for maximum
profit because of seasonality in walleye supply,
demand, and price
+ Growth potential exist for walleye sales, especially
with aquaculture
- market penetration much less than 100%,
particularly for restaurants

- on average, firms reported that walleye purchases
could increase 50% with aquaculture

- too-high price and availability problems do appear to
be issues in walleye markets, and these are issues
that aquaculture could alleviate

- wild-caught walleye is reasonably well accepted
around the NCR which should ease the entrance of
farm-raised products
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Introduction
Walleye

Walleye (Stizostedion vitreum) is a popular sport
and eating fish in the North Central Region (NCR).
U.S. commercial harvest of this species has been
almost completely eliminated in favor of sport
fishing. To supplement sport fisheries, millions of
walleye fry are hatched and stocked each year.
Commercial demand for walleye is supplied almost
exclusively by Canada where walleye is the second
most important commercially harvested freshwater
fish (Makowiecki). Historically, U.S. harvests of
walleye have been quite small compared to harvests
in Canadian waters. From 1985 to 1991, U.S. com-
mercial catch was less than one-half of 1 percent of
the Canadian catch (Makowiecki). Changing ecosys-
tems have affected traditional walleye fisheries; even
Canada has not escaped reductions in walleye catch.
Interest in the commercial culture of walleye in the
United States has increased over the years with
declining commercial fisheries and with the increas-
ing dependence of the United States on Canadian
supplies.

Walleye’s popularity as a sport fish, high market
value, and commercial supply problems have all
contributed to its recognition as a likely candidate for
aquaculture in the North Central Region. Walleye is
nationally recognized as a species with significant
aquaculture potential in the National Aquaculture
Development Plan of 1983. When the North Central
Regional Aquaculture Center (NCRAC) was launched
in 1988, walleye and yellow perch received the
highest priority for NCRAC financial support
(Summerfelt). This high-priority status has continued
throughout the 1990s and substantial research funds
have been devoted to developing appropriate culture
methods.

This study examines the current and potential
markets for food-size walleye. Sound marketing data
are needed for business planning, capital acquisition,
research and extension efforts, and public policy
decision making. In the early 1990s, a NCRAC-
commissioned marketing study of seafood marketing
channels identified walleye and yellow perch as the
two aquaculture candidate species having the highest
market potential (Hushak, Cole, and Gleckler). This
report is a follow-up, in-depth marketing study
investigating current and potential walleye markets. A
previous publication focused on a market survey for
yellow perch (Riepe).

Survey Procedures
A mail survey was conducted to determine the
current marketing status and potential for walleye

products in NCR wholesale and retail businesses in
seafood marketing channels. Types of firms (based on
Standard Industrial Classification codes) that would
likely handle fish, at either the retail or wholesale
level, were identified at the same time that mailing
lists were explored and trade literature was reviewed.
Information from all three of these activities was used
to determine which types of firms would be surveyed
and how they would be defined. The basic groups
chosen to be surveyed included seven types:

« restaurants (defined as non-chain, non-pizza food
establishments offering table service),

« supermarkets (defined by the grocery trade as
grocery stores with at least $2 million in annual
gross sales),

« seafood wholesalers,

« seafood retailers,

* grocery wholesalers,

« foodservice distributors, and

« fish brokers.

Chain restaurants were excluded from the sample
because of ease in mailing and the low likelihood of
seafood use. Most chain restaurants are fast food or
pizza restaurants and not likely to serve or purchase
seafood besides the least expensive, most available
ocean species. The mailing list database accessed in
this study distinguished restaurants by their chain or
non-chain status. Therefore, it was easier and less
costly to eliminate chain restaurants entirely rather
than try to determine by name alone which restaurants
might ever consider serving seafood or purchasing
walleye. Grocery stores too small to be considered
supermarkets were also excluded from the sample
because of the low likelihood that these stores would
carry fresh/frozen seafood. Walleye currently are not
sold on a frozen/pre-packaged/branded basis, but are
marketed strictly on a fresh/frozen basis.

Five separate survey instruments were developed.
The seven firm types were divided into three groups
for surveying purposes:

* restaurants,

* supermarkets, and

+ all others (seafood-specific wholesale and/or

retail firms plus nonspecific wholesalers).

Two surveys were designed for the restaurant group
and two for the supermarket group. Phase I surveys
asked questions regarding firm characteristics and
general fish/seafood purchasing behavior. Also
included in the Phase I surveys were questions to
determine which firms sold walleye in 1996 and why
the others did not. Phase II surveys were sent only to
those firms which had indicated in their Phase I
surveys that they had sold walleye in 1996. This
survey asked for specific information on purchases/
sales of walleye and yellow perch. Only one survey
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instrument was used for the wholesalers group
because few firm characteristic questions were needed
and most firms were likely to handle walleye.

All five mail survey instruments were developed
during the initial project period. Overlapping ques-
tions across firm type were as identical as possible to
facilitate analysis and comparison. Appropriate firm
characteristic questions were developed for each
group of firms. General fish/seafood purchase/sales
behavior questions were asked. Questions specific to
the purchase/sale of yellow perch and walleye were
developed after discussion with selected wholesalers
to determine general market terminology and prac-
tices. Both the general fish/seafood questions and the
species-specific questions were designed to more
specifically track fish through the marketing channels.
One shortcoming of many fish marketing studies is
that they ask survey questions about “fish” marketing
behavior as if “fish” are homogenous. However, they

are not. There are dozens of species with commercial
value, and each can be marketed in multiple product
forms. Therefore, an attempt is made in this study to
identify the marketing channels for different types of
“fish.” For the Phase II surveys, identical questions
were developed for walleye and yellow perch. Some
questions related to the seasonality of supply and
demand; other questions dealt with actual purchase/
sales of specific product forms.

Each draft of the survey instruments was submitted
to several survey experts for reaction/feedback. This
pre-testing procedure was used in lieu of a pre-survey
of potential respondents because of mailing list
limitations and time constraints.

A mailing list was obtained from a private business
list company, American Business Lists. Purchasing a
mailing list made two things possible:

* firms from all geographic locations were included

(versus only those located in large population

Table 1. Numbers of firms (by type) existing in the North Central Region,
drawn for sample, surveyed, and responding, plus response rate.
Firms  Firms Drawn Firms Firms Response
Firm Type Existing’  in Sample” Surveyed® Responding® Rate
---------------- number of firms - -------- %
Restaurants® 65,571 7,900 6,344 643 10.1
Supermarkets” 6,932 1,733 1,574 107 6.8
Seafood
Wholesalers 249 249 249 40 16.1
Seafood
Retail 485 485 485 61 12.6
Foodservice
Distributors 171 171 171 12 7.0
Grocery
Wholesalers 831 492 492 52 0.6
Fish Brokers 13 13 13 0 0
*See text for firm type definitions used for purposes of survey.
®The numbers of firms existing and drawn for sample were based on the setup of the
database of the business lists firm from which the mailing list was purchased. In the cases
of restaurants and supermarkets, this did not reflect in every aspect the definition of these
firm types used for this survey. As a result, the drawn sample was further narrowed as best
as could be done to better reflect the firm definitions. Thus, the number of firms actually
surveyed was less than the drawn sample for restaurants and supermarkets.
‘Number of firms that completed and returned useable surveys.
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Table 2. Location (based on population density) of supermarkets in the North
Central Region that are sellers or non-sellers of walleye.

Sellers Non-Sellers

Population Density (n=63) (n=26)

---------- percent - - ------
Urban (Chicago, Cincinnati, etc.) 6 23
Suburban (suburb of urban city) 22 11
Mid-size metro area (city and surrounding areas 24 12
with population less than one million, but greater than
100,000)
Small town/rural 48 54
Total 100% 100%

centers with readily available telephone books),
and

» arandom, representative sample of firms of each

type was obtained.

Table 1 contains data, by firm type, on the number
of firms sampled and surveyed.

The first batch of surveys is mailed on August 28,
1996; the final batch of mailings is completed on
March 25, 1997. In general, the response rate was
rather low; from less than 10 percent up to 20 percent
depending on the firm type. For supermarkets the
response rate was so low that another mailing and a
follow-up postcard are sent about six months after the
initial mailing.

Survey questions referred to a specific time period
so that the timing of the mailings/response would not
render the data meaningless. Since the Phase I surveys
for the restaurants and supermarkets are very similar,
the reasons for low supermarket response are not
entirely clear. However, it did appear that there was
some problem with the managers of chain stores
realizing that the information sought was strictly for
their individual stores. Perhaps, when surveying
grocery stores, more of an effort needs to be made to
explicitly deal with this issue.

Restaurants: Profile of Walleye
Servers Versus Non-Servers

Only tableservice restaurants are included in this
survey. Restaurants were excluded if they:

* primarily sold pizza,

* were part of a restaurant chain, or

» only sold fast food.

The mailing list provider was not entirely able to
limit the sample to fit the definition desired. Some

restaurants are excluded based on name and others
because their completed survey revealed that they did
not fit the definition. The number of usable restaurant
surveys totaled 643. Of these, 584 responded either
affirmatively (denoted as “Servers”) or negatively
(denoted as “Non-Servers”) to serving walleye in
1996. Of these responding restaurants, 41 percent are
Servers (n=242), while 59 percent are Non-Servers
(n=342).

The percentage of walleye Servers among NCR
restaurants is high considering that walleye is a
regionally known rather than nationally known
species. In comparison, only 17 percent of restaurants
in the NCR reported serving yellow perch (Riepe).
Apparently, the NCR market for walleye is more
widespread than for yellow perch.

Location

Three factors related to a restaurant’s location were
analyzed to determine if they influence the serving of
walleye, including:

* state,

* proximity to the Great Lakes, and

* population density.

The first two factors appear to play a role in
influencing a restaurant’s preference for serving
walleye, while the third does not. A 1991 survey of
restaurants in Indiana found the same type of
influence of location factors for walleye within that
state (Riepe, Martin, and Schrader). Walleye is much
more popular in the northern third of Indiana than in
the middle or southern portions, and most popular in
counties close to Lake Michigan. The relationships
found in this survey between the three location
factors and whether or not a restaurant serves walleye

are discussed below.
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Figure 1. Percent of restaurants in the North Central Region that sold walleye in
1996, by state and with number of respondents in parentheses.
State the restaurant serves walleye. Respondents were asked

In the NCR, state location is a significant factor in
restaurant consumption of walleye. Serving walleye in
restaurants is most popular in the northern tier of
states (Figure 1). Minnesota is the leading state, with
more than three-fourths of its responding restaurants
indicating they sold walleye in 1996. Other states with
above-average percentages of walleye Servers are
Wisconsin (70%), South Dakota (70%), North Dakota
(58%), and Michigan (46%). The states with the
smallest percentages of walleye Servers are Kansas
(8%), Missouri (10%), and Nebraska (17%).

The pattern of walleye consumption in NCR
restaurants is very different from that of yellow perch
consumption. While the vast majority of Minnesota
respondents serve walleye, none of them serve yellow
perch (Riepe). This is also more or less true for the
Dakotas. Wisconsin and Michigan are the only two
states with above-average percentages for serving
both walleye and yellow perch. The differing con-
sumption patterns make sense from a traditional
fishery perspective. Walleye sport fishing is wide-
spread and well-known in Minnesota, other northern
states, and Canada. In the Great Lakes, commercial
walleye fishing has never amounted to much, while
the yellow perch fishery historically has been large,
particularly in Lake Erie. Yellow perch consumption,
then, has been more concentrated in those areas.

Proximity to Great Lakes
The proximity of a restaurant’s location to the Great
Lakes appears to positively influence whether or not

to indicate how close their establishment is located to
one of the Great Lakes. The Great Lakes is one of the
world’s largest freshwater commercial and sport
fisheries for many species including walleye. How-
ever, many small NCR lakes also support walleye
sport fisheries. Data reveal that the closer the restau-
rant is located to the Great Lakes, the more likely it is
to serve walleye. A substantially higher proportion of
Servers (41%) than Non-Servers (27%) are located
within 50 miles of the Great Lakes (Figure 2). The
situation is similar for restaurants located between 51
and 100 miles from the Great Lakes. In contrast, Non-
Servers had 60 percent of their group located more
than 100 miles away from the Great Lakes, while the
comparable figure for Servers is only 41 percent.

While data suggest that restaurants serving walleye
tend to be located closer to the Great Lakes, they also
suggest that serving walleye in restaurants is reason-
ably widespread in the NCR. Comparable data for
yellow perch reveal that restaurants which serve
yellow perch are much more geographically concen-
trated than are restaurants serving walleye. For yellow
perch, 70 percent of Servers are located within 50
miles of the Great Lakes, while only 12 percent are
located more than 100 miles away (Riepe).

For walleye aquaculturists, a widespread rather than
concentrated restaurant market for walleye is good
news. With a widespread market the alternatives for
locating production facilities and marketing efforts are
greatly expanded. In contrast, a geographically concen-
trated market would severely limit location options.
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Population Density

Population density does not have an impact on
whether or not NCR restaurants serve walleye.
Similar percentages of restaurants are located in urban
settings, suburban settings, rural settings, etc.,
regardless of whether the responding restaurants are
considered as an entire group or whether they are
divided into Server and Non-Server groups. The
percentages are roughly as follows: urban 10%,
suburban 15%, smaller metropolitan areas 13%, and
small town/rural 62%. Thus, 10% of all restaurants are
located in urban areas as are 10% of Servers and 10%
of Non-Servers. These percentages are almost
identical to those for yellow perch. Thus restaurant
customers do not appear to desire walleye or yellow
perch any more or less if the restaurant is located in a
large city or in a smaller community. Aquaculturists
need not rule out any restaurant as a potential market
for walleye on the basis of the population density of
the restaurant’s location.

