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Abstract

In the 1990s, following the Newfoundland Grand Banks cod fishery collapse
along Canada’s East Coast, the first seafood sustainability certification organization was
formed to address this widespread crisis. Two notable campaigns were formed shortly
thereafter, both programs the projects of marine aquariums along the West Coast, and
have gained significant attention: Vancouver Aquarium’s Oceanwise provides seafood
recommendations to restaurants on the most sustainable choices and Monterey Bay
Aquarium’s Seafood Watch, creates and disseminates consumer guides. This MRP
examines the communication strategies of Seafood Watch and Ocean Wise used to
encourage the consumption of sustainable seafood and promote ocean conservation.
More specifically, this MRP analyzes the organizations’ use of environmental rhetoric,
particularly in terms of framing and topoi, and how they communicate risk and urgency.
How sustainable seafood campaigns establish credibility and rationale in the public
sphere to communicate urgent, technical information surrounding fishery
mismanagement is examined. This research will help inform future guidelines for social
marketing campaigns to improve strategy and encourage consumer change.
Recommendations for future research include the creation of evaluative programs to
measure campaign effectiveness as well as an analysis of the niche markets established
through the rising sustainable seafood market.
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Introduction

Northern cod was once one of the most numerous fish stocks on the planet
(McGrath, 1911). For over 400 years, the cod fishery was a vibrant, plentiful staple in
Canada’s maritime provinces. In the early 1950s, commercial fishing technology began
to advance rapidly, increasing yearly landed catch and bringing apparently limitless
success to the industry. Within a decade, yearly catch had increased from 250,000 tonnes
to over 800,000; the fishery, and Canada’s maritime economy, was thriving.

The fishery was so strong that an article published in National Geographic in
1988 declared the “almighty Cod” as a resource immune to depletion. But management
of the industry was poorly regulated, and the amount of fish being removed from the
ecosystem eventually exceeded the amount of breeding adult fish required to maintain a
healthy population. Only two years after the Almighty Cod article was published, a
follow-up article appeared in the same magazine spelling out significant losses for the
industry; yearly catch had fallen to 1,700 tonnes, a fraction of the industry’s historical
greatness, and fisherman were pulling up empty nets all over Atlantic Canada. A
moratorium was placed on cod fisheries in 1993, banning all commercial fishing along
the coast in an effort to provide opportunity for cod to rebound, but populations failed to
recover. By 1995, the cod fishery had collapsed.

By the time of the Grand Banks disaster, sufficient evidence had been collected
by scientists, governments and NGOs to realize that this trend was not unique to
Canada’s East coast: fisheries around the world were collapsing due to overexploitation
(Cooke et al., 2011, p. 912). Today, the trend of fishery collapse continues to be seen

around the globe; in 2005, 76 per cent of UN-monitored fish stocks had been “fully



exploited, over-exploited, depleted, or recovering from depletion” (Davis and Rangeley,
p- 92, 2010). Overfishing is not only putting one of the most globally important sources
of human protein at risk, but also degrading the ecological health of world oceans
(Davies and Rangeley, p. 92, 2010). Coupled with rising global consumer demand for
seafood and a growing human population, fish populations around the world face severe
threats, including the release of invasive species, warming ocean temperatures, and
irreversible destruction of habitat (Jacquet & Pauly, 2007, p. 308).

This evidence led to collaborative efforts between industry and NGOs to establish
programs with the goal being to slow and ultimately reverse extensive marine damage
(Cooke et al., 2011, p. 912; Jacquet & Pauly, 2007, p. 309). The Marine Stewardship
Council (MSC) was one of the first of such organizations to be formed (Kaiser and
Edwards-Jones, 2006, p. 393), and was established shortly after Newfoundland’s cod
fishery collapse (Gien, 2000, p. 121). The MSC, a partnership between Unilever, a multi-
national consumer goods company heavily involved in the commercial fishing industry,
and World Wildlife Fund (WWF), the largest, private, non-profit conservation
organization in the world (Constance & Bonanno, 2000, p. 125), was formed with the
goal of linking market incentives to consumer preference through certification and eco-
labeling (Constance & Bonanno, 2000, p. 125). The formation of the MSC in the wake
of such an internationally impactful ecological and economic event helped the
organization to quickly gain favour amongst consumers, industry employees, and
environmental activists around the globe (Hamilton et al., 2004, p. 196).

Over the next decade, many more ocean conservation programs were formed,

many of which were corporate initiatives or research ventures of aquariums and non-



profits in the developed world. Examples of such campaigns include Monterey Bay
Aquarium’s Seafood Watch and Vancouver Aquarium’s Ocean Wise, both of which were
established to educate consumers on ocean issues and encourage the consumption of
sustainable seafood.

Seafood Watch was founded in 1999 to evaluate the sustainability of farm- and
wild-caught seafood sold in the U.S. The program determines sustainability based on a
species’ ability to “exist into the long term by maintaining or increasing stock
abundance” while preserving the surrounding ecosystem (Stevens, 2004, p. 2).
Sustainability data is gathered from academic, peer-reviewed journals whenever possible
and based on current fishery and ecosystem science, after which it is separated into
categories: “best choice”, “good alternative” and “avoid” (Stevens, 2004, p. 2). External
scientists then review the data (though they may not necessarily endorse the program or
its conclusions) and final recommendations and rankings are made by a team at Seafood
Watch (Stevens, 2004, p. 2). Seafood Watch then distributes its information widely to
consumers through downloadable guides, promotional materials, social media, and
outreach events (Stevens, 2004, p. 2).

Vancouver Aquarium’s Ocean Wise, which is also a recommendation program,
targets Canadian restaurants. Established in 2002, the program is tasked with helping
restaurants improve the sustainability measure of the seafood they serve (Ocean Wise,
2015). Their criteria are tailored to suit each restaurant individually, and the program’s
recommendations are based on species that are abundant and resilient to fishing

pressures, well-managed based on current research, and caught using practices that limit

by-catch and damage to marine environments (Ocean Wise, 2015). The data is based on
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current scientific literature as well as standards set forth by Seafood Watch. Ocean Wise
communicates directly with stakeholders and restaurant partners, as well as publicly
through social media, annual reports, their website, and promotional materials.

This MRP examines the communication strategies of Seafood Watch and Ocean
Wise used to encourage the consumption of sustainable seafood and promote ocean
conservation. More specifically, this MRP analyzes the organizations’ use of
environmental rhetoric, particularly in terms of framing and topoi, and how they
communicate risk and urgency. I examine how sustainable seafood campaigns establish
credibility and rationale in the public sphere to communicate urgent, technical
information surrounding fishery mismanagement. Currently, environmental rhetoric
research exists, but there is little research surrounding its relationship with risk
communication, and even less so with seafood sustainability campaigns, as this area is so
new.

Ocean Wise and Seafood Watch consistently use particular words, phrases and
tropes. As such, my research will use these patterns of communication to ask the
following questions:

1. How are Ocean Wise and Seafood Watch communicating risk and urgency

surrounding ocean conservation and sustainable seafood?

2. How are these organizations using rhetorical techniques such as environmental

frames and/or topoi to communicate this urgency?

3. 1If so, are there significant differences between the organizations’ use of these

strategies?
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Literature Review

In order to establish rationale for environmental rhetoric and its uses in seafood
sustainability campaigns, I will first explore corporate social responsibility (CSR)
initiatives, which hinge on the principles of social marketing and risk communication. I
will subsequently address rhetorical strategy specifically within the environmental
sphere, including the commodification of nature, the blending of the public and technical
spheres, and environmental framing, after which I will explore some criticisms of

environmental rhetoric.

Corporate Social Responsibility and Social Marketing

As introduced above, the MSC was one of the first sustainable seafood
organizations to be formed, aimed at reducing and reversing extensive marine damage
and fishery mismanagement. The MSC’s establishment alluded to the irrevocable
ecological damage that had been done to one of Canada’s most prominent long-term
industries (Gien, 2000, p. 121), and signaled the need for vast changes to the rest of
globe’s commercial fishing practices. Unilever’s involvement indicated the corporation’s
particular responsibility to protect both existing and future fisheries along Canada’s East
coast and around the world (Hale and Held, 2011, p. 310). This type of involvement, in
which a corporation demonstrates ethical, social, or moral involvement through initiatives
that parallel their business mandate, is known as corporate social responsibility (CSR).
Increasingly, companies are engaging in CSR initiatives “that appear to further some
social good, beyond the interests of the firm and that which is required by law”

(McWilliams and Siegel, 2001, p. 117). CSR campaigns can help corporations to increase
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market share and improve positive reputation among the public (McWilliams and Siegel,
2001, p. 117).

To be effective, CSR initiatives must be congruent with the mandate of the
organization, and consumers must be able to easily connect the company with its interest
in the initiative (Sen and Bhattacharya, 2001, p. 227). The MSC demonstrated high
congruency with Unilever’s involvement in commercial fishing, in that it promoted the
health and longevity of the fishing industry (Hale and Held, 2011, p. 309). The formation
of the MSC also helped Unilever to mitigate reputational risk at a time of significant
negative press, while entering a new market for which to increase their consumer base
(Sen and Bhattacharya, 2001, p. 227). Similarly, Seafood Watch and Ocean Wise
demonstrate congruency with the mandate of their organizations: both are ventures of
aquariums in the developed world, and social marketing initiatives may help aquariums
appeal to consumers with varying environmental, ethical, social, and economic interests
(McWilliams, et al., 2005, p. 8). These initiatives make intuitive sense to consumers,
while promoting a company’s positive reputation within the consumer body (Sen and
Bhattacharya, 2001, p. 227).

CSR initiatives face the unique challenge of having to provide both quantifiable
deliverables to stakeholders while maintaining an appearance of social involvement to
consumers (Jacquet & Pauly, 2007, p. 309). Social marketing ventures are not intended to
generate profit; however, such initiatives are dependent on stakeholder engagement, and
must therefore demonstrate clear benefits to investors. One way of achieving this is
through the creation of niche markets, in which consumers pay a higher price for a

certified item or one that offers some perceived benefit to consumers, such as organic
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food’s purported health benefits (Kaiser and Edwards-Jones, 2006, p. 393). Appeal for
business stakeholders can also be created by proposing to maintain a company’s positive
image in the public sphere (Maignan, 2004, p. 7), or by increasing market share, as social
initiatives can widen the pool of potential customers (Jacquet & Pauly, 2007, p. 309).
Yet challenges abound in translating moral or ethical benefits into true profit,
particularly when the initiative is attempting to promote a shift in consumer purchasing
habits: consumers prioritize “performance, value, safety and reliability” (Young, 2006, p.
1446) over perceived moral or ethical benefits. Consumers prioritize their health and
finances above the sustainability of fish (Kaiser and Edwards-Jones, 2006, p. 393), and
campaigns promoting a moral or ethical product without demonstrating any direct benefit
to the consumer may be ineffective, even among consumers that identify as pro-
environment. Even the specific issues campaigns communicate are of utmost importance:
connecting social initiatives to timely events can increase altruistic views of the
corporation, while advocating an ongoing cause, such as overfishing or climate change,
may cause consumers to be skeptical of a corporation’s motives (Becker-Olsen et al.,
2006, p. 50). CSR initiatives are thus subject to the priorities and values of humans and,

to be effective, must take this into account (Bates, 2010, p. 93).

Communicating Risk and Urgency

Chief among the issues faced by CSR initiatives in the sustainable seafood realm
is the appropriate communication of risk and urgency without affecting the economic
value of the promoted product. Within the sphere of food marketing, there is also a
distinct dichotomy between risk, which is associated with and determined by science, and

food, which is associated with pleasure. The content of the risk message must be
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perceived as both valid and relevant by its audience, and overcome challenges in
environmental messaging related to inherently uncertain risk levels and outcomes that
extend forward for many centuries at a time (Leiss, 2004, p. 401). Humans are, by nature,
not successful at managing risks with these types of characteristics, and as a public, we
are often unsure of what to think and what actions to take in response to environmental
claims (Ferreira, 2007, p. 861). This is particularly relevant when we consider the oceans,
where environmental concerns are not easily seen. We are inherently detached from
marine life that bears little to no resemblance to ourselves, and the marine ecosystem is
one in which we have little understanding. Further, there is significant uncertainty among
consumers regarding the true environmental and economic concerns of current fishing
practices, as the shifting veracity of overfishing makes it difficult for consumers to intuit
the need for immediate and substantial change in industry behaviour (Faulkner and Ball,
2007, p.75).

This can partially be attributed to the difficulty in communicating and translating
scientific models and uncertainties for a lay audience (Ciapuscio, 2003, p. 209), and the
complexity of scientific information surrounding fishery mismanagement requires
significant technical understanding to communicate appropriately. Scientists
communicate with one another using technical language, presenting arguments and
research in a formal manner that is understood only by that group (Sovacool, 2008, p.
341). This communication strategy must be adapted to be successful within the public
sphere - in other words, to be understood by non-experts (Cox, 2012, p. 366). Yet a
certain degree of technicality must be maintained in order to demonstrate a scientist’s

authority on a topic. Media exacerbates this sensitive challenge by portraying scientific
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findings and outcomes as definitive statements, without accompaniment of uncertainty,
risk, statistics, and previous knowledge and theory (Cox, 2012, p. 356).

Uncertainty, a lack of relevance, and competition with portrayal of science in the
media has played into the public’s inherent lack of trust in science experts. The sheer
number of competing frames and narratives has made it difficult for non-experts to trust
expert opinions, and caused scientific communication to often appear contradictory. The
general public is asked to trust in the credibility of complex data with little to no
understanding of how the data was determined and what the outcome of their actions will
be. Further, consumers are asked to balance a number of risks and benefits associated
with eating seafood, including exposure to mercury and other toxins, the health benefits
of eating seafood, ethical concerns for how the fish is farmed or caught, and the
environmental impact on marine ecosystems. The hierarchy of information, as it is
determined by the public, will influence the perceived value of the fish item, and will
determine subsequent widespread consumption choices.

Primarily, there are two methods through with food risk is communicated:
alarmist, in that the communicative act is meant to change consumer behaviour through
fear or urgency, or educational, where the purpose is simply to inform consumers of the
risk (Ferreira, 2007, p. 851). Certain tactics can be employed to create lasting ties with an
audience, including personalization of the issue, as humans feel more comfortable
assigning value to a risk that’s directly impactful to them (Lindenfield et al., 2014, p.
120). Consumers are also more likely to feel empathy towards a cause that’s human-
centric and over which they have control (Ferreira, 2007, p. 851). Further, humans

respond more positively to clear, qualitative statements; for example, telling a consumer
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that something is “safe” or “not safe” makes clear the intended action and helps
consumers to manage risk that is technically complex. Combining risk communication
strategies with rhetorical techniques can aid in the uptake of information and increase the

likelihood of intended actions being taken by consumers.

