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Objective	
• Maximise	Profit	

• Created	Employment	

• Achieve	Financial	

Security		



Farmers Markets

A	market	where	
local	farmers	and	
growers	sell	their	
produce	directly	to	

the	public.	



Marketing

1. Create	A	Valuable	Product	

2. Build	A	Customer	Base	

3. Educate	and	Empower	



Strategies

1.Price	Penetration	

2.Factual	Story	Telling	
➢ Emotion	
➢ Actions	
➢ Value	
➢ Memory	

3.Word	of	Mouth



Fishing For The Future







June 2017

John Connelly

Queensland Seafood Marketing Association



Topics Outline

➢ Admissions or cautions 

➢ National Fisheries Institute introduction 

➢ Philosophical dilemma of chicken and egg 

➢ NFI marketing to government, to media, and to supply chain 

➢ Discussion 

Slides will be available to you, so no need for notes 



We Say, You Say 
US Perspectives May Not Convey to Australian Situation



We Say, You Say 
US Perspectives May Not Convey to Australian Situation



What Is A Lobbyist? 
It All Depends on Your Perspective 



➢ Represent industry water to table 
➢ Voice for industry on legislative, regulatory and media matters 
➢ Not statutory body, and no designation from government as to role representing 

industry 
➢ Funded solely by private investment 
➢ Served on Board of MSC, ALLFISH (World Bank partnership), ICFA, and ISSF 

and as advisor to Minister of Commerce for fisheries issues. 

National Fisheries Institute 
Who We Are 



NFI Key Issues 
Where We Spend our Resources  
(by discipline)

Health	benefits								 								Low	 									High	 					Medium	 	 High		

Aquaculture	 	 								Medium	 									Medium												Low				 	 High	

Trade		 	 	 								High	 									Medium	 									High	 	 High	

Sustainability	 	 								Medium	 									Low	 									High	 	 High	

Economic	integrity	 								Low	 									High																			Low	 	 High	

Legislative	 Regulatory	 	Courts										Communications



NFI Priorities 
Where We Work – Issue Life Cycle 

Time

Resources

Legislative Regulatory

Litigation
Communications 
-  Media 
-  Marketplace   
-  Consumer Outreach

Fix Problems in Source Countries



What Are We Tasked To Do? 
Industry Group Missions

To create a better environment for our members to sell more seafood more 
profitably 

Seafood products of Australia are sustainable and acknowledged to be so

National Fisheries Institute 

Fisheries Research Development Corporation National Priority One 



What NFI Is Not 
Trade Association and Marketing Groups

 NFI Alaska Seafood  
Marketing Institute

Shape Government Policy

Shape Media Stories 

Coordinate Policies Globally

Promote Specific Species

Promote Regional Species



Proverbial What Comes First? 
Words Matter

Debates about the “chicken OR the egg” miss 
the point

It is about the “chicken AND the egg”

It is not about if a brand can market before an 
industry succeeds, or an industry must 
succeed before a brand can market

A brand will be most successful if the industry 
in which it operates has a solid reputation



What Steps For Industry-Wide “Marketing” 
What Do We Communicate – Or What Are We Selling?

Sustainability:  Fish from U.S. waters are sustainably harvested 

Health:  Fish remains the healthiest of proteins 

Safe:  American families enjoy among the safest seafood supply in the world 

Jobs:  About 1.6 million American families depend on seafood companies for jobs 

Variety:  Imported seafood creates more than 600,000 American jobs 

Choice:  Restrictions on seafood trade limit American families choice of what they can eat



What Steps For Industry-Wide “Marketing” 
With Whom Do We Communicate (Or What are Our Markets)?

US and foreign governments 

Media, traditional and social

Customers along the supply chain



What Steps For Industry-Wide “Marketing” 
With Whom Do We Communicate - Government

Primum non nocere

First, do no harm



What Steps For Industry-Wide “Marketing” 
With Whom Do We Communicate – Government:  All Politics is Local



What Steps For Industry-Wide “Marketing” 
With Whom Do We Communicate – Government:  All Politics is Local



What Steps For Industry-Wide “Marketing” 
With Whom Do We Communicate – Government:  Simplify Message 

Show impact of government rule on 
average American families 

and 

Develop coalitions to communicate 
message 



What Steps For Industry-Wide “Marketing” 
With Whom Do We Communicate - Media

The Ashes will not be brought back, just by offense nor just by defense



17 November 2010

It all started with a 
glass of water

What Steps For Industry-Wide “Marketing” 
With Whom Do We Communicate – Media:  Correcting the 
Record to Shape the Future Stories



Connelly’s first answer

What Steps For Industry-Wide “Marketing” 
With Whom Do We Communicate – Media:  Correcting the 
Record to Shape the Future Stories



McCarthy’s rebuttal



Banner	ad	on	TV	
gossip	sites

What Steps For Industry-Wide “Marketing” 
With Whom Do We Communicate – Media:  Correcting the 
Record to Shape the Future Stories



What Steps For Industry-Wide “Marketing” 
With Whom Do We Communicate – Media:  Correcting the 
Record to Shape the Future Stories



“I’ve been told by my executive producer that I now have to 
call NFI before we run any seafood story.” 

—NBC Today Show Segment Producer

Jim Bell, executive producer of The Today 
Show, 2010

What Steps For Industry-Wide “Marketing” 
With Whom Do We Communicate – Media:  Correcting the 
Record to Shape the Future Stories



15 March 2011

What Steps For Industry-Wide “Marketing” 
With Whom Do We Communicate – Media:  Correcting the 
Record to Shape the Future Stories



High Mercury Levels Are Found in Tuna 
Sushi
“Sushi from 5 of the 20 places had mercury 
levels so high that the Food and Drug 
Administration could take legal action to 
remove the fish from the market.” 