Nearly two-thirds of the responding restaurants
(about 62%) are located in small town/rural areas. The
common population density of a restaurant’s location
is decidedly different in the East Coast restaurant
market. In their East Coast survey of the seafood

purchase and sales behavior of restaurants in New
York and New Jersey, Gall and O’Dierno reported
that only 6 percent of their responding restaurants
inhabit rural locations, while 60 percent are in urban
locations (Gall and O’Dierno). The difference
between the East Coast and the NCR in terms of
population densities of restaurant locations may
strongly influence other factors related to seafood
purchase and sales behavior other than preference for
walleye. For this reason, seafood survey data for East
Coast restaurant markets, while more abundant, may
not be applicable to NCR markets.

Menu Theme

The menu themes of Servers and Non-Servers of
walleye are more alike than different. More than one-
half of each group reported their primary menu theme
as “American” (58% Servers, 63% Non-Servers).
More Non-Servers than Servers serve ethnic food,
but the percentages are close (19% Non-Servers vs.
14% Servers).

The only menu theme where walleye Servers are
significantly underrepresented is “Steak.” The
proportion of Non-Servers reporting their menu
theme as “Steak” is more than double the percentage

Non-Servers (n=339) Servers (n=242)
27%
O 50 miles or less . . O 50 miles or less
@ 51-100 miles 1% 41% B 51-100 miles
60% O Over 100 miles O Over 100 miles
13%
18%
Figure 2. Proximity to Great Lakes of restaurants in the North Central Region
that are servers or non-servers of walleye.
Non-Servers (n=338) Servers (n=239)
o,
15% 43% 25% 19%
O Casual O Casual
@ Midscale B Midscale
OFormal O Formal
42%
56%
Figure 3. Formality (based on average dinner check per person) of restaurants
in the North Central Region that are servers or non-servers of
walleye.
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Figure 4.

walleye.

Size (based on annual gross sales) of restaurants in the
North Central Region that are servers or non-servers of

for Servers (5.9% Non-Servers vs. 2.5% Servers). The
only menu themes where walleye Servers are signifi-
cantly overrepresented are “Seafood” and “Steak/
Seafood Combination.” More than double the percent-
age of Servers than Non-Servers reported one of these
menu themes as their primary theme (23% Servers vs.
9% Non-Servers). The menu theme of a particular
restaurant should not eliminate that restaurant as a
potential walleye market.

Formality

People who dine at restaurants that serve walleye
tend to spend more money per person, indicating a
more expensive menu and more formal ambiance for
walleye servers. Categorization of restaurants by the
amount of the average dinner check is standard in the
restaurant industry. The categories used in this survey
are: less than $8 (Casual); $8 to $14.99 (Midscale);
and $15 or more (Formal). Only 19 percent of Servers
could be classified as “Casual” versus 43 percent of
Non-Servers (Figure 3). At the other end of the
spectrum, one-fourth of the Servers (25%) are
“Formal” as opposed to only 15 percent of Non-
Servers.

Size
Survey data indicate a strong relationship between
restaurant size and whether or not walleye is served.

Larger restaurants are more likely to serve walleye.
Restaurants reporting gross annual sales of $250,000
or less are classified as “Small.” Those with annual
sales between $250,001 and $500,000 are classified as
“Medium.” “Large” restaurants reported gross sales
between $500,001 and $1 million. Restaurants with
gross sales over $1 million are considered “Very
Large.” Almost one-half of the Servers (45%) fall into
the “Large” or “Very Large” categories (Figure 4).
The comparable figure for Non-Servers is substan-
tially smaller (15%). On the other hand, close to one-
half of the Non-Servers (43%) belong in the category
“Small” as opposed to one-fifth of the Servers (19%).
Walleye marketing efforts could be focused first on
larger restaurants, which tend to be pricier or are
moderately-priced with a full-service menu.

Presence of Seafood on Menu

Responding restaurants were asked to indicate the
approximate percentage of their total food sales that
come from seafood sales. Means were calculated
based on the percentages reported by respondents.
Not surprisingly, restaurants serving walleye have a
higher proportion of seafood sales than do Non-
Servers (28% vs. 18%).

Best Selling Seafood Species
Best selling seafood species of both Servers and
Non-Servers of walleye are similar. (Respondents

6 — Walleye Markets in the North Central Region



were allowed to list up to five species.) Shrimp is
popular in virtually all responding restaurants (75%),
with cod a top seller in about one-half of all restau-
rants. Salmon is the third best seller among both
Servers and Non-Servers. Several other species are
popular among both groups including pollock, tuna,
catfish, orange roughy, crab, and lobster.

The most notable difference in best selling species
between the walleye Servers and Non-Servers is the
presence or absence of regional freshwater fish.
Restaurants in the walleye Servers group have three
regional favorites among their best sellers, including:

* walleye (31%),

» yellow perch (21%), and

* lake whitefish (13%).

None of these are popular in restaurants that do not
serve walleye. There are a couple of other differences
in best selling species between walleye Servers and
Non-Servers. Shellfish are more popular among
Servers, while catfish is more popular among Non-
Servers.

Supermarkets: Profile of Walleye
Sellers Versus Non-Sellers

For the purposes of this survey, the only retail
grocery stores included were supermarkets. While
virtually every grocery store carries seafood of the
frozen/pre-packaged/branded kind such as Gorton’s or
Mrs. Paul’s, only stores of supermarket size are likely
to carry fresh/frozen seafood. This is particularly true
of a higher-valued, regional species like walleye. The
grocery trade defines supermarkets as retail grocery
stores having $2 million or more in annual gross sales.
The firm which produced the mailing list was not able
to limit the mailing list to supermarkets. Therefore,
more than one-half of the completed surveys received
could not be used because the grocery stores did not
fit the supermarket definition. However, responses
showed that, as expected, these non-supermarket
stores rarely sell any fresh or frozen seafood.

There were 107 usable supermarket surveys
returned. Of these, 89 reported that they either sold
walleye in 1996 (Sellers) or did not (Non-Sellers).
More than two-thirds (71%) of these supermarkets
reported that they did sell some walleye in 1996
(n=63). This is a much higher proportion than the
41% of restaurants that reported selling walleye. In
contrast, only 26% of responding supermarkets sold
yellow perch (Riepe). Supermarket Non-Sellers of
walleye account for only 29 percent of respondents
(n=26). Because the actual number of usable surveys
is relatively small, the survey data reported below
may not accurately reflect all NCR supermarkets.

Status

Supermarkets are often classified as either indepen-
dent or part of a chain. Unfortunately, the grocery
industry definition of “chain” (11 or more stores
under the same ownership) is rather arbitrary and
outdated. As a result, the meaningfulness of the label
“chain” is questionable. Nevertheless, much grocery
industry data are subdivided based on whether a
supermarket is part of a chain or not. Accordingly,
respondents to the supermarket survey were asked the
status of their store.

Data show that supermarket status does influence
the decision to sell walleye. There are marked
differences in the proportions of chain stores and
independent stores between Sellers and Non-Sellers
(Figure 5). The Non-Sellers group is largely made up
of independents (81%), while the Sellers group is

All (n=88)

2%
58%

|I:| Independent B Chain |

Sellers (n=62)

52%
48%

|I:I Independent B Chain |

Non-Sellers (n=26)
19%

81%

|I:I Independent B Chain |

Figure 5. Status of supermarkets in
the North Central Region
that are sellers or non-

sellers of walleye.
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almost evenly split between chains (52%) and
independents (48%). This is a very different result
than is found for yellow perch, where Sellers and
Non-Sellers had similar proportions of chains and
independents (Riepe). The bottom line for aquacultur-
ists attempting to market walleye is that most super-
markets are already handling wild-caught walleye and
would likely be interested in farm-raised walleye. A
majority of both chain stores and independent stores
sell walleye; however, the proportion of chain stores
that are Sellers is considerably larger (86% chain vs.
59% independent). Therefore, the likelihood that a
chain supermarket would be a good walleye market is
also higher.

Location

In contrast to restaurants, location does not appear
to play a significant role in influencing supermarket
preference for selling walleye. However, the apparent
lack of significance could be related to the small
database. Further marketing studies of supermarkets
are needed to clarify significant and non-significant
influences on walleye sales. Survey data for the three
location factors and their relationship to supermarkets
selling walleye are discussed below.

State

Because of the small number of responding
supermarkets, it is impossible to make an accurate
determination of the influence of state location on the
selling of walleye in supermarkets. Dividing the
sample by 12 states left half of the states with less
than 10 respondents each. It seems likely that state
location is not generally a strong influence, although
there may be individual exceptions. For states with at
least 10 respondents, each had between 70 and 80
percent of the responding supermarkets reporting that
they had sold walleye in 1996 (average for all
respondents is 71%).

Proximity to Great Lakes

While supermarkets selling yellow perch tend to be
located close to the Great Lakes, those selling walleye
are dispersed throughout the NCR. Similar propor-
tions of both Sellers and Non-Sellers of walleye are
located within 50 miles of the Great Lakes (about
38%). Percentages of supermarkets located more than
100 miles from the Great Lakes are also similar for
Sellers and Non-Sellers (about 43%). Supermarkets
are equally likely to sell walleye whether or not they
are located near the Great Lakes. In contrast, survey
data on restaurants selling walleye show a positive
relationship between proximity to the Great Lakes and
serving walleye. Supermarkets located virtually
anywhere in the NCR can be viewed by aquaculturists
as potential markets for farm-raised walleye.

Population Density

The relationship between the population density of
a supermarket’s location and whether or not a
supermarket sells walleye is unclear. There is no clear
association between a higher (or lower) density and
the likelihood of a supermarket selling walleye. Non-
Sellers of walleye tend to have a slightly higher
percentage of supermarkets located in rural areas than
Sellers (54% Non-Sellers vs. 48% Non-Sellers).
Walleye Sellers have a higher percentage (24%
Sellers vs. 12% Non-Sellers) of supermarkets located
in mid-size metropolitan areas (i.e., Dayton, Ohio or
Lafayette, Indiana). Sorting out “Urban” versus
“Suburban” can be difficult. Taken together, the
percentage of Non-Sellers in these locations is similar
to but slightly higher than the percentage of Sellers
(33% Non-Sellers vs. 28% Sellers). However, when
considered separately, the percentage of supermarket
managers that classified their store location as
“Urban” is substantially higher for Non-Sellers (23%
Non-Sellers vs. 6% Sellers). Suburban locations are
more frequent among sellers (11% Non-Sellers vs.

Sellers (n=63) Non-Sellers (n=26)
27% 23% 42%
O Small O Small
52% H Medium B Medium
OLarge OLarge
21% 35%
Figure 6. Store size (based on total square footage) of supermarkets in the

North Central Region that are sellers and non-sellers of walleye.
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Figure 7. Store size (based on annual gross sales) of supermarkets

in the North Central Region that are sellers or non-sellers
of walleye.

22% Sellers). A better measure of the customer base
for selling walleye in supermarkets may be income
level per person rather than population density.
Further research is needed to examine the relationship
between per capita income in the area served by the
supermarket and the likelihood of a supermarket
selling walleye.

Size

Two different questions were asked in the super-
market survey regarding the size of the supermarket.
Total square footage is one measure of size. Super-
markets selling walleye tend to be larger in physical
size than supermarkets that do not sell walleye (Figure
6). “Large” supermarkets are defined as those having
more than 30,000 square feet — the industry definition
of a superstore. Slightly over one-half (52%) of the
Sellers are in this category, while less than one-fourth
(23%) of the Non-Sellers are. “Small” is defined as
15,000 square feet or less. A much smaller percentage
of Sellers, as compared to Non-Sellers, belong in the
“Small” category. As supermarket square footage
increases, so does the likelihood of selling walleye.

Typical grocery trade data categories, based on
annual gross sales, are also used to determine super-
market size. Using this definition of size, supermar-
kets that sell walleye, again, tend to be larger than
those that do not. One-half of walleye Sellers reported
annual gross sales of $8 million or more, compared to
about one-fourth (23%) of Non-Sellers (Figure 7). The

percentages of Sellers in the smaller gross sales
categories are lower than the percentages of Non-
Sellers. Data on the association between larger store
size and the selling of walleye suggest that an
aquaculturist might focus a search for potential
grocery store markets on larger stores.

Characteristics of

Seafood Departments
Two of the characteristics of seafood departments
that are considered important in the grocery trade are:
* the type of service provided (full-service vs. self-
service) and
* the square footage allocated to the department.
For each of these characteristics, significant
differences are found between Sellers and
Non-Sellers of walleye.

Type of Seafood Service

Supermarkets which sell fresh/frozen seafood offer
seafood to their customers either through:

« a full-service counter,

* self-service, or

* some combination of the two.

Respondents were asked to indicate whether full-
service or self-service best describes the type of
service they offer. The survey data indicate that
whether a supermarket primarily offers full-service or
self-service does have a significant influence on
whether or not that supermarket sells walleye. Sellers

Walleye Markets in the North Central Region
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of walleye are much more likely (59% vs. 41%) to
offer full- rather than self-service (Figure 8). On the
other hand, more than two-thirds (71%) of non-sellers
provide only self-service.

