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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
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We Say, You Say

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

US Perspectives May Not Convey to Australian Situation
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What Is A Lobbyist?
It All Depends on Your Perspective

Tom Cumpnts Fast lums  Srvme S Chapoms |13 o9
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National Fisheries Institute
Who We Are

> 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.
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NFI| Key Issues
Where We Spend our Resources

(by discipline)
Legislative Regulatory Courts Communications
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
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NFI Priorities

Where We Work — Issue Life Cycle

Resources

Legislative

Communications
- Media

- Marketplace

- Consumer Outreach

Litigation

Fix Problems in Source Countries
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What Are We Tasked To Do?

Industry Group Missions

National Fisheries Institute

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

Fisheries Research Development Corporation National Priority One

Seafood products of Australia are sustainable and acknowledged to be so
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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 '
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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
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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

| G

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

US and foreign governments

Media, traditional and social
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What Steps For Industry-Wide “Marketing”

With Whom Do We Communicate - Government

Primum non nocere

First, do no harm
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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: All Politics is Local

THE WALL STREET JOURNAL

Fish Importer Casts Worry Over Border-Adjusted Tax

;:::Erhall:ics that rely on raw materials not casily replicated at home could be Oppose B()r(ler ‘Ad‘, u Stlllellt Tax

BENSENVILLE, Ill.—5¢an ©O'Scannlyin will spsnd more than 3100 mi lion this year—about
half his company's revenue—importing fish. ham. chocolate. cheese and cther foods fron 57 Barder Adjamcd Tax

ﬂa'i(x)'.‘.. " —— w1 s ——— v — i -

Flish Importer Coses Worry Owver

I'ee fish, induding 63,000 dounds of
farmed salmor exch week from the rembote
Fueroe Islawds and countiies suclyas
Canada, Norway and Chile arrives fragh
Hs 320 engloyees cut it, package i and
send i to hovels, restaurants, Whele Foods
Market Ine. stores and other retail shops in
th2 M.dwest. So when the presxient aad
chief executive of Fortune Fich & Gourmet
heard Congress was corsidering a tax plan tkat wonlcn t et hum deduct [he cost of those goods,
he didr’t belizve it at first. MORF VINFOR

“It's cmzy, absolutely cracy,” Mr. O'Scanalain said cn a recentafternoon in hs headquanters =
near Chicago O’ Hare Internationa. Airport, 2s workers sliced opea whole Gsh, packed oysters & 001/805°
and stocked shclves wita Spanish olives, chees: and ham, “Pclinically, it i a bad idea for

Cangress to kave to d2fend increasing the average coasurier’s toed cests by a ccuple thousand
dollars a year.”

Food busiieesses like Mr. O'Scanpdinn's bt rely on mw metenals we amcng LGese most exposed
tn the horderadp stment provision that is a key plask in the House Repiblicans® tax plan. Thay

warn thal borde adjustent—taxg nports awd exanpling expaets, as part of a plan w
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What Steps For Industry-Wide “Marketing”

With Whom Do We Communicate — Government: Simplify Message
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Show impact of government rule on
average American families
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¢ simplor tax eystem, Develop coalitions to communicate
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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
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What Steps For Industry-Wide “Marketing”

With Whom Do We Communicate — Media: Correcting the
Record to Shape the Future Stories

n V It all started with a
‘ %_7 glass of water

17 November 2010
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What Steps For Industry-Wide “Marketing”

With Whom Do We Communicate — Media: Correcting the
Record to Shape the Future Stories

IR: Right now the FDA tests only 2 % which seems like a really small number, of the food caming in from
overseas. |s that enough?

Connelly’s first answer = = s =
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What Steps For Industry-Wide “Marketing”

With Whom Do We Communicate — Media: Correcting the
Record to Shape the Future Stories

McCarthy'’s rebuttal
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What Steps For Industry-Wide “Marketing”
With Whom Do We Communicate — Media: Correcting the

Record to Shape the Future Stories
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What Steps For Industry-Wide “Marketing”

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

With Whom Do We Communicate — Media: Correcting the
Record to Shape the Future Stories

15 March 2011 PR
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What Steps For Industry-Wide “Marketing”
With Whom Do We Communicate — Media: Correcting the
Record to Shape the Future Stories
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“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.”
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What Steps For Industry-Wide “Marketing”

With Whom Do We Communicate — Media: Correcting the
Record to Shape the Future Stories

Hold the Mercury:

l'ow to Avoid Merzury When Duyirg FNish

January 2008
L R

SUSHI RESULTS

Fish samples were obtained from sushi
restaurants in 23 cities, with sashimi or
nigin style tuna and mackere! preferred,
to obtain fish-only samples for tasting.

