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• Seafood Week 2015 results summary 

• Seafish approach and tactical elements 

• Tactical elements evaluated in numbers 

• Seafood Week partnerships 

• Business insight 

• Consumer awareness  

• Our learnings 
 



4% consumer 

awareness for 
Seafood Week  

 

With a conversion rate 

of 40% ‘more likely 

to try’ evidencing that 
those who did see the 

campaign, were 

persuaded by its 

message. 



Seafood 
Week  
2015 

Overview of Seafish Tactics 

• Dedicated campaign creative and resources to be used by 

Seafish and industry partners 

• Dedicated website area with over 50 pages of unique content 

• Internal and external communications 

• Media and broadcast programme 

• Email marketing campaigns 

• Social media conversations  

• Digital advertising  

• Regional events  

• Promotional partnerships 

 

Seafish’s approach 

 

 

 

Seafish designed Seafood Week 2015 to tackle their high level 
objective to get more people eating more seafood more often. 
Seafood Week 2015 was designed as a flexible campaign platform 

to allow industry to develop and implement their own marketing 
activities and elements, and benefit from the buzz Seafish created. 



Industry Toolkit 
and 
Communications 

 

 

• A Seafood Week industry 

toolkit was created to 
share with all industry 

partners on how to get the 

most out of the week and 

engage with local media. 

 
• The toolkit secured 13 

pieces of media 

coverage. 

 

• 2,400 postcards were 
issued to all levy payers 

and key Seafish contacts 

which backed up the 

email campaign used to 

engage with industry. 



Web Pages 

• Dedicated URL 

www.seafoodweek.co.uk 

 

 

• 41,500 Unique Visitors in  
eight days. 

 

 

• More than 50 new pages 

of content created.  
 

 

• Content included blogs, 

recipes, videos, and daily 

competitions.  
 

 

 

 

http://www.seafoodweek.co.uk/


 

 

300 business 

locations on 

the Seafood 

Week Map 
 



Seafood  
Spotlights 

 

• 31 new case studies 

developed. 
 

• Seafood Spotlights 

showcased great stories 

about people living and 

working in the fishing and 

wider seafood industry. 

  

• Freshly created stories 

from fishermen, mongers, 

fryers, and chefs, that can 

be used throughout the 

year. 
 

 

 

 



Buying 
Information 

• 28 new sections for our  
Buy Me content.  

 

• A range of articles to help 

educate consumers 

about seafood and 
increase their confidence 

when buying. 

 

• Advice on making meals, 

planning ahead, and tips 
to get seafood into the 

weekly shop and on the 
kitchen table. 
 

 



Every day… 

Fish of the Day 

Dish of the Day 

Cooking 

Buying 

Dining  

Enjoying 

 

 

 

 

 

 

 

Health, alternative species, seafood facts,  
taste/texture, tips, history, ease, and fun facts, all geared 
towards encouraging more people to eat more fish. 

Socially 
#seafoodweek 
 

53.8 million  

impressions across 

Twitter, Facebook  
and Pinterest 

 

• Cook Me, Dine Me and 

Buy Me Content 

• Full conversational 
calendar and heavy 

engagement with 

consumers and industry, 

talking about seafood 

and encouraging 
purchase. 
 
 



 

Competitions 
 

Competitions were used to 
secure the spread of reach  
for Seafish Week. This tactic 
also provides the ability to 
capture consumer email 
addresses that can be used in 
future marketing for Seafish. 
 
10,873 new ‘clean’ consumer 
emails gained. 

• Smeg competition - 

11,738 individual entries and 

5,116 new emails collected. 

• Loch Fyne competition - 

2,941 individual entries and 

1,346 new emails collected. 

• Tote Bag Competition - 

2,356 individual entries and  

966 new emails collected. 



Broadcast 
 
36 features and interviews 

including Simon Mayo’s 

Drive Time Radio 2 show – 

overall reach of 8.5 million. 

 

• Experts for radio 

Andy Gray  

– Seafish, Fish and 

Chips/Seafood 

– Juliette Kellow Nutrition 

– Darren Walsh 

Comedian/Pun       

ambassador 

 
• Radio stations covered 

BBC, commercial and 

student stations 



Recipe placement  

25 pieces of UK 
coverage secured (print 
and online) 

Total Reach: 35,209,769 

• Successful national, 
regional, online and 
consumer media recipe 
placement to inspire 
consumers.  