Space Allocation

Another important seafood department characteris-
tic is how much space has been allocated to the
seafood department. Respondents were asked the
square footage of their store’s seafood department.
The square footage for seafood departments in
walleye Sellers is substantially higher than the square
footage for Non-Sellers. This is true both in terms of
average square footage (121 sq. ft. for Sellers vs. 58
sq. ft. for Non-Sellers) and median square footage (32
sq. ft. for Sellers vs. 18 sq. ft. for non-sellers). The
search for potential walleye customers among
supermarkets could be narrowed by focusing on those
supermarkets offering full-service for seafood and/or
with a relatively large seafood department.

Top Selling Seafood Species

Supermarket managers were asked to list the five
best selling fish/seafood species in their stores. Three-
fourths of the best selling species are the same for
both walleye Sellers and Non-Sellers. Catfish and
shrimp were reported as top selling species by more
than 50 percent of supermarkets in each group. Other
top selling species include:

* salmon,

* orange roughy,

* cod,

* pollock,

* ocean perch,

* haddock,

* hake/whiting,

* lake whitefish, and

* trout.

While “salmon” is a combination of both lake and

ocean varieties, lake salmon alone is a best seller in
about 15 percent of supermarkets in both groups.
Walleye is not one of the best selling species in
supermarkets that sold any walleye in 1996. However,
both Sellers and Non-Sellers sell several regional
freshwater fish including lake salmon, lake whitefish,
trout, yellow perch, and bass.

Species Decisionmaker

Respondents were asked to indicate, from a list
provided, whether the person who decided which
seafood species to sell in that particular store is
located in that store or elsewhere, and whether the
choice is unlimited or restricted to species on a list
provided by a corporate buyer. Somewhat more
external control over species choice is indicated by
Sellers than by Non-Sellers. A higher percentage of
Non-Sellers (77%) than Sellers (63%) reported that
either the store manager or the seafood manager
makes an unrestricted choice of species (Table 3).
Twelve percent of Sellers reported that a central
(corporate) buyer makes the decision about which
species to sell in that store, while the comparable
figure for Non-Sellers is zero. Similar proportions of
Sellers and Non-Sellers indicated that a store
decisionmaker makes a restricted species choice
based on a list of alternatives provided by a corporate
buyer. For those stores where species decisionmaking
is external to the store or where walleye is not on the
approved list, an aquaculturist would have to sell
walleye first to the corporate/central decisionmaker
and, in some cases, again to the store-level
decisionmaker.

Seafood Supplier Decisionmaker
Respondents are asked to indicate, from the same
list of possibilities used for species decisionmaker,
who the decisionmaker for their store is regarding
choice of seafood supplier. The selection of a seafood

Sellers (n=63)

Non-Sellers (n=24)

59%
29%
41% O Full-Service O Full-Service
@ Self-Service @ Self-Service
Figure 8. Type of seafood service offered by supermarkets in the North Central

Region that are sellers or non-sellers of walleye.
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Table 3. Species decisionmaker in supermarkets in the North Central Region
that are sellers or non-sellers of walleye.

Decisionmaker Sellers (n = 60) Non-Sellers (n = 26)

----------------- percent - - ---------------

Store Manager 12 31

Store Seafood Manager 51 46

Central/Corporate Buyer 12 0

Store Decisionmaker 22 23

(based on list of alternatives from

Central Buyer)

Other 3 0

Total 100% 100%

Table 4. Seafood supplier decisionmaker in supermarkets in the North Central
Region that are sellers or non-sellers of walleye.

Decisionmaker Sellers (n = 61) Non-Sellers (n =26)

----------------- percent - - =--------------

Store Manager 16 39

Store Seafood Manager 33 31

Central/Corporate Buyer 36 15

Store Decisionmaker 10 15

(based on list of alternatives from

Central Buyer)

Other 5 0

Total 100% 100%

supplier is more external, or more restricted, than the
selection of species, especially among Sellers. Only
49 percent of the Sellers reported that a store manager
makes an unrestricted supplier choice (Table 4). This
unrestricted choice is made by 70 percent of Non-
Sellers, however. The percentages of central (corpo-
rate) buyers making seafood supplier decisions
increased for both Sellers and Non-Sellers from the
percentages for decisions on species choice. For
Sellers, the percentage increased from 12 to 36
percent, and for Non-Sellers, from 0 to 15 percent. On
the other hand, the percentages dropped for a store
decisionmaker making a restricted supplier choice
based on a list of alternatives provided by a central

buyer. Individual aquaculturists could potentially face
more obstacles in becoming approved as reliable
seafood suppliers of quality products than in actually
selling supermarkets on farm-raised walleye.

Wholesalers: Profile of Walleye

Sellers Versus Non-Sellers

In this study, wholesalers that typically sell to
grocery stores (grocery wholesalers) or restaurants
(foodservice distributors) were included in the survey
along with seafood wholesalers and retailers. The
purpose for including them was to obtain data
regarding the extent to which these firms handle
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seafood, specifically walleye. From a practical point
of view, it is very difficult to determine the behavior
of grocery wholesalers and foodservice distributors
because of their diversity and the unclear connections
between wholesale and retail firms.

Firms which primarily sell seafood directly to
consumers were included in the wholesaler group
because they were perceived to be, in their seafood
purchase and sales behavior, much more like seafood
wholesalers than grocery stores. Compared to restau-
rants and supermarkets, there are few wholesalers of
any type located in the NCR. The number of useable
surveys returned from firms of each firm type is small
(See Table 1). Therefore, caution is advised in
interpreting and using these survey results.

Seafood Sales Characteristics
by Firm Type

The extent of seafood sales varies tremendously by
firm type. Significant percentages of both grocery
wholesalers and foodservice distributors sell no or
very little seafood (Table 5). Many only sell the
frozen, pre-packaged, branded kind such as Gorton’s
or Mrs. Paul’s. However, 40 percent of the
foodservice distributors and 16 percent of the grocery
wholesalers did report selling fresh and/or frozen fish.
The firms in these two groups that sell seafood do not
sell much seafood compared to their total volume of
food sales. Regarding walleye sales, only 5 percent of
grocery wholesalers reported selling this species in

1996, while 41 percent of foodservice distributors
indicated they had done so. Fifty-two percent of
seafood wholesalers and 68 percent of seafood
retailers reported selling walleye in 1996. These data
indicate that foodservice distributors could be good
markets for farm-raised walleye along with seafood
wholesalers and retailers. Based on market penetra-
tion (percent of firm type that sold walleye in 1996),
marketing efforts could begin with the firm type with
the highest penetration (seafood retailers), it seems
unlikely that grocery wholesalers would be worth
investigating because of the low percentage handling
fresh/frozen seafood of any species as well as the very
limited number handling walleye. In the next para-
graphs, differences between walleye Sellers versus
Non-Sellers are profiled. Data on why firms do not
sell walleye are presented in the next major section.

State Location

Eighty-three percent of all responding seafood
wholesalers and retailers are located in the six states
bordering the Great Lakes. The proportions of firms
selling walleye in 1996 did differ among the Lake
States (Figure 9). Considering only those states with
10 or more respondents (Illinois, Wisconsin, Michi-
gan, Ohio, and Minnesota), Minnesota has the highest
percentage of respondents selling walleye (90%)
followed by Michigan (87%) and Ohio (71%). Illinois
and Wisconsin have the largest numbers of firms
overall, but only about one-half of them sold walleye

Table 5. Fish/seafood sales characteristics of wholesale firms in the North
Central Region.
------------- Firm Type--------------
Seafood Seafood Foodservice Grocery
Wholesalers Retailers Distributors Wholesalers
(n=50) (n=41) (n=37) (n=37)
--------------- percent - ---------------
Type of Fish/Seafood Sold:

Fresh and/or Frozen 98 95 40 16

Only Frozen/Prepackaged/ 2 5 22 38

Branded (such as Gorton’ s, or

Mrs. Paul’s)

Do Not Sell Fish/Seafood 0 0 38 46
Percent of Total Food Sales 92 74 8 11
From Fish/Seafood
Percent Selling Walleye 52 68 41 5
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Figure 9.

Percent of responding wholesalers that sold walleye in 1996, by state
and with number of responding firms in parentheses.

in 1996.

There are differences among the states in firm type
as well. Illinois and Wisconsin each have large
numbers of seafood wholesalers and retailers, while
Michigan’s responding firms are predominately
seafood retailers. Minnesota only has 10 responding
firms, but seafood wholesalers, seafood retailers, and
foodservice distributors are about equally represented.
One-half of the responding firms located in Ohio are
seafood wholesalers, with the remainder split between
seafood retailers and foodservice distributors. Indiana
and each of the six non-Lake States had fewer than 10
responding firms of any type. Coupling these data
with the state location data for restaurants suggests
that farm-raised walleye marketing efforts would be
most likely to meet with success in Minnesota and
Michigan, followed by Wisconsin and Ohio, and
trailed by Illinois and Indiana. These are the states
having relatively higher proportions of firms selling
walleye as well as a larger number of firms altogether.
Other states have either few firms (e.g. North Dakota)
or low percentages (e.g. Missouri) or both. Therefore,
marketing efforts could be focused on the states
having firms with a high likelihood of selling walleye.

Firm Size
Average firm size, based on annual total food sales,
appears to be larger for walleye Sellers in contrast

with Non-Sellers. Firms with annual total food sales
up to $100,000 are defined as “Small,” while firms

with sales between $100,001 and $500,000 are
considered “Modest.” “Medium”-sized firms reported
sales between $500,001 and $1 million, while sales
over $1 million classify a firm as “Large.”

For seafood wholesalers, there is a dramatic
difference in the distribution of firms among the size
categories. For instance, more than one-half (60%) of
Sellers but only one-third (33%) of Non-Sellers fit
the definition of “Large” (Figure 10). In contrast,
two-thirds (67%) of Non-Sellers belong in the
“Small” or “Modest” categories, while only 12
percent of Sellers do so. The size distribution of
seafood retail firms, however, is fairly similar
between walleye Sellers and Non-Sellers. Nonethe-
less, the Sellers tend to be larger, on average. While
two-thirds of Sellers fit into the “Small” or “Modest”
categories, the percentage for Non-Sellers is signifi-
cantly larger, 83 percent (Figure 11). Likewise, the
proportion of “Medium” and “Large” Sellers is
double the proportion of Non-Sellers (33% Sellers vs.
16% Non-Sellers). Foodservice firms also appear to
follow the pattern of larger firms being Sellers and
Non-Sellers being somewhat smaller. However, there
are not enough data to draw a definitive conclusion.
For whatever reason, firm size generally tends to be a
factor in whether or not a firm sells walleye. There-
fore, marketing efforts could be directed towards
larger wholesale firms
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Size (based on annual total food sales) of seafood
wholesalers in theNorth Central Region that are sellers
or non-sellers of walleye.
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of walleye.
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Product Form of Seafood

Purchases/Sales

Respondents are asked to indicate what percentages
of their firm’s fish/seafood purchases are:

e live,

e fresh,

» frozen,

* previously frozen, and

* frozen/pre-packaged/branded.

Responses tend to be similar between seafood
wholesalers and retailers, and between the Sellers and
Non-Sellers of these two firm types. Virtually all
purchases are of live, fresh, or frozen products. Some
differences in purchases by product form are evident.
Seafood wholesalers predominately purchase live and/
or fresh products (64% of Sellers and 75% of Non-
Sellers). Non-Sellers purchase a substantially larger
proportion of live products, but this appeares to come
at the expense of fresh products. Sellers tend to
purchase more frozen products than Non-Sellers. For
seafood retailers the pattern of product form purchases
is nearly identical to that for seafood wholesalers.
However, the percentages of purchases of live and/or
fresh products are almost the same between Sellers
and Non-Sellers, and much lower than for seafood
wholesalers. Once again, Non-Sellers have a substan-
tially higher proportion of live purchases. The
percentages for Sellers, whether they are seafood
wholesalers or retailers, are more similar to each other
than to the percentages of the Non-Sellers within their
respective firm types. The limited data for foodservice
distributors points to frozen and frozen/pre-packaged/
branded products accounting for most seafood
purchases. It also appears that Sellers tend to buy
most products frozen, while the Non-Sellers purchase
products mainly of the frozen/pre-packaged/branded
kind.

These data on purchased product forms have a
couple different implications for aquaculturists. On
the one hand, walleye aquaculturists need to know
whether various firm types are more likely to pur-
chase live, fresh, or frozen products. Data from this
survey show that seafood sales to seafood retailers
and wholesalers are more likely to be fresh than live
or frozen, but frozen is not out of the question.
Foodservice distributors, however, deal almost
exclusively with frozen seafood. On the other hand,
aquaculturists need information on the firm character-
istics which tend to be associated with walleye sales.
Data from this survey suggest that aquaculturists
could narrow their marketing efforts to seafood
wholesalers and retailers that do not make many live
seafood purchases if this information is known
beforehand to the aquaculturist.

Top Selling Seafood Species

There are no distinctive patterns for the best selling
species between Sellers versus Non-Sellers of
walleye or between seafood wholesalers and seafood
retailers. Shrimp, salmon, and catfish tend to domi-
nate as top selling species. An assortment of freshwa-
ter fish such as lake whitefish, lake salmon, yellow
perch, bass trout, lake buffalo, lake herring, drum,
sturgeon, carp, white perch, and lake catfish tend to
appear on almost every group’s best selling species
list. Walleye is one of the top four best selling species
for both seafood wholesalers and retailers who are
Sellers. The top selling species among foodservice
distributors appear to be different, although shrimp,
salmon, and catfish are top selling species for this
firm type too. Cod is a much more prominent species
for foodservice distributors. Ocean species rather
than freshwater species tend to be on their list.
However, one-half of the foodservice Sellers reported
walleye as one of their five best selling species and
20 percent reported yellow perch as a best seller.

