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Forward Looking Statements 

This presentation may contain forward-looking statements. Such statements 

involve known and unknown risks, uncertainties, and other factors outside 

management’s control including but not limited to total allowable catch levels, 

selling prices, weather, exchange rates and fuel costs, that could cause actual 

results to differ materially from those expressed in the forward-looking  

statements. 

 

Clearwater does not assume responsibility for the accuracy and completeness 

of the forward-looking statements and does not undertake any obligation to 

publicly revise these forward-looking statements to reflect subsequent events  

or circumstances. 
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Dedicated to Sustainable Seafood Excellence 

Company Overview 

 North America’s largest vertically integrated 

harvester, processor, and distributor of premium 

shellfish 

o ~79 million pounds sold in 2012 

o Key species include: lobster, scallops, clams, 

coldwater shrimp and crab 

o Recognized for quality, eco-harvesting practices* and 

reliable delivery 

 Largest holder of shellfish quotas in Canada 

o Operations in offshore Canada and Argentina 

 At-sea processing   

o Company-owned state-of-the-art factory vessels 

o Advanced onshore processing, storage and 

distribution capabilities 

 Global sales, marketing and distribution platform 

o Diverse customer base with local sales forces 
*  Widest selection of MSC-certified species of any 

seafood harvester worldwide 
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Dedicated to Sustainable Seafood Excellence 

Powerful Industry Fundamentals 
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 Asia-Pacific middle class sustainable growth provides a stable 

source of long-term demand (six-fold growth in consumer 

spending forecast through 2020) 

 Growing incomes have increased demand for high-capacity 

premium products 

 Increasing adaptation of premium priced western-inspired 

products 

Robust Emerging 

Market Demand 

Source: OECD, FAO Secretariates and PricewaterhouseCoopers. 

 Growing focus on health and wellness driving interest in 

“higher-quality” protein 

 Increasing consumer willingness to pay a premium for 

“sustainable” , traceable, safe food 

 Desire for “authentic” taste experiences (wild-caught vs. farm-

raised) and scarcity premium (the seafood connoisseur) 

Compelling  

Market 

“Mega Trends”  in 

Advanced 

Economies 

Supplier Pricing 

Power 

 Global demand outstripping finite wild-caught supply sources 

 Regulatory bodies managing wild-caught fisheries 

conservatively to protect long-term supply 

 Declining growth of both wild-caught and aquaculture 

production 

 Customers willing to pay a premium for high-quality 

sustainable supply 

19%
23%

30%

43%
50%

Fish Oil Capture/
Wild

Traded/
Export

Fish Meal Aquaculture

Projected 2000-2020 Price Growth 
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Dedicated to Sustainable Seafood Excellence 

Wild Capture
$80 bn

Aquaculture
$60 bn

Primary
Processing

$60 bn

Secondary
Processing

$120 bn

Distribution,
Procurement

& Trading
$80 bn

Leading Global Provider of Wild-Caught Shellfish 

Valuable License Ownership 

Balanced Global Footprint 

Strong Presence Across the Value-Chain 

Clearwater’s 

Value Added 

Pipeline 

• Scallops 

• Lobster 

• Clams 

• Shrimp 

Balanced Species Mix(1) 

China
17%

Japan
13%

Other Asia
5%

Europe
35%

United
States
15%

Canada
14%

Other
1%

Scallops
31%

Coldwater
Shrimp

22%

Clams
21%

Lobster
18%

Crab
4%

Other
4%

Clearwater is a primary 

license-holder in all of its 

key fisheries  

20% 2-yr 

Sales 

CAGR 

1) Reflects percent of 2012 net sales. 

($ in millions) 

Artic Surf 
Clams 

Offshore 
Lobster 

Sea 
Scallops 

Argentine 
Scallops 

Coldwater 
Shrimp 



5 

Dedicated to Sustainable Seafood Excellence 

Food
Service

49%

Retail
38%

Other
13%

Balanced End-Market and Customer Exposure 

Global Footprint 

 Worldwide distribution presence  

 Local sales and marketing teams 

 On-trend products in all markets 

Channel Mix 

 Multiple touch points to global seafood 

consumers 

Diverse Customer Base 

 No single customer represents more than 

6% of revenue 

 Average top-ten customer relationship of 

nearly 10 years 

2011 Revenues of $332.7 million 

 Broadest, highest-quality premium shellfish offering 

 Widest selection of MSC-certified species of any harvester/processor 

 Unique, “just-in-time” premium live lobster program   

 New product innovation,  consumer/customer insight, category management  

competency 

Clearwater’s Value 

Proposition 
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New 
Products & 
Packaging 

Quality 

Assurance & 

Food Safety 

Sustainability 

at Sea and  

On Land 
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Widest selection of MSC-certified species of any seafood 

harvester worldwide 

Sustainability 
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Clearwater and Sustainability 
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New 
Products & 
Packaging 

Quality 

Assurance & 

Food Safety 

Sustainability 

at Sea and  

On Land 
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Technology Innovation 

Multi-beam Mapping/GIS  

FAS Processing  

Automated Shucking 
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Technology Innovation 

State-of-the-Art RSW Live Lobster Harvesting 

Live Lobster Branding 

Large Scale Dry Land Live 
Lobster Storage 

Raw Processed Lobster 
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New 
Products & 
Packaging 

Quality 

Assurance & 

Food Safety 

Sustainability 

at Sea and  

On Land 
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Consumer Insight & Connection 
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Enhanced Digital Connections 
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New 
Products & 
Packaging 

Quality 

Assurance & 

Food Safety 

Sustainability 

at Sea and  

On Land 
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New Products & Packaging 
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New Products & Packaging 
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New Products & Packaging 
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New Products & Packaging 
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New 
Products & 
Packaging 

Quality 

Assurance & 

Food Safety 

Sustainability 

at Sea and  

On Land 
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Clearwater Food Safety  
 

 
 

Eliminating our Food Safety Risk 
 

1. “Trust, but Verify” philosophy 

Meets or Exceeds 

Standards 

2. GFSI-BRC Accreditation 

3. Enterprise wide buy-in and support 

4. Education and training 

5. Environmental swabbing 

6. Product Micro 

7. Positive release protocol 
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New 
Products & 
Packaging 

Quality 

Assurance & 

Food Safety 

Sustainability 

at Sea and  

On Land 
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Key Account Management 

Marketing Sales GM / BDM Operation

s 

Fleet Finance IS Logistics 

Team  

Cromer 

Team  

Publix 
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Customer Co-creation 
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Lobster Lollipops Truffled Masago Eggs and Bacon Lobster 
Hash Browns with Bacon Wrapped 

Scallops 

Lobster Caesar on Sushi Rice with 
Bacon Rashers & Parmesan 

Customer Co-creation 
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Customer Co-creation 

E:/Restaurant_GM_AK.wmv
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New 
Products & 
Packaging 

Quality 

Assurance & 

Food Safety 

Sustainability 

at Sea and  

On Land 
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China 
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India 
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Sales Revenue and Earnings Trend 

$301,204 

$284,065 

$315,539 

$332,785 

$350,447 

2008 2009 2010 2011 2012 

Sales (000"s) 

$36.2 

$44.2 

$50.7 

$61.2 

$72.2 

2008 2009 2010 2011 2012 

Adjusted EBITDA (millions) 
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THANK YOU ! 