Environmental Rhetoric

Environmental rhetoric can be better understood by discussing topoi. Topoi, or
commonplaces, can be used to develop a perspective surrounding an argument.
Contentlesss by nature, topoi can be applied to any argument, and encourage an audience
to consider new perspectives. This helps to persuade an audience to make a subsequently
recommended decision. One such example of environmental topoi is arguing the danger
of oil spills on marine animals and ecosystem health to advocate for investment into
renewable energy (Ross, 2013, p. 92). Topoi “aid memory [and] catalyze frames of
understanding”, which can be effectively visualized in the contrasting heuristics that are
invoked when an audience hears the term “global warming” versus “climate change”
(Ross, 2013, p. 92). Such rhetorical tools can assist organizations to actuate an audience’s
pre-existing understanding of a topic, particularly in the sciences, when evidence might
be complex and data uncertain.

Not only is it important for topoi to fit into the larger cultural narratives of a
society, but also to be applied to the local context; when an argument is timely and has a
clearly defined audience, it resonates more effectively with its audience (Ross, 2013, p.
94). Special topoi, which are situation-specific rather than generic, resonate more
strongly with their audience, though this also means topics have a shelf life, and will lose

their effectiveness over time (Ross, 2013, p. 97). In a capitalist society, topoi in
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environmental messaging often include one of economic relevance. Thus, arguing the
economic disadvantages of fishery mismanagement would require a discussion of the
local context, including major fishing corporations, the amount of people employed in the
industry, and how much revenue fisheries generate for the economy each year. These
topoi would be further refined depending on the audience and their unique values.

The use of topoi therefore help audiences to create cultural, social, and economic
relevance for potentially complicated ideas (Ciapuscio, 2003, p. 209). Thus, topoi allow
an audience to place the message into a hierarchy, a larger narrative that fits into what
they already know; topoi also aid in the translation of scientific data for a lay audience,
and technical detail can help support the notion that the speaker or organization has
credibility.

Supporting this technique is framing, which helps to “situate humans in relation to
natural environments, create and maintain hierarchies of importance, reinforce extant
values and beliefs, justify action or inaction, suggest heroes and villains, [and] create past
contexts and future expectations” (p4). The types of frames used will vary depending on
the target audience and their subsequent beliefs and values (Lewicki et al., 2003). Bujis
(2011) identified three factors that mark the effectiveness of an environmental frame: 1)
salience of beliefs and values; ii) how well it resonates with daily experiences; and iii) the
extent to which if fits within the dominant narratives of the culture (p. 330).

In the developed world, social or cultural relevance often translates into the
commodification of nature. In other words, nature is assigned a use-value as a commodity
for consumption (Buell, 2009, p. 6). Western culture tends towards the belief that humans

have complete “dominion over earth” (Buell, 2009, p 44) and nature assumes a utilitarian
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role (Meister and Japp, 2002, p. 6). This is evident in the dialogue that surrounds fishery
mismanagement, in which fish and the ocean serve a utilitarian purpose as human food or
in ecotourism; very rarely is marine life in mass media portrayed as having a value aside
from its

role in the human food chain (Meister and Japp, 2002, p. 7).

Seafood awareness campaigns, then, may market the economization of sustainably
sourced fish or their desirability as a food item through the employment of well-known
chefs or restaurateurs who publicly endorse sustainable practice and encourage the public
to adopt said behaviour, either by purchasing only certified items or becoming
accustomed to fish of smaller sizes and different species (Sawe & Hultman, 2014, p.
512). Employment of chefs, restaurateurs, and otherwise defined experts in a field can

also help establish credibility in the message.

Criticisms of Environmental Rhetoric

Environmental movements face a number of challenges in crafting effective
rhetoric, and, as such, their dominant means of establishing credibility, relevance, and
rationale have been criticized for their failure to effect change on a large scale (Meister
and Japp, 2002, p. 155). At the centre of this debate is the environmental sphere’s
inability to fit into the dominant narratives among society, thus failing to create “lasting
communicative links with the public,” (Sovacool, 2009, p. 341). So far, society has yet to
appreciate the magnitude of current environmental problems, and is unaware as to the
actions they should be taking to instill change (Leiss, 2004, p. 403). It is increasingly
difficult for the public sphere to apply meaning to environmental problems in general, as

problems have become distinct, and each with a distinct solution; issues have become
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“too complicated for the general public to understand” (Astbury, 1996, p. 8). This has
diminished the capacity for ordinary citizens to feel as though they can effect change, and
environmental messaging has been criticized for promoting inaction (Lindenfield et al.,
2013, p. 121).

Within the public sphere, issues of environmental importance have often been
portrayed in one of two ways: as a “green oasis” or as a “world without refuge from toxic
penetration” (Buell, 2009, p. 38). Environmental issues are often portrayed as dramatic,
irreparable, apocalyptic events, dulling the audience to the urgency of the message and
removing their ability to make informed decisions (Buell, 2009, p. 38). These types of
arguments are easy to refute or ignore, particularly when they are not accompanied by
uncertainty and risk and are inconsistent with the overarching narratives within society.
The challenges associated with environmental messaging create significant challenges for
environmental initiatives in effecting change and resonating with their audience, and

further obstructs the ability to meaningfully protect and conserve the planet.

20



Methodology

Data Collection

Data was collected during 2015 from publicly available sources. This section will

outline the data collection method used for social media, web, and promotional content.

Social Media

Social media data was collected over a three-month period from February 1,2015
to June 1,2015. Data was collected from the Facebook pages of Seafood Watch and
Ocean Wise using Netlytic. Only content authored by Ocean Wise and Seafood Watch
was included in the dataset; comments, shares, and posts by external users were excluded.
Data was imported into Microsoft Excel for analysis.

A total of 178 posts were collected, with data significantly skewed towards Ocean
Wise (Ocean Wise had 134 posts, Seafood Watch had 44). Only posts containing original
content were analyzed; for example, photo updates or event postings were excluded if no
original content accompanied the update. No images, external links, or comments were

analyzed.

Web
Web content was collected from both organizations’ websites during June
(seafoodwatch.org and oceanwise.ca). Both text and images were collected. Content was

collected from the first five accessible pages from each website. The pages collected are

listed in Table 1 below.

Table 1. Web pages selected for analysis.
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Seafood Watch Ocean Wise

Home Home

About Us (Landing Page) About (landing page)
Recommendations (Landing Page) Recommendation Policy
Ocean Issues (Landing Page) Why Sustainable Seafood?
Consumers (Landing Page) Fishing Techniques
Businesses & Organizations (Landing Aquaculture Techniques
Page)

FAQ FAQ

Content was recorded directly into TextEdit (Apple) and converted to plain text so
that it could be analyzed using AntConc. Content was then placed into Microsoft Excel so
that individual sentences could be analyzed. In all, 121 lines of content were recorded for
the Oceanwise website and 132 lines of content were recorded for the Seafood Watch
website. Statements that could not be coded were removed; this included section titles,

contact information, and other miscellaneous text.

Annual Reports

Annual reports from both aquariums were selected. The most recently available
reports were from 2013 and both were available online. Text content was recorded
directly into TextEdit and converted to plain text so it could be analyzed using AntConc
and Voyant software. Documents were also saved to analyze visual components.

Next, text content was separated by sentence into Microsoft Excel. In all, 154
lines of content was recorded for the Oceanwise annual report and 151 for the Seafood
Watch annual report.

Content discussing features of the aquarium, new building additions, partner
names, and financial information was excluded from the analysis. In short, anything not
relevant to Oceanwise or Seafood Watch, ocean issues, or fishing methods were not

analyzed.
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Method of Analysis

The method of analysis was structured and multimodal. Analysis spanned both
manifest content (social media, web) as well as visual and text analysis (annual reports).
Data was analyzed during May and June 2015. This section of my MRP will provide an

overview of the method of analysis.

Text Analysis

All text posts, including social media, web and annual reports were organized in
Microsoft Excel. After data was cleaned, I entered it into AntConc for an initial analysis
of word frequency. Word frequency was corrected for “Ocean” and “Seafood” in each
category where words reflected discussion of the organizations (i.e. as Ocean Wise or
Seafood Watch). A list of stop words was included to remove frequently used words that
were not of relevance to this MRP. All data was then entered into AntConc text tool to
determine the frequency of words, as well as to determine changes in word and subject
frequency over time.

After content was analyzed for word frequency, posts were analyzed for subject
matter. Each post was identified as either “generic” or “specific” and then identified as
one of the categories identified in Table 2. In order to be specific, the post had to
reference a recent, timely and/or local event; generic posts referenced sustainable
seafood, ocean conservation, or ocean threats in general, with no localization or
personalization of content.

Table 2. Subjects identified from social media content and their definition.
Subject Definition

Ocean Economy Any post that referenced the economic benefit of the
ocean in general.
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Ocean Conservation Any post that referenced conservation of the ocean in

general or a particular ecosystem specifically; the post
might reference a conservation event, group initiative, or
related.

Sustainable Seafood Any post that directly mentioned “sustainable seafood”

Ocean Research

or discussed a known sustainable species of fish.

Posts pertaining to current, past or future research in
ocean conservation.

Specific fish species' Whenever a specific fish species was mentioned, either

Aquaculture?

as a food source (commodity) or as an animal.

Any reference to fish farming and/or the aquaculture
industry.

Once subjects were identified, posts were coded for environmental frames, which

were determined earlier in a pilot study. Table 3 defines all frames identified in the

content.

Table 3. Environmental frames used in the social media strategies of Seafood Watch and

Ocean Wise.

Frame

Human Interest

Economic Value

Responsibility

Definition

Reporting the issue using a human or emotional angle; personalizing,
dramatizing, or emotionalizing the content.

E.g. “I think people have to start to realize the true cost behind the dirt-cheap
seafood that they are buying is human trafficking.” Teddie from Ocean Wise
speaks with reporter Nikki Bayley on the importance of promoting local,
sustainable seafood options like spot prawns.

Presenting an issue in terms of the value assigned to its continued existence or
consequence to economy should it be threatened.

e.g. New investments and attention might flow into the ocean economy that
could finally move conservation from a niche activity to a mainstream priority
— recognizing that we all, indeed, need nature.

Attributing responsibility to an individual or group (past) or assigning
responsibility to the consumer (present; do more, use less).

e.g. Groundbreaking decision: U.S. Pacific Fishery council moves to protect

1 Fish species were recorded to identify issue-specific posts.
2 Aquaculture was recorded to identify issue-specific posts.
2 Aquaculture was recorded to identify issue-specific posts.

24



Backed by
Science

Future Earth

forage fish.

Presenting an argument in technical terms (use of jargon, scientific phrases)

or attributing credibility based on scientific data.

e.g. Salmon ear bones (otoliths) act as a record of their life history and help

scientists to study their migratory patterns.

“green oasis” or “doomed.”

e.g. Teach a man to fish and you feed him for a lifetime. But teach a man to

olive oil poach a dover sole, and you just might save the planet.

Animal Presenting the argument in such a way that an action is condemned/approved
Rights/Ethics/En  for its effect on animal populations or wellbeing, or discussed the impact to
vironmental environment.

Impact e.g. How do you remove sea lice from farm-raised salmon? Get other fish to

eat them.

After the posts were coded for frames, posts were identified for the promotion of

nature as a commodity; posts either received a “1” or a “0” in this category. A post was

considered to demonstrate the commodification of nature if it met the following criteria:

i)

iif)

If a marine animal was referred to as “seafood” or in a manner that identified
it solely as a food product;

If a marine animal was referred to in such a way that it was identified as an
€COoNnomic resource; or,

If a marine ecosystem, climatic event, or animal population was referred to in
such a way that demonstrated use-value, whether for tourism, fishing, or a

related industry.

Posts that were identified as commodifying nature were then further categorized for

whether they reflected a benefit to consumer/partner, including taste, cost, health, or

benefit to business. In order for a post to receive a “1” in any of the categories, the post

had to directly reference one of the categories through the use of adjectives, verbs, or

subject matter.
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Finally, method of establishing credibility was determined. To demonstrate or

assert credibility, the post had to do one of the following:

1) Refer to self (the organization) in such a way as an authority on the

subject of sustainable seafood through reference from a notable public

figure or company;

i1) Discuss sustainable seafood or ocean conservation/economy from the

perspective of a notable chef, restaurateur, food writer, or similar;

1i1) Support a point through use of a notable science figure or research

study.

Next, risk and urgency were assessed for both social media and web content.

Posts/sentences were coded as “educational” or “alarmist”. Next it was determined

whether the statement was personalized, a qualitative judgment (ie. gave the consumer a

yes/no option), and/or communicated uncertainty.’ Table 4 defines each of the risk

assessment categories.

Table 4. Risk assessment tools and their definitions.

Risk Assessment Tool
Educational

Alarmist

Personalized

Definition

A statement meant to inform consumers of the risk

e.g. Sustainable seafood can be defined as species that are
caught or farmed in a way that ensures the long-term health
and stability of that species, as well as the greater marine
ecosystem.

A statement directly aimed at changing consumer behaviour
through the use of apocalyptic narratives, storylines or
otherwise dramatizing the content.

e.g. A recent scientific study predicted a world-wide fisheries
collapse by 2048.

If the risk is framed in terms that directly relate it to a
quantifiable risk to the audience; risk the audience can relate
to (ie. household risk).

3 Posts might have fallen into multiple or none of the categories.

26



e.g. Guess what everybody? Surprise, you care about what
you're eating. Check out the National Restaurant
Association's 2015 culinary trends. Environmental
sustainability ranks at #3 and sustainable seafood comes in at

#8.

Uncertainty A statement that communicates scientific uncertainty of a
statement.

Qualitative Judgment A statement that offers an action in qualitative term.

e.g. “eat” or “avoid”

Visual Analysis
Visual analysis was carried out only for annual reports, as these were the only
sources of data that made significant use of imagery to communicate their message;
social media also used images and videos, however, due to time constraints, these were
not analyzed. Visual analysis was conducted using a format adapted from the University
of Washington (Hattwig, 2015). The following table denotes the characteristics of visual
images that were recorded.
Table 5. Visual analysis categories and definition.
Category Data recorded
Content Analysis What the image was about;
Whether people were present and how/what they were doing;
Effectiveness of image as a visual message.
Visual Analysis Composition (background, foreground);
Most important visual elements of the photo;
Use of colour;
Meanings conveyed by design choices.
Contextual Information Information that accompanied the image;
Whether this changed how the image was viewed;
Informational/factual or influential;
Context provided (who, what, where, when, why, how).
Once images were analyzed, major themes were identified using environmental

framing and risk communication strategies determined in the text analysis of this MRP.