• Achieved a great spread 
of coverage in media 
across the UK.   

• Highlights include three 
pieces on Female First, a 
woman's lifestyle platform 
with 2.8 million monthly 
unique users. 



Trade media and 
publications 

  

23 pieces of UK coverage 
secured (print and online) 

Total Reach: 3,361,004 

 

Informed different sectors of 

the industry about how 

businesses could get 

involved, and what the 

benefits would be for them.  

 

Information detailed online 

resources, promotions, and 

events for businesses to use.  



BuzzFish 
 
 12 pieces of coverage secured 
(print and online) 
 

Total 'buzzfish' reach of 
500,000+  

A Buzzfeed-inspired list of fish 
facts across seven cities (Belfast, 
Cardiff, Aberdeen, Liverpool, 
Manchester, Birmingham, 
Newcastle, Plymouth and 
Cambridge)  

Attracted a total reach of 500,000 
– all visible with the 
#seafoodweek hashtag.  

Total audience reach across 
print, online and digital spanned 
1,000,000+. 

Key message of eating more fish, 
more often, achieved in 100% of 
coverage.  

 

 



Billingsgate Event 

17 pieces of coverage achieved with a total 

reach of 12,048,220  

 

• Social media promotion from Diabetes UK, 

Cooked.com and olive with a total 

following of 201,578. 

 

• Organised a special media event and 

tour of Billingsgate Fish Market. The event 

included an opportunity for media 

representatives to learn about the industry 

and a tutorial on filleting some of the UK’s 

most underused species.  

 

• Journalists were issued ‘fish fan packs’ to 

remind them of the campaign and 

encourage them to get involved. 
 

 

 

PRINT/ONLINE PLATFORM TOTAL REACH 

National online The Times (online) x4 10,000,000 

National print The Times (UK) X4 1,570,288 

Regional print The Times (Scotland) x4 81,920 

Foodie – online  Cooked.com 122,693 

Foodie – online olive 25,000 

Blog - online HapinessWherever.com x2 30,000 

Blog - online Helsbels.org.uk 16,741 

Social media mentions Diabetes UK, Cooked.com and olive 201,578 

12,048,220 



#fishpunday 
 

20 pieces of coverage with a 

reach of 4.2 million and 

11.5million social impressions 

 

• UK pun champion Darren 

Walsh  became the face of 

#fishpunday and took part in 

a Metro celebrity profile slot, 

as well as various broadcast 

opportunities. 

 

• Successful engagement with  

major supermarkets, seafood 

brands, mongers, and global 

consumer brands from 

Mercedes to Jack Wills. 
 

 

 

 



Plenty ‘o’ Fish 

An original app Plenty ‘o’ Fish was created 
specifically for the Fish is the Dish 
Facebook page as part of Seafood Week. 

• Total audience figures reached 262 users. 

• Total engagement rate stood at 100%. 

• A total of 300 likes, 13 comments and 29 
shares on FITD Facebook page alone. 

• The fun and flirty quiz game was created 
with unique captions for seabass, coley, 
hake, gurnard, seabream, and dab.  

• All quiz results provided a sharable link 
through Facebook, and a recipe 
suggestion for their chosen fish. 

 

 

 



Blogger recipe 
challenge 

 

• Top 100 foodie blogger 
champion Hungry Healthy Happy 
created new two recipes – 
Mediterranean Tuna Steaks (3595 
views) and Crab Spaghetti with 
Watercress & Tomato (2733). 

• Posts reached Hungry Healthy 
Happy’s 31.5k followers on Twitter 
and the 71k users liked the blog 
on Facebook.   

• Overview engagement stats: 

• 6,328 views online 

• 279 Facebook shares 

• 18 retweet/favourites 

• 133 shares on Pinterest 

 



Belfast Cook-Off  

 
  

9 pieces of coverage secured 
(print and online) 

• Pre-event coverage reach of 
100,000+ reach. 

• Media attended Daily Mirror, 
Belfast Vibe, Love Belfast and 
Belfast Live. 

• Belfast seafood-industry 
awareness feature reaching 
100,000. 

