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Campaign Overview & Objectives

This was the Global Seafood Alliance (GSA)'s first-ever consumer campaign was

designed to increase awareness of the Best Aquaculture Practices (BAP) label and

what it means, with the ultimate goal of driving more seafood sales and educating

consumers about responsible seafood. The campaign took place during October
2022 to coincide with National Seafood Month in the United States.

Campaign Goals

1

Educate consumers
about responsibly
produced farmed
seafood and what the

BAP label means.
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Build confidence in
products and retailers
who use and promote

the BAP label.
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Drive sales of seafood
from BAP-certified
producers during
National Seafood

Month and beyond

Influencer Engagement Social Media Results

PR
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Campaign Overview & Objectives

Campaign Theme

The main theme of the campaign was Healthy Fish, Healthy FISh
Healthy Planet, Healthy You. We chose this as our Healthy Planet
theme because health Is a main reason people

purchase seafood. This theme also speaks to the four
pillars of responsible seafood that the BAP program

IS built on — environmental responsibility, social
accountabillity, food safety and animal welfare.
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Target Audience

Our target audience for the campaign was Millennials in the United States, which our research showed was the
best audience for seafood from BAP-certified producers. Millennials have major buying power, they are the fastest
growing demographic of seafood consumers, and they have the highest recognition of the BAP label.

Highest 50%+ 50%

recognition of BAP already purchase seafood and say BAP logo make them
eat it at least occasionally think positively about the
store

O\ >BAP

CERTIFIED
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Tactics

C
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Content Creation

e Created consumer-
facing messaging

e Created a campaign
toolkit with a variety of
assets including point-
of-sale materials,
recipes, an animation,
and more

e Created a new
consumer-facing
website

Overview Target Audience Tactics

Overall Results
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Social Media Campaign

e Launched a social

media campaign
using the hashtag
#AreYouAquaCultured

e Encouraged campaign

partners and
Influencers to post
using the hashtag

Assets

Influencer Engagement

ot
i

e Worked with five
Influencers who
created recipes using
BAP seafood

e Influencers were

paired with campaign

partners based on

region

Influencer Engagement

Social Media Results

PR

\
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PR & Media Outreach

e Developed media list
and multiple pitches
for consumer-facing
media outlets

e Conducted outreach
to media and seafood
trade

Partner Highlights

Get Involved

~\
\
\

/
/
| —
O O

Partner Participation

e Eight retail and

foodservice
companies committed
to participating in
campaign

Partners participated
by posting on social
media, adding
messaging to

their websites and
newsletters, in-store
promotions and more

Contact



Overall Results

The tactics we used for this

campaign, which included social 7 3B 1M 173K

media ads, influencer engagement )

and PR and media outreach, Reach of media Reach on Social media

resulted in a total reach of more mentions social media engagements

than / billion, and a reach of 1
Million on social media alone. Our
campaign partners and influencers

contributed to increasing our 1K 8 338K

overall reach and engagment

through Sgcia[ media pOStS, BAP media Retail and Influencer post
. : I mentions foodservice Impressions

website messaging and in-store vartners

promotions.
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Assets

ATLANTIC

Our campaign toolkit included point of sale materials, digital \LMON

assets to use on websites, social media graphics, a video pe= oy CX?)
animation, recipes and more. The toolkit also included suggested j \‘5 -
messaging to accompany the assets. l - @

L . .
-

b T
Healthy Fish #° % “*%
Healthy Planet . "~ ' Shrimp in a Tha _
Healtiy You BT S Sl Noodlesalad_ o Healthy Fish
Q/ i oW < -« y Healthy Planet
| RO Healthy You -~

Healthy Fish
Healthy Planet
CERTIFIED e S0,
Healthy You
bap.globalseafood.org - . ————
\ £
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Assets

Consumer Website

Aquaculture:
Securing Access to

bap.globalseafood.org s;;;;;d " S
DEIiCiﬂus, Nutritiﬂus, R - v

We launched a new consumer- B PcERRY
facing website that provides

information about agquaculture,
the BAP label and what it means,
recipes and the nutritional

benefits of seafood. In addition Recipes

to educating consumers, the B FT N

Site laso serves as a resource for V7 o N NN R C AN Shrimp Scampl
companies who produce and (AR D B\ CeRas 2 e | |
source BAP seafood. It will be S ARG | Be— | ¢

continually updated with new
recipes and content for future
campaigns.
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Influencer Engagement

Aubrey Johansen

@thatswhatsheeats

Aubrey is a personal chef to
professional athletes and is based in
Ohio. She created a beautiful shrimp

and citrus salad using BAP shrimp

from Giant Eagle.