Both Vancouver Aquarium and Monterey Bay Aquarium were assessed separately.
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Commodification was confirmed in images if they met the criteria listed above for the
text analysis. Major themes or underlying messages were recorded, and means of
commodification in the images was recorded. Risk communication in images was
identified as either educational or alarmist only; certainty and science were not recorded,
as they could not be definitively identified from the images alone. However, these

qualities were noted for text content.

Results

Risk Communication

Social Media

Posts were most often educational for both organizations (93/116 posts).
Qualitative judgment statements were common when referring to consumer
recommendations, such as the following: “Choose ocean-friendly seafood — on Earth Day
and every day! Share this infographic and let others know you care how your seafood is
fished or farmed. Thanks for making choices that keep the ocean healthy and for asking,
“Do you sell sustainable seafood?” See full size atblog.seafoodwatch.org.”

These types of statements were not present in other areas (e.g. when discussing
an environmental problem, such as ocean warming) even when consumers were noted as
having responsibility over the outcome. For example, the following Facebook post from
Seafood Watch shows that an endangered marine species is endangered, and that illegal
fishing is to blame; however, it is not accompanied by anything telling Western

consumers how to help, donate, or avoid purchasing fish that might impact this species:
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“Illegal fishing of the endangered totoaba has caused bycatch of Mexico's vaquita and is
driving the species towards extinction. Hopefully enforcement of the new 2-year ban on

gillnet use over 5000 square miles will help the species to rebuild.”

The following graph shows the number of posts that communicated risk in some way and

how this was achieved.
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Figure 1. Communication of risk and urgency in social media content using
personalization, uncertainty, scientific knowledge, and qualitative judgment statements.

Risk message effectiveness might have been obstructed by inconsistencies that
existed in the social media strategy of the campaigns. For example, one post discussed
seaweed as being so sustainable that all species were Oceanwise-recommended; however,
a later post discussed the impact climate change was having on Japan’s seaweed industry:
“’Seaweed is so sustainable that all species of seaweed grown anywhere in the world are
Ocean Wise™ recommended.” Learn more about the latest sustainable seafood trend with
the Water Brothers tonight on TVO at 7 pm.”; “Rising temperatures are affecting Japan's

seaweed industry.”

29



Other inconsistencies that may have challenged or obstructed efficacy of risk
messaging included sharing recommendations that promoted the consumption of large,
predatory fish, even though both web and social media content explicitly describe up to
90 per cent of large predatory fish as extremely endangered: “This month's new and
updated seafood recommendations have been posted: capelin, swordfish, tilefish, tuna,
yellow perch and more.”

These might have been aided through the use of science to assert credibility.
However, science was infrequently used to communicate risk and urgency: only 23 posts
of 105 credited a scientific expert or research study. Further, technical details were not
often communicated and only four posts in total demonstrated uncertainty surrounding
marine conservation or sustainable seafood. The majority of posts shared generic
concerns, such as ocean warming, illegal, unreported, unregulated (IUU) fishing, or
aquaculture concerns, but did not discuss how these had been determined and what the
specific concerns were: "Aquaculture has suffered a very bad reputation for very correct
reasons," Béné said. "Like any new industry, they were booming everywhere with a very
serious impact. But a lot of people have been working hard to see how we can improve

it "

Web Content

As found in the social media data, web content from both Oceanwise and Seafood
Watch was constructed primarily as educational statements; however, alarmist content
was much more frequent than in social media, and occurred in 27 per cent of all content.
Qualitative judgment statements were made consistently when referring to

recommendations or types of fish to eat, and were frequently made when the audience
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was restaurant owners. Qualitative judgment statements through web content were
framed in a “do more” rather than “use less” way (i.e. choose or eat this, not “avoid” or
“don’t eat” this; this will be discussed in the framing section of my analysis). The
following chart shows the breakdown of risk communication in web content.*

16
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10

Personalized Uncertainty Science Qualitative
Judgment

Figure 2. Communication of risk and urgency in web content using personalization,
uncertainty, scientific knowledge, and qualitative judgment statements.

Though recommendations were accompanied by a statement reflecting their
scientific credibility, very few were accompanied by a description of uncertainty,
methodology, or links to the research studies used to inform the recommendations. For
example: “A recent scientific study predicted a world-wide fisheries collapse by 2048.
(Why Sustainable Seafood, Oceanwise website, 2015); or “Sustainable seafood can be
defined as species that are caught or farmed in a way that ensures the long-term health
and stability of that species, as well as the greater marine ecosystem.” (Recommendation

Policy, Oceanwise, 2015).

4 Note that a total of 159 statements were coded in this section, while only 32 statements
showed risk communication in some form.
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Often, impact to the ocean was framed in such a way as to denote an absolute risk
or outcome should one path or another be taken, without accompaniment of rationale or a
credible scientific source: “The only solution is to turn back from the brink, and to begin
consuming seafood in a sustainable manner.” (Why Sustainable Seafood?, Oceanwise,
2015); “Through better practices, we can create healthy, abundant oceans for everyone.”
(About Us, Seafood Watch, 2015).

Alarmist statements were also more frequently used in web content than social
media. Alarmist statements generally discussed marine ecosystems or the ocean broadly,
and did not assign personalized risk. Inconsistencies existed in web content, and, similar
to social media, were particularly pertaining to large, predatory fish.

There were also some challenges in the presentation of scientific data: for
example, this statement was presented in web content: “a recent scientific study predicted
a world-wide fisheries collapse by 2048” (Oceanwise, 2015). The cited study was
controversial, in that it did not account for a large proportion of fish stocks that were, in
fact, replenishing, as well as for extrapolations to populations where the data was not
sufficient (de Vrieze, 2012). Other studies explicitly stated population sizes of large,
predatory fish, though this data is uncertain (de Vrieze, 2012). Other inconsistencies in
messaging included the use of a qualitative judgment statement without a clear benefit to
the consumer; for example, consumers were encouraged to eat local seafood with the

benefit of improving “global ocean health.”
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Annual Reports

Annual reports were similar to social media and web content in terms of
communication of risk and urgency. Almost all content was educational (115/130). Very
little personalization, uncertainty, science, or qualitative judgment statements were
present. Though there were a number of statements that discussed environmental impact,
very little was backed up with scientific fact. Many statements about impact were vague;
most definitive statements regarding the health of specific populations existed without
supporting research to ascertain how it was determined: “The status of key species—sea
otters, white sharks and bluefin tuna—reflects the underlying health of ocean ecosystems.”

Similarly, the status of endangered shorebirds like snowy plovers reflects how
people interact with critical coastal habitats. We and our partners both rescue and study
wildlife to help threatened populations recover and to advance scientific understanding of
species so important to the future of our ocean planet.” (Seafood Watch Annual Report,

2014).

Environmental Frames/Topoi

Social Media

Word/Subject Analysis

The most common words that appeared were “sustainable” and “seafood”. Other
frequent words were “chef/chefs”, “fish”, “partners”, “ocean” and ‘“salmon”, in order of
frequency. The entire list of subjects can be found in Appendix I.

The most common subject was “sustainable seafood.” Next to this was ocean

conservation, followed by specific fish species. Subject data is shown in Table 7.
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Table 6. Subjects in social media data.

Subject

Sustainable Seafood

Ocean Conservation
Specific fish/marine species
Aquaculture

Ocean Economy

Ocean Research

Frames/Topoi

A total of 85 out of the 179 posts collected were issue specific; the rest shared generic

86

41

21

Number of Posts

news surrounding sustainable seafood. The most commonly used frames were economic

value (62/179 posts) and responsibility (30). The majority of responsibility frames were

oriented to consumers as “do more” (18). Human interest was the least used frame.

Commodification of nature occurred in 164 posts; commodification data is shown in

Table 8.
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K Economic Value

& Responsibility

“ Human Interest

& Backed by Science
& Animal Rights/

Environmental Impact

“ Future Earth

Figure 2. Environmental frames used in social media content.

Table 7. Posts demonstrating the commodification of nature and records of reference to a

consumer benefit.
Commodification Taste Cost
Posts
Oceanwise 125 14 2
Seafood Watch 39 3 0
Totals 164 17 2

The organizations most often used notable chefs/authors/restaurateurs to assert

credibility. Credibility was also frequently framed as self-assertion; for example, posts

discussed that a person of note used “seafoodwatch recommendations to make a helpful

list”. A lot of posts showed a chef’s opinion surrounding the movement, demonstrating a

sustainable recipe, or their faith in either the Oceanwise or Seafood Watch program.

Web
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Frames/Topoi
Web content was found to be similar to social media data; however, there were

significantly more animal rights/environmental impact framed content. Backed by
science was also significantly more popular in web content; economic value posts were
directed at consumers. Figure 3 shows the most common environmental frames used in

web content.

& Economic Value

& Human Interest

“ Responsibility

& Backed by Science

“ Future Earth

“ Environmental Impact/
Animal Rights

Figure 3. Environmental frames used in web content.

Commodification of nature occurred frequently as well. Unlike social media data,

commodification was framed more often as a business value than taste, cost, or health.

Table 8. Posts demonstrating the commodification of nature and reference to consumer

benefit.

Commodification Taste Cost Health Business
Posts value
160 0 0 0 7
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Annual Reports
There were some significant differences between annual reports and other content

studied in the MRP. The majority of frames employed in annual reports were of animal
rights/environmental impact (53) and responsibility (57). Human interest was asserted
significantly more frequently than in other data collected from web and social media (38).
Commodification was apparent, though benefit to consumer/business was infrequently
mentioned; the most common mentioned benefit was business value, which was to be
expected as the audience was stakeholders and interested parties (Table 8). The “Future
Earth” frame was portrayed frequently in posts to demonstrate rationale for endeavors.

Figure 4 shows the most commonly used frames in annual reports.

Table 8. Commodification in annual reports.

Commodification Taste Cost Health Business
Posts value
29 0 0 0 7

Figure 4. Environmental frames used in annual reports.
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Visual Analysis

Vancouver Aquarium

The majority of differences between Oceanwise and Seafood Watch were
identified in annual reports than any other content analyzed; the Vancouver Aquarium
annual report primarily contained photos that spoke to the nature of their research.
Images were significantly skewed towards marine invertebrates and nursery habitats, and
denoted educational or research endeavours. In contrast to the Monterey Bay annual
report, there was a stronger focus on research than education. The main focus of images
was environmental impact, animal rights, and ethics. Animals were presented in their
natural environment, in contrast to Monterey Bay Aquarium’s annual report, which
contained images that primarily denoted the intersection of humans and animals in

controlled environments.
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Monterey Bay

The images here were heavily focused on children interacting with or observing
marine life in the MBA exhibits. Along with accompanying text, images denoted the
importance of the educational programs at MBA to inspire students to conserve the ocean
and become stewards of the blue planet. The images were primarily framed as “future
earth”, where children and education are the stewards of ocean conservation. Each of the
images instilled a sense of learning, education and exploration in the Monterey Bay
Aquarium. The intersection of nature and humans is also very clear in the photographs: in
each image, humans were either present, or a mark of their presence (e.g. infrastructure,
buildings) existed.

Almost every image portrayed animals in such a way that denoted their economic
value, which differed from the Oceanwise annual report. This also gave the sense of
humans having dominion over the animals: animals were either behind glass in an
exhibit, being observed and/or handled by children, measured by biologists, helped by

people, or as seafood.

Discussion

Commodification
One of the most intriguing findings from the data was the explicit

commodification of nature. Commodification spanned general discussion of the ocean as
an economic resource to highly localized issues, such as new Oceanwise restaurant
partners on the West coast. Though this was expected from the data, as commodification

is aligned with dominant cultural narratives of capitalism in North America, it was still
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relied on more often than expected in the data set. Interestingly, commodification was
often presented in such a way that it did not demonstrate a benefit to the consumer. As
discussed by Meister and Japp, commodification should be accompanied by a clear
benefit so that it resonate with the consumer and provides them with sufficient rationale
to make the proposed change (2002, p. 8). Examples of benefits that can be marketed to
consumers in food communications include better taste, lower cost, or improved health;
benefits to a stakeholder might include increased market share or maintenance of a
positive reputation within the public sphere. Yet neither Oceanwise nor Seafood Watch
accompanied commodification with a relevant consumer or stakeholder benefit through
any of their channels; out of the 179 commodification posts, only 19 specifically
referenced taste or cost, and none of the posts advocated a health benefit.” The website
data demonstrated a similar finding: of 160 statements relating directly to use-value, only
16 discussed a direct consumer benefit.

Failing to demonstrate a tangible benefit to consumers when the aim is a shift in
consumer purchasing behaviour is problematic: by presenting an item as a commodity
without similarly demonstrating its superiority over other similar items, consumers would
have no rationale for purchasing sustainable seafood over any other item. As identified by
Young (2006) and Kaiser and Edward-Jones (2006), consumers prioritize health,
finances, and basic needs over sustainability or moral or ethical benefits. In the case of
sustainable seafood, consumers are effectively being asked to purchase a product that has
no perceivable benefit to them over a similar product, save that it is the more sustainable

choice. Without appealing to a consumer’s priorities, campaigns are more likely to be

5 This aligns with content found on Oceanwise’s FAQ, which states that Oceanwise is
not a health recommendation program.
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ineffective, even among consumers that identify as pro-environment (Kaiser and
Edwards-Jones, 2006, p. 393).

Though commodification was clear through all channels, value propositions were
asserted more frequently in web content when compared with social media, and were of a
different nature, specifically statements geared towards prospective restaurant partners;
value was asserted as media exposure through multiple channels and the opportunity to
increase a restaurant’s consumer base by offering products that appealed to a broader
group of consumers. Oceanwise asserted this statement primarily by advocating their
strong social media network, access to Open Table, and opportunity for the restaurant to
showcase its partnership with the organization to improve its reputation (Oceanwise,
2015).

When commodification was applied, it often referenced the local context: both
Oceanwise and Seafood Watch advocate delicious or cost-friendly sustainable seafood
options within their local region (Vancouver and California, respectively). These posts
would have only been specific to a very small proportion of seafood eaters, and an even
smaller subset (those that followed either of the groups on social media, read the post,
and then subsequently went out to try new seafood).

