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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?
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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
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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.	
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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? 

 


