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s»rs °f fa™<SÎHnVe ld£„tut:re PaCiflC species-
(Approximately 50% of the

salmon are thus left to 
Alaska, and likely

salmon harve^î^ comeetitl°”.represent the B.c. canned).
Generic marketing programs instituted by the B C Council, the B.C. Farmed Salmon Institute 1 a 
subsidiary of the B.C. Salmon Farmers Association - 
?nïnSf1Ch Salmon Growers Association deserve 
industry accomplishment and strength. They 
other segments of the Canadian fish 
to emulate.

Salmon Marketing 
wholly-owned 
and the New 

recognition as an 
represent models which and seafood industry might wish

B. WEAKNESSFS
Although the Canadian imaae is sol id _ ,
tends to be fragmented and lacking in' cooperation t° ™arketln9 and wild vs farmed competition dilutes the sff"J“ vs West 
Canadian promotional efforts So ton o tfectlveness ofidentification, as opposed to establishing' ■ Pr°vmcial/regional 
im not helpful'in many markets regTo’nat “age'
has been a perception in markets such as the
growers/processors are not acting as a cohesive unit r ' th?t volume markets are not sufficiently sophisticated =°ns™ers.ln 
differences and reasonable orice-^ and -a d to Perceivesmall niche markets, theîeP price is not dJt Wi" the ^y-
exception The "branding" question needs to bt addressed’ ““ ^ 
m terms of image, identity and pricing. «dressed carefully
The historic dependence on governments for fnnd-i
i«?iiii\elrnadii^e1ffedttiaTn1t^
marketing must, therefore, become mori indisiry gene«tldnati°nal

With respect to transportation/ distribution Sv«!t-omc . , limited access to gateways in systems, the somewhatwith high potential TreguentTv nieces c rem,°.te °«shore markets
disadvantage relative to tieir competition! 30 eXp°rters at a

Limited industry awareness of opportunities in nari-imi points to a lack of coordinated market ^ Particular marketsand farmed interests c^wrk such that wild
and making production decisions q 6 ^ ,1.1? serving marketsharvesting of farmed sa!m on Tn re lat'ton ?/' • =00rdinated
availability, together with timir™ relatl°n to wild product 
market forms are questions whinhJ Production of particularPart of the marketing spectrum ^hTre is° a ch!lieSSed, fUrther as 
to maintain its existing customer baL! Challenge for industry

in a position to provide 
by larger offshore buyers.


