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Our new Strategy

The Victorian Seafood Brand

The Victorian Seafood Experience
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Ensure public awareness of the industry, shape the interaction between consumer and product and. link to aligned
industries:

* Showcase the people, products and places of the Victorian Seafood
Industry through targeted messaging and a focused program of events
and activities

* Increase public awareness of the industry and its contributions (social,
economic, health, environment, tourism & hospitality, etc.)

* Create destinations and experiences whereby seafood becomes core to V'CT0R|AN
the expenence of place SEAFOOD

* Shape the interaction between consumer and product in multiple contexts "7 7 Mo T reee

including supermarkets, restaurants, Fish & Chip shops, etc. and through '

various media (traditional, social, labelling, campaign, etc.)

Strategic Priorities
1. Local seafood for the local economy
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2. Consumer-cenfric seafood / activating the crowd
3. People, places and product

3 TELLING THE SEAFOOD STORY

Reclaim and reshape the narrative to explode the positives associated with the

commercial seafood industry:

* Move the understanding of commercial fishing from a net negative to a net

positive

* Exploit the positive aspects of the industry from the impact on individual

health through to environmental sustainability and enhancement

* Understand and value all aspects of the industry and what it offers by

highlighting the people, places and products

*  Own and drive the indusiry narrative by shaping the story that gets told

rather than fighting the one that others are telling
Strategic Priorities
1. SIV communication capability
2. Health and hospitality
3. Monitoring the media

focus, leverage work that has

* Ensure that we have the skil VV/

research to practice
leverage work that has been/is //
provide benefit to Victoria 4

* Translate research into sm/
practical opportunities for the

* Supportthe industryto lead the
protection, bio-security, trace
other practices

* Increase public awareness anc
its innovation and its contributic
and environmentally

Strategic Priorities

1. Data collection and capture

2. Leading on bio-security and tra

3. Socio-economic evaluation ¢
industry
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See the places. Meet the people.
Taste the difference.
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Regional seafood festivals
Meet the Producer events

visit: https://www.apollobay.vic.au/apollo-

ommunity-news/946-
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https://www.apollobay.vic.au/apollo-bay-news/community-news/946-conversations-on-the-edge
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Seafood Specific Dinners

Australian Open 2019 Launch

Working with high profile Chefs
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» Faces of the industry are recognised, understood and
respected
» Social License delivered!

» Increased frade for aligned organisations (restaurants,
hotels, etc)

» Increased profitability for industry

» Joining the tourism growth market and sh
seafood sales year round...




_— o0 0@
) s |~ an it
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See the places. Meet the p«ople.
Taste the difference.




‘ All of this requires $$$
N Continue to seek State Government support
|[dentifying opportunities for Grant funds

(where possible) to support the program

> inue to build industry ownership, support
nding

THE FUTURE:



ON DAVEY


mailto:johnd@siv.com.au

SEAFOOD DIRECTIONS 2019

SAVE THE DATE

9 - 11 OCTOBER 2019 | MELBOURNE

Tickets go on sale T November 2018. Register-your email to receive a day-before
reminder, access to early bird specials, accommodation deals and more.

SD2019.COM.AU

REGISTER EMAIL




