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S U M M A R Y  
This document provides an outline of the communications and engagement activities 
undertaken by the Professional Fishers Association (PFA) to support the FRDC funded 
project “Maximising the value of the NSW Long Fin Eel catch through a whole of 
supply chain approach (2018-087)” which looks to develop a niche market for Australian 
wild-caught eels and to target new market opportunities for what is currently an under-
utilised product.  
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Background 
With funding from the FRDC, Honey and Fox partnered with the PFA and Noosa Seafood 
Markets to produce five value-added eel products for markets with the view of exporting 
them to international markets in the future. 
 
Scope 
 
The Communication Strategy focuses on the communication of the project and its successes 
to the project stakeholders.  This includes: 
 

• Promotion to key stakeholders on the objectives and progress of the project 
• Educate and inform key stakeholders on opportunities and benefits for involvement in 

the project   
 
It does not include marketing and communication to create market and consumer demand 
for the product. 
 
 
Objectives 

1. To develop up to 5 product formats from NSW wild-caught eels and test them in two 
markets  

2. To assess the feasibility and options for commercial scale-up should the product 
formats be demonstrated as adding value to the NSW eel fishery 

Target Audience/s 
Audience profiles may be defined as follows: 

• Primary audience – this audience is the people and organisations we communicate 
to directly.  

• Secondary audience – people who are highly influential and should be closely 
managed to increase their level of support.   

• Tertiary audience - are the audiences where the project outcomes do not directly 
impact them, however, this group can influence both primary and secondary 
audiences.  Whilst not the main focus of the communications plan, this audience 
should be educated and informed on an “as needs” basis so to ensure that they do 
not adversely affect primary and secondary audience messaging. 
 

The following audiences have been identified as essential stakeholders in the 
communication and extension of the project. 
 
Stakeholder breakdown within audience structure: 
 

Primary 
 

Industry: members of the NSW Eel Fishery 

Secondary Political:  Ministers, Shadow Ministers and Advisers in the primary 
industry portfolios,  
Government Senior Decision Makers in the Public Service: 
Executives from primary industry portfolios.  



Industry: all NSW commercial fishers,  
Media: Industry relevant media such as FRDC Message in a bottle, 
landline etc 

Tertiary Government: Other state Government stakeholders involved in the 
fishing and primary industries, key advisers and senior public servants 
(where applicable) 
Industry: other state commercial fishers, other sectors – recreational, 
Indigenous fishing sectors, other primary producers (farmers etc) 
Media –tabloid media, radio and television  
Community/public: general community/public 

 
Key Message/s 
 
High level messages can be cross sectoral and consistent will all audiences outlined in the 
plan. These messages will form part of the broader communications to identified audiences 
as identified in this plan.  
These will be discussed and refined by the Principle and Co-investigators throughout the 
project's life. 
 
The main message is: 

• “A funded project is underway that intends to develop market-ready eel products 
(including live), supply chain and market relationships that will over time, help 
stabilise and develop the current commercial eel fishery in NSW with potential for 
creating collaborative links to other Eel fishers nationally.” 

However, specific underlying themes will depend on the audience type being targeted. 
• Primary audience key message: 

o “this is an opportunity to improve our product so we should be involved – 
here’s how….[contact details of project staff etc]” 

• Secondary audience key message 

o “that a value-adding project to diversify and strengthen the NSW Eel Fishery 
markets is underway with opportunities to utilise similar methodology across 
other under-utilised species” 

• Tertiary audience key message:  

o “the project is an example of positive transformation and value-adding for 
under-utilised species that creates investment and growth opportunities.” 

o “to perceive the sector as an attractive option for a business development and 
further investment” 

 
  



Results 
The initial stage of the project was successful in engaging with fishers, post-harvest 
operators and markets to discuss the potential of the under-utilised eels.  However, due to 
the disruption created by the Global Pandemic throughout 2020-2022, the project was 
required to pivot focus.  Both the inability to engage with international markets and the 
mandatory requirement to maintain social distancing meant the project was unable to hold 
previously planned stakeholder workshops and port visits.   
 
The project engagement was conducted through a multi-facetted approach which 
incorporated: 

• social media platforms,  
• existing newsletter services; and  
• one-on-one meetings.   

 
A website was created to support the project:  
Home | australianwildeels (australianeelsproject.com) 
 
Project updates  
Project updates were provided to fishers via Youtube, Instagram and Facebook 

 
 
And through numerous PFA Newsletter articles - during 2019 through to 2023.   
 
Articles were featured in the PFA newsletter providing updates on the project on 

9 August 20019 12 March 2021 
16 August 2019 9 July 2021 
3 July 2020 1 October 2021 
24 July 2020 8 October 2021 
31 July 2020 17 December 2021 
15 October 2020 18 February 2022 
13 November 2020 1 July 2022 
4 December 2020 23 September 2022 
11 December 2020 21 October 2022 

https://www.australianeelsproject.com/


18 December 2020 24 February 2023 
5 March 2021 24 March 2023 

 

 

 
 
 
 
 

 
 
 
 

 



 
 

 

 
 
 

 
 
 
 
 
 



 
 
 
 
 
 
 
 
 
 
 
 

 
 
In additional, during the CEO video report – provided on both Facebook and Instagram – the 
project was regularly mentioned: 
 

 
 



 
Product Promotion  
The PFA attended and promoted a number of events to promote the value added products 
during the project 
 

  
 
 
 

 
 
Eat More Seafood  
In addition, the PFA linked the project with their Eat More Seafood NSW project.  This 
project utilized Andrew Ettinghausen’s Escape with ET to promote under-utilised species. 
The show featured a story on eels caught on the Hawkesbury River and used Sydney Chef 



Nicholas Hill to cook up a feast using the local eels.  The story featured on the 1 December 
2019 on Channel 10.  

 
 

 

 

SUMMARY 
In summary, the engagement and promotion of the eel project was comprehensive and 
ensured key stakeholders were engaged throughout the process. Communication occurred 
across multiple platforms and was adapted to suit the disruptions caused by the global 
pandemic.  Fishers remain engaged in the project and eager to utilize pathways identified.  