Reasons Why Firms Do Not Sell
Walleye

All respondents were asked to indicate whether or not
they sold walleye in 1996. Those who did not sell any
walleye in 1996 were given a list of possible explana-
tions and asked to check which of those explanations
are applicable in their specific situation. The number
of firms reporting that they did not sell walleye in
1996 (see Table 6) is so low for most firm types, that
it is difficult to generalize, with any level of certainty,
about their answers to the “why not walleye”
question. Only restaurants had substantial numbers of
Non-Sellers.

Focusing only on the restaurant respondents, one-
third of the respondents reported that one reason they
did not sell walleye in 1996 is because walleye is
either too expensive or not available. This type of
response suggests:

1) that there is a supply problem and price

problem for walleye, and

2) that if the availability and/or price of walleye

improved, these firms might then be candidates

for walleye sales.
About one-half of the restaurant respondents indi-
cated that there is no/low demand by their customers
for this particular species. Taking this response at
face value, one might assume that this 50 percent of
firms should not be expected to sell walleye even if
the supply/price situation improved through aquaculture.
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However, it is impossible to accurately sort out all the  are somewhat different between surveys for restau-

varied logic causing no/low demand. To the extent rants and wholesalers because of the assumption that
that higher-than-desired price is driving the lack of wholesalers are likely to purchase and sell a greater
customer demand, lower prices for walleye could number of product forms than restaurants and have a
cause some increase in demand even among these greater number of customer types. However, much of
firms. However, lack of customer demand for walleye  the data are essentially similar. For the purposes of
could also be related to customer income levels, this section, “wholesalers” includes all seafood
customer tastes and preferences (especially for wholesalers, seafood retailers, grocery wholesalers,
walleye versus all other menu items), and prices of and foodservice distributors that reported selling
other entrees. walleye in 1996.

Data on Walleye Purchases and Seasonality

Sales Wholesalers and restaurant managers were asked

questions regarding the seasonality of prices paid for
walleye, the demand for walleye products, and in the
case of the restaurants, of the supply of walleye
products. Respondents were asked to rank the four
months of the year in which the demand for walleye
(quantity sold) is usually highest. Subsequent ques-

Firms which reported selling walleye in 1996 were
asked to complete several specific questions pertain-
ing to the specifics of their walleye purchases and
sales. Supermarkets are not included in this because of
the low response rate for this firm type. The questions

Table 6. Reasons why firms in the North Central Region did not sell walleye in
1996, by firm type.
Seafood Seafood Grocery Foodservice
Wholesalers Retailers Wholesalers  Distributors Restaurants Supermarkets
Reason (n=19) (n=11) (n=9) (n=5) (n=340) (n=25)
---------------------- percent - - ---------mm e e e e e e m e e

No/Low 37 45 89 80 55 52

Customer

Demand

Too 0 36 11 20 22 36

Expensive

Not 21 18 11 0 11 12

Available

Available, 0 18 11 0 4 4

but supply

inconsistent

Available, 0 18 0 0 4 4

but quality

inconsistent

Other 63 18 11 0 14 8
*Percentages in each column sum to more than 100 percent. Respondents were allowed to
check any or all reasons that applied to their situation.
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Figure 12.  Seasonality of wholesale price paid for walleye by wholesalers: Mean
score by month based on wholesalers’ ranking of top four months
when price is highest (n=49).

tions requested similar information for months of
highest supply (restaurants only) and highest whole-
sale price paid. For each factor (price, demand, and
supply), a mean score was developed, based on the
responses, for each month that accounted for the
various rankings given for that month. The mean
score for each month was calculated by assigning a
value to each ranking for that month, then summing
the values and dividing by the number of respondents.
Assignment of values was as follows:

- 1750,
- 2740,
. 3730,

. “4” —2.0, and

. “X” —1.0.

Since several respondents simply marked four
months with an “X” rather than rank them, these
“rankings” were assigned the lowest value rather than
be disregarded altogether. The calculation of mean
scores makes it possible to accurately compare
monthly rankings, with a higher score indicating
higher price, demand, or supply in that month (as
perceived by respondents, on average). Mean scores
are presented and discussed in the following para-
graphs and figures.

It is evident from the graphs that there is seasonality
in the price, demand, and supply of walleye. However,
the annual cycles do not follow identical paths.
Aquaculturists need to be aware of these seasonal

fluctuations in order to more profitably time their
production and sales. Each aquaculturist will need to
work with individual wholesale and retail firms to
determine the most opportune time to market walleye
to them based on the ever-changing supply, demand,
and price situation faced at a specific point in time by
a specific firm. Customized timing is one element of
successful niche marketing.

The majority of responding wholesalers ranked the
winter months as the months when wholesale price
paid for walleye is highest, especially January and
February (Figure 12). A very modest price spike
seems to occur during the summer months of June,
July, and August. There appears to be an annual
wholesale price cycle. Prices are highest during the
winter months when there is less commercial fishing
activity, then drop off in the spring, particularly in
April. Prices recover slightly during the summer
season, and then fall back to lower levels during the
autumn months before increasing in November and
December.

Seasonal variation in the prices paid by restaurants
for walleye follows the same general cycle as for
wholesalers, but the ups and downs are much less
drastic (Figure 13). Restaurants seem to face only
mild fluctuations in price from month to month and
from season to season, since there is less agreement
on which four months of the year have the highest
prices. The smoothing of cyclical fluctuations in food

Walleye Markets in the North Central Region

—17



commodity prices is common as the food moves from
the producer toward the consumer. This generally
reflects adjustments in the marketing margin. Appar-
ently, the fish/seafood market is no different. Because
of variations in marketing margins, aquaculturists may
find that on a yearly basis they can make more profit
from wholesale firms than retail firms, or the other
way around, depending upon marketing arrangements
including:

* prices,

* timing,

* quantity,

 frequency of delivery, and

* product form.

Demand (or more precisely, the quantity demanded
or sold) for walleye faced by wholesalers appears to
follow a different and less volatile seasonal cycle than
price (Figure 14). Wholesalers on average judge
demand by customers to be highest in February,
March, and April (particularly March). Following this
high point, each successive three-month set has
increasingly lower walleye demand. Demand in May,
June, and July is much lower than in February through
April. Demand in August, September, and October is
lower still. Demand is perceived to be lowest in
November, December, and January. Fluctuations in
customer demand for walleye appear to be much
smaller than fluctuations in prices paid for walleye.
There is much less agreement among wholesalers on
which months customer demand is highest.

The seasonal variation in customer demand
(quantity demanded or sold) for walleye faced by
restaurants is quite different from the variation faced
by wholesalers (Figure 15). For wholesalers, demand
is highest early in the year and tails off as the months
progress. For restaurants, however, customer demand
takes off in the spring beginning in March and then
peaks in the June-July-August summer months.
Demand in September returns to springtime levels,
and then falls off for a winter slump.

Due to space constraints in the survey instruments,
only restaurant managers were asked about the
seasonality of walleye supply. Not surprisingly,
supplies of walleye are highest (e.g., walleye is most
available) during the warmer months of May through
September (Figure 16). Supplies are most plentiful
during the peak summer months of June, July, and
August. Availability begins to fall off in September
and even more so in October. Supplies are typically
low during the winter months before a substantial
upward jump during the late spring (May). About 15
percent of respondents think supplies are relatively
stable throughout the year.

The mean scores for price, supply, and demand for
walleye in restaurants are all plotted on the same
graph in order to compare the patterns they exhibit
throughout the year (Figure 17). The wholesale price
restaurants pay for walleye appears to be a lot more
stable than customer demand or supply availability.
All three factors are at their highest (supply, demand)

Mean
Score

Jan Feb March April May June July Aug Oct

Sept

Figure 13.  Seasonality of wholesale price paid for walleye by restaurants: Mean
score by month based on restaurateurs’ ranking of top four months

when price is highest (n=60).
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Figure 14.  Seasonality of demand for walleye in wholesale firms: Mean score by
month based on wholesalers’ ranking of top four months of highest
demand (n=52).
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Figure 15.  Seasonality of demand for walleye in restaurants: Mean score
by month based on restaurateurs’ ranking of top four months
of highest demand (n=69).
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Figure 16.  Seasonality of supply of walleye for restaurants: Mean score by
month based on restaurateurs’ ranking of top four months of highest
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Figure 17.  Seasonality of demand, supply, and wholesale price of
walleye in restaurants in the North Central Region.
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or nearly highest (price) levels during the summer
months, followed by declines in all three over the fall
months. During the winter months price levels climb,
while supplies and demand both remain low.

Selling Interval

Wholesalers and restaurant managers were asked to
indicate the typical selling interval for walleye in their
establishment. Three-fourths of all wholesale and
restaurant businesses that sell walleye do so on a year-
round basis (Table 7). The highest proportion of the
remaining firms sell walleye only on an occasional
basis. Few firms sell walleye only during a particular
“season,” whether that be the Lenten season, the
summer season, or the commercial fishing season.
Year-round selling by businesses should translate into
year-round selling opportunities for aquaculturists.
Again, the timing of these sales will be important for
maximizing profits.

Selling Frequency

In addition to indicating their typical selling interval
for the year, restaurants were also asked to report how
frequently they usually serve walleye during that
interval. More than two-thirds (69%) of restaurant
managers indicated that they typically sell walleye on
a daily basis (Figure 18). Another 24 percent reported
selling walleye one to four times weekly. Only 7
percent of the respondents indicated that they sell
walleye once a month or less.

Restaurant Purchases of Walleye

Products
Since two-thirds of all seafood dollars are spent in the

4%
3%
24% O Daily
B Weekly
O Monthly

69% O Occasionally

Figure 18. Typical selling frequency of
walleye by restaurants in the
North Central Region.

foodservice segment of the overall food industry
(Seafood Business), restaurants are an important
seafood market for aquaculturists. The following
information on specific aspects of walleye purchases
by restaurants is vital to aquaculturists for planning
production as well as marketing strategies, and for
developing preliminary enterprise budgets. Also, the
information tells aquaculturists what they can
reasonably expect as they consider the marketing
potential for various firm types and as they cultivate
marketing relationships with specific restaurants.
The aquaculturist who is not prepared to produce and
market walleye according to the common product
forms, sizes, prices, etc., outlined below should give
serious consideration to selling to firm types other
than restaurants or be prepared to spend extra time
identifying restaurants that will buy what product
forms, sizes, prices, etc., the aquaculturist can
produce/market.

Table 7. Typical selling interval of walleye by restaurants and wholesalers
in the North Central Region.
Restaurants Wholesalers
(n=80) (n=71)
----------------- percent--------------

Occasionally 11 20
Lenten Season Only 2 0
Summer Months Only 4 1
Commercial Fishing Season Only 4 3
Year Around 79 76
Total 100% 100%
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Product Form

Restaurants purchase fillets almost to the exclusion of
any other product form. Only 6 percent of restaurant
managers indicated that they prefer or purchase a
walleye product form other than a fillet (Table 8).
Frozen fillets are greatly preferred over fresh fillets.
When actual purchases are made, frozen fillets are
purchased even more frequently. More than three-
fourths (78%) of all respondents reported frozen fillets
as their most frequently purchased walleye product
form by NCR restaurants. Two different types of
walleye fillets are commonly sold, skin-on and
skinless. The skin-on version is much more popular
than the skinless version. Skin-on frozen fillet is the
indisputable winner as the most frequently preferred
and purchased walleye product form. Either price and/
or supply appears to be a problem for restaurants
wanting to purchase fresh walleye fillets.

Size

Walleye is a large enough fish that several fillet
sizes are commonly purchased by restaurants.
Respondents were asked to indicate the sizes of their
two most frequently purchased walleye product forms
in 1996. The most common sizes of walleye fillets
are:

. 4-6 oz.,

. 6-8 oz.,

. 8-10 o0z., and
. 10-12 oz.

Accordingly, survey responses were examined by
these various sizes. Over one-half of all frozen fillets
and fresh fillets purchased are either 8-10 oz. or 10-12
0z. in size (Table 9). The third most commonly

purchased walleye fillet size differs between fresh and
frozen purchases. When frozen fillets are purchased,
the smaller size of 4-6 oz. was reported by 20 percent
of the respondents. For fresh purchases, the 6-8 oz.
fillet size was reported by nearly one-fourth (24%) of
respondents.

Price

Respondents also were asked to indicate the price
they paid in July 1996 for their two most frequently
purchased walleye product forms. The average price
of all walleye fillets is $5.89 per pound (Table 10).
There is not much difference in average price between
frozen and fresh walleye fillets ($5.82/1b. frozen vs.
$6.09/1b. fresh). Price differences are discernible,
however, between skinless and skin-on fillets and
between different fillet sizes in July 1996. The
average price for skin-on frozen fillets is more than 75
cents per pound greater than the average price for
skinless frozen fillets. For both fresh and frozen
fillets, average prices per pound appear to increase
with fillet size.