23 January 2008

What Steps For Industry-Wide “Marketing” 
With Whom Do We Communicate – Media:  Correcting the 
Record to Shape the Future Stories



 January 2008

What Steps For Industry-Wide “Marketing” 
With Whom Do We Communicate – Media:  Correcting the 
Record to Shape the Future Stories



▪ Identify	sources	clearly.	The	public	is	entitled	to	as	much	information	as	possible	to	judge	
the	reliability	and	motivations	of	sources.	

▪ Label	advocacy	and	commentary.	
▪ Deny	favored	treatment	to	advertisers,	donors	or	any	other	special	interests,	and	resist	

internal	and	external	pressure	to	influence	coverage.

Society	of	Professional	Journalists	
Improving	and	protecting	journalism	since	1910

What Steps For Industry-Wide “Marketing” 
With Whom Do We Communicate – Media:  Correcting the 
Record to Shape the Future Stories



We	would	like	to	bring	to	your	attention	several	errors	and	other	breaches	in	journalism	
standards	contained	in	an	article	today	by	Marian	Burros	[High	Mercury	Levels	are	Found	
in	Tuna	Sushi].	
		
Though	this	article	was	apparently	weeks	in	production	and	directly	involved	our	
membership,	we	never	received	a	call	from	Ms.	Burros.		Accordingly,	we	would	like	to	ask	
for	an	explanation	of	how	these	many	breaches	in	basic	journalism	standards	could	have	
occurred	–	as	well	as	a	formal,	published	correction	on	the	errors	cited	above.		
		
Let	me	be	clear	about	what	has	happened	here.	The	Times	published	an	article	that	
parrots	the	outlook	on	mercury	in	fish	held	by	environmental	activist	groups.	That	
outlook	is	a	matter	of	sharp	dispute	and	is	contested	not	just	by	us	but	also	many	other	
credible	sources	in	the	medical	and	scientific	communities.	Although	she	is	well	familiar	
with	them,	Ms.	Burros	ignored	those	sources	and	thus	misinformed	and	alarmed	readers.	
Your	paper	claims	to	be	objective,	balanced	and	accurate	–	yet	Ms.	Burros’	article	plainly	
fails	those	standards.		

 23 January 2008

What Steps For Industry-Wide “Marketing” 
With Whom Do We Communicate – Media:  Correcting the 
Record to Shape the Future Stories



17	February	2008

What Steps For Industry-Wide “Marketing” 
With Whom Do We Communicate – Media:  Correcting the 
Record to Shape the Future Stories



What Steps For Industry-Wide “Marketing” 
With Whom Do We Communicate – Media:  Correcting the Record to Shape the Future 
Stories

Regular review of media errors on 
NFI Truth site, to show other media 
that we will hold them to their own 
standards



Greenpeace surveys and 
demand letters of 
foodservice companies, 
with resulting “rank and 
spank” report

What Steps For Industry-Wide “Marketing” 
With Whom Do We Communicate – Supply Chain:  Alerting the Customer



7

Description Farmed	or	Wild Harvest	Country Comments

Prawns	Vannamei	 Farmed China	/	Vietnam	/	Thailand

Atlantic	Salmon	Norway Farmed Norway	Processed	(Norway	,	Denmark,	Sweden,	Poland

Barramundi	Farmed Farmed Taiwan

Squid	various	species	 Wild ?? Processed	in	China

Hoki Wild New	Zealand Processed	in	Asia

Pollock Wild USA	and	Russia Processed	in	China

Pangasius	 Farmed Vietnam

Scallops Wild Japan,	China,	Canada,	Peru,	and	USA

Oysters Wild New	Zealand

Green	Lip	Mussels	 Farmed New	Zealand

Surimi Wild ?? Thailand

Seafood	Mix Wild ?? Thailand

Argentinian	Flathead Wild Argentinia Processed	in	Australia

Orange	Roughy	 Wild New	Zealand

Salmon	Pink	and	Red Wild USA		

Tuna Wild ?? Processed	Thailand

Atlantic	Cod Wild ?? Processed	in	China

Pacific	Cod Wild ?? Processed	in	China

What Steps For Industry-Wide “Marketing” 
With Whom Do We Communicate – Supply Chain:  Showing the Business Impact



What Steps For Industry-Wide “Marketing” 
With Whom Do We Communicate – Supply Chain:  Show the Precedent



What Steps For Industry-Wide “Marketing” 
With Whom Do We Communicate – Supply Chain:  Compare to Others



Conclusions
➢ What works in United States may or may not work in Australia 
➢ Likely need both industry-wide marketing for ante stakes and more traditional marketing 

for brands  
➢ Grassroots marketing at individual decision makers is essential to marketing to US 

Representatives and Senators  
➢ Industry-wide “marketing” can take on “bad guy” role while individual companies stay 

above fray when dealing with supply chain issues 
➢ Holding press to account helps assure future reporting is accurate, but a steady strain on 

the  line needed 
➢ Combining tools at industry level is much like how individual companies market 



Ta and cheers

Queensland Seafood Marketing Association
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Capturing the Seafood Shopper

Chanel Day 
30th June 2017

FROM THE WILD  
TO THE AISLE
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AUSSIES LOVE SEAFOOD
Almost all households purchasing at least once per year

95% of households buy seafood

Source: Nielsen Homescan  MAT to 25/03/2017

Spending an average $160 per year

Across an average 16 trips per year
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FRESH AND CHILLED DOMINATE
Accounting for almost half of all sales