Oceanwise and Seafood Watch both heavily promoted the consumption of local,
sustainable options; both organizations seemingly aim to drive pressure away from
charismatic, overfished animals such as tuna, swordfish and cod towards smaller, less
popular seafood such as rockfish, spot prawns, and seaweed. However, as discussed by
Jacquet and Pauly (2006), eating smaller, previously unpalatable options may have

significant — but predictable — impacts on seafood industry in the future, as human taste is
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“essentially a reflection of the changes in marine ecosystems” (p. 308). This calls into
question the effectiveness of the strategy, and whether pressure will simply be shifted to a
new species rather than removed or reduced.

The products being promoted by these organizations also have an appeal that’s
incredibly localized: food items, such as spot prawns, were discussed heavily through
social media, though these animals are available almost exclusively on the West coast of
Canada. This makes it difficult for consumers from the global ecosystem to intuit the
action they should take, specifically if the products being promoted are not ones specific
to their local area. Messaging such as this runs the risk of lacking relevance amongst the
consumer body, and many may be more likely to ignore the messaging completely.

A point of interest was how recommendations for local or sustainable seafood
consumption were framed; recommendations were always posted as food items described
as a “good choice”, and all recommendations focused on the fish consumers should be
eating. In contrast, fish that are significantly threatened due to fishery mismanagement,
such as Bluefin tuna or Atlantic cod, were not discussed, and consumers were not
recommended to avoid such species. Thus, all qualitative judgment statements were
framed as “do this” and never “avoid this.” Yet its important for consumers to understand
that some fish truly should be avoided as they are highly endangered. For example, at
least five of the eight species of tuna are at risk of extinction, yet the non-expert
consumer would likely be unable to tell the difference — without help from an app or
printed guide — to tell apart an endangered species from a non-endangered one from a list.
Oceanwise and Seafood Watch printing recommendations with tuna as a “best choice”

can be confusing for the consumer. Similarly, the lack of statistical data, uncertainty, and
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credibility to back up recommendations and social media statements makes it
increasingly hard for consumers to intuit need for change. Particularly for audiences that
are less familiar with seafood sustainability and ocean conservation, leaving out critical

information such as this might be misleading.

Frames
Within social media, both Oceanwise and Seafood Watch largely avoided framing

environmental arguments as “apocalyptic” or “green oasis” scenarios, a common tactic of
environmental messaging. However, this was not similarly present in web content. Here,
both organizations relied heavily on future-oriented rhetoric that shifted between
visualizing an empty ocean to one that was bountiful far into the future — the
“apocalyptic” versus “green oasis” rhetorical model. This can be impactful if used
infrequently and when accompanied by specific details. On the website, apocalyptic
metaphors were more common than optimistic ones. For example, the following
paragraph was pulled from the Oceanwise website: “Overfishing is the greatest threat to
our oceans today. The world’s marine life is quickly being depleted. An estimated 90% of
all large, predatory fish are already gone from the world’s oceans. A recent scientific
study predicted a world-wide fisheries collapse by 2048. The only solution is to turn back
from the brink, and to begin consuming seafood in a sustainable manner.”

This paragraph was interesting for a number of reasons. First, it demonstrated an
overwhelmingly apocalyptic view of the future of marine life as a result of human action.
Second, it assumed charismatic animals or large predatory fish as being the only animals
in the ocean that mattered — “the world’s marine life is quickly being depleted” refers to
predators including tuna, dolphins, and large sharks, and overlooks marine invertebrates,

crustaceans, small skates and rays, and a number of other fish species that are not in
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immediate danger and, in some instances, actually increasing in number. Further, the
content cited a highly controversial study that received significant negative media
attention as well as fire from the scientific community for projecting a study into the long
term; the extrapolation made by the researchers cannot be confirmed in scientific study
and does not hold up to analysis. Perhaps most interestingly, however, is that this
paragraph declares that consumption, or commodification, is the only way to save the
future of the ocean from overfishing, saying that the only way to save the oceans is to
consume seafood. This is altogether misleading, illogical, and paints a picture of an
empty ocean should the consumer choose not to eat more sustainable seafood. As stated
by Jacquet and Pauly (2007): “perhaps NGOs should even consider a ‘no fish’ campaign
that encourages boycotting fish altogether and distribute bumper stickers reading, ‘Save
the Oceans! Eat a Chicken.”” (p. 312).

Throughout each channel, the most commonly used frame was economic value.
Oceanwise and Seafood Watch relied on the use-value of fish supposedly to help
consumers assign meaning to the issue, and assist them in placing the information into a
hierarchy of importance. Theoretically, consumers can then assign a value to protecting
and conserving the marine environment. Examples of economic value frames were
primarily general and overarching, though some demonstrated localization of context:
"New investments and attention might flow into the ocean economy that could finally
move conservation from a niche activity to a mainstream priority — recognizing that we
all, indeed, need nature."; “"The monetary value of the world’s oceans has been estimated
at US$24tn in a new report that warns that overfishing, pollution and climate change are

putting an unprecedented strain upon marine ecosystems."
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Promoting the economic value of one choice over another makes intuitive sense when
appealing to consumers, as it establishes a connection with the attitudes and values of the
target audience (Bates, 2010, p. 73). However, general, overarching statements are often
shown to be less effective than local or situation-specific ones, as it is more difficult for a
consumer to identify with a problem that does not have a clear connection to their life.
That said, both Oceanwise and Seafood Watch relied on primarily generic statements
surrounding economic value, and these statements could have been more impactful with
their audience if the context had been localized.

The “responsibility” theme was also used regularly in all channels, and was
sometimes assumed to a particular industry or group, such as government (e.g. many of
the Obama administration’s policies on illegal, unreported fishing were cited to support
the sustainable seafood industry). Most notable of the responsibility frame, however, was
references to the aquaculture industry: responsibility was assigned in such a way as to
accept wrongdoings of the industry in the past, and paint a picture of the aquaculture
industry as the future of the “blue revolution”: "Aquaculture has suffered a very bad
reputation for very correct reasons," Béné said. "Like any new industry, they were
booming everywhere with a very serious impact. But a lot of people have been working
hard to see how we can improve it." Responsibility was also assigned to government and
conservation groups, mostly in ways that were positive and denoted how positive changes
were happening for the fishing industry due to the work of conservation groups and
government action.

When responsibility was assigned to the consumer in an active way (i.e. to encourage

the consumer to assume responsibility and effect change in fishery management), it was
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often assigned as a “do more” frame: “When purchasing swordfish from Atlantic Canada,
choose harpoon-caught swordfish over those caught by longline.” Interestingly, this tactic
has been shown to be the least effective frame amongst consumers, as they are being
asked to work harder to make the better choice for no increase in value. If combined with
a clear yes/no statement, this might be effective; however, if there is no clear qualitative
judgment statement or the value of the proposed choice over the other is not clear, there
is a strong likelihood this will not be effective.

Another way of achieving resonance with the audience is by demonstrating credibility
through science or local authorities. Both organizations demonstrate significant blending
of the public and technical sphere; the “Backed by Science” frame was the most
commonly used, after “Economic Value” and “Responsibility” in all content analyzed,
and this is in line with what is previously known of environmental framing. Both
organizations made positive use of encompassing “informal language used for more
general audiences” (Sovacool, 2009, p. 341) while presenting technical data. This is
effective because scientific rhetoric is inherently based on expertise. Both Oceanwise and
Seafood Watch find a balance between user-friendly language and technical
comprehensiveness.

Another important aspect of environmental rhetoric is tying into the dominant
narratives of our time. I previously discussed the presentation of environment as
economically valuable. Other dominant narratives include climate change, ocean
warming, oil spills, and food security and availability. Both Oceanwise and Seafood
Watch, when referencing dominant environmental narratives, most often referenced

ocean warming. However, warming was always presented in a manner that was objective,
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unaccompanied by tangible detriment, and removed responsibility from an individual,
organization, or group. For example: “An increase of up to 3C in water temperature could
hurt migrating Pacific salmon.”; “Rising temperatures are affecting Japan's seaweed
industry.”

These posts were written quite dissimilarly from the other posts that appeared on
both social media accounts: words such as “hurt” and “affecting” were used, which made
it unclear what the detriment would be, on what timescale, and what the relevance of the
information was. From a risk communication perspective, this is often ineffective, as
humans are not successful at managing risks with ambiguous risk and timelines (Ferreira,
2007, p. 861). The organizations’ attempts to establish urgency surrounding their claims
should have been evident in these posts discussing ocean warming; yet urgency wasn’t
established, and no action could be intuited from this. It was also contradictory, as
Oceanwise also published a number of posts advocating that all species of seafood were
Oceanwise-certified and recommended for consumption. Conflicting messages from
groups is another challenge that environmental messaging encounters, one that can lead
to their failure to create lasting ties with their audience (Lindenfield et al., 2014, p. 120),
as they are unable to intuit need, action, and to make informed opinions. Further, the
discussion of the larger, more dominant frames were some of the only content shared by
each organization that were localized: they advocated general issues such as climate
change, rather than discussing specific effects they were having on industry, fisheries,
and marine ecosystems.

Risk was most often communicated in an educational manner, rather than

alarmist, and qualitative judgment statements, which provided consumers a clear set of
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options, were made most often when referring to recommendations (fish that were
marked as “eat” or “avoid”). Such statements did not often accompany messaging that
had to do with overarching or widespread ocean problems; this information was most
often presented in a passive, non-assuming way. There was also little personalization of
messaging from both Oceanwise and Seafood Watch, even though personalization of the
message is shown to be more effective. Most often, risk and urgency was presented in an
educational way, where no intended action or consequence was discussed, and the direct
effect on the consumer was not evident. For example: “Because the oceans seem so vast
and their resources limitless, these threats are often "out of sight, out of mind." But
overfishing issues are not just for future generations to endure; they're very real problems
threatening our current seafood supply and the health of our oceans. The good news is
that there is much we can do—if we act now.”

This content went on to discuss that consumers had access to regularly updated
guides to inform their seafood purchasing habits. However, there is an issue in the
paragraph above as it a) does not directly discuss issues for the current consumers; b)
does not fit into the dominant narratives of Western society and c¢) would not be
consistent with what the consumer faces each day in the supermarket. If the problems
don’t feel real for the consumer today, it would be hard to intuit the need for vast shifts in
behaviour and purchasing decisions.

As discussed previously, it is imperative in environment and science for
credibility to be asserted through the message to be seen as a valid source of information
by the consumer. In the channels of Oceanwise and Seafood Watch, credibility was most

often asserted in three ways. Most common was the use of well-known chefs,
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restaurateurs or food writers endorsing the consumption sustainable seafood: “EcoWatch
used our recommendations to make this helpful list.”; “Celebrity chefs and culinarians
from our Blue Ribbon Task Force — Michael Cimarusti, Susan Feniger, Chef Kerry
Heffernan, Ed Kenney, Chef Nathan Lyon, Chef Rick Moonen, Jonathon Sawyer

and Virginia Willis — talk about the Monterey Bay Aquarium Seafood Watch program,
why choosing sustainable seafood matters for the ocean and how you can help.”

This is a strategy in food marketing that is often relied on in order to create rationale
for making a certain decision, and is particularly important as chefs are seen as
authorities on subjects involving taste, cost, and health. Both Oceanwise and Seafood
Watch asserted their own authority by discussing themselves in the context of how other
public figures or members of the chef community endorsed their practice. Another way
the organizations used chefs or restaurateurs to spread their message was to communicate
the importance of eating sustainable fish: “"Seaweed is so sustainable that all species of
seaweed grown anywhere in the world are Ocean Wise™ recommended." Learn more
about the latest sustainable seafood trend with the Water Brothers tonight on TVO at 7
pm.”; "I think people have to start to realize the true cost behind the dirt-cheap seafood
that they are buying is human trafficking.” Teddie from Ocean Wise speaks with reporter
Nikki Bayley on the importance of promoting local, sustainable seafood options like spot
prawns.”

Scientific credibility was the second-most common means of asserting authority.
Both Seafood Watch and Oceanwise endorsed their own practices or employees by
discussing them as “Ocean research expert...” or something similar, or endorsing their

programs through their use of well-known chefs or restaurateurs. However, this was not
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often reflected in the web content, and though studies were sometimes referred to, their

statistics were taken out of context and often framed in dramatic, deliberative manners.
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Conclusion

This MRP focused on the rhetorical strategies and risk communication techniques
employed by sustainable seafood campaigns in North America, Seafood Watch and
Oceanwise. Throughout all of the research, there were several findings that were
particularly noteworthy, including:

o The commodification of nature (i.e. application of economic value to marine
species or the ocean more generally) without accompaniment of benefit to the
consumer and/or stakeholder;

o Conflicting messaging in different areas of publicly available communication,
such as the presentation of predatory species of fish as “good choices” while
documenting their dangerously low population levels in other content;

o The employment of well-known chefs, food writers, or restaurateurs to
endorse the practice of consuming sustainable seafood options;

o The lack of scientific credibility to support claims;

o The presentation of responsibility of consumers in the fishery mismanagement
problem in a “do more” frame; and,

o The presentation of the future ocean as something that can only be saved
through increased consumption (albeit of sustainable seafood products).

Most striking from the research was the explicit commodification of nature, where
fish was presented as a commodity with a use-value only as food. Contrary to this,
however, commodification was not accompanied by a perceivable consumer benefit, such
as improved taste, reduced cost, or associated health benefit; sustainable seafood was

marketed to consumers with the benefit being improved ocean health, and the benefits
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that consumers prioritize (taste, cost, and health) were infrequently addressed, if at all.
This was further confused by unclear or inconsistent messaging, either in that it
contradicted itself by promoting an ocean item in distinctly different ways, or without
accompanying the statement with a clear action for the customer to follow. Since
consumers are shown to react most positively to statements that have discrete options,
Oceanwise and Seafood Watch could benefit from tailoring their messages in such a way
as to clearly demonstrate to consumers the appeal of sustainable seafood and discrete
courses of action.

Both Oceanwise and Seafood Watch also demonstrated significant inconsistency in
their messages, which is problematic for consumers. It is often challenging for consumers
to discern the relevance or credibility of scientific information in media, and when
messaging is inconsistent or contradictory from a single scientific body, this can make it
particularly hard to encourage consumer change. For example, recommended marine
food items were often later contradicted by messages that declared challenges in that
specific industry, such as tuna or seaweed. This can lead to consumers either ignoring the
message completely, or believing that the organization or body sharing the message lacks
credibility; either way, this can be detrimental to organizations trying to promote a
particular course of action.