Delivery Schedule

Respondents also were asked to report, for their two
most frequently purchased walleye product forms,
which delivery schedule they commonly use. About
two-thirds (65%) of responding restaurants indicated
that they prefer weekly, or more frequent, purchases
of walleye regardless of whether they are purchasing
fresh or frozen fillets (Figure 19). Purchasers of fresh
products have a higher proportion of fillets delivered
in three to four days than do frozen purchasers.
Slightly more than one-fourth of responding restau-

Table 8. Walleye product forms preferred and purchased by restaurants in the
North Central Region.
Preferred Purchased
Walleye Product Form (n=78) (n=77)
----------------- percent-------------

Frozen fillet, total 67 78
skin-on 46 62
skinless 21 16

Fresh fillets, total 27 16
skin-on 22 13
skinless 5 3

Other 6 6

Total 100% 100%
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Table 9. Walleye fillet sizes most frequently purchased by restaurants in the
North Central Region.
Fillet Size Frozen Fillets (n=66) Fresh Fillets (n=21)
---------------- percent----------c-----
4-6 oz. 20 5
6-8 o0z. 11 24
8-10 oz. 27 33
10-12 oz. 26 24
Other 16 14
Total 100% 100%
rants purchase fillets on a monthly basis, whether the
fillets are frozen or fresh.
Delivery Quantity
The average delivery quantity for responding Table 10. Average prices paid for
restaurants purchasing fresh walleye fillets on a walleye fillets by
weekly basis is 42 pounds (n=11). The average restaurants in the North
quantity is somewhat lower for frozen fillets delivered Central Region, July 1996.
weekly, 29 pounds (n=37). Monthly deliveries of
frozen fillets average 34 pounds (n=17). The quantity Produ?t Number A‘.’erage.
of frozen fillets delivered monthly is not much larger Form/Size Price Paid
than the quantity of frozen fillets delivered weekly. - - per pound - -
Therefore, it appears that restaurants which purchase All fillets 80 $5.89
frozen fillets on a monthly basis do not serve walleye
as frequently or in as large a volume as those that Frozen fillets. total 60 $5.82
obtain their fillets weekly. ’ ’
skinless 16 $5.25
Suppliers skin-on 44 $6.03
For species-specific data on fish/seafood purchases
and sales to be meaningful, they must be connected to 4-6 oz. 7 $6.00
specific product forms. Accordingly, respondents were 8-10 oz. 10 $6.20
asked to indicate the supplier type from which they 10-12 oz. 10 $6.30
buy their most frequently purchased product forms,
and not simply where they get “walleye.” As antici- Fresh fillets. total 20 $6.09
pated, the supplier type typically used is different . ’
depending upon whether the restaurant is purchasing skinless 1 $8.99
fresh or frozen fillets (Figure 20). Seafood wholesal- skin-on 19 $5.94
ers and foodservice distributors supply the vast 6-8 0z $4.67
majority of walleye fillets to restaurants in the NCR.
However, seafood wholesalers play a greater role 8-10 oz. S $6.60
when fresh fillets are purchased, whereas foodservice 10-12 oz. 5 $6.80
distributors are used to a greater extent when frozen

fillets are purchased. Of the restaurants purchasing
fresh walleye fillets, about two-thirds (68%) of them
buy their fresh fillets from seafood wholesalers.
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Central Region.

Fresh Fillets (n=23) Frozen Fillets (n=64)
9% 17% 6% 6%
O 3-4 Days O 3-4 Days
26% H Weekly B Weekly
O Monthly O Monthly
O Other O Other
48%
Figure 19.  Typical delivery schedule for walleye fillets to restaurants in the
North Central Region.
Fresh Fillets (n=22) Frozen Fillets (n=74)
14% 13% 2%
O Seafood O Seafood
o Wholesalers Wholesalers
18% B Foodservice B Foodservice
Distributors Distributors
68% O Other O Other
65%
Figure 20.  Supplier type for walleye fillets purchased by restaurants in the North

Another one-fifth (18%) purchase fresh fillets from
foodservice distributors. The roles of seafood whole-
salers and foodservice distributors are reversed,
however, when it comes to purchasing frozen walleye
fillets. About two-thirds (65%) of the restaurants
purchasing frozen walleye fillets buy them from
foodservice distributors, while seafood wholesalers
supply only one-fifth (22%) of the frozen fillet
purchasers.

Strategies for Coping with Supply and
Price Problems

It is well known that virtually all walleye supplies
come from Canada and that the price per pound of
fillets is rather high. The seasonality data presented
earlier in this section (See Figures 12 to 16) show that
price, demand, and supply of walleye all follow
cyclical patterns during the year. Given the uncertain-
ties of the walleye market, then, what types of coping
strategies are commonly used by restaurants?

Similar coping strategies are used regardless of
whether supply or price is the problem (Table 11).
However, each strategy is used to a different extent
depending upon whether the problem is price or
supply. The most commonly reported strategies are:

« switching to a different size of the same product
form,

* switching suppliers temporarily, and

* dropping walleye from the menu temporarily.

Dropping walleye from the menu is the most
commonly reported strategy when price is the
problem. When supply is the problem, however,
switching to a different size of the same product form
or switching suppliers temporarily are strategies used
to the same extent. Other strategies are used by less
than twenty percent of respondents, except for
switching from fresh to frozen when there is a supply
problem. One of the least favorite strategies is to
switch to a different walleye product form. The results
suggest that restaurants are much more willing to
change the size of the products they usually purchase
rather than to switch to a totally different product
form. Since almost all restaurants purchase fillets, it is
not likely that aquaculturists could succeed in
marketing unprocessed walleye directly to many (if
any) restaurants.

Current Purchases of Farm-Raised Walleye
Farm-raised walleye had only a small presence in
NCR restaurants in 1996. Less than 10 percent of

24 — Walleye Markets in the North Central Region



Table 11. Strategies used by restaurants in the North Central Region for coping
with walleye supply or price problems.

Supply Problems Price Problems

Strategy (n=76) (n=77)
---------- percent ---- ------

Switch from fresh to frozen 21 16
Switch to a different size of the same product
form 43 32
Switch to a different walleye product form 12 10
Switch suppliers temporarily 42 38
Drop walleye from menu temporarily 28 42
Switch to a different fish species 13 14
Other strategy 7 14

respondents indicated that they purchase farm-raised
walleye (Table 12). Less than one-half of responding
restaurant managers reported that they do not pur-
chase farm-raised walleye, but are interested in doing
so. Confusion often arises among restaurateurs with
questions about farm-raised seafood. About one-third
of the respondents to this question are not sure
whether or not they are purchasing farm-raised
walleye. Twenty percent of respondents indicated that
they do not purchase farm-raised walleye and are not
interested in doing so. Educational efforts may be
needed to inform restaurant managers of the advan-
tages of purchasing farm-raised walleye products.

Increased Purchases with Aquaculture

It is hoped that walleye aquaculture will alleviate
the supply and price problems currently being
experienced by retail firms. If this happens, restau-
rants that are already serving walleye are likely to
increase their purchases. In order to estimate how
much purchases might increase, respondents were first
asked to report how many pounds they purchased
during an average week (month) during the summer
of 1996. Next they were asked to indicate how many
pounds they might purchase per week (month) if
aquaculture improved the supply and price of walleye
to the point where they could buy all they wanted at
prices lower than recent years but still somewhat
higher than prices for other species. All responses
were converted to weekly data for analysis. The
average quantity of walleye purchased per week
during the summer of 1996 was 28 Ibs., while the

median purchase quantity was 12 1bs. When respon-
dents contemplated the lower price and larger supply
scenario that aquaculture might bring, they reported
that their walleye purchases might increase to 42 Ibs.
on average, with a median purchase quantity of 20
1bs. According to these responses, it could be
expected that purchases by restaurants already
serving walleye could increase by about one-half.
This does not take into account new purchases by
those restaurants that would start or resume serving
walleye if the supply and price situation improved.

Table 12. Frequency of purchasing
farm-raised walleye by
restaurants in the North
Central Region.

Frequency
(n=78)
- - percent - -

Frequently 5

Infrequently 4

Not at all, but interested 41

Not at all, and not interested 21

Unsure 29

Total 100%
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Wholesaler Purchases/Sales

of Walleye Products

As is the situation for market information on
restaurant purchases of walleye, the following
information on specific aspects of walleye purchases
by wholesalers is vital to aquaculturists. This informa-
tion can be used for planning production or marketing
strategies, and for developing preliminary enterprise
budgets. Also, the information tells aquaculturists
what they can reasonably expect as they consider the
marketing potential for various firm types and as they
cultivate marketing relationships with specific firms.
Aquaculturists who are not prepared to produce and
market walleye according to the common product
forms, sizes, prices, etc., outlined below should re-
evaluate whether they are truly ready to produce and
market farm-raised walleye to commercial markets.

Product Form of Purchases

Wholesalers were asked to list their top five walleye
product forms purchased, in terms of volume of
purchases. Frozen fillet appears to be the product form

of choice among wholesale firms (Table 13), espe-
cially the skin-on version. Close to one-half of
wholesale firms (43%) reported frozen fillet as their
most frequently purchased product form (either skin-
on or skinless). More than three-fourths of the firms
(81%) mentioned this product form as one of their top
five. Other commonly purchased walleye product
forms include fresh fillet and fresh whole/round.
Skin-on fillets are greatly preferred over skinless
fillets regardless of whether the fillets are fresh or
frozen.

Purchases of various walleye product forms do vary
based upon firm type. Seafood wholesalers’ most
frequently purchased walleye product form is fresh
whole/round, followed by fresh fillet and frozen fillet.
However, when all mentions of product forms are
included (respondents were allowed to list five), about
two-thirds of all seafood wholesalers handling
walleye purchase frozen fillet, fresh fillet, and fresh
whole/round. Most of the fillets purchased are skin-on
rather than skinless. A significant proportion of
seafood wholesalers also purchase fresh dressed

Table 13. Walleye product forms purchased by wholesale firms in the North Central
Region, by firm type.
Fresh Fresh Fresh Frozen Frozen Frozen
Firm Type whole/ Fresh fillet, fillet, whole/ Frozen fillet, fillet,
round dressed skinless skin-on round dressed skinless skin-on Other Total
-------------------------- percent - - - - -----mem e aaa
All Wholesalers
(n=69)
Top mention® 26 3 6 20 0 1 10 33 0 100
Any mention® 38 17 14 39 7 16 65 3
Seafood
Wholesaler (n=25)
Top mention 44 0 8 28 0 0 4 16 0 100
Any mention 64 36 12 56 8 0 8 68 4
Seafood Retailers
(n=28)
Top mention 25 7 4 25 0 0 4 36 0 100
Any mention 36 11 14 43 11 4 4 57 0
Food Service
Distributors
(n=15)
Top mention 0 0 7 0 0 7 33 53 0 100
Any mention 0 0 20 7 0 7 47 73 7

*Wholesalers were asked to list their top five walleye product forms in terms of volume of purchases.

The percentages for “Top mention” sum to 100% since each firm could only list one product form as the
most frequently purchased. The percentages for “Any mention” sum to greater than 100% since each firm
could list up to five product forms.
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walleye.

Seafood retailers’ most frequently purchased
walleye product form is frozen fillet (40%), followed
by fresh fillet and fresh whole/round. Fresh and frozen
fillets are much more extensively purchased than fresh
whole/round by seafood retailers when all product
form mentions are included. Seafood retailers make
much less use of fresh whole/round and fresh dressed
products than seafood wholesalers.

Foodservice distributors almost exclusively
purchase frozen fillet (86%), but do handle some fresh
fillet. The proportion of foodservice distributors
purchasing skinless fillets is much higher than the
proportion of seafood wholesalers and retailers.

The average number of different walleye product
forms purchased is just over two. (Skinless and skin-
on frozen fillets are counted as two different product
forms). Seafood wholesalers tend to purchase the
most product forms. Three-fourths of these firms
reported purchasing at least two different walleye
products, while the proportion for seafood retailers is
much less. The average number of walleye product
forms purchased is 2.6 for seafood wholesalers, 1.8
for seafood retailers, and 1.6 for foodservice distribu-
tors. None of the responding foodservice distributors
purchase more than two walleye product forms.

Size

Wholesalers were asked to report, for their two
most frequently purchased walleye product forms, the
sizes of their product purchases in July 1996. For
purchases of fresh whole/round walleye, the most
commonly purchased size is two pounds (Table 14).
The second most commonly purchased size is 1 1/2
pounds. Some larger fish are also purchased. In
general, larger sizes of fresh fillets are preferred as
compared to frozen fillets. The average size of all
fresh fillets purchased are 9.0 oz., while the average
size of frozen fillets is 7.5 0z. A considerable percent-
age (42%) of the fresh fillets purchased are larger
than 8-10 oz., while the proportion of frozen fillets
larger than 8-10 oz. is quite small (12%). With frozen
fillets, 8-10 oz. and 6-8 oz. sizes are overwhelmingly
preferred. Together, these two sizes account for 80
percent of frozen fillet purchases. The range of sizes
commonly purchased is broader for fresh fillets. Only
8-10 oz. fillets command a substantial proportion of
fresh fillet purchases.

Price

Frozen walleye fillets are, on average, command-
ing higher prices from wholesalers than fresh walleye
fillets. In July 1996, wholesalers reported paying an

Table 14. Sizes of walleye product forms purchased by wholesalers in the
North Central Region.
Product Form/Size Proportion of Firms Number of Firms  Average Size
----- percent - - - - - --==-0Z.----
Fresh whole/round (100%) 16 36.5
1 1/2 1bs. 19
2 Ibs. 62
3 Ibs. or larger 19
Fresh fillets (100%) 24 9.0
under 6 oz. 12
6-8 0z. 17
8-10 oz. 29
10-12 oz. 17
12-14 oz. 8
16 oz. 17
Frozen fillets (100%) 43 7.5
under 6 oz. 9
6- 8 oz. 33
8-10 oz. 46
10-12 oz. 7
Larger than 12 oz. 5
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average of $5.27 per pound for fresh fillets and $5.54
per pound for frozen (Table 15). Prices vary depend-
ing upon fillet size. The more commonly purchased
fillet sizes tend to be somewhat higher in price than
fillets smaller or larger than the commonly purchased
sizes. The average price paid by wholesalers for
walleye fillets ($5.44/1b.) is 45 cents lower than the
average price that restaurants reported paying for
walleye fillets. Purchases of fresh whole/round
walleye by wholesalers average $2.21 per pound.