Source: Nielsen Homescan MAT 25/03/2017

26%

25%

49% Fresh & Chilled
Frozen
Canned

Segment Value % Share
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4

BUYERS OPEN TO SWITCHING
85% of Buyers shop across two to four segments

Source: Nielsen Homescan MAT 25/03/2017

15% 85%
Exclusive   

segment buyers 
(Exclusive to Fresh, Chilled, 

Tinned or Frozen) 

Non-exclusive  
segment buyers 

(Buy across two or more of 
these segments) 

~55%  
of the category’s 
buyers purchase 

across three 
segments
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5

FRESH AND CHILLED BUYERS  
MOST LIKELY TO SHOP OTHER SEGMENTS

  
Source: Nielsen Homescan MAT 25/03/2017

Chilled 
Seafood 

Exclusive Buyers 
2.1%
ONLY EXCLUSIVE TO 
FRESH OR CHILLED

+ Fresh Seafood 
  Exclusive Buyers 
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SEAFOOD IN SLIGHT DECLINE OVERALL
Slightly fewer shoppers, who are buying less

95% 

Source: Nielsen Homescan  MAT to 25/03/2017

$160 pa

16 trips pa

-0.3 pts 

-1.8%-0.3%
VAUE SALES VS YA -0.8%
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7

FROZEN A POCKET OF GROWTH
Price has increased but mainly driven by switching

1.8%
VALUE INCREASE 

VERSUS MAT

+

+

Switching Predominantly with 
Chilled, Fresh 1.5x more than expected

Aldi Contributing the majority of 
Frozen’s growth

NPD Driving the fastest growth 

Source: Nielsen Homescan  MAT to 25/03/2017

Three Factors Driving Growth
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8

>28% 
of their spend on 
seafood is spent on 
Frozen, highest among 
demographics

Source: Nielsen Homescan  MAT to 25/03/2017

FROZEN APPEALING TO YOUNG FAMILIES



C
op

yr
ig

ht
 ©

 2
01

7 
Th

e 
N

ie
ls

en
 C

om
pa

ny
 (U

S
), 

LL
C

. C
on

fid
en

tia
l a

nd
 p

ro
pr

ie
ta

ry
. D

o 
no

t d
is

tri
bu

te
.

9

Calamari

New Segments

Uncooked Prawn

Flathead

Barramundi

Whiting 5%

9%

6%

28%

26%

26%

NPD: THE FORCE BEHIND FROZEN GROWTH

+519k more Households were 
attracted in the last MAT 

Frozen Flathead, Baramundi & 
Whiting growing, but not as fast as 
NPD driven segments

Segment Value % Growth

New segments: Squid, Trout, Lobster, Crab 
Source: Nielsen Homescan  MAT to 25/03/2017

NPD Driven

Consumer Driven

Consumption Driven
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PRIVATE LABEL DRIVING NPD GROWTH

7%
7%

13%

14%

16%

43%
Ocean Royale
Coles P/L
The Fishmonger
Specialy Selected
Just Caught
A/O NPD's

% Value Contribution of Brands to NPD-Growth in Frozen

Source: Nielsen Homescan  MAT to 25/03/2017
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4.3%  
GROWTH IN 2016 

60%  
FASTER THAN BRANDS

IN AUSTRALIA, 23%  
OF ALL GROCERY IS SOLD AS 

PRIVATE LABEL VS 40+% 
IN EUROPE

HEADROOM FOR GROWTH!

PRIVATE LABEL

Source: Nielsen

PRIVATE LABEL STILL OUTPERFORMING BRANDS
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WINNING MANUFACTURERS ACTIVELY INVESTING  
IN CORE AND INNOVATION

SOURCE: NIELSEN

WINNERS
DELISTED  

-7% 
NPD 

+11%

LOSERS
DELISTED  

-6% 
NPD 

+8%

CORE 

+5% 

CORE  

-3% 
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OUR CULTURAL MIX IS CHANGING
Asian-born Australians now outnumber European-born

54

13

78

1995

8

10

10

72

Australia
Europe
Asia
Other2015

28% OF THE AUSTRALIAN POPULATION WAS BORN OVERSEAS

AUSTRALIAN CULTURAL MIX 1995 VS 2015

Source: ABS
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ASIAN-BORN AUSTRALIANS ARE INCREASING SPEND 4.7X FASTER THAN OTHERS

TODAY 
$4.1B

2022 
$6.6B

Source: Nielsen
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FRESH WINNING TERRITORY
Index to Australian-born
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153

 8.2% 26.2%   18.7%  5%   5.9%     6.2%  13.2%      6.8%        4.4%

Source: Nielsen

Share of Wallet ($)
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WE’RE NOT CURRENTLY MEETING THEIR NEEDS

Source: Nielsen

Asian-born Australians  
index 90 on spend  
shopping at main 

supermarkets. 
 
 

86% of Asian-born 
Australians say it is 

important to them to do 
grocery shopping in 

one shop. 
 

75% of Asian-born 
Australians say they would 
shop more at mainstream 

supermarkets if they 
increased their range of 
international products.
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GIVE CONVENIENCE AND CHOICE TO SHOPPERS

ASIAN FLAVOURSCUSTOMISATION

Source: Publix, Sea Cuisine, Grotons
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KEY TAKEOUTS

Your shoppers are not exclusive – they are likely to buy across 
fresh, chilled, frozen and canned.  

Frozen is winning driven by NPD that appeals to families – 
consider how fresh / chilled can compete.  

