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The 2018 FRDC Stakeholder Engagement research was-stagelti project undertaken over the period Jane
July 2018. It involved three stages of work:

o A quantitative survey of necommercial fisher stakeholders. The survey was undertaken via an online survey
using contact details provided by FRDC from their CRM.

0 A quantitative survey of commercial fisher stakeholders. The survey was undertaken using a mixed mode data
collection method (combination of online and telephone surveys) again using contact details provided by FRDC
from their CRM.

Respondent cohorts
o A qualitative study among FRDC key stakeholders. This was undertakendepém ione on one telephone
interview with a range of identified key stakeholders. This included stakeholders across Government, research,

industry and business. A list of key stakeholders was provided by FRDC. Wild Catch only stakeholders who
work with fisheries only in the Wild

This report provides a summary of the results from the second of these gtagesvey of commercial fisher Catch sector

stakeholders. Results from the other stages of the program are reported separately.

some connection and engagement between stakeholders and FRDC ahead of the survey questions. The variation in "AVO”‘ W“I? ﬁShe”fS only in the
response to the survey invitation does indicate that the CRM data does in fact include stakeholders who have an LGRS S 2a
active as well as less than active engagement with FRDC.

It is important to note that the research respondents were sourced from FRDC CRM data. This may well imply Aquaculture only; stakeholders who

stakeholder works with fisheries in the Wild Catch sector only, in the Aquaculture sector only, or a combination @ SELET RIS i TR IS

Respondents to the commercial stakeholder survey included three cohorts as shown appbsiteer a Both Wild Catch and Aquacultuce
X both sect
both Wild Catch and Aquaculture. 1 bofh sectors

The survey set to explore and measure the level of awareness, understanding of FRDC, their engagement and
experience with engaging with FRDC and their satisfaction with the engagement, the R&D investments and the
organisation overall.

An overview of the results now follows. Along with these detailed results, additiorgdosybanalysis and
specific details of feedback provided are also available as part of the deliverables from this stage of the program
of research.
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Satisfaction of contributions by sector of industry

Satisfaction that contributions to
FRDG@re being invested wisely

5 s

Wild catch only

69

Aquaculture only

@ 6.5

Both wild catch and
aquaculture

Likelihood to
recommend FRDC

are positiveabout the future of the
fishing and aquaculture in Australia
over the next 12 months

61%

DISPOSITION

8.1

Importance of having an
organisationlike FRDC

KNOWLEDGE &
UNDERSTANDING

98%

haveheard ofFRDC
when prompted

couldidentifyFRD@s 9
the organisation wa na
responsible for

managing/investing in

R&D

69%
o

couldaccurately

describeC w 5 fola a
and responsibilities

65%

ENGAGEMENT

INVESTMENT

e

6.0

Satisfaction that contributions
are being invested in areas that
matter tothe fishing industry

5.0

Satisfaction that contributions
are being invested in areas that
matter toyour business

o.7

Satisfaction with howRDC
engages with businesses

5.8

Adequate opportunity
to have their say
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The following discussion provided a summary of the key insights from the feedback o Like the norcommercial stakeholders, commercial fishers generally
provided in the commerci&RDGtakeholder survey. acknowledge the value and benefit that an industry service bodiyRikeC
can offer the fishing and aquaculture industry (importance rating of 8.1 out of

As noted above, this survey included responses from fishers across a range of cohorts a possible 10).
¢ aquaculture and wild catch, across jurisdictions and across species. Response across
these cohorts varied with different sample sizes in each. The overall results presented There is however a small cohort (17%) who saw little importance in having an
in this report are presented as a simple average of all respondents and so do not R&D organisation liIkeRDC This small group is likely to require additional
necessarily reflect the current mix of different commercial fishers with which FRDC engagement to better understand the disconnect VARRDC
engages with.

o Similar to the result achieved among rmommercial stakeholders, the

What was clear from the survey results was that: results are indicating th&RD@Qas been effective in reaching most
commercial fishers either directly or indirectly through the combination of
o Commercial fishers reported a positive view about the future of the fishing and publications, communications, traditional and digital channels and the more
aquaculture sectors and their businesses (Net Industry Sentiment of +38 and +37  personal touch points. What is evident from the research is that the direct
respectively). engagement has a more powerful impact on commercial fisher perceptions

than the mainstream communications through publications.
o While 6 in 10 are positive about both industry and business, there remains 2 in 10
who are negative about the future.

