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ABSTRACT 
 

Day boat fishers could use an advantage in a highly competitive fresh fish market.  An 
information system that manages the sales and marketing as well as facilitating distribution 
would provide them an improved stream-lined supply-chain that gives them that advantage, 
while offering greater value to the customer.  Business process reengineering will change some 
fundamental factors of the current system, while outcome analysis will help in understanding 
what provides actual value to the customer.  With such a tool, small fisheries would be able to 
take advantage of increased demand for fresh seafood, staying afloat in these harsh economic 
times.   

 
INTRODUCTION 

  
Commercial fishing is one of the oldest industries in the world, but has been declining in 

recent years.  Fisheries meet many business challenges in their day to day operations.  For 
instance, production from season to season is always in flux, as catches can drop 50 percent from 
month to month, and the market price for fresh specialty fish can vary in excess of 100 percent in 
one year.  Also, employment in many commercial fisheries has steadily dropped for the past two 
decades and is expected to drop an additional 15 percent over the next 10 years.  This decline is 
in part due to low wages and high risk.  According to the Bureau of Labor Statistics, strong 
competition from aquaculture (farm fishing) and imports, along with continued government 
restrictions, will cause a significant drop in commercial fishing (Research First, Inc, 2009). 

 
Despite the pitfalls of doing business in the commercial fishing industry, there are market 

opportunities that may yield great benefit.  The consumer demand for fresh, high-end specialty 
fish is growing as restaurants and customers are increasingly purchasing seafood directly from 
fisheries.  The annual US per capita consumption of fresh fish has risen two pounds since 2000, 
bringing the total per person up to 16 pounds, and is expected to increase as the health benefits 
are growing in demand.  In addition, consumer prices for fish and seafood have been steadily 
increasing while producer prices have recently dropped, as shown in Figure 1 and Figure 2 
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(Research First, Inc, 2009).  This disparity in price indicates a profitable opportunity.  It is clear 
that there is a large, increasing demand for fresh seafood.  Small boat fisheries must find a way 
to take advantage of this if they are going to be able to compete with aquaculture, imports and 
large corporate conglomerates. 

 

Figure 1:  Producer Expenditures 
 

Figure 2:  Consumer Prices 
 



A new way of marketing, sales, and supply-chain management can give day boat 
fisheries the edge they need to compete effectively.  The purchasers are largely made up of 
restaurants and seafood markets, with individual consumers increasingly buying direct from 
fisheries.  Their decision on where to purchase fresh fish is based on freshness, price, availability 
and reliability.  Farm fisheries and corporate distributors are able to provide availability and 
reliability to a higher degree than small fisheries have been able to do.  However, small fisheries 
are consistently able to provide greater freshness and lower prices.  Despite these values, 
consumers prefer the safety inherent in the more reliable distributors.  In addition, it is often 
difficult to distribute information on inventory updates and prices to purchasers in a timely 
fashion.  “Right now, all of these small fishing companies just can’t compete with the big guys’ 
availability, even if they do have better quality,” says Chef Matthew Keller, a local Executive 
Chef, Personal Chef, and Chef Instructor (Keller, 2009).  These obstacles will need to be 
overcome in order to compete successfully.   
  

A comprehensive information system based on an online database and marketplace 
designed to streamline the flow of information and the supply-chain would give day boat 
fisheries the competitive edge to level the playing field.  Fisheries would be able to update their 
inventories immediately, with prices and delivery information.  The inventory of many fisheries 
in a given coastal region would be compiled into one database, searchable by anyone, promoting 
competitive pricing.  With inventory from multiple vendors available a purchaser can feel 
comfortable that fish will be consistently available to meet their continuing needs.  Vendors can 
communicate the availability of super-fresh specialty fish to customers, reducing loss of value 
from declined freshness or freezing.  Furthermore, consumers will be able purchase more 
product at a lower price, in order to meet their own supply needs, increasing the sales of the 
fisheries.  By using this system, day boat fisheries will be able to provide greater freshness and 
lower prices as well as the availability and reliability that customers demand, thereby competing 
directly with aquaculture, imports and large corporate distributors. 
 