• Total print and online reach of 
600,000+ all niche to Northern 
Ireland. 

• The Seafood Week event and 
media attention encouraged 
aspiring chefs ahead of 
Northern Ireland’s Year of 
Food and Drink (2016).  



Schools Events 
 
212 school pupils took part in 
special events for Seafood 
Week with a reach in local, 
education and online media 
of 2,752,287. 
 
 

• Special events took place 
in Peterhead, Liverpool, 
East Anglia and the South 
West. 

• Events had local experts 
from chefs to fishermen. 

• Events tied into Seafish’s 
educational work. 

 
 



 

• Campaign reach 423,473  

achieved, resulting in  

17,757 clicks with a click through  

rate of 4.19%. 

 
• Trinity Mirror Partnership 

 – Scotland trial 

• Double page spread  

in the Daily Record 

• Social Media conversational  
calendar 

• Content pieces on Trinity Mirror  

Websites 

• Homepage take over 
 

 
 
 

 

 

Content  
Partnership 



SEAFOOD WEEK 
EDITORIAL 

Two 

Advertorial  
with Press and Journal   

 

• Reaching 56,845 North East 
adults (25% of the newspaper’s 
catchment area). 

• Informative and visually 
engaging editorial advertising 
feature spreads ran within the 
Your Life supplement on 3rd and 
10th of October.  

• Focused targeting of media in 
area with a high proportion of 
citizens interested and involved 
in fish and the seafood industry. 

 



SEAFOOD WEEK 

Regional advertising  
amplified key areas of 
our campaign in fishing  
heartlands.  

 
 Performance Adults in 

Aberdeen  
Adults in 
Brixham – 
South West 

Adults in 
Wales 
 

Reach 56,845 9,286 73,778 

Reach % 24.91 55.17 2.86 

Opportunities 
to See 

2.20 2.64 1.44 
Overall reach in 
Wales was lower as 
the Western Mail has 
greatest penetration 
in the south. 

 

Regional 
advertising 
 



 
 

Digital 
Advertising 
• A variety of channels 

were used for digital 
advertising. 

• Prominent use of 
banners on lifestyle 
sites. 

• Social Media success – 
scrolling advert using  
the best performing 
style of promotion on 
Facebook. 

• 3.9 million Facebook 
advert reach. 

• 26,000 clicks and a 
click-through rate 
above average of 
0.78%. 

 



• Major supermarkets signed up to Seafood Week 
and implemented it in their own ways. 
 

• All the major seafood brands were on board for 
Seafood Week 2015. 
 

• Loch Fyne, Yo! Sushi and Hotel du Vin all signed 
up for Seafood Week. Many more individual 
businesses and chains were keen to show 
support after seeing Seafood Week 2015. 

• Seafood Week led to 50 completely new 

business interactions for Seafish from mongers to 

five star hotels. 
 

• Mongers/vans were key for the week with 550 
packs issued. 



Chef Recipe 
Competition 

 

 

Professional chefs and 

skilled amateurs were  

encouraged to enter  

the Chef Recipe  

Competition.  

 

This gave businesses 

and keen foodies the 

chance to showcase 

their talents, with the 

best being 

showcased on the 

Fish is the Dish 

website, while the 

winner and first 

runner-up were both 

given valuable prizes. 

The Prize 

• Chef recipe winner certificate 

• Two personalised chef jackets. 

• PR support from our media team 

to showcase your recipe and 

talents to the press. 

• Seafood culinary capital trip for 

two including overnight stay, 

dinner at a seafood restaurant, 

knife skills course and a tour of 

Billingsgate Market. 

The Winner: 

Harley’s, Buxton, 

Derbyshire:. 
www.harleysbuxton.co.uk 

Sea Bass, patatas 

bravas, brown shrimp 
 

http://www.harleysbuxton.co.uk/


Industry Resources 

 

 

A Seafood Week suite of 

resources was developed to 

let industry use Seafood 

Week in their own 
businesses. 

 

• Kirwin Brothers put 

100,000 stickers on pack 

to their clients. Marine 
Harvest, Big King Prawn 

company also used 

stickers for their clients 

 

• Many companies used 
web banners online and 

bunting to show their 

support.  



• Eight daily deals and deal of the 
week tied into our main species. 

• In store - shelf banners, sales picks 
on counter ,and product stickers. 