o Commercial fishers operating in the aquaculture (production) sector were more
positive (+87 and +65) compared to fishers operating in the wild catch sector (+9
and +18).

o There was a good level of awareness and understanding of the role FRDC plays
across the industry (65% could identify this). That said, there is clearly opportunity
to deepen commercial fishers understandind-BDfor example 34% reported to
be unaware oRACp

FRDGTAKEHOLDER TRACKIGIGMMERCIAL STAKEHOLRHEBISY 2018



KEY INSIGHTS

The results also clearly show that:

o There is a different experience between commercial fishers operating in wild catch
compared to aquaculture. Wild catch commercial fishers were consistently more
critical than aquaculture fishers:

Satisfaction that contributions
FRDGre being invested wisely

Likelihood to recommenBRDC

Satisfaction that contributions
are being invested in areas thi
matter tothe fishing industry

Satisfaction that contributions
are being invested in areas thi
matter toyour business

Overall

6.2

6.3

6.0

5.0

Wild catch only

5.8

5.9

5.4

4.5

Aquaculture only

6.9

6.9

6.9

5%

Both wild catch
and aquaculture

6.5

6.7

6.9

5.8

o Commercial fishers vary in their level of direct engagementRRIbdirect

engagement typically involves otteone interactions witiFRDE The analysis
demonstrates fishers with a higher intensity of direct engagement (48% report
multiple touchpoint interactions) typically report stronger levels of satisfaction

across all metrics.

o Bycomparision some 52% have low intensity engagement WRD@nd also

lower levels of satisfaction. These results looked to have been shaped by the lack of
familiarity withFRDCand the research, activities and promotions undertaken by

FRDCThis appears to have translated to lower ratings.

(o]

PAGH

Like norcommercial stakeholders, two important influences on stakeholders
2OSNI £t FaaSaavySyd INB GKSANI 0ASga
with the investments undertaken BRDC While the challenge of engaging
with a diverse range of commercial fishers is obvious, the challengRfxc

will be to establish frameworks and processes that enable this dialogue and
sharing of information.

Again similar to nosommercial stakeholders, when preferences for
providing feedback t6RDQvere sought, no consistent opportunity was
identified. FRD@nay need to consider whether existing opportunities have
sufficient visibility with these stakeholders, or whether further work is
required to understand what opportunities may help bridge this gap in
expectations.

The detailed results from the survey of commercial fishers now follows.
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INDUSTRY SENTIMENT

How would you describe your feelings about the future of the fishing and

aquaculture in Australia over the next 12 months? Would you say you are...

Base: All commercial stakeholders, n = 163.

PAGBD

Net Sentiment Scores

Grouping the positive and negative responses to the right, we can create a Net Sentiment | |
Score which describes the difference in proportion of stakeholders who feel more posmve
against those who feel negative. i

Very positive
0 .
61% Net Industry Sentiment
Fairly positive 42%
i 0 — 0 — +
Neither positive nor negative, 6 1 /0 23 /0 e 38
B % positive % negative Net Industry
Sentiment
Fairly negative 15%
23% Net Industry Net Industry Net Industry
. @ Sentiment Sentiment ' Sentlment
Very negative
] +9 +87 B
) ) ) Wild catch only Aquaculture only Both wild catch and
How would you describe your feelings about the future of your business over the (n=96) (n = 46) aguaculture
next 12 months? Would you say you are... (n=18)
Base: All commercial stakeholders, n = 163.
) Net Business Sentiment
Very positive 27%
59% 0 L
— 0
Fairly positive 32% 59 /0 22 /0 . +37
, % positive % negative Net Industry
. . . Sentiment
Neither positive nor negative 19%
- Net Business Net Business Net Business
Fairly negative 17% % Sentim8ent Senti6ment '@ Sentlment
+1 +65
22%

Very negative

Both wild catch and
aquaculture
(n=18)

Wild catch only Aquaculture only
(n =96) (n = 46)
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INDUSTRY SENTIMENT

| 26 ¢g2dzf R 82dz RSAONROGS GKS
in Australia?
Base: All commercial stakeholders, n = 163.

LJdzo £ A OQ& 21K3 N©O RRG B2z K )\Lyfélé AR
. asSy 1ttt O2YYSNDALI ¢ adl 1 SK2¢t
(48 comments provided).

