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Wednesday, 6 July 2016 

Australians hooked on salmon 

Since we last reported on Australia’s salmon consumption two years ago, the proportion of 
the population eating it in an average seven days has inched up from 24% to 25%. While this 
doesn’t sound like much, it translates to an additional 300,000 people enjoying the pink fish 
– and benefitting from its famously healthy qualities -- per week. 

 

This growth in consumption occurred in most states, with the greatest uptake being in Victoria 

(where 26% of residents now eat salmon in an average seven days, up from 23% two years 

earlier) and Queensland (24%, up from 22%). New South Wales remains the country’s most 

avid salmon-eating state at 28% (up marginally from 27% in 2014). 

However, two states saw their salmon consumption decline: South Australia (down to 18% 

from 21% in 2014), and – ironically, given its flourishing salmon-farming industry – Tasmania. 

Whereas 27% of Apple Islanders ate salmon in any given seven days back in 2014, this figure 

now sits at 23%.  

Salmon consumption by state: 2014 vs 2016 

 
Source: Roy Morgan Single Source (Australia), April 2013-March 2014 (n=17,773) and April 2015-March 2016 
(n=15,074). Base: Australians 14+ 

27%

23%

22%
21% 20%

27%
28%

26%

24%

18%

21%

23%

0%

5%

10%

15%

20%

25%

30%

NSW incl. ACT VIC QLD SA WA TAS

%
 w

h
o

 a
te

 s
al

m
o

n
 in

 la
st

 7
 d

ay
s

2014 2016

http://www.roymorgan.com/
http://www.roymorganonlinestore.com/Browse/Australia/Media.aspx
mailto:melbourne@roymorgan.com
http://www.roymorgan.com/
http://www.roymorgan.com.au/findings/5672-salmon-big-hit-with-50-plus-market-201407080201


 
 
 

Roy Morgan Research Ltd. A.B.N. 91 007 092 944 Quality System Certified to AS/NZS ISO 9001 
401 Collins Street, Melbourne, Victoria, 3000 – GPO Box 2282U, Melbourne, Victoria, 3001, Australia 

Tel: (03) 9629 6888 Fax: (03) 9629 1250  (03) 9224 5387  melbourne@roymorgan.com   www.roymorgan.com 

FO
R

 IM
M

ED
IA

TE
 R

EL
EA

SE
  

Aussies aged 50 or older are still far more likely than those aged under-50 to eat it – indeed, 

consumption has risen among both the 50-64 and 65+ age groups, even as it has lost popularity 

among 14-17 year-olds and 35-49 year-olds. 

 

The fish fancied by foodies  

Applying Roy Morgan’s culinary profiling system, Food Segments, to the country’s salmon-

eaters reveals how someone’s overall attitude to food and cooking can influence whether or 

not they are likely to consume salmon.  

The fact that almost a third of Australians from the ‘Trendsetter’ segment and an almost 

identical proportion of ‘Entertainers’ eat salmon in an average week indicates that the fish is 

rated highly by those who take their food seriously. Trendsetters are culinary adventurers, 

constantly in search of new flavours and gourmet ingredients, while Entertainers love the social 

aspect of enjoying fine food with friends and family.  

Salmon consumption by Food Segment 

 
Source: Roy Morgan Single Source (Australia), April 2015-March 2016, n=15,074. Base: Australians 14+ 

At the other end of the spectrum, people from the decidedly anti-gourmet ‘Zappit’ and ‘Take-

it-away’ segments are well below average for salmon consumption. As their names suggest, 

these folks prefer to spend as little time in the kitchen as possible, and are not remotely 

interested in the finer points of their food.  
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Norman Morris, Industry Communications Director, Roy Morgan Research, says: 

“Salmon consumption in Australia is tracking well, with a quarter of us eating it at least 

once a week. Celebrated for its nutritional benefits, such as omega 3 and protein, as 

well as for being low in fat, salmon is especially popular with people who restrict how 

much fattening food they eat, those who prefer to eat healthy snacks, and those who 

are eating less red meat these days.  

“The decline of salmon consumption in Tasmania is puzzling, given the state’s thriving 

aquaculture industry (not to mention the widespread – if gradual – upward trend 

elsewhere). More research is required to identify the reason for this.  

“Meanwhile, Roy Morgan’s Food Segments provide a different perspective on 

Australia’s salmon-eaters. Salmon brands would be interested to learn that, as well as 

being more inclined than most to eat salmon, more than half of all ‘Trendsetters’ are 

aged between 25 and 49: an age bracket not usually as enthusiastic about the pink fish 

as the 50-plus brigade. By gaining a deeper understanding of what makes Trendsetters 

tick, savvy salmon brands can then tailor their marketing to appeal to this potentially 

lucrative consumer group.”  

 

For comments or more information about Roy Morgan Research’s salmon or consumer 
products data, please contact: 

Roy Morgan Research -- Enquiries 
Office:  +61 (3) 9224 5309 
askroymorgan.@roymorgan.com 

Related research findings 

View our comprehensive range of Salmon Buyer and Consumer Profiles, including the Fresh Salmon 
Buyers profile, Australian Smoked Salmon Consumers profile, and Canned Salmon Consumers profile. 
You might also be interested in our Food Segments profiles.   

Compiled with data from Roy Morgan’s Single Source survey (the largest of its kind in the world, with 
50,000 respondents p.a), these ready-made profiles provide a broad understanding of the target 
audience, in terms of demographics, attitudes, activities and media usage in Australia. 

About Roy Morgan Research 

Roy Morgan Research is the largest independent Australian research company, with offices in each state 
of Australia, as well as in Indonesia, the United States and the United Kingdom. A full service research 
organisation specialising in omnibus and syndicated data, Roy Morgan Research has over 70 years’ 
experience in collecting objective, independent information on consumers. 

Margin of Error 

The margin of error to be allowed for in any estimate depends mainly on the number of interviews on 
which it is based. Margin of error gives indications of the likely range within which estimates would be 
95% likely to fall, expressed as the number of percentage points above or below the actual estimate. 
Allowance for design effects (such as stratification and weighting) should be made as appropriate. 
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Sample Size Percentage Estimate 

 40%-60% 25% or 75% 10% or 90% 5% or 95% 

5,000 ±1.4 ±1.2 ±0.8 ±0.6 

7,500 ±1.1 ±1.0 ±0.7 ±0.5 

10,000 ±1.0 ±0.9 ±0.6 ±0.4 

20,000 ±0.7 ±0.6 ±0.4 ±0.3 

50,000 ±0.4 ±0.4 ±0.3 ±0.2 
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