C
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Shuang Shaung Lucia Lee
@shaungyskitchensink @foodminimalist
Shuang is a mom, recipe developer Lucia is a recipe developer based

and blogger based in North

Carolina. She created a teriyaki

in the Boston area that creates
beautiful yet approachable recipes.

salmon dish using BAP salmon from She created a shrimp stir fry dish

Lidl.

Overall Results

Assets

using BAP shrimp from Hannaford.

Influencer Engagement Social Media Results

PR

Erin Jensen
@thewoodenskillet

Erin is a photographer, food stylist
and recipe developer based in
Minneapolis. She created an easy
and delicious panko crusted salmon
recipe with BAP salmon from Cub.

Partner Highlights Get Involved

Lexington Brewer
@lexingtonbrewer

Lexington is a mom and recipe
developer based in Salt Lake City,
Utah. She created a honey walnut
shrimp dish using BAP shrimp from
WinCo Foods.

Contact



Social Media Results
lNn advance of Seafood 1M 173'( 5-4% 338"( 120+

Month, we launched a

. . . Total reach Engagments Increase in Impressions from Posts using
soclal media campaign followers on iInfluencer posts campaign hashtag
using the hashtag Facebook &

B O Instagram Covitiit Lifie
#AreYouAquaCultured. The AQUACULTURED? oo

goal of the campaign was
to encourage consumers

to become more
‘aquacultured” by sharing
content that highlighted the
benefits of aquaculture and
the BAP program, sharing
approachable recipes anad
facts about the nutritional
benefits of seafood.

Farmed Seafood
_Isthe Answer

In just three decades,
it's estimated that we'll
need 70% more food
than we do today to
feed the world's
population.

Did You Know?

Kids who eat fish at least
once per week do better in
school. The omega-3s help
with brain development,
leading to a higher 1Q and
improved reading and
spelling skills. 2
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Social Media Campaign Results

Top Posts

All of our top social media posts were of beautiful and approachable seafood recipes, including shrimp cocktaill,
shrimp scampi and a salmon tartare avocado toast.

-~ [Best Aguaculture Practices ves ) . DBest Aquaculture Practices
@ Publiched by HubSpot @ - September 28 - Q@ @ Best Aquaculture Practices @ Published by HubSpot @ - November 8 at 10:01 AM - &
Mexican style shrimp cocktail will have all your friends wanting more! Chop red Publishect by Hubopes @ Oatebisr 9:Q Salmon has essential nutrients, including vitamin B12 and omega-3s. It's not
onion, cucumber, celery, cilantro, garlic, and jalapefio pepper. Mix with tomato Decadent shrimp scampi from scratch couldn't be simpler and takes minutes just a dinner item either! Like avocado toast? Bring it to a whole new level with
juice, a squeeze of lime and enough ketchup to thicken a bit. Top with cold to prepare. Check out this recipe for a delicious way to make #BAPcertified #salmon tartare and green onions. Yum! &
cooked shrimp. #AreYouAquacultured shrimp bathed in a garlicky, butter sauce: https://bit.ly/3EcHI35

#BAPCertified #AreYouAquaCultured

Edit Edit Edit

OO0 27K 87 Comments 282 Shares Q'G 1.0K 31 Comments 86 Shares Q 14K

1 Commeants 44U Shares
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PR Results

As a result of the campaign, BAP had the most media

o
mentions in October 2022 than any other month 7-3B 1K 160/0

previously. Looking at the September 15th-November

, o, . _ _ Total reach of Media mentions Increase iIn media
15th period, we saw a 1607% increase in media media mentions for BAP mentions from
mentions in 2022 compared to 2021. The sentiment of the same period
. . . L in 2021
the media stories was also overwhelmingly positive.
~
Media Coverage Sept 15-Nov 15 2021 Media Coverage Sept 15-Nov 15 2022
B Article count Reach B Article count Reach
400 3B 38
300 2.25B 2.25B
200 1.5B 1.5B
1 750M 750M
) \| o -
13Sept  20Sept 27 Sept 4 Oct 11 Oct 18 Oct 25 Oct 1 Nov 8 Nov 15 Nov 12 Sept 19 Sept 27 Sept 14 Nov
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PR Results

Top Media Stories

Our top media stories included an interview about responsible seafood practices on Good Day Seattle, two
broadcast segments with dietitian Mia Syn about healthy eating on WC/IV ABC News 4 and News4Jax, and an
article in The Washington Post about how to buy shrimp.