PAGHO

O( ;g(

YIS dﬂoédﬂuu
N3 0

iKS Lydzo ¢

¢

Qﬁeé

{ F R

RS

Ga2NB LINRBI OGAGS Lzt AO SRdzOF A2y @AlF ¢
ET. Govt. and Fisheries Managers publically supporting Professional
Fishermen. Legislation making it illegal EMGO'sto Publically Slander
Professional Fishing Industry. (Currently, numeEN&O'slaily releasing
false and/ or biased, public media statements making untrue claims
constantly attacking the Fishing Industry). Rarely rebutted. Need to build

Educate the public
about the benefits of
aquaculture

Very positive § 1%
35%
Fairly positive 34%
Whilst not directly comparable,
N N - when the Australian community
either positive nor
negative 34% was surveyed9%welieved
- that the industry is sustainable or
confident that it can be.*
Fairly negative 25%
31%
Very negative 6%
Net Public Perception
.
35% = 31% = +4
% positive % negative Net Public
Perception

-15 +28 @ +39

Aquaculture only Both wild catch and
(n=46) aquaculture
(n=17)

Wild catch only
(n =96)

*Source:FRDG Community Perceptions of the Sustainability of the Australian Fishing Indudaty 2018

trust with the public, and recreational Fishers, whom also, are regularly
Lldzo t AOFtte | ddrOlAy3a tNRFSaarzy

aL GKAYy]l GKS LlzfAO0 GKAYy]l 2F FA&AKSNR y2i
everything and leave nothing. Rape and pillage. This is our lively hood. We
depend of the ocean being healthy, and that our reefs are healthy. We need

this for the sustainability of our industry and for our children. We should be
iK2dzaAK4G 2F da GKS dUOFNBGF]1SNaAU y2i

4LY Vv[5 65 RS&ALISNIGSte ySSR STF2NI NBRc
mainly in the inshore fisheries. When this is done we need to sell the
message that industry is sustainable, both environmentally and financially
We as an industry have to make the public look at their own 'back yards' so
dza O2YYSNDALFE FAakKSNaA Oly GF1S GKS
GLT GKS Lzt AO {ySé Y2NB | 62dzi GKS I I dzt
should be more education in the system for the kids at school as well as the
adults about the various types of aquaculture and the possibilities for
SYLX 28YSyid FyR o6dzaAySad sAGKAY {G(KI

G{K2dz R 6S Fty IRHSNIA&AAYT LINBPINIYYS (2
there to wipe out a population of fish, we are only there to supply fresh fish

Demonstrate quality
2 GKS Lzt AOd¢

environmental
management and

and custodianship of the fish and marine environment in a continued

YIyySNWEé
61 SG GKSY 1y2s (GKS TAAKSNASA F NB NBIdA |
ONAI'KZ RA?TSNSYU NB3dzg F GA2YES F2N

A full list of responses provided by stakeholders can be found in the Analysis and Verbatim Report.
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AWARENESS AND UNDERSTANDIN&DQ

PAGH?2

Which national organisation is responsible for managing and investing in Researhd what is your understanding 6fw 5 fol@ and responsibilities ?

and Development across the fishing and aquaculture in Australia? Base: All commercial stakeholders who are awarERDCn = 160 (149 comments provided).
Base: All commercial stakeholders, n = 163.

65% of stakeholders could accurately describe vihat 5 fol@ and responsibilities are

FRDC 69%

G/ 2YYAGYSylG (2 LYyRddZAGNET D2OSNYyYSyid s /2yadzYSNE (2 NBAS

) ) Aust. Fishing Industry (wild catch & aquaculture) for the benefit to a clearer understandmg & to position us as leaders
State Fisheries Manager 6% F'd GKS FT2NBFNRYydG G2 I mad Oflraa ¢2NIRGARS
aLiGQa | Oéy NI ffe NBaSINOK 2NHFYyA&alGA2y FyR KAIKE & a&dz
Federal Government 5% NB&SFNOK Ay KS &adzadlrAylroAtAade Ay GKS FAAK Ay 3 AY Rdza G NB

Ol tdzSa 2F GKS FTAAKAYI AYyRdzA G NE dé

Industry Bodies 4% aLdya I I2@SNYYSyid &LRYya2NBR NBaSINDK 62Red | 26SOSNI Al

internationally we tend to look into the product of our choice and we found that we learnt a lot through international
dSIFF22R &aK264adé