Delivery Schedule and Quantity

Wholesale respondents were also asked to report,
for their two most frequently purchased walleye
product forms, which delivery schedule they com-
monly use. Responses varied by product form. All of
the wholesalers purchasing fresh whole/round walleye
products on a regular basis prefer to have them
delivered on a weekly or more frequent basis (Figure
21). Weekly or more frequent deliveries are also
highly preferred for purchases of fresh walleye fillets.
Over two-thirds of responding wholesalers (71%)
reported receiving deliveries of fresh walleye fillets
on this schedule. When fresh fillet is not the primary
product purchased, then monthly deliveries are also
acceptable. Among responding wholesalers, monthly
delivery is the preferred schedule for purchasing
frozen walleye fillets. Almost one-half of the respon-
dents (49%) chose this option. Another one-third
(31%) reported deliveries of frozen fillets on a weekly
or more frequent basis. Twenty percent of the re-
sponding wholesalers reported purchasing frozen
walleye fillets a few times each year, but not on a
monthly basis. In contrast, two-thirds of restaurants
prefer frozen fillet deliveries on a weekly or more
frequent basis, and only 26 percent prefer monthly
deliveries.

Quantities delivered were analyzed by walleye
product form with attention paid to firm type. There is
such a wide range of quantities reported for each
product form that calculating an average would be
meaningless. There is a much smaller range of
reported quantities among restaurants.

Suppliers

Wholesalers were asked to indicate the supplier
type from which they buy their most frequently
purchased walleye product forms, and not simply
where they get “walleye.” Responses vary by product
form and firm type. Fresh whole/round walleye are
purchased primarily from commercial fishermen,
processors, and seafood wholesalers. (Processors are
actually specialized seafood wholesalers.) Seafood
wholesalers obtain their fresh whole/round walleye
products from all three of these sources. Seafood
retailers, however, rarely utilize fishermen and buy
most walleye of this product form from seafood
wholesalers. Fresh walleye fillets are obtained almost
exclusively from seafood wholesalers and processors,
regardless of the firm type purchasing them. Frozen
walleye fillets are purchased from a variety of sources
including foodservice distributors and brokers in
addition to the usual seafood wholesalers and proces-
sors. Seafood wholesalers purchase all of their frozen
fillets from other seafood wholesalers and processors.
Seafood retailers utilize foodservice distributors along
with seafood wholesalers and brokers. Foodservice
distributors obtain their frozen fillets from a variety of
sources including seafood wholesalers, processors,
and brokers.

Current Purchases of Farm-Raised Walleye
Less than 10 percent of responding wholesalers are
currently purchasing farm-raised walleye, either

Table 15. Average prices paid for most frequently purchased walleye products
by wholesalers in the North Central Region, July 1996.
Product Form/Size Number Average Price Paid
------- per pound -- -- - - -
Fresh whole/round 17 $2.21
Fresh fillets 23 $5.27
8-10 oz. 7 $5.83
Frozen fillets 39 $5.54
6-8 oz. 12 $5.68
8-10 oz. 15 $5.71
Other sizes 6 $5.03
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frequently or infrequently (Table 16). However,
almost three-fourths of the wholesalers (73%)
expressed interest in purchasing farm-raised walleye.
Only a small percentage (80%) indicated they are not
interested in purchasing farm-raised walleye. Few are
unsure whether the walleye they are purchasing is
farm-raised or not.

Increased Purchases with Aquaculture
Wholesalers are optimistic about increasing walleye
purchases if aquaculture increases supplies enough to
fully supply the market and reduces prices to levels
lower than in recent years, but still somewhat higher
than price levels for other species. In order to estimate
how much purchases might increase, respondents
were first asked to report how many pounds of
walleye they purchased during an average week
(month) during the summer of 1996. Next they were

Fresh Whg(!/e/Round (n=17)

35%

59%

O3-4 Days B Weekly O Monthly O Other

Fresh Fillets (n=24)
12%

29%
17%

42%
|223-4 Days B Weekly O Monthly O Other |

Frozen Fillets (n=41)
20% 2%
29%

49%
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Figure 21.  Typical delivery schedule for
walleye products to
wholesalers in the North
Central Region.

asked to indicate how many pounds of walleye they
might purchase per week (month) if aquaculture
improved the supply and price of walleye. More than
three-fourths of the responding wholesalers expect
their walleye purchases to increase with walleye
aquaculture. About one-third reported that their
purchases are likely to double. On average, wholesal-
ers expect to buy slightly more than 50 percent more
walleye than they purchased in July 1996.

Best Selling Product Forms

Since it was hypothesized that wholesale firms
might do some processing of the walleye they
purchase, these firms were asked to indicate their
best selling product forms as well as the product
forms they typically purchase. By far the best selling
walleye product of wholesaler firms is frozen, skin-
on fillets (Table 17). Seafood wholesalers frequently
purchase walleye in the fresh whole/round form, but
then sell primarily fillets, both fresh and frozen.
These data suggest some processing is done by
seafood wholesalers. Seafood retailers, on the other
hand, appear to both purchase and sell fresh whole,
fresh fillets, and frozen fillets in similar proportions.
This suggests they do very little processing them-
selves. Foodservice distributors likewise do little
processing. They typically buy and sell frozen fillets.

Customers

Wholesale firms primarily sell walleye to restau-
rants, final consumers, and supermarkets (Table 18).
Seafood wholesalers sell to a wider variety of
customers, while seafood retailers typically serve
only restaurants and final consumers. Foodservice

Table 16. Frequency of purchasing
farm-raised walleye by
wholesalers in the North
Central Region.

Frequency
(n=64)
- - percent - -

Frequently 5

Infrequently 3

Not at all, but interested 73

Not at all, and not interested 8

Unsure 11

Total 100%
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distributors sell walleye to supermarkets and non-
restaurant foodservice operations as well as to their
primary market of restaurants. The vast majority of
the responding seafood wholesalers (85%) reported
selling walleye to restaurants, while just one-half
reported selling it to supermarkets. This suggests that
restaurants may be a bigger market for walleye than
are supermarkets. Almost one-third of seafood
wholesalers sell walleye to final consumers, revealing
the pervasive role of retailing among firms that are
primarily wholesalers. A significant proportion of
seafood retailers (27%) sell to restaurants as well as to
final consumers.

The data was further analyzed to determine which
product forms are typically sold to which customer
types. Restaurants primarily purchase walleye fillets,
and buy more frozen than fresh products (Figure 22).
Consumers and supermarkets, in contrast, purchase
greater proportions of fresh than frozen products,
although they buy just as many fillets.

Summary and Conclusions
Walleye is a popular sport and eating fish in the

North Central Region. Virtually all U.S. walleye
fisheries are off-limits to commercial fishermen in
favor of sport fishermen. The commercial demand for
walleye is supplied primarily by the Canadian market
which has experienced some declines in its walleye
fisheries. Because of walleye’s popularity, high
market value, and supply limitations, interest in the
commercial culture of walleye has intensified in
recent years. Considerable funds have been invested
in developing commercial culture practices. This
study examines marketing issues affecting walleye
aquaculture.

In this study, a mail survey was conducted of retail
and wholesale firms in the food industry, i.e., restau-
rants, supermarkets, seafood wholesalers, seafood
retailers, foodservice distributors, grocery wholesal-
ers, and fish brokers. Different survey instruments
were developed for different firm types. Survey
questions requested general information on firm
characteristics and fish/seafood purchase/sales
behavior along with specific information on pur-
chases/sales of walleye. A mailing list was purchased
from a private company. Survey mailings occurred
between August 1996 and March 1997.

Table 17. Walleye product forms sold by wholesale firms in the North Central
Region, by firm type.
Fresh Fresh Fresh Frozen Frozen Frozen
Firm Type whole/ Fresh fillet, fillet, whole/ Frozen fillet, fillet,
round dressed skinless skin-on round dressed skinless skin-on Other Total
-------------------------- percent - -------- - e e e e e
All Wholesalers
(n=59)
Top mention® 14 5 14 27 0 2 5 34 0 100
Any mention® 25 15 32 47 5 7 17 78 2
Seafood
Wholesaler (n=23)
Top mention 13 9 17 39 0 0 0 22 0 100
Any mention 35 30 43 70 4 9 9 87 4
Seafood Retailers
(n=24)
Top mention 21 4 13 29 0 0 0 33 0 100
Any mention 29 8 25 46 8 4 0 50 0
Food Service
Distributors
(n=11)
Top mention 0 0 9 0 0 9 27 55 0 100
Any mention 0 0 27 9 0 9 64 100 0

could list up to five product forms.

*Wholesalers were asked to list their top five walleye product forms in terms of volume of purchases.
The percentages for “Top mention” sum to 100% since each firm could only list one product form as the
most frequently purchased. The percentages for “Any mention” sum to greater than 100% since each firm
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Restaurants were a major focus of the survey
because this firm type had not previously been
surveyed regionwide for fish/seafood purchases/sales
behavior. For the purposes of this project, only
tableservice restaurants were included. Also excluded
were establishments primarily selling pizza or those
that were part of a chain. Over forty percent of
responding restaurants indicated that they served
walleye in 1996. Survey data were analyzed to
determine which firm characteristics influence
whether or not a restaurant serves walleye. Location
appears to be a strong factor in serving walleye.
Walleye-serving restaurants appear to be concentrated
in Minnesota, followed by the other northern tier
states of Wisconsin, South Dakota, North Dakota, and
Michigan. Walleye consumption in restaurants also
seems to be more popular around the Great Lakes.
While walleye consumption in restaurants tends to
concentrate in certain states or areas, the data show
that consumption is still reasonably widespread across
the NCR. The population density (urban, rural, etc.)
associated with a restaurant’s location does not seem
to affect whether or not the restaurant serves walleye.
Other firm characteristics that appear to positively
influence a firm’s decision to serve walleye are; a
more formal ambiance/more expensive menu, larger
firm size, and greater presence of seafood on the

menu. Aquaculturists could focus their marketing
efforts on restaurants which have one or more of the
characteristics which are positively associated with
serving walleye.

Supermarkets, which are defined by the grocery
trade as stores with $2 million or more in annual
sales, were the other retail-level firm type surveyed.
Unfortunately, it was very difficult to isolate the
“supermarkets” from the larger set of “all grocery
stores.” Therefore, the rate of useable responses is
quite low, and thus the results must be interpreted
with caution. Over 70% of responding supermarkets
in the NCR sold walleye in 1996. This percentage is
substantially above the forty-plus percent of restau-
rants that sold walleye. In contrast to restaurants,
location does not appear to affect a supermarket’s
decision to sell walleye. Firm characteristics that do
appear to be positively associated with supermarkets
selling walleye include status as a “chain” (versus
“independent”) store, larger size (both in terms of
physical footage and gross sales), the use of a full-
service seafood counter, and more space allocated to
the seafood department. Supermarkets having one or
more of these characteristics would have greater
potential as customers of farm-raised walleye.

Wholesalers represent a much more diverse
grouping of firms. However, because of the whole-

Table 18. Percent of wholesale firms in the North Central Region that sell
walleye to various customer types, by firm type.
--------------- Wholesale Firm Type - - - ----—------
Seafood Foodservice
Customer Wholesalers Seafood Retailers Distributors
Firm Type (n=20) (n=22) (n=12)
-------------------- percent--------------------
Restaurants 85 27 100
Other Foodservice 0 0 25
Final Consumers 30 100 0
Supermarkets 50 5 25
Seafood 10 0 0
Wholesalers
Foodservice 15 5 0
Distributors
Seafood Retailers 15 0 0
Other 20 0 0
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sale rather than retail orientation of most firms, fewer
firm characteristic questions are necessary or useful.
Virtually all of the seafood wholesalers and retailers
sell fresh or frozen fish/seafood, while less than one-
half of responding foodservice distributors and
grocery wholesalers do so. While only five percent of
grocery wholesalers reported selling walleye in 1996,
the percentages are much higher for the other whole-
sale firm types. Two-thirds of seafood retailers sold
walleye in 1996, while about one-half of seafood
wholesalers and about forty percent of foodservice
distributors did so. Data for seafood wholesalers and
retailers were analyzed to determine what is different
between Sellers and Non-Sellers of walleye. Minne-
sota has the highest proportion of wholesale firms
selling walleye, followed by Michigan and Ohio.
Firms that sold walleye in 1996 tend to be larger in

Restaurants (n=41)

1205 o 27%

O Fresh Fillets
@ Frozen Fillets
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Consumers (n=33)
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279
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Supermarkets (n=13)
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Figure 22. Walleye product forms sold

to various customer types by
wholesalers in the North
Central Region.

size (based on gross sales). Aquaculturists’ marketing
efforts with farm-raised walleye could be targeted to
wholesalers in the states noted above and perhaps the
larger wholesalers in the remaining Lake States.