Ethnic Australians are growing in importance – they are an 
opportunity for seafood suppliers and retailers willing to invest in 
the category. 
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Signature Oysters
FOR FARMERS, FOR CHEFS, FOR CUSTOMERS



!Problem – Divided effort 

!Challenge - Building a brand & industry 

!Solution – Collaboration



Kevin, Ewan, Buzz & Nacho McAsh



Background

! Oyster Farm Stats - Approx. 550+ farms in NSW, South Australia and 
Tasmania 

! Sydney Rocks, Pacifics & Angasi Native or Flat oysters – size and 
seasons 

! Farm gate value of $100 million 
! 2,000 full and part time employees and farmers 
! Geographically isolated community 
! Never enough oysters!



Dive deeper…

! Competition? Each other & Everyone else 
! Brand awareness – Lamb ads vs politicians 
! Collaboration



Australian Wine Industry
! Strategic planning was critical in the success of the once failing 

Australian Wine Industry. In 1996 the Wine Industry Strategic Plan 
(Strategy 2025) became the roadmap for the wine industry and 
inspired a period of frenzied development – especially in viticulture.  

! It sparked a growth in annual sales from $200 million to the $5 billion 
industry it is today 

! 40,000 hectares of new vineyards; 
! 570 million litres of extra processing capacity; 
! 1,100 million litres of new storage; 
! 10,500 new workers; and 
! $5 billion in corporate, grower and equity funding. (WFA, 2014) 
! Increase annual sales by 3% a year





Issues…

!The Farm 
!The Season 
!The Oysters 
!Logistics 
!Marketing 
!Service



The Solution – Signature Oysters!

! The farm and oysters 
! Logistics 
! Marketing – Social Media 
! Customer Service 
! Bills paid promptly 
! A secure revenue stream created



The 
Customers
! Consistent high quality 

supply 
! Diversity of oysters 

available – species & 
flavor range 

! Connection to the 
farmers 

! Seasonality and 
Provenance 

! Connection to the 
environment







Tasting Notes

! Blue Moon Pacifics from Bruny Island Nathanel Dodt  
Taste: Front pallet – watermelon rind, asparagus, cucumber. Highly 
saline. Back pallet – chalky, minerals, black tea tannin. Long on the 
pallet 
! Sydney Rocks from Horse Island Tuross River NSW Craig Lavis 
Taste: Very mellow and not in a hurry. Sweet rather than saline with hints 
of rockmelon and apricot. A well rounded flavour and nicely balanced 
finish that would go well with the acidity of champagne. 



The Market System

! How most oysters get to the plate currently: 
! Farm – Wholesaler – Restaurant – Customer 

! How Signature Oysters gets oysters to the plate: 
! Farm - Restaurant – Customer  
! Farm - Customer



Lamb ad 

! https://www.youtube.com/watch?v=3dqsyXPkG3I

https://www.youtube.com/watch?v=3dqsyXPkG3I




BARRAMUNDI – IT’S AUSTRALIAN FOR FISH?

Presentation to the QSMA 
Symposium

Chris Calogeras 

C-AID Consultants



AUSTRALIAN SCENE
Barramundi is Australia’s fish? 
• Iconic-in demand  
• 6,000t moving to 25,000t 
• All states and NT 
• National distribution 
• Strong Industry Association



WORLD SCENE
• About 72,000t and growing 
• Produced all around the world  
• International distribution 
• It is in demand



 
VALUE OF NAME BARRAMUNDI

• Community and Consumers know value of name Barramundi 
• Retailers and Marketers know value of name Barramundi 
• Importers know the value of name Barramundi 
• Food services know the value of name Barramundi



 
CONSUMER KNOW VALUE

• Its Australian 
• Its Tasty 
• Its Premium 



 
RETAILERS AND MARKETERS KNOW VALUE

• Differentiate 
the price 

• Australian 
worth 
DOUBLE 

• Informed 
choice



 
IMPORTERS KNOW THE VALUE

• Asian seabass and Giant 
perch – now Barra 

• Australian prices higher 
• Changed form being sold



 
FOOD SERVICES KNOW THE VALUE

• Barramundi = Australian in the consumers mind  
• Consumers prepared to pay a premium for Australian



 
VALUE OF BRAND AUSTRALIA

• Community, Consumers, 
Retailers, Marketers, 
Importers and Food services 
value the name Barramundi 

• Consumers see Barramundi 
they see Australian 

• The Government 
passionately advocates the 
value of Australian produce



GOVERNMENT SUPPORTS BRAND AUSTRALIA
• Labelling.. is about truth in advertising 
• Growing demand by Australian consumers to know the origin of their 

food …. making informed choices about the product they purchase 
• Truth in labelling, information for consumers and a better shot for 

Australian farmers to compete equally and on merit

• Commitment to … 
consideration of 
improved origin labelling 
for seafood sold in the 
food services sector



WHAT’S ABFA DOING
• Supporting whole of industry 

vision  
• Investing in RD&E  
• Developing Quality Standards 
• Industry sustainability 

certification 
• Industry branding 
• Encouraging operators to 

market 



HAVE A PLAN
• Have a vision  

• Consistency and Quality to Meet Consumer 
Preferences  

• Market Differentiation for Australian  
• Sustainable Production Systems  
• Regulation to Support Australian Industry 

• Invest in RD&E 
• FRDC Industry Partnership Agreement  
• ABFA Industry Betterment Contribution



BUILD QUALITY 
• Formalise standard - 

continually improve 
• Commission research - 

consumer needs  
• Collect the Medals



SHOW SUSTAINABILITY
• Australian Sustainably Farmed 

Barramundi Certification Program  
• Investing in sustainable 

operations 
• Continual Improvement 
• For Australian Conditions



INDUSTRY BRANDING
• Promote Australian Farmed 

Barramundi as a brand 
• Build community support 

and understanding 
• Build 2 way linkages 

• Producers - Distributors - 
Food Services









PRODUCERS BUILD MARKETS 
• ABFA build the brand of Australian Farmed Fish 
• Farmers build their own space in the market 
• Many are well know – some very niche