Tuna: Tuna samples (24)
from sushi restaurants
were higher in marcury
than grocery stor= tuna,
- with an average value of
0.86 ppm (Table 5). The highest tuna
mercury value, 2.2 ppm, is more than
twice the FDA action level. One in three
samples was above the action level, with

half the samples reaching 0.92 ppm or
more, a value ciose to the action level.

[TAELE 5] One in Three Sushi Tuna Samples Exceed the FDA Action Level

Fewer sushi tuna samples were identified
as to their species, compared to the
grocery tuna samples. Four different
species were identified: bluefin, bigeye,
yellowfin, and white (or albacore); each
of these included samples with values
above 1 ppm. Although the species of
tuna is not always identified on a menu,
these data show that any of these
species can carry high levels of mercury.

There are no data for mercury levels

in bluefin tuna in the FDA data set. For
the other tuna species measured in this
report (yellowfin, bigeye, and albacore),
both our average and highest mercury

values exceed those measured by

the FDA (Figure 2). In fact, these tuna
mercury levels are close o or exceed the
average value of the four fish species the
FDA wams women of chikdbearing age
and children not to eat.

The average mercury levels in sushi
tuna measurad in this report are also
higher than other recent reports from
four different cities and had a higher
percentage near the FDA action level ®
All but three of our samples exceed the
Japanese “provisional regulatory value”®
for mercury in fish (0.4 ppm).

RANK LOCATION RESULTS (ppm)  TYPEOFTUNA  JAPANESE NAME RESTAURANT
1 Charotte, NC 22 Bigeye Bachi-maguro 1om gl e
2 Nashwite, TN 15 White ‘ va" Fulln's Asian Cuisine

3 St. Petersburg, FL 14 Yeltowfin Kuromaguro Hook's Restaurant

4 Bimmingham, AL 14 Bluefin tuna Kuromaguro Sumo

5 New Oreans, LA 1.2 na" Toro Ninja

6 Meami, FL 1.2 Yeboatin | ‘Maguro ‘SU-Shin Izakaya, Coral Gabies
7 Philadelphia, PA 1.1 na" Maguro Sushi on he Square

3 Phoentx. AZ 10 ' na' Maguro. Shogun

9 Hartford CT 0.97 Bloave Toro Wasab
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What Steps For Industry-Wide “Marketing”

With Whom Do We Communicate — Media: Correcting the
Record to Shape the Future Stories

"‘ Society of Professional Journalists

Improvmg and protecting journalism since 1910

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.
g\ Deny favored treatment to advertisers, donors or any other special interests, and resist

internal and external pressure to influence coverage.

S NATIONAL
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What Steps For Industry-Wide “Marketing”

With Whom Do We Communicate — Media: Correcting the
Record to Shape the Future Stories
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23 January 2008
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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.

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

‘Eat This, Not That" knows nothing about the healthiest fish to eat
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Regular review of media errors on
NFI Truth site, to show other media
that we will hold them to their own
standards
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What Steps For Industry-Wide “Marketing”
With Whom Do We Communicate — Supply Chain: Alerting the Customer

Ocaan destruchon

comes from ﬁ (
FoodServuce £

#0 OUFENSLAND
e e " L A

Greenpeace surveys and
demand letters of
foodservice companies,
with resulting “rank and
spank” report
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What Steps For Industry-Wide “Marketing” 7
With Whom Do We Communicate — Supply Chain: Showing the Business Impact

Description Farmed or Wild Harvest Country Comments
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What Steps For Industry-Wide “Marketing”
With Whom Do We Communicate — Supply Chain: Show the Precedent

z Greenpeace Cycle of Abuse
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What Steps For Industry-Wide “Marketing”

With Whom Do We Communicate — Supply Chain: Compare to Others

.| 2073 Seafood Retailer Scorecard
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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
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Queensland Seafood Marketing Association

What came first,
The Chicken

ﬂ \'or Ta and cheers
The eqq?
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