an Ia (] Elwction Spetlight

Winter Weather Adwvisory

@ NEWS -q The ashington Post

How to buy shrimp: Understanding

Nutrition By Mia: Fall Wellness : : o
sizes, lypes and suslainability

!'m By Aaron Hutcherson
July 15, 2022 at 10:00 a.m. EDT

(4 4F] THE PUSH FOR RESPONSIBLE SEAFOOD PRACTICES

N W PE T M | CSEID-A0S REDSMDND TD BELLEUE 30 MIMH B MiN | 504023 TRAP

Aegistered Diottan Aia Syn s here with delicinius vyt 0 support yous

oran ard gut healtn this fall

The push for responsible seafood practices
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Partner Highlights

We partnered with eight retail
and foodservice companies that
helped us amplify our campaign
messaging and reach a wider

audience. Our partners participated
IN the campaign in a variety of »* °
ways, including by posting on social e L DL

media, updating messaging on
their websites, making our recipes

shoppable, creating their own ~
content about BAP, and working WinCo Foods:

with influencers. S A
€Cret Is\an

0

Publix
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Partner Highlights

Cub

Cub is a retailer with stores

lf"l_.-f'lr' -hﬂ‘":_l.r-t 4
_|! '—ﬁ;{}.-:‘.\__\_'\-.-rl P -l..} ,,_—-:.-

located In Minnesota and

.-l-_-.-,_

ﬂj_f' u-'. 1- r:-;-.,,._.q 1_,11-

JA‘:'II.-!I, {:a'JJ.i -e".::-{_: -:l; i:_=.| E‘ﬁ a ="'r.-'l’?__,r ?r

gggggg -\.LJ-

IlLinois. They participated in the

ey Pt e R e, T et Tl el B0 3o el prg g o reHHeT R
Aol A TE S CRpRE prdiwad maseainy, Tha Sy, =8 LiDe 2 S0 BN TS DErHE e g i
i3 prd s B iEreRE Dot pETERAL BHITS ourh o L T e T B SREEE L AT R N R

campaign by sharing content
about the campaign on 12 of
their web pages (including 4

shoppable recipes), sharing

OCTOBER 1S NATION

recipes on their Facebook and Herb Roasted

Instagram accounts, and via 4 _— ﬁE‘f‘LTPF“ﬁTf“MI_ " - PR . 8
email placements in their coupon hﬁd el w“__

emails (which is their most clicked

on series). They also worked with Shop ogrediencs kR

| f ll_.l .'-‘ i) ar | | 1§ ]
I:HI l:u:l:ll-l Lite 1rl'r e
¥ :||: p|: l1k aru

o ArElS o Shramg, Coctind. Feoicdl & Dwpingd, Faa-0HT, 16-30, 16 Dhfls .\_n" wer Lt il |,_ r_.
MoRutes or 1]"'|:| e :| |1
1899 51 v T g e L

L-L1d pounde g or geird-rgs ehrrmg, ihailin

one of our influencer partners.
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Partner Highlights

Giant Eagle

Giant Eagle is a retailer with more than
200 locations in Pennsylvania, Ohio,
West Virginia, Indiana and Maryland.
They participated in the campaign by
posting on social media, conducting
an in-store promotion and talking
about responsible seafood sourcing
and National Seafood Month in their
October newsletter. They also created
their own video asset about BAP to
use on their website as well as In
select stores. They also worked with

one of our influencer partners.

Overview Target Audience Tactics

Overall Results Assets

G e T T T T ST SRR T S s .

:""'", . 1.
[earn - NMOIE T S

Al

gianteagle.com/seafooc

P Pl ) 039704 o n = O S

Seafood Sustainability | Best Aquaculture Practices

z;;.,, Giant Eagle

Sub=zeriba
4. 7K subscribers

Why You Should Look for BAP

Nature's Sustainability Standards

The standards of Bast Aquaculture Praclices
(BAP) are based on four pillars:
environmental responsibllity, social
accountability, food safaty and animal haalth
& wellare.

ook forthe BAP label: @BAP

Tk
_,;_.-:-:.:
&
o *
—_— LW Lt
T,

Best Aguacuiture Practices

Wa're also prowd to have eamad Best Aquaculture Practices (BAP]

Healthy Fish
Healthy Planet

r— S s e = —

Healthy You

four star certification on larm-raised salmon, tlapia and shrimg.
Tha BAP program is adminksterad by the Giobal Seafood Alliance
(GSA], an Misemanicnal nonprofit anganization Who Works o
advance responsible sealood practices through agvocacy,
education snd demonsiration. & BAP four star designalion means
the product was coetified a1 every step of the process, inclading

the processing plant, farm, hatchery and feed ml

Nature's Basket
Shrimp

MNature's Basket &1 off
Salmon Save on Seafood

Get 51 off your purchase
of select salman and

Qwur shrimp is certified
for food safety and
sustainability.

