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T O  B E  T H E  T O P  O F  T H E  S O U T H ’ S  M O S T  VA L U A B L E  O R G A N I S AT I O N  A N D  T H E  
W O R L D ’ S  M O S T  P R E M I U M  S A L M O N  C O M PA N YVISION

C R E AT I NG  T H E  ULT IM ATE SAL M ON  EX PER IEN CEPURPOSE

W E  WA N T  A L L  N Z K S  /  S TA K E H O L D E R  I N T E R A C T I O N S  T O  L E A V E  S TA K E H O L D E R S  
B E T T E R  O F F  A S  A  R E S U LTMISSION

M A X I M I S AT I O N  O F  VA L U E  /  C O N T I N U O U S  I M P R O V E M E N T  /  I N T E G R I T Y  /  
T E A M W O R K  &  C U LT U R EVALUES

SUPPORTING STRATEGIES
H E A LT H  &  S A F E T Y  
I N C L U D I N G  F O O D  
S A F E T Y

FA R M  O N E S P E C I E S :  
K I N G  S A L M O N

D O M I N AT E  P R E M I U M  S A L M O N  
N I C H E S

S U S TA I N A B I L I T YC O M M U N I T Y  
E N G A G E M E N T

P E O P L E

B R A N D S

C O S T  C O M P E T I T I V E

VISION, PURPOSE, MISSION AND VALUES



W E  S U P P LY  
M O R E  T H A N

50%
O F  T H E  W O R L D ’ S  
F A R M E D  K I N G  S A L M O N

O N LY

0.7%
O F  T H E  W O R L D ’ S  S A L M O N  I S  
K I N G  S A L M O N

4.4kg A V E R A G E  
H A R V E S T  
S I Z E

8,018

M E T R I C  T O N N E S  H A R V E S T E D

$160.3
R E V E N U E  O F

M I L L I O N

$16.1

N E T  P R O F I T
A F T E R  TA X

M I L L I O N

$26.2

P R O  F O R M A  O P E R AT I N G  
E B I T D A

M I L L I O N

1 7 %  A B O V E  F Y 1 8  P D S  F O R E C A S T

$550
M I L L I O N  R E V E N U E  

G E N E R AT E D  B Y  
A Q U A C U L T U R E  I N  

N E W  Z E A L A N D



Our brands

U L T R A - P R E M I U M
F O O D S E R V I C E

P R E M I U M  R E TA I L V A L U E  R E TA I L P E T F O O D  R E TA I L Z E R O - WA S T E  
V A L U E - A D D  
P R O D U C T S



SALES BY MARKET

29%

N O R T H  
A M E R I C A

50%

N E W  
Z E A L A N D7%

A U S T R A L I A

6%

A S I A
( E X  J A P A N )

5%
J A P A N2%

E U R O P E

1%
C H I N A



We aim to pass on our land and water environments to the next generation and beyond in the same or better 
condition than we inherited them.

OPERATING SUSTAINABLY

O U R  C O M M I T M EN T  TO  S U S TA I N A B I L I T Y

We work to fulfil salmon 
aquaculture’s potential 
as a positive force for 
the health of people, 
nature and our 
company.

We are committed to 
caring for water in our 
region.

We are a trustworthy 
and transparent 
neighbour and 
community partner.

We attract and develop 
talented people across our 
diverse roles and teams.

We are committed to 
using resources 
responsibly and 
reducing our impacts 
wherever possible.
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Operating sustainably

Care for the environment is a key pillar in our business strategy – we want to minimise our footprint as much as we can, whilst helping our 

people, our community and our stakeholders for the long-term. 

Our certification programme provides independent verification of our sustainable practices with regular assessments by expert third party organisations. In 

addition to our ongoing Best Aquaculture Practices certification and as part of our commitment to the Global Salmon Initiative membership, we achieved 

Aquaculture Stewardship Council certification for our Clay Point farm in 1H20. The New Zealand King Salmon industry retained a Green ”Best Choice” rating 

from Monterey Bay Aquarium Seafood Watch with our company playing a leading role as New Zealand's largest producer.
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THE WHY 

• Develop a clear understanding of NZKS’ carbon footprint 

• Be prepared for reporting to global aquaculture standards 

• Identify risks and opportunities in our supply chain 

• Develop strategies to reduce carbon across our supply chain

• Ongoing reporting requirements TCFD, carbon cost etc. 
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Our footprint falls at the higher end of aquaculture species, but

remains a very good choice when compared with proteins from land animals.

Opportunities to reduce our carbon footprint in the short term align with operational 
goals to improve survival rates and feed conversion ratios, but we will also see 
incremental gains through the reduction of waste in packaging, consumables and 
energy usage.

NZKS’ carbon footprint





Vegetable / Poultry Oil

By-products of human food 
production, these fats are a 

crucial source of energy 

Fish Oil

Sourced from well 
managed fisheries, 

fish oil is an 
essential source of 

Omega 3 fatty 
acids

Fish Protein

Sourced from well managed fisheries 
and by-products of human food 
production, fish meal is a great 

source of Omega 3 and essential for 
growth

Cereal / Grain

A good source of energy 
that also acts as a binder in 

the feed recipe. 

Vegetable Protein

Protein is essential for growth, 
using both land animal and 

vegetable-based proteins allows 
us to reduce our reliance on fish 

protein 

Land-animal Protein

By-products of human food 
production, this land-based protein is 

essential for growth Vitamins 
and Minerals

Astaxanthin, 
phosphorus & calcium 

for strong bones, 
vitamins C, E, zinc and 
folic acid to maintain 

overall health and 
wellbeing

N O  G E N E T I C A L LY  
M O D I F I E D  I N G R E D I E N T S

N O  A N T I B I O T I C S

N O  G R O W T H  H O R M O N E S

What do we feed our salmon?