Though credibility was not effectively promoted through the use of science, both
Oceanwise and Seafood Watch capitalized on the employment of chefs, restaurateurs, or
well-known food bloggers to demonstrate credibility, specifically through social media.
Chefs and food writers were used to assert the importance and rising popularity of

sustainable seafood, while creating rationale for the sustainable seafood movement. This
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is in line with what is known to be effective in food communication strategies. Chefs are
often noted in food marketing as having significant power over consumer choices, as they
are authorities on the subject of food; however, in both the Oceanwise and Seafood
Watch strategy, resident chefs were local and thus likely would not have resonated far
beyond the West coast.

Communicating risk can often be a challenge in environmental movements,
particularly ones relating to the ocean. This is due to the fact that we know very little
about the marine environment, and lack attachment to sea life, as it bears little
resemblance to ourselves. Risk communication, then, often hinges on the use of
commodification, and the loss of a precious food resource should the ocean not be
protected. Both Oceanwise and Seafood Watch primarily shared risk through the use of
educational statements over alarmist ones, choosing to focus on sharing knowledge with
the public surrounding ocean issues. Interestingly, negative statements, such as ocean
warming, were often present in non-descript, neutral means, and most risk was presented
as something that could be avoided through action or responsibility. For example,
discussion of threats to the ocean was usually followed by a means of reversing or
slowing the negative trend, most often through consuming more sustainable seafood.

When issues being shared through the different channels were beyond the level of a
specific fish species, such as an overarching climate or environmental issue like ocean
warming, responsibility was removed. Often, responsibility-framed posts were asserted to
demonstrate that it was the consumer’s responsibility to make lasting, positive change for
oceans. This included such content as encouraging the consumer to choose a specific

sustainable option over another, or encouraging them to ask restaurants if they serve
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sustainable seafood. Education and the future of the earth were heavily promoted,
particularly within web content. However, there was little difference in the strategy
between how marketing was carried out to consumers versus how to stakeholders, even
though these groups have theoretically different interests.

From this, there are a number of potential future research areas that would be of
interest to pursue; for example, commodification, which was highly relevant in this
research, was often specific to the local content: it would be interesting to identify
whether it is effect in its local context (in this case, California and Vancouver), as well as
if these strategies reach beyond that. As well, research could be done into how these
organizations expect to generate interest from anyone outside of their audience, which
already identifies as pro-environment. Coupled with this, audience members could be
polled on a number of different topics, including whether or not they know what species
of fish are sustainable, which they should always avoid, and whether or not they identify
as making positive ocean changes.

While many of the findings in this MRP demonstrate the need for significant
improvements to the communications strategy to be effective, it must be noted that the
sustainable seafood industry is quite young: the first certification organization was
formed in the late 1990s, and there has not been sufficient time to evaluate and adapt
strategies to create lasting communicative links with their audience. It is still also
uncertain whether sustainable seafood campaigns can be effective at effecting change on
a large scale, and whether this change would simply lead to shifting the target from one
species to another. It can be said, though, that as awareness grows surrounding

overfishing, many individuals, groups and organizations are working to change the
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industry, and sustainable seafood awareness campaigns will continue to have a central

place in this movement.
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Appendix I

Table 9. All subjects identified from Seafood Watch and Oceanwise web content,
social media, and annual reports.

Subject
10U
Ocean Economy

Sustainable Seafood

Ocean Research

Salmon
Dover Sole
Spot Prawns
Halibut
Aquaculture

Ocean Conservation

Seaweed
Human Trafficking

Humboldt Squid
Caviar

Shellfish
Sturgeon

Definition

Illegal, Unreported, Unregulated Fishing

Statements depicting the economic value of the ocean through
tourism, fishing, or a related industry

Statements explicity referring to fish as a food item, and one
that is sustainable; this also extends to statements that discuss
avoiding unsustainable seafood.

Statements discussing Oceanwise, Seafood Watch, or a third-
party research study done on ocean health.

Fish Species

Fish Species

Fish Species

Fish Species

Any content discussing the fish farming or aquaculture
industry.

Statements discussing movements on individual, group, or
government effort to protect marine habitat, species, or
related.

Fish Species

Statements discussing the impact of fishing on human
trafficking.

Fish Species

Fish Species

Fish Species

Fish Species
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Raw Data

Seafood Watch Raw Data (Social Media - Rhetoric)

Date Post | Subject Generic/Sp| F: Human I F: | F: Responsi| - Do More]|
29-May Outside Magazme cn sustainable seafood (and| sustainable seafood |G 1
27-May “What's in the can matters.” SeafoodWatch's J{ sustainable seafood; {5 1
26-May Want 1o know what the top consurned seafood| sustainable seafood |G 1
21-May Celebrity chefs and culinarians from cur Blue R{ sustainable seafood; {G 1
19-May Wonder what's going on with salmon in the Pad ocean conservation; s| S
18-May In the June ssue of Outside magazine, Blackfis| sustainable seafood |G
15-May Bon Appetit magazine shares advice on cookin| sustainable seafood; 45
15-May Today is the 10th anniversary of Endangered S sustainable seafood; S
14-May Public radio station KVPR in CA shares drought| sustainable seafood |S
11-May Montersy Bay Aquarium'’s 10th Sustanable Fod sustainable seafood |S
O7-May Highlighting a great conservation effort: PBS arl ocean conservation |G
06-May EcoWatch used our recommendations to make| sustainable seafood |G
05-May Congratulations to all of this year's James Bear| sustainable seafood |G
0d-May Saturday was World Tuna Day. Don't worry #f yd sustainable seafood; 5 1
30-Apr NOAA needs your input to fight IUU fishing and IUU; ocean conservat{S 1 1
28-Apr Jom us for a webinar this Thursday, April 30, at|ocean economy; grold S 1
27-Apr Georgetown University held a Sustainable Oced 0cean conservation; dG 1
24-Apr Consurmer Reports' kowdown on shrimp shoppi| sustainable seafood; S
23-Ape Hare are seven Food and Wine recipes usng fi{ sustainable seafood |G
22-Apr Choose ocsan-friendly seafocd ~ on Earth Day| sustainable seafood |G 1
22-Apr Choose oosan-friendly seafood ~ on Earth Day|sustainable seafood |G 1
21-Apr News report exploring the state of Gulf of Mex| ocena conservation |S
20-Apr Watch Monterey Bay Acuarium executive direc| 0ocean conservation |G
17-Apr Interesting LA Times artide about the geed ne{ocean economy; aqud S 1
15-Apr Proud to welcome Sailors for the Sea as our ne{ocean conservation |S
13-Apr New recipe up on the website: Chilipepper Rod sustainable seafood |S
09-Apr Tips from The Nest on how to buy sustamable {sustainable seafood |G 1
O7-Apr Apparently, The Rock eats a lot of cod. Instead| sustainable seafood; {S 1 1
07 -Apr Jom our Cooking for Solutions on the Road evd sustainable seafood |G
06-Apr Agril recommendations are posted with good | sustainable seafood; (S
30-Mar Thanks to our Blue Ribbon Task Force partner  sustainable seafood |G
30-Mar Please join us today in welcoming our first cruid ocean conservation |S
26-Mar 10 to eat and 10 to avoid: here's an easy guide| sustainable seafood |G
25-Mar Yes, there is mere yunmy seafood besides shri{ sustainable seafood; {G
20-Mar Here's a bit of weekend reading for you. The A]ocean conservation; I{S 1
19-Mar Members of the Seafood Watch team just retur| sustainable seafood |G
16-Mar Read the Monterey Bay Aquarium statement red 0cean conservation; I{S 1
13-Mar This month's new and updated sea‘ood recom{ sustainable seafood; S
12-Mar Seafood Watch program director Jennifer Dian{ sustainable seafood; {G
11-Mar Groundbreaking decision: U.S. Pacic Fishery f ocean conservation; f{S
10-Mar Cocking Light offers their favorite halibut recip{ sustainable seafood; S
06-Mar Guaess what everybady? Surprise, you care abol| sustainable seafood |G 1
05-Mar To help you start choosing more coean-friendy] sustainable seafood |G
02-Mar In tecay's LA Times, Seafocd Watch Blue Ribbd sustainable seafood; (G 1

TOTALS | 0 11 2 6
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Oceanwise Raw Data (Social Media - Rhetoric)

o |

Susect

§

F: Human ntenest

L] alvoal._mnvo!oi

The Carbbeen icbater IUU S
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SFW/OW Raw Data
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~ef Ned Bell may have summed it 1

»ot prawn 101! 1

e Ocean Wise team a 1

‘aken collectively, the rise of postw 1 1

renue Magazine — Cz 1

eidre and Colleen fror 1

Vild salmon campaigr 1 1 1
= Spot Prawn season ¢ 1

ke are looking forward 1 1

1e open nature of net pens carries the risk of transfer of diseases and p 1 1 1
0t prawn season ope 1

iimply put, the more v 1

lorking and celebratin: 1

ave you tried any of these small fish?

3ppy to see many of our Ocean Wise partners in the Food Netwoerk's list of 10 Great Seafeod Joints!

nding sustainable shri 1 1 1

case you missed last 1

oud to see that Ocean Wise sustainable seafood makes the list!

WVnat started out as a local, grassroots organization has flourished into the most recognized sustainable seafoed program in the country”.
jeaweed is s sustaing 1 1

\quaculture has suffered a very ba 1

ur new executive chef, Tim Bedford, shares his favourite places to grab a bite in Vancouver with LUABATTOIR Secret Location FABLE Boulevard !
ave you ever consider 1 1

e're looking forward to the Chefs’ Table Society of British Columbia's annual spot prawn festival this May 17th!

"he monetary value of the world's | 1 1

incouver Aquarium executive chef, Tim Bedford, and Four Seasons chef, Ned Bell, come together for a special Ocean Wise oyster presentation.
1e Vancouver Aquarium brought together leaders in sustainable seafood - including scientists, chefs, and industry partners - for an evening of in
appening tonight: EAT! VANCOUVER Canadian Flavours Gala! Experience Naramata Bench Wineries first spring pours with culinary offerings frc
ite puppies + sustainable seafood = a winning combination! Find an Open Farm pet food provider near you!
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"I think people have to start to reali; 1

Thank you to everyone who made last night's Seafood Symposium a success! Such a great line up of speakers who presented different approaches and
To celebrate Ocean Wise's 10th anniversary, we hosted our first ever seafood symposium bringing fisheries to foodies together.

For the first time tonight, Ocean Wise hosts our Seafoed Symposium to celebrate our *0th anniversary! Leam about what the experts have to say on th
"How does sustainability function in the restaurant industry? And what sparks the passion of chefs who put sustainability at the forefront of their culinan
RawBar at the Fairmont Pacific Rim Hotel is rolling out their new#OceanWise] menu this week. We recommend this delicious looking rainbow sushi roll:
Thanks to Scout Magazine for including our Top 10 Ocean Wise Seafood list for our * 0 year anniversary!

Our executive chef, Tim Bedford, shares this yummy recipe witn BC Livingin advance of EAT! VANCOUVER (slide 8):

Only a few days left to discover Secret Location's special Ocean Wise tasting menu! Haven't made it out yet? Try out this recipe for one of the five sust
Today, April 22nd is #EarthDay. We'll be celebrating 10 years of sustzinable seafcod onsite at the Vancouver Aquarium. What actions will you be taking
Celebrating "0 years of #OceanWisd sustainable seafood today with thanks to the partners, chefs, restaurants and suppliers who've helped to bring sus
Celebrate halibut season with a recipe for coriander crusted haliout by Chef Paul Shufelt!

Did you know? Ocean V| 1

Proud to see Ocean Wise restaurants represent Vancouver on the Condé Nast Reader's Choice list of the Werld's Best Food Cities!

How did Nerthern Divine become a successful 3C business exporting sustainable caviar all over the world from Sechelt? Listen in here:

Do you have your tickets yet to this Vancouver event with EAT! VANCOUVER and Naramata Bench Wineries? Hope to see you there!

Do you know about all the eco-friendly initiatives that CRAFT Beer Market Vancouver has taken?

Top water conservation tips from the Water Brothers!

Looking forward to the BC Shellfish Festival this year! Come down for “0 days of gala dinners, culinary events, and workshop talks by Ocean Wise and «
Let's make National Sustainable Seafood Day a reality! Join us May 9 for an afternoon of ocean-friendly seafood tastings from eight of Toronto's top-no
"What might be a toucr 1

The farmed salmon aqu 1

"Trying to find someocne young that 1 1

We are looking forward to the EAT! VANCOUVER Canadian Flavours Gala featuring first spring pours of the Naramata Bench Wineries and tasty offerin
Congratulations to Chef Ryan O'Flynn from The Westin Edmonton for winning the Gold Medal Plates with his Northern Divine sturgeon terrine! Recipe
What pleases surfer duc 1 1

"If there’s something on the menu tl 1

Sustainable seafood is always trendy!

Looking forward to Naramata Bench Wineries first spring pours of the year accompanied by delicious canapes at the Canadian Flavours Gala!

"If we can make conservation work { 1

Want to learn more about our most precious resource? Check out the new season of The Water Brothers, premiering tomorrow night on TVO!

How do we pick which species to sa 1

"A weird thing is that a 1

Lots of yummy #OceanWisd dishes shared on Instagram this week - here's a few of our favourites.

Meet the guys behind the Ocean Wise recommended Walter All-Natural Craft Caesar Mix!

"My goal isn't to get pe 1 1

Looking for a sushi restaurant that's a great bang for your buck and also offers Ocean Wise options? Sushi itoga (formerly Sushi Mart) covers the bases!
"I wanted to see more sustainable fish offered on the Halifax peninsula, and even the Halifax peninsula itself doesn’t have a dedicated fish shop,” Hana

"How do you remove s¢ 1 1
An increase of up to 3C 1 1
When purchasing swordfish from At 1 1
Increased ice coverage 1 1

No plans tonight? Why not head over to Borealis Grillnouse & Pub - A Restaurant serving local food, beer and wine. for Ocean Wise Friday!
Did you know? St.Jean’ 1
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Great news for Ocean V 1

How much fish are we t 1 1

"We realized that chefs needed a resource to be able to identify sustainable fish and seafood options, and consumers wanted te be able to make goo
Curious about how sust 1

This Wednesday, come join us for dinner, live music, silent & live auctions, or to see a film! All this and mere happening in Collingwoced to support Ele
Want to know more abc 1

On April 7th, Catch Oyster Bar / Restaurant at Hyatt Regency Calgary will be hosting a special Cava pairing dinner with sustainable oysters on the hall
Out with kale, in with ke 1

Did you know these 10 1

Some of our favourite #OceanWisel photos from this week including partner's Maenam and Joe Fortes Seafood & Chop House. Have a photo to shan
Meet the team behind Ocean Wise!