Someone else (please speci 7%
Gakb Ay FdzyRAy3 o02Re& T2NJ GKS YI22NAG& 2F NBaSINOK KNEBdzAK
52yl 1y2s we ARSH F2NJ GKS 6K2tS 2F G(GKS I ljdzk Odf GdzNB FyR FAAKAY3I Ayl
! RYAyYA&aGSN) FdzyRa 02t S0GSR FNBY CA&aKAy3d tA0SyO0S ¥SS5a |
FNBEa G2 SyKhyoS GkSa$ aSO0G2NE GKNRdZAK 084id LI
Before today, had you heard of Fisheries Research and Development CorporatiQy, o | ;wpva6s FyR FHOAtAGGS NB&ASINDK Ayd2s FyR SyKlyOs Y
or FRD@ gAt R OFGOKSE I ljdzl Odzf (dzNBS AYRAISy2dza | yR NB

Base: All commercial stakeholders, n = 163. L i . i ) o ~ L .
Gt P NIYSNI 6AGK AYyRdzAGNE (2 RSGSN¥YAYS LINA2NRAGASE F2NJ NB&S
LJdzof A&K FyR 6S G(KS NBLR&EAG2NE F2N) NBaSkND

aLy@Said Ay NBaSINOK yR RS@St2LISyd 2y oSKFEET 27F i

aL tA1S G2 dGKAyYy|l GKS& INB fSFRAy3I Ffft NBaSHNOK |y

LQY y2i &dz . y , I 5 . P ,
say, 1% awSaSI NOK 2F RAFTFSNBYU FAAKAYI 2LILRNUdzyAuASa | yR

aLiG O2 @S-nevent dngl puiblis beMelRD&E LI dza Y I NJ SGAy3I oAy &az2vysS O
Yes | hadd8%
~ wSaSl NOKAY 3 ySg YSiGiK2Ra 2N YENLSG& YR LINRJARAY3
b2 L ,KbhRY

G¢KSe LINPGARS NBaSINDODK LINR2SOGa |yR FTdzyRAYy3IZ FyR

A full list of responses provided by stakeholders can be found in the Analysis and Verbatim Report.
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AWARENESS AND UNDERSTANDIN&DQ AGHS

Are you aware thaFRD®as a Research Advisory CommittBAQ in each state Were you aware that you can put your research ideas up tdRA€for funding?

with representation from industry to help plan and assess research applications#ase: All commercial stakeholders, n = 163.
Base: All commercial stakeholders, n = 163.

L Ol y &%
Yes 66% Not aware of RACs

0,
34% Yes, aware that
ideas can be put up
for funding 55%
No, 29% Aware of RACs, but
not aware that
ideas can be put up——
for funding 11%
To the best of your knowledge, what are the sources of fundingRiD@ Do you pay a contribution tBRD@o manage and invest in research &
et Al gamints el sitel e uolilars i erte Ll o = 15T, development on behalf of fishing and aquaculture in Australia?
Base: All commercial stakeholders who are awarERDCn = 160.
Government contributions_ 63% 4 = X =
2 39% LQ\Sfa %fzoz/u adz2NBE k Ol yQu
] said both ¥ eco
Contributions from licence 6% ZLT::ZE
holders 0
Yes | dp48%
Other (please specify)- 11%

Not sure - 21% b2 L, 3R

Multiple choiceg responses may not add to 100%.
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To the best of your knowledge, what does your contribution pay for?

Base: All commercial stakeholders who pay a contributioRR®Cn = 76.

On boat / on farm / in busines
research and development

Post farm research and developme

FRDC Administratio 46%

Training and education 37%
Information services 32%
Extension service 28%

Management of issues relating to th

fishing industry that arise in the
media

Domestic marketing / market

development / promoting products

and industry

24%

22%

Trade policy / Trade development

0,
International marketing A

Multiple choiceg responses may not add to 100%.

On boat / on farm / in busines
research and development

Post farm research and developme

FRDC Administratio

Training and education

Information services

Extension service

Management of issues relating to th

fishing industry that arise in the
media

Domestic marketing / market

development / promoting products

and industry

Trade policy / Trade development

International marketing

PAGHA4

And what is the main aspect your contribution pays for?
Base: All commercial stakeholders who pay a contributioRR®Cn = 76.