Respondents of all firm types that did not sell
walleye in 1996 were asked to report why not. Only
restaurants had a substantial number of firms respond-
ing to these questions. About one-half of the firms
indicated that they had experienced no or low demand
for walleye. Another one-third reported that they did
not purchase any walleye because it is too expensive
or not available. Evidently, price and supply are both
problems in the market for walleye.

Restaurants and wholesale firms that reported
selling walleye in 1996 were asked to provide details
on their walleye purchases and sales. These data
reveal to aquaculturists what they can reasonably
expect to encounter in the marketplace. Thus, these
data are useful for planning production and marketing
strategies and developing preliminary budgets.
Serious consideration must be given to whether the
aquaculturist will be able to produce and market
walleye products consistent with market expectations,
and make a profit.

The seasonality of the demand, price, and supply of
walleye was examined. There are definite cyclical
patterns for both restaurants and wholesalers. The
patterns are more erratic for wholesale firms. Most
firms that purchase walleye do so year around.
Seasonal fluctuations need to be investigated and
taken into account by aquaculturists in order to most
profitably time their production and sales.

Restaurants prefer to purchase frozen walleye fillets
over fresh walleye fillets by about a 2-to-1 margin,
and end up actually purchasing more than three-
fourths of their walleye products as frozen fillets.
Skin-on fillets are preferred over skinless fillets. The
most commonly purchased fillet size is 8-10 oz. for
both fresh and frozen fillets. Fillets purchased in July
1996 averaged $5.89/lb. Preferred sizes and the skin-
on forms appear to cost somewhat more than less
preferred fillet sizes and forms. Weekly deliveries (or
more frequent) are preferred for both fresh and frozen
fillets. About one-fourth of restaurants purchasing
either fresh or frozen fillets commonly prefer monthly
deliveries. Restaurants purchasing fresh fillets on a
weekly basis purchase 42 pounds per week on
average. For frozen fillets, weekly purchases average
29 pounds and monthly purchases average 34 pounds.

Restaurants in the NCR primarily purchase their
walleye products from seafood wholesalers and
foodservice distributors. Seafood wholesalers play a
larger role in providing fresh fillets, while foodservice
distributors supply more of the frozen fillets. Less
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than 10 percent of the restaurants indicated they are
purchasing farm-raised walleye, but 41 percent
reported interest in doing so. If aquaculture substan-
tially increased the availability of walleye and brought
the price closer to other species, restaurants already
selling walleye indicated that, on average, their
walleye purchases could increase by about one-half.
In order to cope with the current price and supply
problems, restaurants tend to respond by switching to
a different size of the same product form, switching
suppliers, or dropping walleye from the menu
temporarily. Responses suggest that restaurants are
not willing to buy unprocessed walleye even when
price/supply is limiting.

Combining together all wholesaler purchases of all
walleye product forms, frozen, skin-on fillet is by far
the most widely purchased walleye product form.
Fresh fillet and fresh whole/round walleye are tied for
second place. Seafood wholesalers tend to purchase
multiple walleye products, while two products is
about the limit for seafood retailers and foodservice
distributors. The top walleye product forms purchased
also vary by firm type. Foodservice distributors
almost exclusively purchase frozen fillets, but do
purchase some fresh fillets secondarily. Seafood
retailers’ walleye fillet purchases are about evenly
split between fresh and frozen, while fresh whole/
round walleye are purchased to a lesser extent.
Seafood wholesalers’ top purchased walleye product
is fresh whole/round, followed by fresh fillet and
frozen fillet.

Different sizes of various walleye product forms are
more desirable to wholesalers than others. When
purchasing fresh whole/round walleye, two-pound
walleye are greatly preferred over smaller or larger
fish. For frozen fillets, two sizes are most commonly
purchased, 8-10 oz. and 6-8 oz. A variety of fresh
fillet sizes are commonly purchased, with 8-10 oz.
leading the pack. Average prices paid by wholesalers
for walleye fillets in July 1996 tend to be only slightly
lower than the prices paid by restaurants. The average
price paid by wholesalers for fresh fillets is $5.27/1b.,
but for the preferred 8-10 oz. fillets the price is almost
as high as the average price paid by restaurants of
$5.89/1b. The average price wholesalers paid for
frozen fillets is $5.54/1b, with the preferred sizes
commanding 10-20 cents more per pound. Wholesal-
ers, on average, paid $2.21/Ib. for fresh whole/round
walleye. Frequency of walleye product delivery varies
among wholesalers depending upon product form
purchased. When fresh products of any form are
purchased, weekly or more frequent deliveries are
preferred by all wholesale firm types. When frozen
fillets are purchased, about one-half of wholesalers

actually prefer monthly deliveries, with only one-
third preferring weekly deliveries.

Suppliers of walleye product forms to wholesalers
vary depending upon the walleye product form
involved and the firm type doing the purchasing.
Fresh whole/round walleye come from seafood
wholesalers when seafood retailers are the purchas-
ers. When seafood wholesalers are doing the purchas-
ing, however, the fresh whole/round walleye come
from commercial fishermen, processors, and other
seafood wholesalers. All firm types purchase fresh
walleye fillets from seafood wholesalers and proces-
sors. Frozen walleye fillets are purchased from a
variety of sources, especially by seafood retailers and
foodservice distributors.

While less than 10% of wholesalers reported
purchasing farm-raised walleye, almost three-fourths
expressed interest in doing so. Wholesalers are about
as optimistic as restaurants about increasing their
walleye purchases if aquaculture improves the
walleye supply/price situation. On average, wholesal-
ers expect that their purchases could increase about
50% with aquaculture.

Since wholesalers also sell walleye products as
well as purchase them, data also were obtained on
product forms sold and customer types. The single,
most frequently sold walleye product form among all
wholesalers is frozen, skin-on fillet. Both skinless
and skin-on varieties of fresh fillet are also best
sellers. Fresh whole/round walleye are also sold, but
to a more limited extent. Various fresh walleye
products are widely sold by both seafood wholesalers
and seafood retailers in addition to the top selling
frozen fillet. Some foodservice distributors sell fresh
fillet, but predominately sell both skinless and skin-
on frozen fillet.

All wholesale firm types, but especially
foodservice distributors and seafood wholesalers, sell
walleye products to restaurants. Other major custom-
ers of seafood wholesalers include supermarkets and
final consumers. Several other firm types are minor
walleye customers of seafood wholesalers. Seafood
retailers have fewer customer types for walleye
products. All responding seafood retailers indicated
that they sell to final consumers, while about one-
fourth reported restaurants as a customer type.
Foodservice distributors reported selling walleye to
supermarkets and non-restaurant foodservice estab-
lishments as well as to restaurants. When looking at
the data from the customer point of view, consumers
and supermarkets tend to buy considerably more
fresh walleye products (both fillet and other), while
restaurants tend to purchase more frozen walleye
products (fillet and other).
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Implications

The marketing data gathered and analyzed in this
project have important implications for walleye
aquaculture. One important finding is the acceptability
of frozen walleye fillets in the marketplace. Once the
burden of supplying fresh products on a weekly basis
is lifted, the number of production and marketing
options broadens considerably. Production facilities
can be located wherever conditions are most condu-
cive to cost-effective production rather than located in
close proximity to markets. Rather than having to time
production to obtain market-size fish on specific
dates, the culture process can begin at any time during
the year that works best for the type of production
facility and for the pricing and availability of finger-
lings. Because it will not be essential to market only
to nearby firms, potential markets can be investigated
in more far flung areas where customers might be
found that would make a better fit with the aquacul-
ture business. Investment in high-tech freezing
processes should be investigated since product quality
is so highly desirable in the marketplace.

There is a market for walleye in the round or
dressed, but only if the fish are fresh and not frozen.

These fresh products are expected to be delivered on a
weekly or more frequent basis. Aquaculturists
unprepared to cope with processing at all or just not
with filleting should be able to find markets for
unprocessed or less processed walleye. However,
delivery requirements may be problematic. Alterna-
tively, aquaculturists could set up their own process-
ing and/or marketing cooperative to handle fillet
processing, freezing, storage, and distribution.

Survey results show that product size matters in
addition to the walleye product form. However, there
appears to be some flexibility on size, more so for
some product forms than others. Aquaculturists will
need to familiarize themselves with the desired
product size(s) by firms they plan to supply. Alterna-
tively, a bit of shopping around may enable the
aquaculturist to find firms that will readily accept the
purchasing farm-raised walleye. All of these factors
suggest that there is a promising market for farm-
raised walleye. The major problem will be to discover
how to profitably culture walleye on a commercial
scale.
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Appendix
Supermarket Business. various issues, 1992-1995.

On the following pages are copies of the actual
survey instruments developed and used in this project.
The exception to “used” is the “Yellow Perch and
Walleye” survey for supermarkets. This Phase I1
survey was used initially. However, when supermarket
response was so low that a second full mailing of the
Phase I supermarket survey had to be conducted, the
use of this follow-up survey to obtain data specific to
yellow perch and walleye purchases/sales was
discontinued. For purposes of completeness this
survey instrument is included in the Appendix.

The survey instruments were printed onto 8 1/2 inch
by 11 inch paper. When stapled and folded, this
yielded a survey booklet with the dimensions of 5 1/2

inches by 8 1/2 inches. Heavier stock was used for
the cover of each booklet to minimize damage in
mailing. The booklets were designed to be originally
mailed out in 6 inch by 9 inch envelopes and to be
self-mailers for the respondent. Business reply
information was printed on the back cover of the
booklet and a sticker attached to the front cover so
that the respondent could seal the booklet before
mailing at the surveying institution’s expense. A
different color cover was used for each of the five
survey instruments developed in order to minimize
confusion. Some of the supermarket and restaurant
respondents would be receiving both Phase I and
Phase II surveys, so they needed to be able to distin-
guish between them on sight. Confusion for data entry
personnel was also minimized by color coding of the
surveys.

36 — Walleye Markets in the North Central Region



Appendix A’ Restaurant Survey
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Appendix B: Yellow Perch and Walleye (restaurant survey)
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Appendix C: supermarket Survey

3uijiviu 240f2q 2.41puu01sanb Jpas
0} M0]aq 4231)S SN asDI]

JueID) BIS BUBIPUL-SIOU[[]
wieagord 9390 JueIn) BIG [RUOTIEN
191ud)) aInj[noenby [eUOIZaY [BNUI)) YUON

:s1osuodg

uoI3ay [enua)) YUoN
oy} Ul S9[eS pue saseydInd poojeas/ysty

£o4.ng 1ay4vuL12dng

Ays12A1UN) GNpINJ

NO POSTAGE
NECESSARY
IF MAILED

IN THE

UNITED STATES

580 1145 2410

LAFAYETTE, INDIANA

PERMI T NO. 13

BUSINESS REPLY MAIL

FIRST CLASS

1

won

TN ' (AT I

Tt

a7

Walleye Markets in the North Central Region



% 001
(Ay10ads eseopd) 1oyl %

AMM %
oruedsiy %
Yoerg %
ueisy %
(%001 0

wins prnoys s1aquiny)) dn ayew dnoid yoes saop aseq JowoIsnd
1210} 1no£ Jo Jusd1ad Jeym Jnoqe ‘mofaq passt| sdnoid oy 1oy

0000 ¥3A0
000°0% 01 100°SE
000°S€ 01 100°0€ 000°ST 01 1000l
000°0€ 01 100°ST §$91 10 00001
(3uo £juo }d3y)) (2101S SIY} Ul A1k 199 axenbs |#10} Auew MOH

000°ST 01 [00°'0C O
0000 0V [00°ST O
o
o

Ooo0ooao

(000°001 uey $s9| s19)u90 uonjeindod) janiumo) jewg O
(666°6¥C 01 000001

uonejndod yim sease Surpunonns pue £110) oXoW JOUIA| O
(uot|[iw auo uetp ssaj 0) 00‘0ST

uoneindod yim seare Suipunouns pue £310) oxjout Jofely] O

(3Aoqe pajsi £310 ueqan ue jo gingns) ueqingng 0O
(s1n07 1S IsBF/SINOY 1S 10 ‘|neq )1S/stjodeauurjy
‘aanemiIA ¢ OIN/SH A1) sesuey ‘sijodeueipug

“1009(] ‘snquinjo)) ‘pue[aA3[) ‘Neuuidur) ‘ofesn)) ueqr O

(auo £uo YY) ¢ 19x1euntadns 1ok jJo Jumes ay) S|

wopuadopuy 0O

ureyd) 0
(3uo £uo Yoay)) (1oiewradns JnoA saqLIDSIP 153q YOIYM

So[IW OQ[ UeY) IO O
sopw go[ 01 [§ O
sourgg o1 O
{S9¥eT 181D 2Y) JO U0 0) Pajeso] joxtewrradns ok st aso[d MOfY

SoNsLIdIRIRYD) 310)S

"89Ty-v6v (L1€)

auoydaal (61 [-L06LY ‘euRIpU] ‘anakeje] 1sop ‘Suiping wouuery
SP11 ‘ANsIoatun) anping ‘sonuouody] emnoudy jo juawniedaq
‘UM 'V [[RYSIBIA “I(] :10RIUOD 0) da1 [39) asea[d ‘synsal

Kaa1ns ay) Jo Adoo v Fu1A19901 Ul PAISIBIUI AU 1O ‘IRYS O] SJUAUWOD
[euonippe Aue saey ‘Aaains oy 1noqe suonsanb Lue aaey nok