NEXT STEPS
• Enhance community support 
• Sell one extra serve 
• Build Australian farmed 

barramundi brand 
• Supply chain partnerships  
• Champions 
• Producer brands 
• Regulatory reform



Australian Farmed Barramundi 
Tasty – Premium – Consistent – Healthy 

Versatile - Easy to Cook 

www.australianbarramundi.com.au  
 

www.facebook.com/australianbarramundi

http://www.australianbarramundi.com.au/
http://www.facebook.com/australianbarramundi




Promotion  
- The last P
Presenter / Sam Gordon  
June 30th 2017
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About Blue Harvest

Blue Harvest (Est. 2005) is an Australian owned, seafood sales and marketing agency specialising in 
aquaculture sourced production.

Annually, Blue Harvest  
manages sales of 

Access to Coles, Woolworths, 
Metcash, Costco

Major Seafood Wholesalers & Food 
Distributors

Experienced team in aquaculture, 
sales, marketing and business 
development 

3,000+  
tonnes of  
seafood

$55+  
million 

(AUD)  
value



Fresh Sustainable Supply Chains of Seafood 3

Blue Harvest Team

SAM  
GORDON 

MANAGING DIRECTOR, 
CANBERRA 

App. Sc. – Aquaculture 

Grad Dip Bus. Mgmt. 
(AGSM)  

Churchill Fellow 1998

SCOTT  
WALTER 

GENERAL MANAGER–
DIRECTOR, 
MELBOURNE 

App. Sci Aquaculture 
(Hons) 

Grad Dip Agri-Bus.

ANNI  
CONN 

QUALITY & 
SUSTAINABILITY 
MANAGER, PRODUCE
R RELATIONSHIP 
MANAGER 

BSc. Applied Biological 
Sciences (Hons) 

MSc. Aquaculture & 
Fisheries

MATTHEW WASSNIG 

SALES AND BUSINESS 
DEVELOPMENT 
MANAGER NSW 

BSc. Marine Biology 
(Hons) 

PhD Aquaculture

AIDAN  
MCCLURE 

SALES AND BUSINESS 
DEVELOPMENT 
MANAGER VIC, TAS 
AND SA 

BSc. Aquaculture (Hons) 

MBA

DANIELA SCHWARZ 

BUSINESS 
DEVELOPMENT 
MANAGER 
QLD, OYSTER 
PROGRAM MANAGER 

BSc. Business 
Grad Dip. International 
Bus. Admin & Foreign 
Trade 
Dip Economics & 
Business Admin

ALEX  
ADCOCK 

SALES BUSINESS 
DEVELOPMENT 
MANAGER & EXPORT 

BSc. Marine Biology & 
Aquaculture (Hons) 

MBA Student (Current)

AMRUTA  
TAGADE 

ACCOUNTS & 
ADMINISTRATION 
OFFICER 

MCom. 
Advanced Diploma 
Accounting 
  



Fresh Sustainable Supply Chains of Seafood

Promotion the last P!

4
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Product . Customer Needs 
We start by getting to know our clients product. 
We are looking for their competitive strengths and weaknesses. 

• Taste & Texture 
• Fillet Recovery 
• Cooking versatility 
• Consistency  
• Marketability  
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Place . Convenience 
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Price 
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Price 

70% skin on fillet  
Purchase Price $14.00/kg = $20.00/kg 
Retails for $30.00/kg with 50% mark-up!

47% skin on fillet with belly flap 
Purchase Price $19.00/kg = $40/kg fillet 
Retails for $60/kg with 50% mark-up! 

Foodservice fine dining  
• Distributor x 30%= $52/kg 
• Chef trims the belly flap and tail off the 

fillet, reducing the fillet size by 20%, 
meaning it now costs $64/kg. 

• Restaurant 200g portion $13/kg 200g 
portion cost x 400% = $52/plate 

• Add sides = >$60 main course
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Promotion 



Fresh Sustainable Supply Chains of Seafood

Marketing continues through the supply chain 

10

PRODUCTION

• Genetics 
• Control quality 
• Manage volumes 
• Market driven production

PROCESSING

• Control quality 
• Product innovation 
• Processing innovation 
• Packaging innovation

MARKETING

• Logistics innovation 
• Customer driver 
• Feedback loops to 

Processing & Production



Fresh Sustainable Supply Chains of Seafood

Marketing starts at the hatchery!

11

Crystal Bay Prawns – Australia’s first domesticated prawn  
Competitive advantage year round supply of fresh prawns

Gold Coast Tiger Prawns – World’s first domesticated Black Tiger Prawns  
Competitive advantage – regular supply of large grades including U8/lb 

Consistent – Supply and Quality           Select for genetically desirable traits 



Fresh Sustainable Supply Chains of Seafood

Marketing continues through grow-out!

12



Fresh Sustainable Supply Chains of Seafood

Marketing continues through harvest!

13

• Fillet gaping 
• Taste and texture 
• Shelf life  
• Appearance 



Fresh Sustainable Supply Chains of Seafood

Marketing continues through processing

14

• Grading, size and quality  
• Cooking  
• Freezing  
• Food Safety  
• Consistency 
• Yield 
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Bringing it together



Fresh Sustainable Supply Chains of Seafood 16

Thank you  
Sam Gordon  
m: 0400 224823  
e: sgordon@blueharvest.com.au 
w: blueharvest.com.au 

mailto:sgordon@blueharvest.com.au




Seafood Symposium – June 2017 
“Whole chain – from water to waiter” 
 
Alan Adams –  Market Manager  
    Retail, Case Ready Meat & Seafood 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$46.43	
Kg!!