CURRENT INDUSTRY PROFILE 
 

Sales and the supply-chain for day boat commercial fisheries are controlled primarily by 
the captain of the ship.  Sales are typically based on previous relationships with purchasers near 
the fisheries home port.  Some are directly to consumers who are informed about the vendor 
through advertisements in the yellow pages, newspapers, and magazines.  Recently the use of the 
internet to facilitate sales has increased, avoiding large distributors.  In ideal situations, purchases 
may be “facilitated immediately after the catch, before the vessel returns to port” (Research First, 
Inc, 2009).  Customers who buy through distributors often receive information on inventory and 
pricing by calling in directly to the seller or from weekly faxes (Keller, 2009).  Purchasers often 
have problems in getting up to date information on specialty products, and miss opportunities to 
offer unique value to their customers.   

  
Sales are usually made directly over the phone, to be paid immediately or on account.  

Customers are generally willing to accept prices as dictated by the distributor, as no other option 
currently exists for reliable alternatives.  Likewise, the fisheries sell their catch to distributors at 
a lower than market price, because the day boats cannot reach the market that distributors can 



(Keller, 2009).  Both the consumer and the fishery miss out on value lost to the distributor 
because of the current system. 

  
The distribution of the product also limits the individual day boat fishery, and is one of 

the benefits that distributors and aquaculture currently provide to both customer and fishery 
alike.  Each fishery normally has a limited number of trucks for shipping, some with only one.  
They are severely limited in the number of customers that they can make deliveries to.  Often the 
only option is to dedicate those shipments to distributors, who purchase more bulk at one time 
(Keller, 2009).  The distributors have many trucks at their disposal, with larger corporate fleets 
numbering in the thousands.  Thus, they are currently much better equipped to meet the 
reliability needs of the purchaser.  
 

PROPOSED SOLUTION 
 

 

Online Database

Port/Fishery Base

Fishing Vessels 

Intelligent Agent 

Customer

Catch Quantity

Inventory Quantity/Price
Shipping Information 

Truck/Driver  
Availability 

Inventory Quantity/Price 

Routing Information 
Delivery Schedule 

Product Quantity/Price 

Product Quantity
Product Cost 

Arrival Date/Time 

Transaction Information 

Sales/Payment Information

Purchasing/Account Information

Figure 3 



An information system that manages the sales and marketing as well as facilitating 
distribution would provide an improved stream-lined supply-chain that gives day boat fisheries 
an advantage in a highly competitive market, while offering greater value to the customer.  
Business process reengineering will change fundamental factors of the as-is system.  Outcome 
analysis helps in the understanding of what provides actual value to the customer (Dennis, 
Wixom, & Roth, 2009).  With this tool, small fisheries would be able to take advantage of the 
increased demand for fresh seafood, staying afloat in these harsh economic times.  Direct  
marketing gives the supplier the opportunity to have much greater control of their product, 
pricing and sales. With influence at every level of distribution, suppliers are able to maximize 
profitability (Perreault, Cannon, & McCarthy, 2009).  At the same time restaurants and seafood 
markets could obtain higher quality product at lower prices, realizing greater profits themselves 
while passing some of the value on to the end consumer.   

 
Figure 3 illustrates the flow of information between the seafood buyer and seller.  The 

data originates on the fishing vessel as the catch is counted.  It is entered into the system at the 
fishery port and files are filtered to an online database and intelligent agent and the processed 
information is made available to the customer.  The buyer’s purchase and payment information is 
transmitted back to the fishery to finalize the sale and initiate shipment.  