• Dedicated page and unique 
content on the Seafood Week site. 

• Eight recipes provided by 
Morrisons’ chef and not previously 
on the Fish is the Dish website. 

• Four original content stories from 
fishmongers’ skills and knowledge. 

• Social media engagement and 
promotion. 
 

 

 



• Range of deals covering 
over 10 product areas. 

• In store - shelf banners 
and product stickers. 

• The Co-op created their 
own seafood new pages 
on their website. 

• Strong social media 
engagement. 

• Four recipes provided by 
The Co-op for Fish is the 
Dish. 

 
 
 
“Seafood Week 2015 was a 
massive success at the 
Co-operative Food, where 
a co-ordinated campaign 
from digital to the shelf 
edge helped bring  
new shoppers to the 
category.  The end result 
was double digit sales 
growth and nothing says a 
job well done more than 
that.” 
 
 
Steve Addison,  
Head of Chilled 
 
 
 
 
 
 



 

 
• High level of social media 

engagement through 
Twitter from @sainsburys 
(390K followers) and 
@SainsburysNews (48K 
followers). 
 
 

• A Seafood Week blog on 
their corporate website. 
 

• News announcement 
supporting Seafood Week 
which enjoyed significant 
coverage in the retail trade 
press. 
 

 

 

“We’re showing our support and encouraging our customers and colleagues to be involved 
through recipes and inspiration online. 
 
“We think it’s important to encourage consumers to eat fish more regularly, and to think more 
broadly than the ‘Big five’ which are the top five fish that make up for 80% of sales in the UK, 
these are – Cod, Haddock, Salmon, Tuna and Prawns. 
 
“Seafish has chosen to promote a different fish each day and we’ll be focusing on this through 
our twitter and facebook using #SeafoodWeek. So if it’s Mackerel or even Haddock that takes 
your fancy we’ll be on hand to give you recipes or info about the daily species.”   
Ally Dingwall, Aquaculture and Fisheries Manager 



Industry 
Feedback  

When asked if mongers had seen any increase in sales from 

Seafood Week 

44% said they had achieved an increase in up to 10% 
8% said they had achieved an increase in up to 20% 

Mongers overall satisfaction in Seafood Week was  80% 

with a further 20% having a neutral position. There was no 

dissatisfaction recorded. 

93% of mongers noted that Seafood Week is good way for 

Seafish to achieve its objective to get more people eating 

more fish. 

Only 1 fishmonger of those surveyed said they didn’t use 1 of 

the items provided. 
 

Product sales were doubled  

for one of our product lines and 

another line had an increase of 

between 20-25% 
 

I put a 25% discount for one type of 

fish and sold more in volume but 

sales wise I marginally made less. 

Seafood Week is a long term 
initiative. 
 

The company gained 50 Twitter 

followers and 20 on Facebook which 

through Seafood Week 
 



Consumer  
Awareness 

 

 

A YouGov poll found that the consumer  

awareness for Seafood Week was:  

 4% of the population.     

 

This is lower than forecast but remains a solid result given 

that only £10K of above-the-line budget and a total 

campaign spend equivalent to 0.34p per UK adult was 

utilised. 

 

The conversion rate of 40% ‘more likely to try’ 

evidenced that those who did see the campaign were 

persuaded by its message which equates to  

1,056,000 people persuaded to eat 

seafood. 
 

 



Analysis of 2015 and looking to the future 

• Dates scheduled earlier - 2016 and 2017 unveiled at the same time. 
 

• Retailers were able to grasp the opportunity and the campaign was flexible 
enough to meet their needs. 
 

• Foodservice area needs more hand-holding. Key brands and independents 
needed more time. 
 

• Many brands and partners have promised bigger and better for next year. 
Having the first year under our belt gives us a good test best. 
 

 

 



 will return in 2016! 

Thank you 

Heather Middleton 

T: 0131 524 8691 

 

Kieran Westbrook 

T: 0131 524 8684 

 

Seafish 

18 Logie Mill, 

Logie Green Road, 

Edinburgh 

EH7 4HS 

 

www.seafish.co.uk  

www.fishisthedish.co.uk  

www.seafoodweek.co.uk 

 #seafoodweek  
 7 – 14 October 2016 
   