How do we offer convenience and still convey Fresh?

2

COUPLING FRESH & CONVENIENCE IS A WINNING COMBO

$29.89	
kg
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Average	
Household	

size			

2.5

Average	
supermarket	visits	

per	week	

3+

More	Variety	on	the	
table	

30+%

Demand	for	variety	of	
meals	flavours	and	

styles		Demand	for	lots	
of	choice	

More	SKUs

Consumers 
Some Statistics
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Consumers…… 

4
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Information Access 
Lots of Info now!

• Consumers 
increasing appetite 
for information & 
provenance 

• Coop Future retail 
concept a lot about 
information access
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Packaging v Food Waste….. 
What do consumers think?

6
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Packaging v Food Waste….. 
What do consumers think?

7
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REPUTATIONAL ELEMENT 

Retailers and food brands that help consumers 
reduce food waste get a high rating among 
Australian shoppers

8

“I think more highly 
of food brands that 
use packaging that 

helps me reduce 
food waste” – 87%
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What does this mean for us?
• Pack sizes are dropping 
• Information desires are high 
• Experiential eating is growing  

in importance 
• Packaging is not well  

understood = untapped value 

Convenience and easy to find!
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MAP is here now
• Modified atmosphere  
• Sealed packs 
• Barrier packaging 

Protects the product well 
- Is it optimal presentation? 
- No opening mechanism 
- Appearance is a lot of packaging

10
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Darfresh vacuum skin packaging  
Skin is in!

11
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Convenience

12
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Prepare in the pack

• Latest in roast in bag technology to hit the 
market in Australia 

• Fully printable 
• Capable of going direct into oven for up to 

2 hours at 195°

13
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E-commerce
• In E-Commerce seafood is again behind 

other proteins in level of adoption 
• The protection and consistent look of 

Vacuum Skin Packaging – Darfresh could 
change that.

14



Proprietary & Confidential © Sealed Air Corporation 2017

Key to consider in messaging

• ‘17% less packaging’ – packaging is not liked and seen as waste 
so less is more 

• Over-packaging often rated top as consumer concern 

• ‘Fresher for longer’ – appeal to shelf life adding value but not 
messing with clean label.  Marriage of Fresh and Convenience 

• ‘Less food waste’ – Topical and growing in awareness

15

OPPORTUNITY	
#1

OPPORTUNITY	
#2

OPPORTUNITY	
#3
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Recommendations

• Retail ready packaging – room to grow 
• Untapped opportunity in E- commerce 
• Vacuum skin will grow  
• Clear messaging on packaging choice 

CONVENIENCE is KING

16
MATCH WITH FRESH!!
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COMMUNITY	PERCEPTIONS

Peter	Horvat	
June	2017









What	the	research	says…



Research	undertaken	by	Essence	Communications

Qualitative	component	–	25+	focus	groups	across	Australia 
• Mix	capital,	regional	and	rural	cities 

• Sydney,	Melbourne,	Perth,	Hobart,	Port	Lincoln,	Geraldton,	Portland,	Newcastle	

Quantitative	component	–	1700+	surveys	 
Key	stakeholders	component	–	20	telephone	interviews





• For	the	vast	majority	of	the	general	public,		
— management	of	Australian	fisheries	is	not	top	of	mind 

• On	the	continuum	of	primary	industries	–	seafood	was	generally	
mentioned	after	meat,	dairy,	eggs	and	mining	–	it	is	a	‘mid	size’	industry	 

• But	as	an	industry,	seafood	was	seen	as	having	less	volume	and	influence	
than	other	more	well	known	industries	 

• Industry	seen	as	somewhat	invisible,	lacking	any	real	‘face’	or	profile.	
They	are	not	front	page	news	they’re	not	any	page	news’	

• Participants	consistently	referred	to	industry	as	‘hidden’	or	‘lacking	in	
transparency’	–	there	not	cute	and	cuddly...	which	generally	referred	to	
their	lack	of	affinity	than	any	factual	basis	for	the	perception.

How well are fisheries known?



• No	news	is	good	
news	(30%)

• Non-
interventionist	

(20%)

• Whatever	(28%)
• Cynical	&	

Negative		

• (22%)

Unsustainable

Assume 
fisheries 
poorly 
managed

Assume 
fisheries 

well 
managed

Industry is Sustainable

Stakeholder Segmentation



FRDC	Community	Perceptions	Research



FRDC	has	conducted	a	biennial	sustainability	omnibus	(in	its	current	form)	since	2011		

The	most	recent,	surveyed	1,007	people	and	was	completed	28	June	2017…	

The	aim	of	the	research	is	to	track	measures	including	among	other	things:	

• Whether	the	industry	is	seen	to	be	sustainable;	

• How	the	fishing	industry	benchmarks	against	other	countries	and	industries;		

• Knowledge	and	awareness	of	the	efforts	being	made.

FRDC Community Perceptions Surveys















So…	how	are	you	perceived?



It is a matter of perception…



How do you want to be seen?





what	can	we	do	to	change	it?  
 

Is	it	just	sell,	sell,	sell?



