


Top Species

scallops are a good value,” says 
Fitzsimmons. Most of Trisome’s 
business is now program, which 
has largely replaced the trading 
of years past.

Echoing the fresh market, Fitz-
simmons agrees that large sizes 
abound. IQF U10 dry domestic 
scallops are trading at around 
$7.85 per pound, 10-20s at $7.50 
and 20-30s between $7.25 and 
$7.50 (Fitzsimmons says that there 
are no 30-40s to speak of). Pro-
cessed (soaked) scallops are trad-
ing at $6.25 to $6.50 per pound 
for U10s, $5.65 for 10-20s and 
$4.65 to $5 for 20-30s. 

Jeff Lang, owner of Sea Born 
Products in New Bedford, is 
bullish on the scallop market. 

“Scallops don’t seem to be as 
affected by the weak economy 
as other seafood products,” says 
Lang. “I have seen haddock pric-
es drop and shrimp is down, but 
scallops are strong.”

Recent New Bedford land-
ings, including late June trips to 
the closed areas, have resulted in 
single-day hails on the Whaling 
City Seafood Display Auction as 
high as 160,000 pounds of U10s. 
“And that does not include trips 
that didn’t sell through the auc-
tion,” says Lang. 

U10s are important for fresh 
gallon sales. Some sellers make it a 
condition of the sale that their cus-
tomers take a mix of smaller sizes 
like 20-30s to go along with a U10 
to 10-20 order. Any softening of 
the market is related more to qual-
ity than availability, he adds.

Ray Swenton, 
president of Bristol 
Seafood, a major 
fresh scallop proces-
sor and supermarket 
supplier in Portland, 
Maine, agrees that 
the resource is healthy 
and that the market 
is strong. However, 
Swenton cautions buy-
ers that there “is a lot 
of misinformation out 
there,” especially when 
it comes to pricing.

It’s important for buyers to 
compare “apples to apples” when 
making purchasing decisions, 
says Swenton. Pricing can vary 
greatly depending on quality as 
it relates to time of catch (i.e. 
when spawning), trip length, 
processing (re-freshed and / or 
chemically treated with sodium 
tripolyphosphate) and catch area. 
Buyers must be selective, he adds, 
stressing that if the price is “too 
good” the product may be com-
promised in some way.

The import market
Swenton says that Japanese scal-

lop prices are tied to domestic 
landings, although the Japanese 
will have an “overabundance” this 
season. Export sales of larger scal-
lops to Europe should still be good 
given the exchange rate and the 
fact that European buyers prefer 
U.S. and Canadian sea scallops to 
Japanese product. 

With regard to smaller-sized 
scallops, Bristol has shied away 

from using Chinese product, 
especially in retail, because of 
quality uncertainties and the bad 
PR surrounding Chinese food 
products. Instead, the proces-
sor has been relying on scallops 
from Peru and Mexico to fill that 
niche and has been using a full 
range of sizes. 

Other importers like Will 
Moehrke of Omega Sea in New-
port, R.I., concur with Swenton 
about the Chinese PR impact 
on imported scallops. Many of 
Omega Sea’s customers have 
switched to Chilean scallops 
since that country’s conservation 
ban on fishing was lifted Feb. 1.

Steve Barndollar, president of 
Seatrade International, a major 
import/exporter in Portsmouth, 
N.H., says “business has been 

up and down.” 
“Last year when the 

euro was valued at 
$1.50 to $1.55, export 
sales for scallops and 
fish were great. Today, 
sales have slowed as  
a result of the  
exchange rate and  
the economy. Also, 
European buyers 
want 10-20s and not 
U10s, which is the 
predominant size 
today, but our fresh 

[domestic] market is robust.”
On the import side, especially 

where Japanese scallops are con-
cerned, prices are firming, he adds. 
As the largest U.S. buyer of North 
Hokkaido scallops, Barndollar is 
bullish on the Japanese market. 

Successful management has 
helped build a resource that ap-
pears to be truly sustainable. Over-
all, scallops remain an excellent 
seafood value for the knowledge-
able buyer, not only in terms of 
price and availability, but also for 
their durability, versatility, shelf 
life and customer satisfaction. 

Despite these tough economic 
times, when it comes to scallops, 
“People would rather pay for qual-
ity,” says Mike Checklick, VP and 
fresh buyer for Braun Seafood, a 
wholesale distributor and retailer 
in Cutchogue, N.Y. And with a 
reliable network of suppliers, that’s 
just what his customers get.

John Snyder is a writer and photogra-
pher in Fryeburg, Maine

Buyers are cautioned 
to not buy on price alone  
and to look at other variables  
to determine whether  
they’re getting a deal. 
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