51%
8% =
51%
said that the main aspect
9% their contribution pays for is

on boat / on farm /
in business R&D

11%

11%
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STAKEHOLDER SUPPORT F

How important is it for fishing and aquaculture to have an organisatiorFikeC

a8y 16t O2YYSNDALE &Gl 15K2t RSNE 6SEOt dzRAY3I a52y Qi

v o

BIAK

8 1 Importance of having an
. organisatiorlike FRDC
Not important Important Very important
17% 10% 73%
1 [ | [ ]
44%

10%
2% 19 2% 1% 1%

0 1 2 3 4 5 6 7 8 9 10
Of no importance at all Extremely important

Importance ofFRD®y sector of industry

7.6 v 8.7 % 8.9

Wild catch only Aquaculture only Both wild catch and
(n=89) (n = 46) aquaculture
(n=17)

1y26¢

FRDC

PAGHS

I yasgSNAOZ y I mpp®
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STAKEHOLDER ENGAGEMENTRRDE AGE7

Thinking about all these areas that we have discussed, overall how satisfied are you with the way FRD@&hgages with businesses like yours?
FasSy 1ff O2YYSNOAFE adl(1SK2t RSNE 6SEOf dRAY3 452y Qi 1y26¢é FyasSNROZ y I' mMpT®

engages with businesses

21%
5 7 Satisfaction with the wayRDC 18%
s 0 '

6l 0D

Satisfaction by level of engagement wRERDEexcluding publications)

None or one touchpoint: 4.3 Two or more touchpoints: 7.1 0 1 2 3 4 5 6 7 8 9 10

Extremely dissatisfied Extremely satisfied

Satisfaction with the walfRD@&ngages by sector of industry

5.4 5.9 @ 6.1

Wild catch only Aquaculture only Both wild catch and
(n=91) (n = 45) aquaculture
(n=18)
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STAKEHOLDER ENGAGEMENTRKRDE

There are many places where you may hear or see information &RDCIn the

last 12 months, where have you seen or heard anything ab&RC
Base: All commercial stakeholders who are awarERDCn = 160.

FRDC FISH Magazi 81%
Fishing industry newsletter
Industry meetings 49%

43%

Government information

Conference, or other event (please specify eve 18%
Participated in a FRDC Board gatheri 12%

Private consultants 8%

Local or regional newspaper: 8%

Metropolitan or national newspaper 8%

Rural newspapers 6%
Blogs or online forums (please speciff) 3%

Other (please specify) 8%
Nowhere 3%

52y Qi |10%2 6

Multiple choiceg responses may not add to 100%.

PAGHS

In the past 12 months, how often have you visited the following for information?
Base: All commercial stakeholders who are awarERDCn = 160.

Average visits

per year

FRDC Facebook pag AYBYAL4) 9.0
FRDC website] 13% 4.0
(frdc.com.au)

Fish.gov.au website 7% 16% MEEZ) 3.0
Flshfiles website 66% 9% 14% B0 2.4
(fishfiles.com.au)

FRDC Twitter page 0.7

About once a month

mOnce

m Never A couple times a year

About once a fortnight m About once a week  m About once a day
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STAKEHOLDER ENGAGEMENTRKRDE

PAGHD9

In the last 12 months have you...
Base: All commercial stakeholders who are awarERDCn = 160.

Received any FRDC publicatio 91% There are many different ways a stakeholders can have an engagemeRRDG
¢KSaS ai2dOKLRAYy(Gaég oFa RAaLXI &SR 2y G(KS S
have no, little, or a lot of engagement wiRDGhrough their many contact
pathways.
Interaction touchpoints
For the purposes of the segmentation below, we have not included the touchpoint
GwSOSABRDRIt0Y & OF GA2yaée a GKAA A& SELISNRSYy(
Been contacted by FRD I SyO0Ss GKSNB FNB SAIKG (2 dzOKEREDE yé @ v @b N A y 3
Gt F NIGAOARERDG @R NRyY aliy {1 SK2f RSNJ I GKSNAY IE O mMp:
have experienced in any combination.
Attended a conference, workshop or eve 21%
where the FRDC have attended ?
Participated in any FRDC events or activiti 36%
Number of touchpoints witiFRDGn the last 12 months (excluding publications)
. . . Base: All ial stakehold h ERDCn = 160.
Participated in an FRDC funded research proj 34% ase: All commercial stakefolders who are awargreben
All eight
Contacted FRD 27% touchpoints 2%
Participated in any RAC proce 16% No touchpoints
39%
Two to seven
Applied for FRDC fundin 16% touchpoints 46%
Participated in an FRDC Board stakehol 15%
gathering 0
One touchpoint
Multiple choiceg responses may not add to 100%. 13%
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