Hey Toronto! Cocking fish sure can be intimidating. Let Chef Brad Long from Cafe Belong and Belong Catering at Evergreen Brick Works show you he
New Ocean Wise reseal 1

Help us make March 18th officially National Sustainable Seafood Day in Canada by signing the petition!

"Scdientists, environmentalists, and € 1 1

Fancy some fish in your Guinness th 1

The US Pacific Fishery C 1

Two great Ocean Wise ¢ 1

Rising temperatures are affecting Ja 1 1 1
With the variety of cann 1

forage has been voted the west end's favourite brunch spot! We love their 100% sustainable menu! Where are you having brunch this weekend?
Looking for something yummy to eat on Saint Patty’s Day Toronto? Join us at Cafe Belong on March 17th for a deliciously Irish sustainable seafood dir
"More reasons to throw a taco party.” Enough said.

lllegal fishing of the endangered tot 1 1 1

We are excited to let you know that Ocean Wise's annual Wine for Waves has evolved into a partnership with EAT! VANCOUVER and will take place tr
Are you in Montreal? Join us on March 31st to celebrate 10 years of Ocean Wise with a 5 course sustainable seafood dinner at Laloux Restaurant featu
Thank you Miku Restaurant for supporting Ocean Wise this year with Vivreau water sales!

Following our Sunday's 1

"With prawns being the number on 1

Delicious foed from one of our Calgary partners! Don't miss this and other sustainable seafood creations from Catch Oyster Bar / Restaurant!
"Discarded ghost gear is endangeri 1 1

Come out for an amazing, Ocean Wise, St. Paddy's Day dinner prepared by Cafe Belong, Tuesday March *7th.

Dan Donovan from Ocean Wise partner Heoked in Toronto talks sustainable seafood:

As oceans warm, where 1

The world’s largest fly fz 1

Shout out to Ocean Wise Partners Chambar Restaurant Vij's Maenam andCioppino’s Mediterranean Grill Inc for making this reputable list!

Happy to see Jason Sussman and Kaeli Robinsong of Tacofino Vancouvermake Western Living Magazine's top 10 foodies of the year!

Are you going to the EAT! VANCOUVER festival this year? Don't miss out on the Outlandish Shellfish Kitchen party with Chef Ned Bell of YEW seafoo
Congratulations to Chef Aman Desanj of our partner restaurant Poppadoms - Taste Indial for making Western Magazine's top 10 foodies of 207 5!

It looks as though China's appetite f 1 1 1
The way we fish influent 1
Warm weather and lack of snow cou 1 1

A yummy, sustainable seafcod dish from Ocean Wise partners Cactus Club Cafe!
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Guess what everybody?

To help you start choosi

In today's LA Times, Sei
4

22

20
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Oceanwise Raw Data - (Web - Rhetoric)

Ocean Wise is a Vanzowver AQuanm Consenaton prog d %0 ed and emp Consumers about the issues su de 1 1
Top Table Celebrates 10t A Roes.zt,r 9| [ I | [ _ | | |

This summer, each Top Table 2 wil feavre 2 of Ozean Wise seafoed 1o celebrate the 10th anan y of the Vancowver Aquarm's sustainable seafood progs iead more
Riigggﬁ_ [ | | | | | |

e are excitod forhe 3C Shallfsh aed Seafacd Festial this Jre in Coman, 8C! [ | | [ [

Join us for 2 series of industry and corsumer fi o5 0n the weekend of the 13thT &th as we'l as Comax By The Sea celeb on the 20th!
Salmen Celeb Vancowver | | | |

Surday, June 20 come celebeate the retum of salman 2t Trout Lake! Read more
About Ocean Wise™ | [ [ | [

Overfshing is ?%E?:ES?RSDn | | 1
The Ocean Wise symbal next 1o a seafocd 2em is the Va s of an ocean-irienaly seafood chaice.
With aver 00 Ocean ?ggggfg.ﬂjt 10 make sustail 1] 1
Haw is Ocean Wise seaf | | | [ I | |
.-1.0«.!25-&300_:8»8 afocd nem is the Va Aa 's of an ocean-frierdly seafcoa dhoice.
Our Ocean Wise Parnrers | | | I | |
The Va Aguarium's Ocean Wise program woeks decty with restaurants, markets, foodservices and s 1 1

#‘ovs.dtl?ms-%aga! E!angiiigitsa making 1 caser 1
Our Spoesars I I I [ I | I
Ocean Wise would lke to acknowledge the faliowi wans for their support of the progran: the Jobn Haedy Mitchel Family Foundazion, VarCry enviroFund, Capers Community Mark
OB!.ZBEE_-KR! S_Easoq_-iégﬁv«s‘?x_‘l&gr_v*ﬂi M.. #
Our Col
Ocean Wise is s&duglggggigggo;‘gg:-if food Sel
The C 0 bus with the goal of 1
giggggt_gmﬂ dood Saktions here.
rems | _ I |
Ocean Wise's daticns are based on 4 critera.
?Ono!Sau-in!!sI&onﬁon-aF |

and resdient %o fishing p | 1 1 1
Well d with a compreherave 9 plan based on ouren: rch 1
I—?Roons- thed that Emited bycatch an non-target and endangered species 1
Harvestod in ways that Emit damage to marine or aguatc hab and negative i ctions with ather spec 1
Ocean Wise Partners - Al | | | |
Our Ocean Wise o are as Siverse as our manne ecosysters. Our o ind 1
All of our .‘.ig. Qo2 a 10 SOTVE OF DAOVICE SSTad 1 1
Overshing is the g 9&88?8&* [ [ 1 1
#lio.a-;_.?wig:m d. | |
An estimatea $0% of all large, vBu-BQaS-B gwo:.maas‘io..& oceans.
A recent scientific stuay pred cted a worldwide fi lapse by 2045 _
.-roo QS_EB SSE:S?; and 0 begn consuming seafoad i ol 1

food can be a d as species that are caught or farmed in 2 islgs‘gs..:g!ﬁ biity of t

Onot.gu-.u lass f cass il:wggg!o Qor ble or urastarable, imply a geod o bad dhoke for our oces
Species ane reguiary updated andior redassified with the latest A crdomaton. [ [ |
Cassifications, incuding changes 10 and Ocean Wise recommendations are provided regulary to Ocean Wise partic parts.
The o | | [ | I
55003 that rouble cur maring emdrorment in order to feed an ever-gro 1 1
Owverfshing Global corsumption of seafood has acubled since the 1970 1
zgax.n’.n_mo.!_-gs.ll 4 .:n d avery year.

-t |t |t |

-t |t | s -
-

-t |t |t |

in fi related tech Q.ﬁi US 1O feMOve 00g;
§§E. 0% of all large, o y fish akeady gone from our warld's oce
Qute smply cur Maring SpECes Cannat rep od fasz enough 10 keep up with the hun! 1
Ezoﬂt_a-aa.—?gw o v«»&-:no.l:‘fu:os‘ntsl%

An uoﬂ&i:!:%!;l s unin gag%g_lﬁ
Bycatch can ncluge rketabie species, d species, and 50 |
Unfarmunately the majorty of the animals tossed back overb rd do not survive. | [
& & imponant to undenstand how your seafood has been harvesied as some fshing gear types, live pelage ¢ 1

Habaat Camage Certain fahing and farming p can have regative impacts on critca’ marine oe aquatic h
With the loss of crucial habitats sch as spamning, nursery, beeeding or sheltering areas, many specs -iaﬁlsssg ket alone thrive. 1
[« ities such as caral reefs, kelp forests, mange and wetlands peovide erincal habitat for 2 wide armay of arganisms and damage to these key arcas can have dras
How Differert Harvest Methods can te Sustanabie oe Uk ole | [ | | | | |
;oa.a!!_ngwl of fishing and agacuh, nniaues used 1o harvest seaood infl the emvirormental | ry of our marine ecosy
.?. issues of bycatch and habitat damage and their extent are princpaly d by the type of fishing or farming methed wsea.
What s Ocean Wise? | I I | ] I I | I I
Ocean Wise is 2 Vancowver AQuanum Consenaton prog d %0 help bx and their customers 1] |

- - ot |t |t |t | |t |t | |t | |

JRPY PR JRY Y Y DY .Y - Y ) Y Y P D DY Y R Y JRY RPY DRPY Y DY Y Y DY DRPY UYL Y - Y - Y [ Y Y PR Y JRY DRPY RPY (R Ry DR JRPY RPY DRPY R DY RPY DR DRPY PRPY PRPY DR DEPY DRPY P Y (R JRY RPY pRPY JRPY RPY RPY DR O
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The Ocean Wise symbol next 1o a seafocd nem assares you that option is the best choice for the health of the 1
:o!aolsogiﬁgg [ | | [ | [
We work ind wdualy with each panner business 1o help them make sustanable seafood purchasing decisions.
!Sv-anvﬂ:o i .Bng;&&s 5! meres or dsplay cases with the Ocean Wise bogo allawing ther patrons to easly idertify the mast sustarable opt

We are constant'y working to source sustainable seafood options and our p M 1 1

How are the Ocean Wise sustamabie seafood chos Juated and ded?
The sustairabiity of cach spedes harvested for seafood is evaluated on an indwidual bass. 1
We review the g?.?lﬁi!&iﬂggggﬂ_lﬁé g acade 1
What is n..oa.al!_oo y Ocean Wiae and the Marine Stewardship Councl (MSC)?
Ocean Wise is dazan o . whereas MSC is a centification peogram.
?zsigﬂggfgg?:ggégﬂ
sharized thisd-pary cerntfyrg bodies assess and audit the fsheries 2gainst the MSC standard.
Ocean Wise and the MSC have aifferent criteria for suszanabilty and thus not all MSC centfed faheries are Ocean Wise.
s farmed seafood unsustanacle? | | | | | | | |
nig.gn.. afeod is farmed! Some farming methods sudh as land-based reciroJating tarks and shei lfish farming have very few tal impacts. 1
Onher farming methods such a5 open net pens and shamp ponds which destroy mangrove forests are 2ssodated with negative eZosystem iMpacts. 1
Should | be concerned about Fukushima radaton? | | | [ |
Ocean Wise makes sustainabilty recommendatons, not health recormmendations. | | |
Howew, in 2074, the Va Aquarium hested a publc tak by Dr. Ken Suesseler on the impacts of Fukushima ragiation.
Should | be concerned about mercury kvels n seafood? | [ | [ | |
Ocean Wise makes sustainabilty recommendasons, not health recommendations. | | | |

For moee wdommation an heakh topics indudng meroury, please chei here or check out the Enve tal Working Geoup's Seafood Caleulator for best chaices far h health and healthy oce
o | have 1o give up sk in crder 10 eat susta nable seafood? [ | [ | | | | | |
Nezazall | | I I | | | | | | I | | |
Mary sushi s pravide tasty sustarable alt g SIE[BSE&.E%. d of unsustanable eel junagi), and alb wuna (bincho] instead of Bluefin twna.

In fact, in March 2014, the first 100% sustainable sushi restaurant op

You can read about it here. For 2 _Elggissgg
Where can | frd Ocean Wise o ? | | | |
You can fnd 2 list of our %ggsg pobiers, ana retalers here.
You can alse downloaa the Ocean Wise app for a ful list of panrers, assessed seafood iters, as wel as an | cTve which shaws the location of Ocean Wise parrers.
Does a restaurant have to offer 100% sustarable optioes 1o join Ocean Wise? | |
Not | | | | I [ | |
We Ge partners 10 sowly replace ther unsustainable tems with sustarable alt ower tme, by 1
ow much s the parrership fee? | | | | | |
As a noe-profit org , Ocean Wise started impl Q nomina’ partner fees n 2006 out of recessity, as the p started growing.
H The restauran: parner fee is $250 per year. | | | | |

Pease contact an Ocean Wise representative for moee details on suppler fees ana addmona! lecation fees.
1am a restaurant owner. If | purchase seafoed that is Ocean Wise, can | descrbe the seafeod oo my menu as being Ocean Wise?
On'y official partners may describe their menu as being "Ocean Wise”™ or use the Ocean Wise symbol and lego, as these are trademarked.
‘What are the benefits of & ing an Ccean Wise parner? | |
ri.gs dat ors on seafocd based on regul g!nivoa. |

-

2 great way to stay cument and knawledgeable about the ch g status of seafood sp
Ono!gn-.. bal for o&%&.gssgkﬂ! ot oely
A consumer-facing page an our website sh G your partrership with a drect lis

Opportunity to paricpate in aur annual Chawder Chowdown o other events azros
Our media stories reached aver 112 milion people in 2013 - the equivalent of $1.8

.a.ai-a-n-n_n_--n

Ourp enjoy exp 853_3!& | | |

We reach aver 4000 pecple on Facebook, 15,000 peopie on Twitter, and have 2 stro

The mast imp 2 benedt &3&!090?60&3 e, s the app y %o change the 1
Crefsareina Qcp Q wer choice, as pecple ook to t 1

As fsh, are heaviy ind LS d a, joinng the Ocean Wise te2 1
How dd the Ocean Wise program stan? | | |

The Vancouver Aguarium launched the ot of Ocean Wise in January 2005 at C R cur found

The Ocean Wise prog: {eased its frst Dining Guide on April 22na 2008, Earth Day. A |

A list of the firsz 16 restaurants was included on these rack cards. | | |

Each of these restaurants removed at |east ane aem from their menu and committed 1o promoting at least one sustanable cption

TOTALS | | | | | 4 Fid wy 4 r 1 12 H 7 2 0
T T T T 1 T T 1 T T
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Seafood Watch Raw Data (Web - Rhetoric)

833#;55&%?;3;3 1 1 1

help you choose seafood that's fished or famed in ways that have less on the 1 1

I
Ocean ssues

I
='s Teme for a Sea Change
The oceans supply us with foed, help reguate cur cimate, and prowvide 1 1 1
We depend on them for and rerewal. | 1 1 1
But the bounty of our seas is not endless. | |
Taday, no part of the ocears remans uraffected by Puman activit 1 1
And amang the mary factars ind, Q our ocean Gy fow have as great 1 1
Theough betzer p we can create healthy, sbundant oceans for everyone. 1 1

I I I
Wild Seaf | I
There's 2 Limit to the Fish in the Sea
Ocean fah are widife—zhe las: such that we hunt on a large 5 1 1 1
And while the sheer size of the ocears 's there are many sgns that we have found their limits. 1

|
moa.-m!:ig
fture, or fish faming, could be a ninE_o N 10 The ever-s g pressur 1 1

059- yogical impact of fish farming oy ds on the spedies chasen, where the farm is locazea, and how they are rased. 1

| | | ] | |
Fishing & Farming Methads | | | |

The way fish are caught or farmed can have a signifcant effect on ocean hea'sh. 1
Some methods are much more destructive than others, causing greater habaat damage, dacards, polktion o ather effects on wika popul 1
I I I |
Video: Can the Oceans Keep Up with the Hunt?
I I I I
This 15-minute film expiores the last wild hunt an our plaret—cur ques: for seafood.
Our cceans seem vast, but the bounty beneath the sapphire srface has limas. Arcund the gobe, fish are in rouble. 1 1
Will our appetite for seafeod leave behind empty cceans? | [ 1
Can the "blue revoluzion” of aquaculture lead the way to a ble fture? 1
—
Seafood Recommendations
Our ds are avalable in mary foems, o it's os.osn!-sa-foc-:iwgls 1
Read our se3f00d reports orline and learn the stores behnd your
|
Wild Seafood
I
With mare fishing capacity an cur oceans than at any time in histary, some 90 perced 1 1

[ I I I [

The View From Bclow | | | |

S‘Baggo: cebane o the North Atlansc | 1

L o«v-nan;p.a-ls:!g#g; 339-65[0’._5. 1 1
09- .S:E.I.nﬂ&?:swlsal&{;-i le with modifications 1o gear—also impact the oceans, incudng the accdental catch of d species |
|

What You Can Do
Use Our App
The Seafood Watch app for Androd and iPhone beings you up-to-date recommendations for ecean-friendy seafoed and sushi.