What are we selling?

products…	industry…	

really… there are only two things

The key here, is each of us decides where we put our $ and effort



Advertising

Point of Sale

Education

Public relations

Trade shows

Digital delivery

ACTIVITIES

Advertising

Point of Sale

Education

Public relations

Trade shows

Digital delivery

ACTIVITIES

Advertising

Point of Sale

Education

Public relations

Trade shows

Digital delivery

ACTIVITIES

The	marketing	plan

Sustainability EthicalDifferentTrustworthy

Sell Product

Quality Safety

Advertising

Point of Sale

Education

Public relations

Trade shows

Digital delivery

Sell Industry 

Community Awareness

Waste usageConsumer education

Certified Fisheries (MSC) Master Fisherman Certification

National Bycatch Report

Fisheries Science Standard

GSSI

Stock Status Report

Clean & Green Program Fish Names Standard

Safe Fish

Traceability

Political Awareness Supply chain Awareness National Sector - Region Product

Community Trust Political Trust Supply chain Trust

Education

Public relations

Digital delivery

Point of Sale

Education

Public relations

Trade shows

Digital delivery

ACTIVITIES ACTIVITIES ACTIVITIES

1yr 2yr 3yr 4yr 5yr

Tr
us

t r
at

in
g

Buy more or increase 
category awareness

Sector or region 
Awareness

Buy my product/Build 
brand loyalty

Long term communication strategy
BRAND FACTORS

Brand Supporters 
Existing RDE



Everyone has a role…



Direct correlation between view of sustainability and management





Now to deliver against the plan



Status of Australian Fish Stocks



Mainstream media – seafood escape





Is	there	another	approach? 

can	we	make	a	change?





10,000	seafood	producers	catch	or	grow	241,000	tonnes	of	seafood	

…	that	is	241,000,000	kilograms	of	seafood	

1,000,000,000	meals

OR





Source:	D1.	Which	of	the	following	information	sources	do	you	generally	use? 
D2.	And	which	of	these	sources	do	you	use	most	often? 
Base:	All	Respondents	n=1,722.	Data	weighted	to	ABS	population	statistics.	

Internet

TV

Friends	and	Family

Newspapers/	Magazines

Radio

Social	Media

Colleagues

From	local	community	groups

e-NewsleWer

Other 1%

1%

1%

1%

6%

6%

10%

7%

26%

42%

1%

7%

11%

17%

32%

38%

44%

47%

69%

73%

Informagon	sources
Used	most	oien

Information sources

The	internet	and	TV	were	the	most	commonly	used	sources	for	information 
Nearly	half	of	respondents	still	use	friends	and	family	and	print	media	as	viable	sources	of	information.





What	would	happen	if	10%	of	
seafood	producers	shared	on	
social	media	how	many	meals	
they	help	make…		

this	would	generate	1000’s	
and	1,000s	of	messages	being	
generated	every	month.

Wahoo 5000 seafood meals ready to go! Great day fishing. 
Dishes of Hairtail (that’s me holding one), tailor, silver trevally, 
teraglin among others for @sydneyfishmarket and plates 
across NSW. Line caught fish. No bycatch! #frdc #fishfiles 
#fishandchips #fishandchipsawards

https://www.facebook.com/hashtag/frdc
https://www.facebook.com/hashtag/fishfiles
https://www.facebook.com/hashtag/fishandchips
https://www.facebook.com/hashtag/fishandchips
https://www.facebook.com/hashtag/fishandchipsawards
https://www.facebook.com/hashtag/fishandchipsawards




Questions? 
 





BRANDING

























It is NOT a logo 

It is the promise of an experience  
installed into the minds of  
those who matter most 

WHAT IS A BRAND?



STEP 1

PROMISE OF AN EXPERIENCE 
This must be different from the competition  

AND highly relevant to the customer 

MUST be able to deliver this promise  
DAY in DAY out



STEP 2
DRIVE AWARENESS OF THE PROMISE 

installing it into the minds of those who matter most 



STEP 3

BE DIFFERENT AND COMPELLING



STEP 4

BE VIGILANT



STEP 5

BE RELEVANT



STEP 6

BE FOCUSED



GREAT BRANDS ARE BUILT ON  
ACTIONS NOT WORDS



A GREAT BRAND SAYS USE ME



People will forget your name. 
They may not know what you are selling. 

They will Always remember how you make them feel.

BRANDING IS  STRATEGIC  
MARKETING IS  TACTICAL

THIS IS YOUR BRAND



https://youtu.be/buA3tsGnp2s

https://youtu.be/buA3tsGnp2s
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YEAR 4 UPDATE. YEAR 5 PLANS 
AND A PEEK UNDER THE HOOD OF LAP DIGITAL



The strategy. 
Increase demand outside the traditional peak times of Christmas and Easter 
“Don’t turn prawns into chicken” - maintain a quality, special occasion positioning 
- and create more consumption occasions, lets celebrate more often.



Not an everyday food 

Not mainstream 

Not a ‘do good’ food 

Not about nutrition 

A commodity 

“Don’t turn them into chicken” 

Not just another protein source 

Not part of the weekday  meal repertoire

An indulgence food 

Simple pleasures 

A ‘feel good’ food 

Its about fresh & natural 

A differentiated treat 

They’re special 

A celebration food 

Special moments, close friends, social



LAP Year 4 - Punching above our weight 
Or “what we did with 1/214th the budget of MLA.”





PRAWNUCOPIA



400,000 x 16 Page Recipe Books

470 INDEPENDENT SEAFOOD RETAILERS 

Recipes remain the most powerful and direct way to inspire Australian Prawn purchases



6 x posters - 2 sizes A2 and A3 promoting seasonal digital recipe books.



2 x A5 Adhesive Stickers and A2 Posters in store. 8 x Food safe ice stabbers.





Coles promo - Spring Sauces magazine - reach 1.99 million. 