 
The first objective is to provide the most current and accurate inventory information 

possible to the purchaser.  To do this the captain of the fishing vessel must update the port base 
with catch information as soon as it is pulled in.  The person that receives this communication 
will then log in to a web portal using any standard web browser.  Each fishery will have an 
individual account with stored business information.  They will upload inventory files to a 
central database.  The files will contain data on product name, catch quantity, price and 
availability.  A database management system (DBMS) can be used to manipulate these databases 
so that the correct information is sorted and available.  End-user DBMSs, such as Microsoft 
Access, or enterprise DMBSs, such as DB2, Jasmine, SQL Server, and Oracle are currently 
available.  End-user DMBSs are cheaper and easier to use while enterprise DMBSs have the 
capabilities to support large-scale systems, such as this.  There are also open-source DBMSs 
such as MySQL(Dennis, Wixom, & Roth, 2009).  A history will be kept for each user that 
records all sales and transactions, allowing users to analyze trends in sales, price and distribution.  
This individual inventory for each fishery will be combined to provide a super-database that 
purchasers can browse.   

 
The second objective is to facilitate the purchase of the seafood.  The customer will log 

on to a different web portal with their own unique account.  A unique search engine will enable 
the purchaser to filter the large database of seafood inventories.  A search may be made using 
specific fish, fisheries, prices, quantities, or dates available.  Purchases will be able to be made 
directly in the portal.  The customer will select the product and quantity that they would like and 
pay for it immediately.  Each customer account will have the option to save payment 
information, to facilitate the purchase, or they may input new payment information.  Sellers may 
approve purchasers for accounts, which can then be managed online via the new system.  
Account histories will be recorded, allowing the customer to review previous purchases, vendors, 
and prices.  Customers can also prearrange repeat purchases, guaranteeing future sales.   

 



The final objective is to provide reliable and timely delivery of the product.  This is one 
of the primary reasons restaurants and food purveyors are wary of small boat fisheries. The 
purchaser can arrange delivery directly through the web portal.  All of the trucks available to all 
of the purchasers will be tallied and tracked to promote effective distribution for all of the 
fisheries.  Cooperation between the many fisheries in a given area is paramount in achieving this 
objective.  A large challenge will be the coordination of strategies.  An intelligent agent will 
analyze availability of trucks, availability of drivers, shipping destinations, and efficient routes, 
building routine and on-demand activities (Carter, Monczka, & Mosconi, 2005).  Individual 
trucks will maximize their capacity by shipping both product from their home base and from 
nearby fisheries.  Distribution limitations that once restricted the day boat fisheries will diminish, 
and purchasers will be able to rely on timely shipments. 
 

SUMMARY AND CONCLUSIONS 
 

The competitive environment is harsh, for day boat fisheries and restaurants alike.  This 
system can allow them to take advantage of the growing demand for fresh seafood.  Corporate 
distributors, imports and aquaculture all offer the advantage of scale, but the advantage of quality 
and value are greater.  By closing the gap in reliability and availability the small fishery will be 
able to stand against its larger competitors.  Chef Keller claims, “If day boat fishers were as 
reliable as the distributor, I know I’d buy them, for sure.” 
  

Day boat fisheries will not be limited to selling only to distributors at lower prices.  They 
will be able to sell at market price, thereby raising profits.  Also, they will have the opportunity 
to grow the quantity of sales.  The fisheries will be able to develop relationships with more 
customers, negotiating better deals, and encouraging repeat business.  With fresh fish inventories 
so readily available, purchasers will be influenced to make more purchases, and to try new 
vendors.   
  

Purchasers will also be able to decrease loss to food costs.  Food cost is always a concern 
to a chef, and lowering it is a constant priority.  By being able to purchase fresh seafood without 
the higher prices of distributors, spending will decrease.  Customers will also be able to pass on 
value to the end consumer in price, freshness, and variety.  Restaurants and seafood markets will 
have the opportunity to obtain fresh specialty fish that they would have been unaware of before.  
As high end seafood demand is increasing, the ability to increase supply accordingly is critical. 
  

Further considerations include the costs of implementing the outlined solution.  While the 
value of a new information system is clear, cost will be a factor to the individual companies 
involved.  Additional costs will include, but not be limited to, system analysis and design, 
software programming, or purchase of existing programs, additional gas and deterioration for 
shipping, and personnel training.  While the costs are real, if distributed between the many 
companies that would benefit, they could also be manageable.     
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