1

1

1

From above it may seem that there are plenty of fish in the sea, bt dive b th the srface and it's 3 A story. 1
Owverfshing, lack of eff MANAGEMENt and our awn ption habits are just a few factors contributing to 2 deciine in wid fsh. 1
Evidence of these problems abound I | I | I I I
knaw that nearly two-theds of d fish populs are unheakhy and thase that have not been d are lively in @ 1 1
I I L | [ I I I I
In just the past decade, Atlinsic o of halbut and y -o.\&!.o_aon!r-n& 2t alltime lows. 1 1
1
1
1

[ I [ [ I [ I I

Ask the Gueszon: * Do You Serve § je Seafood?” | | | |
ngnnltai ¢ bt impor JUestion at your grocery stoee of you can help shape the dem
play an imparact ro'e in shaping ocean hea'th, 5o stant making a d™ today! 1
| | | | | |
Ore reason & the aavert of industriakscale fishing, which began in the late 1800s an 1 1
By the mia-1550s, these fishing p had made it impassible for natural fsh stocks o wep 1 1
z_.év!uﬂaoms.loﬂn fish _I-:otJe o L_ o M;el.saM lapsed. 1
Out of Sight, Out of Mind? I [ | [ |

the oceans seem so vast and their limitless, these threats are often “out of sight, out of med.”
But overishi EEI:B_E*Q?D' to endure; they| 1] 1] | 1
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The good news is that there is much we can do—if we act raw.

I I I I I

Aquscal. | | [ [

Aquaculture, or famming of fish ana other seafeoa, holds great promise as a solution to the ever. ap an our ocean

I [ I | |

A Growng Practice | | | |

Today, half of the seafood eaten in the US. 's farmea, and the practice is growing fad

Just as we rase cattie ana chickens 0 eat, we're row raising seafood to meet the gr

But the emircemental impact of fish farming varies wiaely, depending on the spece

|t |t | s

When the emdronment is corsdered and good practices are wsed, it's possbie to o

Such op lima habitat ak escapes of non-ratve fish, and the use of wild fish as feed.
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Hest Choe

BEST CHOICES

Buy frst, they're well ged and caught of famed in ways that cause Iztle harm %o habitats or other wikali| 1
GOOD ALTEANATIVES| | | | | |

Buy, but be aware there are wth haw they're caught or farmed. Sest Choice

Ao | | | | | | I

Dan't buy, they're overished or caught or farmed in warys that harm other marine life or the

| [ | I | I |

Use the Seafood Watch App | | | | |

Our app for Android and iPhore brings you up-to-date dations for ocean-frendly d ard sushi.

Use Or C Guides I I I I I I [

Our prinzable guides are broken down by region so you can fnd sustairable sea’ood wherever you live or travel.

Our Criteria | |
Leam how we make our daons.
[ | |
Learn how to he'p p fish and acean animals by making gooa dect when purchasing seafood 1
By asking one simple but imex question you can help shape the demand far, and ultimately supply of, i 1
|
Mackerel |
Seafood & Your Health
Faux-Nagi |
S ble Seafcod Recpes
I I
Busi & Crganzaticns
Schoo! of fsh |
8e a Part of the Moverment
Today, over 50 px af U.S say that buying food is per: 1
Making a 10 SOuroe lly resp afcoa is not anly an 1
| ] | |
aPartrer | | |
Leam how you can help transfom the marketolace in favar of er espol 1
Our Parrers I I | | |
These busi ane 0 buld abaout ocean-frendly seafood ch 1
Partner Tocls I | | | |
Learn about the 'ssues wih our trainng Is ard |
Our Blue Ribben Task Farce Moree busi sustainable seafood
The M _~DQ.J rium's Seafood Watch program helps and busi make ¢ 1
Schoo of b
O W
Our Misson & 10 erpawer and busiresses 1o make ch for bealthy aceans. 1
What is Seafood Waich? | | | | |
The M y Bay Aguarium's Seafood Watch program helps and busi dhoose seafeod that's fshed or farmed in ways that peot
O dazons edicate which seafood items are “Hest Croices” o "Good Al * and which cnes you shoud “Avaia.”
I | | | | | I I | | |
We raise publc o5 2DouT inable seafood issues through our quides, website, mobie apps and ch efforts.
Snce 1999, we've dswribwtea over 45 millon consumer guides and aur smartphone 2pp has been downlcaded over a milian tmes.
We abo 9 daswrib and sea’ood purveyors to purchase from ble sources.
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Seafood Watch and Oceanwise (Web Cntent - Risk)

Ocean Wise is a Vancouver Agquarium conservation program created
This summer, each Top Table restaurant will feature a showcase of Oc
We are excited for the BC Shelffish and Seafeed Festival this June in t
Join us for a series of industry and consumner focused workshops on t
Overfshing is the biggest threat cur oceans face today.

The Ocean Wise symbol next to a seafoed itemn is the Vancouver Agu
With over 600 Ocean Wise partners across Canaca, Ocean Wise mak
The Ocean Wise symbol next to a seafood itern is the Vancouver Agu
The Vancouver Aguarium’s Ocean Wise program works directly with n
The options are highlighted on their menus and display cases with the
Ocean Wise would like to acknowledge the following organizations fc
Ocean Wise was made possible by a start-up grant generously donat:
Ocean Wise is one of 18 organizations from North America which fors
The Conservation Allance connects seafood expertise to businesses «
Learn more about the Conservation Alliance for Seafood Solutions here.

R

e

Ocean Wise's recommendations are based on 4 criteria.

An Coean Wise recornmended species is:

Abundant and resilient to fishing pressures

Well managed with a comprehensive management plan based on cur
Harvested in a method that ensures limited bycatch on non-target an
Harvested in ways that limit damage to marine or aquatic habitats arx
Our Coean Wise partners are as diverse as our marine ecosystems. O
All of cur partners have ene commen goal: a commitment to serve or
Overfshing is the greatest threat to our cceans today.

The world's marine life i quickly being depleted.

An estimated 90% of all large, predatory fish are alreacy gone from the world's oc
A recent scientific study predicted a world-wide fisheries collapse by 2048.

The only solution is to turn back from the brink, and to begin consurming seafood

e b e e e e

Sustamable seafood can be defined as species that are caught or farn 1
Ocean Wise's classification system i based on two categories: sustair 1
Species are regularly updated and/or reclassified with the latest scien 1
Classifications, induding changes to and Coean Wise recommendatic 1

Issues that trouble cur marine environment in crder to feed an ever-growing pope
Overfishing Global consumption of seafood has doubled since the 1970%.

Now, roughly 158 millicn tons of seafood is harvested every year.

Improvernents in fisheries related technology have allowed us to remove organisn
With an estimated 90% of all large, predatory fish already gone from our worlds ©
Quite simply cur marine spedes cannot reproduce fast enough to keep up with tH
Bycatch Not all marine life that is captured by fshing gear makes it to the dinner ¢
An estimated 40% of what is caught in commercial fisheries i unintended catch (&

Bycatch can include unmarketable species, underszed species, and e 1
Unfertunately the majority of the animals tossed back overboard do not survive.

It is important to und d how your seafood has been harvested a 1
Habitat Damage Certain fshing and farming practices can have nega 1

With the loss of crucial habitats such as spawning, nursery, breeding or sheltering
Communities such as coral reefs, kelp forests, mangroves and wetlands provide ¢
The different types of fishing and aquaculture techniques used to han 1

This influence can be s nable.
The issues of bycatch and habitat damage and their extent are princig
Ocean Wise is a Vancouver Agquarium conservation program, created
The Ocean Wise symbol next to a seafood itern assures you that optis
We work mdividually with each partner business to help them make =
In turn, participating businesses identify these options on their menus

bl

or L inable.
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The inability of each species harvested for seafood is evaluated
We review the current scientific literature and speak with researchers
Ocean Wise is a nendation program, wh MSC is a certific
The MSC has developed its own standards for sustainable fishing and
Autharized third-party certifying bodies assess and audit the fsheries
Ocean Wise and the MSC have different criteria for inability and
It depends on how the seafocd is farmed! Some farming methods sul
Other farming methods such as open net pens and shrimp ponds whi
Ocean Wise makes sustainability dations, not health recor
However, in 2014, the Vancouver Aquarium hosted a public talk by D
Ocean Wise makes sustainability recommendations, not health recor
For mare information on health topics including mercury, please dlick
Notatalll |

Many sushi nts provide tasty inable al ives such as v
In fact, in March 2014, the first 100% sustainable sushi restaurant ope
You can read about it here. For a list of sustainable seafood used in s:
You can find a list of our offical Ocean Wise restaurants, suppliers, an
You can also download the Ocean Wise app for a full list of partners,
No! [

As a non-profit organization, Ocean Wise started implementing nomi
H The restaurant partner fee is $250 per year.

Please contact an Coean Wise representative for more details on sy
Only offical partners may describe their menu as being “Ocean Wise:
Up-to-date wendations on seafood based on regular scientific
This is a great way to stay current and knowledgeable about the chan
Ocean Wise symbol for easy identification on 50 that your cust
A consumer-facing page on our website showcasing your partnership|
Opportunity to participate in our annual Chowder Chowdown or oths

Our media stories reached over 112 million people in 2013 - the equ
Our partners enjoy exp to social media.
We reach over 4000 people on Facebook, 15,000

R

D people on Twitter,

The most important benefit of joining the program however, is the og
Chefs are in a strategic position for influencing consumer cheice, as p
As fsheries are heavily infl d by co! demand, joining the (
The Aquarium launched the concept of Ocean Wise in Jan

The Ocean Wise progr d its first Dining Guide on Apxil 22
A list of the first 18 restaurants was included on these rack cards.
Each of these restaurants removed at least one itemn from their menu

L e e e

Our recommendations help you choose seafood that's fished or farrms

It's Tirme for a Sea Change

The oceans supply us with foed, help regulate cur climate, and provic 1

We depend on them for recreation and renewal. 1

But the bounty of cur seas is not endless. 1

Today, no part of the ins unaffected by human activities. 1
And among the many f; influencing our ocean Y few have as grea 1
Through better practices, we can create healthy, abundant oceans for everyone. 1
Wild Seafocd

There's a Limit to the Fish in the Sea

Ocean fish are wildlife—the last such creatures that we hunt on a large scale. 1
And while the sheer size of the oceans is awesome, there are many s 1
Aguaculture

Some Farm Fresh Facts

Acuaculture, or fish farming, could be a great solution to the everinc 1
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But the ecological impact of fish farming depends on the species cha 1
Fishing & Farming Methods
The way fish are caught or farmed can have a significant effect on oce 1

Some methods are much more destructive than others, causing gr habitat dz 1
Video: Can the Oceans Keep Up with the Hunt? [
This 15-minute film explores the last wild hunt on our planet—our quest for seafos

1
Our cceans seem vast, but the bounty b h the sapphi rface has limits. An 1
Wil our appetite for seafood leave behind empty ? [ 1
O-:So Isg__.!o: of aquaculture lead the way to a sustainable future? 1
Our recomir cati ilable in many forms, <o it's easy for yor 1 1
?&oiﬂ&o&gg_gi_aﬁBz&gggfﬁfiuQ 1
Wild Seafood
With more fishing capacity on cur oceans than at any time in history, some %0 per 1
The View From Below
From above it may seem that there are plenty of fish in the ses, but d 1
Overfihing, lack of effective management and our own consumptior 1
m<.n33 of these problems abounds. 1
ientists know that nearly two-thirds of d fish p ions are unhealthy a 1
In just the past decade, Atlantic populations of -.l.ws u.d <u=n!§_ flounder joir 1
The cod fishery, once a backbone of the North Atlanti i comp 1
The breeding populati lgngss_u:gu»g_w..uEtogo?ﬁn 1
Other harmful effects of fishing—some of which are preventable with modification 1
What You Can Do
Use Our App 1
The Seafood Watch app for Android and iPhone brings you up-to-dat 1
Ask the Question: “Do You Serve Sustainable Seafood?” 1
1

o

By asking this simple but important question at your grocery store or
Consurners play an important role in shaping ocean health, so start m
How Did We Get Here?

One reason is the advent of imdustrial-scale fishing, which began in th 1

By the mid-1990s, these fishing practices had made it impossible for 1

Ninty percent of the world's fisheries are now fully exploited ploited or hay 1
Out of Sight, Out of Mind?

Because the oceans seem so vast and their rescurces limitless, these 1

But overfishing issues are not just for future generations to endure; they're very re 1
The good news is that there s much we can do—if we act now. 1
Aguaculture

Aguaculture, or farming of fish and other seafood, holds great promis 1

A Growing Practice

Tocay, half of the seafood eaten in the U.S. is farmed, and the practic
Just as we raise cattle and chickens to eat, we're now raising sea‘ood
But the environmental impact of fish farming varies widely, depending

e e e

;gzﬁogg.:niﬂ idered and good practices are used, it"

Such ions limit b damage, d= pes of ati

mu-?o&).ch!_P.N

Best Choice

BEST CHOICES

Buy first, they're well managed and caught or farmed in ways that cac 1 1
GOOD ALTERNATIVES

Buy, but be aware there are concerns with how they're caught or farm 1 1
AOID |

Don't buy, they're overfished or caught or farmed in ways that harm © 1 1

Use the Seafoed Watch App
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Our app for Ancroid and iPhone brings you up-to-date recommen

Use Our Consurner Guides

Our printable guides are broken down by region so you can find sust:

Our Criteria

Learn how we make our recormnmendations.