2017 ACTIVITY - COLES



Spring social media - Spring campaigns Result

Total number of ads 27

Total people reached 232,746

People taking action (Click to website, like, comment, share) 26,400

Clicks to LAP website 2,918

Total Completed Recipe Book Downloads 1,929

Video Views (more than 3 seconds) 28,457

Post Reactions (Like, haha, love etc) 1,086

Post Shares 190

Total Spend $3,000

Footy Finals

Father’s Day
6 Spring Sauces

Social Media - Spring Campaign



WOOLWORTHS

Click here to view our recipes that are online with WW

https://www.woolworths.com.au/Shop/Search/Recipes?searchTerm=australian%20prawn&name=australian-prawn-chorizo-paella&recipeId=4148


WOOLWORTHS

Click here to view our recipes that are online with WW

https://www.woolworths.com.au/Shop/Search/Recipes?searchTerm=australian%20prawn&name=australian-prawn-chorizo-paella&recipeId=4148


Fisheries Qld Facebook Promo 
Generated 18,000 visits to the 
LAP Prawn Finder page over the 
Easter break. 
Total visits to prawn finder 
(retailer locator page) in 2017 
55,753 (as at 28 June) 



DIGITAL, ONLINE AND SOCIAL MEDIA

0

12,500

25,000

37,500

50,000

Jul Aug Sep Oct Nov Dec Jan Feb March April May June 

L.A.P Website Traffic (visitors/month)

YEAR 3

YEAR 4



Recipe Book Downloads 2015 2016 2017 Total
Cost per 

download

Original LAP Digital cookbook 21 Recipes 
($6500 6 Months in 2016) + in store collateral 
promo 2015/16

357 11,584 11,529 23,470 $0.277

6 Spring Sauces ($1,000 1 month Sept 2016) 3,414 2,796 6,210 $0.161

Endless Summer - 50 Recipe Cookbook NO 
SPEND (In-store) 59 4,502 4,561 ZERO!

Prawnucopia ($777) 840 Link Clicks 2 Weeks 2,094 2,186 4,280 $0.182

2017 Summer ($300 2 weeks End Feb) 36 1,110 1,146 $0.262

Big Spring Cookbook (New) 15 189 204 ZERO!

Winter Cookbook 
Currently Active $1449 of $3,000 11 5,005 5,016 $0.289

Total Spend $10,026 17,213 27,317 44,887 $0.223

https://www.facebook.com/loveaustralianprawns/posts/1842485455991591
https://www.facebook.com/1432806540292820/posts/1877491269157676


ANNIVERSARY CAMPAIGN

These ads are triggered whenever anyone is within 30 days of their anniversary. 
On Facebook in Australia that is a monthly rolling audience of 18,000 (Aged 18-34) and 27,000 
(Aged 35-65) people a month. 
Split into older and younger demographics with age relevant image and spend weighted towards 
older demo. Set and forget, simply roll into 2018 - with specific anniversary recipes.



Year 5 - 2017-18



LAP ONLINE STORE The LAP Online store is now live.

https://loveaustralianprawns.myshopify.com/collections/retailer-merchandising
https://loveaustralianprawns.myshopify.com/collections/retailer-merchandising?sort_by=created-ascending


WHITE SPOT RESPONSE
Welcome Chef

Why Australian is worth It

Meet the Fishers

Meet the FARMERS

Browse Suppliers

Videos Promoted directly to food 
service decision makers through 
Facebook and Instagram.



CONSUMER AND RETAILER EDUCATION

2018 
Australian Prawn Planner

The more people know about a product, the more confident they are to purchase and prepare it. Supermarket staff in 
seafood counters and independent seafood retailers are crucial in this process and can change jobs often, so we’re 
helping with the “Deck of Hearts” a 12 month education device hung on seafood counters in 825 Woolworths Stores 
and 470 retailers. There will also be social media consumer education videos and booklets to help tell the Australian 
Prawn Story through independent seafood retailers.

20 videos showing step by step 
preparation of our recipes.

Information booklets for independent seafood 
retailers to help customers and staff.

Deck of Hearts 
counter reference
(sample)

Farmed Tiger Prawn

Most of the prawns farmed in 
Australia are black tigers. It 
presents beautifully with bright 
scarlet banding when 
cooked.Through selective 
breeding programs spanning 
many generations (of prawns), 
scientists and farmers have 
created a fast growing,

Sep  2018

Celebration Event 
• Spring Carnival – Sept 
• Footy Finals – End Sept 

Promotional Activity 
Recipe of the Month 
Bloody Mary Mayo Dipping 
Sauce 
 

https://www.dropbox.com/s/794lntpxufo1yo4/05%20Farmed%20Tiger_0700.tif?dl=0


LAP has negotiated with the winemaker and distributer of 
2 high profile wines to place the LAP logo on 30,000 
bottles as a neck label with the words, “Perfect Partners” 
Distributed 60/40 through bottle shops and restaurants, 
there’s no better moment to inspire an impulse buy of 
Australian Prawns with our logo peeking over the lip of the 
ice bucket as people browse their menus. Or it’s standing 
out on the shelf in Dan Murphy’s, when people are 
preparing for a weekend celebration.   

ADDITIONAL YEAR 5 PROMOTIONS
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Love Australian Prawns Hardcover recipe book. 
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SOCIAL MEDIA TIPS FOR SEAFOOD BUSINESSES

• Don’t think what you do is boring. If you know 
your customer, you know how to do social. 
Where’s the boat, how’s the fishing? 

• Don’t think mass market. Niche is powerful. If 
you can dream up an audience, you can market 
to them. Mums 2.45-3pm. Industries, job titles, 
hobbies, life events. 

• Facebook is the best place to start. Tracking 
pixels and lookalike audiences are amazing 
tools. 

• The platforms keep changing. Everyone is 
learning. Don’t think you missed the boat.
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