Be sure to try our
delicious, Fair Trade
Certified™ salmon, too.

shrimip.*
Shop Now e
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Partner Highlights

Secret Island =

Secret Island is Chile-based

Salmones Austral's direct-to- ;

consumer brand that recently T

launched a new product line ——— | Wi
bacon, burgers and more. For PRACTICES e T vy o e
the campaign, Secret Island - -

created a series of social media
ads that included the BAP label

Guidelines

L of uideines tha! need

3 [ il e Comr el b =1t ]

and mentioned their four-star oo
status. They also launched a new
website with a page dedicated to
BAP. Secret Island products were
] ] Certification
also featured in multiple broadcast o s
segments with dieitian Mia Syn. - s
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Partner Highlights

WinCo Foods

WinCo Foods is a retailer based in l[daho with

more than 130 locations in the U.S. WinCo
participated in the campaign by posting
about BAP and National Seafood Month on
social media and updating the messaging on
their website. They also worked with one of

our influencer partners.

e wincofoows <o Doubia 108 1 you e seafood? B =

Did yous knewv Dictolber k5 Mational Seatond Mandh?! We are 50
proud of all of aur employes owners (Including Jett, phetuned
frcm omne of our TX stores) in the department & the Tresh
selaction thiy pravide

Dird yous alan know thal muck of the sealood we olfer has
recwved] [Ehapcenification bao, What does that mean? o
maspns (hat the sealocd you se purchasng mests sl
slandards relativie 1o the aivaronmand, soikers And animala
ihemaelves

£ AT mode o thae bk in oo grctile!

*Price and spleCEn may vary, soe your local Winlo for
delais.

Fenco Swindcloods Fapabeod Glowiwinco Fhascariiied

@ bapcertification

km Feply

Qv

196 likes
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WinCo e
Dclober 24 . 3
Fill in the Blank: My favorite WinCo Brand item is

If you love seafood & haven't checked out the freezer aisle in your Seafood Department, you
may have a new favorite! We LOVE this cooked shrimp, perfect for salads (look for the Shrimp
& Avocado salad recipe on the bag) & SO much more .

Did you know that October is National Seafood Month? WinCo Foods is proud to offer a variety
of seafood, much of it that is BAP=-cartified (like this shrimp]. What does th,... See more

rea b

| Cooked Shrimp

peeled, devemed, 1o on
Small pame. f
T d {

FIND or e WEEK

#loveWinCo

“ﬂ'ﬂ' ‘B roons

0 151 111 Comments 4 Shares

© WinCo
1d -

Fill in the Blank: My favorite seafood is

Did you know October is Mational Seafood Month?! WinCo Foods is
proud 1o offer a variety of seafood, much of it that is BAP-certified.
What does that mean? [t means that the seafood you are purchasing
meets strict standards relative to the environment, the workers and
animals themselves. Look for the BAP Label & learn more at
bap.globalseafood.org

Photo Credit: Casey F., employee owner & Seafood Department
Manager

Healthy Fish
Healthy Planet

OCTOBER IS
NATIONAL
SEAFDOD MONTH!

QO 168 216 Comments 8 Shares
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October is National
Seafood Month!!!

Check out this
easy recipe idea
to make Honey
Walnut Shrimp!

ieXingltonorawer
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Get Involved

Looking for resources to help you tell your responsible

seafood story? We now have an evergreen toolkit available

on our website with materials designed to help you fit BAP F
ollow Us

INto your own brand messaging and communicate the

benefits of certification to your customers. Check out BAP's social media channels and follow along

with our #AreYouAquaCultured campaign!
Download the Toolkit

Click us!
Healthy Plan f NN Nin
Healthy Planet
Healthy You /%%
xﬁPH:EI'kEtI ng Toolkit
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https://bap.globalseafood.org/marketing-toolkit
https://bap.globalseafood.org/marketing-toolkit
https://twitter.com/bap_seafood
https://www.instagram.com/bapcertification/
https://www.facebook.com/bestaquaculturepractices
https://www.linkedin.com/company/11079975/

Contact Us

Looking for additional resources?
Want to get involved in a future
campaign? Reach out to us!

Best Aquaculture Practices
Global Seafood Alliance

85 New Hampshire Avenue, Suite 200
Portsmouth, NH 03801 USA


https://www.youtube.com/watch?v=tzAGp4bZfco
mailto:elise.avallon%40globalseafood.org?subject=

