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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
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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
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“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