Learn how to help protect fish and ocean animals by making good de

By asking cne simple but important question you can help shape the

b | b | - -

Mackerel

Seafood & Your Health

Faux-Nagi |

Sustamable Seafood Recipes

Businesses & Crganizations

School of fish

Be a Part of the Movement

Tocay, over 50 percent of U.S. consurners say that buying sustainable

Making a commitrnent to source environmentally responsible seafooc

Becormne a Partner

Learn how you can help transform the marketplace in favor of environ

Our Partners [

These busnesses are workng to build awareness about coean-friend!

Partner Tools

Learn about the issues with our training materials and resources.

Our Blue Ribbon Task Force More business sustainable seafood resou

b | b - - L

The Monterey Bay Aguarium's Seafood Watch program helps consurr

School of barracuda

Our Mission

Our mission is to empower consurners and businesses to make choice

What is Seafood Watch?

The Monterey Bay Aguarium's Seafood Watch program helps consurr

Our recommendations indicate which seafood items are *Best Choice

We raise public awareness about sustainable sea‘ood issues through |

Since 1999, we've distributed over 45 million consumer guides and o

Ll L L -

We also encourage restaurants, distributors and seafood purveyors tc

|

=
w
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Oceanwise Raw Data (Annual Report)

2013 ANNUAL REPORT Message from the President and CE
This past year has been another amazing year of growth and
Construction moved ahead on the first phase of our multi-pr G
The exciting addition of a larger new front entrance, an outd
The revitalization is the largest and most ambitious addition
As a conservation ization, the Aquari i toe
A good part of 2013 was spent developing new strategic an
Year 2014 will see exciting new initiatives on this front.

From studying British Columbia’s wild killer whales to conne¢
Our breadth of conservation, research and education progra
We set another record for total attendance in 2013 with over
They tell us we are on the right track, and that is affirmed wh

Every new connection we've made this year has made a lasti
Today, made up of more than 1,100 volunteers and 450 emg
Coupling that passion with our members (now 79,000 strong
G
We would like to extend a warm thank you to our Patrons fol

To be nominated as a Patron is the Aquarium'’s highest level

C ion Stats 99,280 Kil of litter d as pal
58,500 Canadians participated in protecting our waterways t
30,000+ Hours of rehabilitation and care provided to sick ar
528 Ocean Wise partners across Canada

4 Arctic research partnerships launched

Research Stats
5,020 Cetacean sightings reported to our B.C. Cetacean Sig G
4,800+ Kilometres surveyed in the field by our Cetacean Res
80 Killer whales confirmed in the southern resident populaticG
63 Active animal breeding projects
63 Informal research projects taking place at Vancouver Aqu G
37 Active research projects

G
Education Stats G
23,000+ C: i bers engaged in far-reaching Aqui

13,077 Students inspired to become stewards of the sea thc G

aaalalaaalaaoaaaalaaalaalalaaaaaaalaaalaaaoaaa

D000 OO0OO0DOOOOOOOO000000OO0DOOOOOOOOOo
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1,000+ Teachers embraced aquatic learning with students a G
611 Award-winning school programs delivered at the Aquari G
63 Schools across 42 communities connected to aquatic life

G
Ambassador Stats
1,000,000+ Amazed visitors connected to the natural world i G
113,103 Donated volunteer hours to help conserve aguatic |
25,900 Member households

1,000+ Dedicated volunteers G
450 Committed staff

G
Join Us in Conserving Our Oceans G

QCur oceans need our help, and the Vancouver Aguarium is aG
Please consider supporting our conservation efforts by provi G
You can take action in all kinds of ways, and every little bitm G
Provide much-needed and greatly appreciated financial sup

—_
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MONTEREY 8AY AQUARIIM 2013 ANNUAL REVEW 2013 1 1

inspeing a lowe of the cceses | I [ I 1] I I

..:a.h&l»auosgo&ioﬁc’rﬁ.é!ﬁ o he fourth highes: di n our history. 1

82

More than 80,000 scheo/ch and teach sninnlg.ots-ss fram our Chidrens Education Endowment 1

Owr pi Q 503 Oler Drogram was the subject of 2 popular naticnal

!!695..83 g locatiors across Noeth America rely on our ._

Our arimal care team d in beeeding and raging beautiful flame 1

23 ecosy based scRnce into ther ¢ |

In addition to weekend workshops and summer « we 2g9an hosted our Ceean Pastic Polition Summit—engaging teachers and n leaming and

Looking ahead, we crafted an ambatious long-term vision for our educat) 1

This vison inchades exp g our services for teachers, with the goal 1o

Your i 10 cur Children's Ed, Fund, including endowns

st |

?ov.o!!o-ro | new |eadership for our conservation and sci

!v-an.‘u 5.4 d %0 end the shark n trade in Calic

Our food Vich, 's now in its 15th yea. 1

g.:ssl.._s.os iness locasans in North A rely oo Seafood Watch scence o 1

With our collab iigamm_ovu_ change in how sea| 1]

T'm 50 prowd of all that we've ach Qether ths past year in continuing o lead our fie'd in rd 1

Thank you for jcining me on this joumey, and for al you do 1o support o 1] 1

As | reflect on the year 2013, its casy to get discouraged by the slow pace of human action 1o reverse the crncal | trends that seem to escal by

But there's always cne brighs spos for me, iggg_sglgzgg nbuiderg a y for the ccean.

¥ stans with our fving exhicits. | | |

They're the heart of what we da. | | I ,

Yet they abo rep just the begrning of our work 1o inspire corseny 1

r'm proud 1o report that in 2013 we conzributed in more ways than ever to shapng a future with 1 1

Our impact begns when we bring people face to face with ccean wi dif 1]

In 2013, we welkcomed the fourth highest number of visors in cur hstor 1 1

Thanks to your g lly to our Fund for the Anmals, we compl major imp liee e ded sea otter exhibit that opened in April 2013,

up

Your ity ss_sgo ¢ sopedative care for the anmals in our living collectian, and 1

Sucoesshul develop ogs_niwﬁngg!aoa%na.-n@ 1]

Inspiring exbas are just the strting point. | I | | 1 1

With 2 long-term goal 20 create 2 g of yourg adults who are rspired, ocean Izerate and ready 0 act on the ocean’s behalf, aur prog: for young people

=5 gracdying 10 see our deep 5«833;3&gﬁaau_geggvgiiivgﬁg in the diverse of Papro

Teens there graduate with a strong scence backg | values and self-confic that wil shape their, and our, futre.

p\m@msr_-; gago‘;?goi:wii .L % ~ .:
Over nearly 30 years, we've taken more than 54 millon pecple on an ing 1] 1] | |

For us, the'r visits rep animp step along 2 path that them 10 a workd that may be out of sght, bt that is ritical to our very sonvival.

And, #'s being changed every day, by the growing impact of our human | 1] | 1]

The M ry Bay Aguarum Soard of Trustees has been gifted with puona leadershp aver the past three decadk 1

David Packard, our firs: charman, cast 2 vison that st guides our work.

Peter Birg, whom | succeeded last yoar, d the kegacy ard built | 1 1

¥ has been a great joy to serve as a trustee, alongs de boh | 1]

These inspiring leaders helped buila a publc 2g that is second 10 none in the worid—and ane that is alse recognized 23 2 global leader in ocean cansenvation.

Your generous support has aliowed the A o turn bold dreams into redlity, trme and time again.

Together, we have truly made a differerce. | | 1

With your help, we've buit rch prog 0 map the vast migr 1

E&;gissg?oo!:gi:g-iivliss 1

v.osnswvvrnol:o?ocoaaoi hoo/chidren and teachers can come and leam about the ocean will ke on an ewer mode imponant ro'e in this peocess, and we h

With your help, we have d great thrgs. [ [ [

§5§§!§?!§-3§§8§4‘§55‘§8§9

On benat of cur Board of Trustees, thank you. | | 1

Inspring the Noxt Gereration | | [ 1

Today’s students are palicymakers and crizens. 1

Ther ions will afiect the futre of the ozeans- and their lives wil be shaped by the health of ocean

Our ok 333&-«2:@30!& ners are shapng a g 1] 1]

Your support for our Ch Fund, including endowment gifts, means v 1

Seafood Watch Raw Data (Annual Report)

With your help, we will d: lly expana the reach of our edt IMEACt in the years 1o come.

Our work with midale school science teachers s paying big dividends.

As seachers gan skils through our Scence Instituzes, they lso gain new 1 1

Thars because we engage them with new technology, and cornect then 1

More than 400 midale ana high school students tock part in our teen pri 1

Nearly 80 percert of the teens said they came away wizh the skils ana confi 10 pursue their dreams and make 2 difierence in their

Owr Teen Corservaton Leaders program prowsdes hands-an service oppoatunities foe 150 teens a year, who lcam science content and o dership siclls.

This program is made possble through fund ng from the federa! | of M, and Library S and contrid 20 cur Chidren's Ed: Fund.




Our Watsamville Area Teens Consenving Habizats program 1 1

The program senves high schod! soudents in the predaminantly Hispanic| 1] [ [ [ [ [

We exp. d our Free 1o Learn ana Shelf to Share progy making it easier for special needs ard people from low-income b

83

pants fom these progrars and vistng schoo! groupe. 1] [ [ [ 1

kgg 's demogy wr charge, we o attract and inspire !ﬂ‘oioﬂc‘is.&?g 1

In 2013, 25 percern of Aquarum visitors were Rispanic—a 70 percent increase fram

More imp than the numbers, these visitoes tell us they come away 1 1

Traineg Science Teach | | |

New Corservazon Leaders _ _ _ 1

u.- gi.i:éa;?omggs Free Access The Changing

e | 1 1

Q.-:wsmmkbosnh_:o.’ | 1

Great exhibits begin with incredible arimals. 1

Your suppart for our Fund for the Animals provides the rescwrces our 23 1

-

In 2013, we rased dirary 3!3-6‘835&.85033. i sfully oJnring flamboyant catlefish and bgfin reef squd.

‘We and our unh ﬂootw..l.omw&l. d | 25 great whae sharks in o Caldl 1

Tag data decpens our g of white shark mig patterns i 1

With ech colleagues, we | r;-;igiolg 1

Our goal is 10 und d haw otters are faring in an estuary habiat an 1

The project will he'p inform sea otter recovery as they re-cok other 1

With Paciic bluefin tuna popul down by 9% percent fram histoeic levels, we're stepping up

In 2013, we expandy o.\i!rtnga_ ocean and collab isgkviu

We wel d a new member inta our fock with the hatching of Mag, an African bladd:

She is he fourth chick to hatch in cur penguin calony; all pers of the colony are parof a m-_

Secrwy plavers, tiry migratory shorebinds, face myriad theeats in the wild 1

Thats why we work to save these th d aune-dweling birds.

n2013we d, rasea and rel d 15 plovers imo the wid—a tota

| The young loggernead sea turtle that made a name for itself cefore ary

| The turtie was rescued by the North Carolna Aguarium at Pire Knoll She

They have since sent us a new “Travelng Turtle™ that you can see in our

= 100 wil evertualy be releasea back o the wid.

White Shark Conservaticn

A New Sea Otzer Suudy

Binth of a Penguin |

Secrwy Pover Mieszone

Traveing Turte Heads Home

Saving Ocean Anima's |

Our work with ozean wikilde is at the heart of al that we do.

?215%&;?;8; and bledn twna-ref ey

1
1
1
1
1
1
| T2gging Tuna in Japan | L
S
1
1
1
1
1

Smilarky, the status of endangerea shorebirds lie snowy plovers reflects

We and owr panners bath rescue and study widife %o help th df

1
The life of one sea otzer pup captured heants nation wide in 2003, 1
1

Saving Otrer 501 o..vwm .f!lgaoaﬂo.. nearly 30 years of piond

The shaw folows ber up 50..!38&5.?3!&.!.!&»3:! r etum 1o the ocean.

Ore viewer was 50 nsp 5-;- cluded a gererous 7 in his estate plan 1 © SPEON our work

Ee.mg.a?oii [ [ [ | 1]

Thanks 1o you, we're ras ng awareness of ccean issues and nspiring cha 1]

We're engagng with businesses, political leaders and charge makers to infl pelicy and pu 1 1

Fram cur awn to supermarket shehes and across | 1]

ggc@s%:&iggi?s»ngisg_ 1] 1

Menus in our new Cndy's Waerro and our cafe— createa under the drection of our James Beard Award ng aulinary partner Cindy Pawlcyn—provide

nD ber, our Seaf srﬂsﬂnaooiuoa_sggg?g«B 1

The chefs are carryng the message to and peers | 1]

Today, 95 percent of the U.S. fisheries we assess are rated "Best Choce” or "Good Alternative™- 1 1

?.n{-:»i?iuott.ﬂlgrg._ ne 30, 2013 [ [

§9..‘!h-.-f the Aguanum led the way for legisl that outlawed the shark fn rade in the state—a mayor win for sharks, and for healthy aceans.

d Viauch added many busi lﬁn.l higs in 2073, bulding market d d for seafeod from

Q.‘l!o«:!.aiaoa gqvifi&?gc.m; which 1

| Expers

gt.!&olﬂoﬁ 1

Good News for Seafood

1
1
8lue Ribbon Chef Parners 1
1
1

Shark Fin Trade Ends in Cald
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Shark Fin Trade Ends in Caldomia

A Purrfect Seafooa Pa h | | |

Thank you for jcining aoo:sﬂw} and for al you ¢o 10 sppont o

1

Knowing that consenvation of the oceans wil be a never-ending task, Jane ana Marshall

. eszablahed our endowment fund in 1

Since that tre, others have coetrib o the fund 2nd our Scard of T

has establahed a

ﬁu..u_;omoi_aﬁg.oat&ﬂuo:.sl b

Praviding aver 2 milion schacidhidren with free access to the Aguarum

gether, our end funds now 1oz’ $108 millon and provide crith

In 2013, $3.5 milkon was distrbuted from our end Srds foe our

1

Growing our endowment is 2 10p pricaty T0 aavance our work, rspine 0
T T T T T

1
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