JI “Koans siy) Sunajdwos £q djay sjqenieaur Suipiaoad 1oy nod yuvyg

‘ysy aer Ayjenb ynm

‘S punoi-1eak 1oxy1eunsadns anok Kjddns ues jeyy Ksnpui aamynoenbe
[ny$s300nS & ZuIP[Ing J0J [BONLIO Bq [[IM BIEP SIYL, "PIISA0ISIP

aq ued $3103ds 0M] 953y} UO UOHRULIOJUI 1Y eWw d1j1oads jey)

0s noA 0} pajrew aq |jim Aaams dn-moyjoy e ‘akafjem 1o yoiad mojjok

S[[os 2101s 1ok §] ‘jenuapyuod APyojduiod aq [jim asuodsas anox
‘sonsuojoRIeyd [euonesado defuuis yim pue ajels 1ok ur sjayaewsadns

v Jo aanejuasardar se yuenodun Ajowanxa sy asuodsar Inok ‘soejdjasrew
UdALIP-1ownsu0d 3y Aq paumeds s1oxrewnsadns jo Ajsaaip jeaig oy jo

asnedag "uotday [enua) YLoN ay) ul syoxrewnadns (' oY) woly

Pa1099s Ajwopued sem 1axjrewtadns mox uordoy sy jo sjouueyd

Bunasew poojeasyysyy oy ur juowdos (LA € aie sioxyeuadng

"SONIALOR pue sjuaw)saAur ainjnoenbe Juipredas

syuowdpn( punos axew 0 [puuosiad UOISUI}XI pue SIOYdIBISAI

Ais1aatun ‘sysunynoenbe [enuajod pue Juonno ‘sisijendes aimuaa

‘sioyurq ‘s[eioljjo juowuisAod Aq pasn oq [im viep Aoaing ‘suosiod

pajsarut e 0) o[qejieae Jejnofred ur 9Kajjem pue yarod mofjak uo pue

€ [e19u9d U pooJras sty uo uoiday [enua)) YLON dY) 1oy uonewIojuI
1o3IeW 105043 [12101 9xRW 01 51 A3AIns siy) jo asodind ayy, “sonbiuyoa)

a1m)[nd uo pasnooy sey aep 03 Juipunj ainynoenbe [euoiday 1sow

‘10A9mo sastididua aampnoenbe ysijqeise pue ueyd Kjjnjssaoons

T 01 $IN5UIAIIUD 1310 PUB SIOULIE] JOJ [EJIA ST UOHRWLIOJUT JONIR[N

"9ka[em pue yorad mofjaf :jeadde [ruonep ou

nq [euoi3oy 3uons Fuiaey soroods om) uo ur uisnooy ate aimnoenbe

Jo spoadse Funasrew pue uononpoad oy yjoq ‘uorday fenua)

I YHON oyl uf "S'M) ayi ut 1said)ui Juiseorour Sunerouad st arnynoenby

** £a44ng ayy noqy

48 — Walleye Markets in the North Central Region



ok 3k sk ok ok ok ok ok ok ok sk sk ok ok sk sk ok sk sk ok ok ok sk sk sk sk sk sk sk ok okok sk sk ok ok sk sk skok ok ok sk sk ok ok sk skok ok ok ok ok

Bpyo

(Bunym/eNeH vT#) Suniym
JaY10 ‘YsHaNym

el ‘Ysyamm

joqIng,

Bunj,

Jay30 ‘noiy,

e[ ‘moay, -

eidey(],

ysyploms

1930 ‘uoadimg

aye| ‘uoadimg

pinbg

(10S/19puUnOLy [ Z#) 9108
Jaddeug

sumerd;dwiniyg

jeys
sdojeos

Jayjo ‘uowrjes -

9ye| ‘uowjes
ysyarqes
ysyooy

Jd0110d

Ioyio ‘yorag

oye[ alyMm ‘yorsd
e[ mof[ak ‘yorad
ued20 ‘Ya1sg
sI018AQ

Ky8noy 28ueip
I

YSIUON

‘19

‘XX

YeJA TYeA
[o13oRIN
19)5q0T]
dipy8ury

PoH

Jayjo ‘Sulioy
oye| ‘Suiuey
ngireH
Suniym/oNeH
JooppeH
Jadnoin
(ysipep) sjog/13punoly
ueddo0 ‘1oyg

oyel ‘rod

(ove[) Ioremysaly ‘wnig
ysyamnd
Iaye01)
ysyAeropsymer)
qe)

PoD

swep)

Lreurefes)

e[ ‘ysiyied puuey) -

pasieI-uLej ‘ysiped puuey)
ueado ‘ysipie)

ayey ‘die)

aye] ‘ysy oregng

ysyonig

19410 ‘sseq

oyej ‘sseq

padins pugAy ‘sseq
auofeqy

sa1dadg poojeag/yst, 10J s1aquny 9po)

sk ok ok ok ok ok ok sk 3k sk ok ok ok ok ok ok sk ok sk ok ok ok ok sk sk sk sk ok sk sk sk ok ok sk sk sk ok ok ok sk sk sk sk ok ok sk ok ok ok ok ok skok ok

4®
‘e

— Nt O~ o

I (9
2,
- (¢
- @
Y

(auyy Jad Jaqunu 3pod uo AjuQ)
*a8ed juodelpe ay} uo Is1| Papod aY) WO SIdGUINU PO 2Y) Ul
oM aseald ;sa1oads poojeasyysy Surjjas 1saq 2AL) InoA are Jeym

(uoo1ad)
{poojeas sy woij
aIe safes pooj €10} s 1o eunradns anoA jo yuaoiad jeym noqy

(y "bs)
Juawseda(] poojess ay) 0y pajedo][e ale J39) arenbs Auew Mol

QIAIS-JjS O
9IAIIS-J[0S SWIOS YJIM DJAISS-[[In] O

(auo Ajuo }d3y)) ;siowosnd ok 03 apiroxd

noA 901A198 POOJEIS/YS1) YY) SAqLIOSAP 159q SuImol[of o JO YoIyM

11

01

‘8

‘Koaans oy} uinja pue jurod siy) 1e dojs Kew nok ‘QN patamsue nok Jj

pury papueiq/padeyoed
-a1djuazoiy sy Jo S1 eyl poojeasysiy |jos Ajuo [ --oN O
POOJBIS USZOLJ JO/PUR UYSalj [[9S [ --S9A O
{S.[ned "SIA 10 S,U0HON Sk yons pury papuelq
‘padeyord-a1d ‘uazoiy ay) uey) I9Y)0 poojeas/ysiy [[9s nok oq

SI[BS % SISBYIINJ POOJeIS/YSIy

6'11$018¢ O

ajowloQgg O 6L$01y$ O

661$01C7I$ O 6esNs O
(suor[yA) (suot[IA)

(3uo Ajuo }a3y)y) ;Ieak [easyy 1se[ ay) 10j
910)S SIY) JO So[es $5013 [enuue oY) SaqLIISIP Isoq A1083780 YoIyM

49

Walleye Markets in the North Central Region



% 001 % 001

papueiq/padexyoed papueiq/paSeyoed
-aduozony o -aiduazony 9™
mo payoe[s N0 payoe|s

‘uazolj A[snotaaig %~ ‘uazoly A[snoiaaid 9,

uazoly %~ udzolq 9
ysald % ysai 9%

Ar] % AT %
5] 1IN saseydIng

"UJZOIJ PUR ‘USDI] ‘OAI[ 21k sajes pue saseyoind
pooJeas/ysy s,210s S1Y} Jo a8ejuad1ad 1eym mo[aq 2IedIpUl Ises|d

(A310ads aseo[d) 110 0
WOJJ S9S00YD JOYBWUOISIOaP Joysewradns
12U soAnewId)e jo Is1] dn soyews JoAnq [enus) O
Joknq [enus) O
198euew poojeas 2101g O
Iogeuew 21018 0
12YDWUOTSION (U0 A[UO Joad)
Jorddng
joadwoyn 'dq
(£y1oads asesyd) 1oy30 O
UIOI} S3S00YD JOYBWUOISIOAP 1oy teuLiadns
ey saAnewd)fe Jo Isi| dn sayew J1oAng [enua)) ]
IaAnq [enua) O
193eUBW POOJEIS AUNS O
Io8euew 2101 |
A2y DUWUOTSION( (360 A[UO J09UD)
soradg
josd10ynH Y

{,9IYMaS[3 JO 210} SIY) UI SIINBWUOISIOAP Aq dpew
WOl pooJeas/ysy s,2103s siy) aseyoind o) siarjddns ysym jo pue
2101S SIY) Ul [[9S 01 $a19ads pooJeas/ysyy Yorym Jo Sadloyd ay) Ay

‘81

611 Te)
jugjsisuodur Aypenb 1nq ‘o|qejieay
uasisuoout Kjddns inq ‘ajqejieay

s[qe[ieAe 0N
aarsuadxs 0o,
PUBWIIP JAWOISNO MOJ/ON

oooaoao

(A1dde yey) [ }23Yy))) ‘suoseal

ON
SOA

oy ayeoiput aseald ‘9ge| Ul Laffem Aue pjos Jou aaey nok jj

u]
D

49661 ul 3fajem Aue pjos nok saey

PHo
ju2)sisuodut £ijenb inq ‘ajqejieAy
1uasisuodut Ajddns nq ‘ojqejieay

J[qejteAe 0N
aaisuadxo oog,
PUBLISP JAWOISNO MOJ/ON

Oooogooao

n}

(Ajdde e (1 yo3y)) ‘suoseas oy}
aearput oseald ‘9661 ut Yoaad moppak Aue pjos jou awy nok J|

ON
SOK

(8]
u}

9661 Ul youad mofa£ Aue pjos nok areH

(sreqjop)

¢ 9661 Jo Jowuns ay) Suunp pooyeas/ysty
‘L1 JOo sopes Kyoom adeioae a1am jeym “1oxteutiadns s1y) 10,

91

£l

50 — Walleye Markets in the North Central Region



YSY pasie-uLiej UazZod
.Sy pasiel-uLrej ysal{
ys1y aye| uazox
sy aye| ysaig
YS1} UBI0 UIZOL]
YSIJ UBad0 YSaL]
duiprys uazoiy
duriiys ysaig
:Jo ad£y, ;a1 ddng J0j Jaquuny apo)H
(aseayd auif 1od Joquinu 5pood auo A[uQ)
{SONSLIAOLIRYD SuIMO[[0] Y YIM W)l poojeasyysy Suiseyoind
uoym asn A[[eoid4) no£ op sad£) arpddns jeypy -Suiseyoind

are noA syonpoid poojeasysyy ays jo sonsudjoeIeyd ayy uodn
Suipuadap sourea 1o1jddns jJo 910yd 10K 1R 95BS SY) 3q PINOS 1]

% 001 % 001 % 00%
% o % popueiqpadeyoed
-a1d/uazory
% % % u0zo1j A[SnoIAlg
o % % LEVADR |
D % % ysai]
% % ‘ % 9AI']
g L18puodag Vv A1Bpuodag Lrsuprg

sad£ ], sayyddng poojyeag/ysi g

*019 ‘ysaij ‘aarj ase ad4y sorjddns
yoea wouyy saseyoind poojeas/ysyy (101 jo Juaoiad jeym Seoipul

aseayd ‘14 uonsanQ) ui pasy| nok sad4y za1pddns oy jo yoea 104 ‘0g

g ad£ ], A1epuosag
v 2d£ 1, A1epuooag
odA [, Arewrig

Joquiny] apo) s1a1ddng poojedag/ysiq

(aseoqd auyy

Iod Jaquinu 9pod auo AjuQ) ‘sannuenb aseyoind poojeassysiy Jo

SLLLIOY UI 910)S In0A 03 dourjroduwr (19ss9]) Arepuodsas pue Krewid
Jo a1e yoiym saarpddns poojeasyysiy jo sad4y ayy 10} sioquinu 9pod
ay) ug oym ases[d ‘anoqe sad£) sa1iddns jo 1s1j popod aYy) wWoLy

{poojeas/ysy yim a10)s ok Kiddns Ajjeord4) sy jo sadAyieym ‘61

sk sk sk o sk o ke ok ok sk o ok s st ok ok ok sk sk ok ok ok sk ok sk sk sk e ok sk sk sk sk ok sk sk sk kook ok ek skok ok ok sk ok ok ok ok ok ok ok ok

Y0 gl smmpnoenby/siounied ysiy
s1a[1e1ay Aljeroadg poojeas ‘11 8108590014
syoyrewradng Q] s19y01g

SJUBINE)SOY ‘6 SIOINQINSI( S9IAIISPOO,]

UOULIBYSL] [eqUL, 8 SIa[ESIOYAN A130010)
USULIBYSL] [BI0IOWILOD) [ SI9[ESI[OYA\ POOJEIS

— N\

sad{ [, 391pddng poojeagnysif 10J s1oqunN 3po)

sk o s 3k ok ok sk o sk ok ok ok sk ok ok sk sk ok o sk 3 sk ok o ke s 3k e ofe S o e 3 ok s ke s sfe sk s e sfe ke o e o ke o e e o e o ke e K

51

Walleye Markets in the North Central Region



u013042d00 ) pup au], 1o, 1of

no yuvyy,

SHUDUIWO))

“way)
ajerdardde pinom om ‘£oAIns siy) 0} pajeja1 asjo Sunifue 1o ‘poojeas
pue ys1j jo Sunasrews sy} JNoqe SIUUWOD [euonIppe Kue Ay nok J]

52 — Walleye Markets in the North Central Region



Appendix D: Yellow Perch and Walleye (supermarket survey)
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Wholesaler/Retailer Survey
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